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TIME SPENT PER DAY USING MOBILE INTERNET

AVERAGE NUMBER OF HOURS PER DAY SPENT ACCESSING THE INTERNET VIA A MOBILE PHONE [SURVEY BASED)
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Consumer so0 brai n does n
WE ARE IN THE cons .
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but become
PROsumers

[ Professional + C. Consumers |

C: Connected, Convenient, Collaborative
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4.0 BEHAVIOR Brands have become target, not

consumers
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KEY SOCIAL

MEDIA MARKETING TREND

1.

KOL & MICRO-INFLUENCER

2.

Employee as a brand advocacy

g HELLO

D.

One-on-One/ Personal

Social Message 6 « Live Streaming
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