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TWO-WAY
COMMUNICATION

RESULT IN RAW DATAEASY TO SHARE

PRECISION
TARGETING

EASY TO ACCESS AVAILABLE 24/7



A CHANGE OF
CONSUMER BEHAVIOUR

A CHANGE OF 
MEDIA TOUCH POINTS 
& MEDIA PLATFORMS

A CHANGE OF
KOL & INFLUENCERS

MEDIA COST 
IS CHEAPER

COMPETITION 
IS VERY HIGH
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COST PER OBJECTIVE
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AUDIENCE SEGMENT

THAILAND FACEBOOK USERS 53.7m

INTEREST
ONLINE SHOPPING

INTEREST
FASHION

INTEREST
FINANCIAL & INVESTMENT

INTEREST
AUTOMOBILE

INTEREST
HEALTH & BEAUTY
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AUDIENCE SEGMENTATION

People who doesn’t have any intention to 
purchase our products and services

People who interested in our 
products and services

People who is our fan pages 
but haven’t purchased

People who interested in 
our competitors

People who visit to our website

People who visit and click on 
add to cart button

DE
SC

RI
PT
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N

People who already purchase our 
products or services

INTEREST

FAN PAGE

COMPETITOR

ADD TO CART

PURCHASE

VISIT

GENERAL Objective for GENERAL segment

Objective for INTEREST segment

Objective for FAN PAGE segment

Objective for COMPETITOR segment

Objective for VISIT segment

Objective for ADD TO CART segment

Objective for PURCHASE segment

O
BJECTIVE



AUDIENCE SEGMENTATION
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1st PURCHASE

GENERAL

INTERESTS

LOOKALIKE CUSTOMER

FAN PAGE

ENGAGED PAGE

VISIT WEBSITE

ADD TO CART

WEEKLY 

MONTHLY

CHURN

To gain more quality visit with purchased intended

To click add to cart button

To made the 1st purchase

To increase basket size

To increase purchase frequency and basket size

To come back and purchase with us

To made 2nd purchase

People who doesn’t categorise in any segments below

People who interested in our products and services

People who engaged with our ads or fan page

People who visit website but not add to cart or purchase

People who add product to cart but not purchase

People who have behaviour to purchase in weekly basis

People who have behaviour to purchase in monthly basis

People who used to purchase with us but not in last 30 days

People who just have the 1st purchase with us

People who is fan page

People who look alike existing customer



AUDIENCE SEGMENTATION
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1st PURCHASE

GENERAL

INTERESTS

LOOKALIKE CUSTOMER

FAN PAGE

ENGAGED PAGE

VISIT WEBSITE

ADD TO CART

WEEKLY 

MONTHLY

CHURN

NEW Customer

RETARGET Customer

EXISTING Customer

1st Purchase

Increase basket size

Come back to purchase with us

1st PURCHASE Customer

Increase purchase frequency and basket size

2nd Purchase within 1 month



OPTIMISATION

op·ti·mi·za·tion
/ˌäptəməˈzāSHən,ˌäptəˌmīˈzāSHən/

An act, process, or methodology of making something (as a design, system, or decision) as fully perfect, functional, or effective 

as possible; specifically :  the mathematical procedures (as finding the maximum of a function) involved in this.

In the other words, optimisation is a process to achieve a better result with the same or limited resources.

Adaptive StrategyAnalysisAccurate & Reliable 
Data

Better Result



OPTIMISATION

op·ti·mi·za·tion
/ˌäptəməˈzāSHən,ˌäptəˌmīˈzāSHən/

An act, process, or methodology of making something (as a design, system, or decision) as fully perfect, functional, or effective 

as possible; specifically :  the mathematical procedures (as finding the maximum of a function) involved in this.

In the other words, optimisation is a process to achieve a better result with the same or limited resources.

Adaptive StrategyAnalysisAccurate & Reliable 
Data

Better Result

Transactional data
Behaviour data

Business objective
Conversion signal
Customer behaviour
Seasonal
Competitor
Demand & Supply

Budget
Target Audience
Sales Channel
Website (UX/UI)
Product
Promotion
Campaign
Key Message

Adaptive StrategyAnalysisAccurate & Reliable 
Data

Better Result



AUDIENCE STRUCTURE

AUDIENCE #

18-44

M & F

AUDIENCE #

A given target audience are:
Age range : 18-44
Gender : Male & Female
Location : Thailand Nationwide



AUDIENCE STRUCTURE

AUDIENCE #

18-24 25-34 35-44

M F M F M F

A given target audience are:
Age range : 18-44
Gender : Male & Female
Location : Thailand Nationwide



DYNAMIC TARGET AUDIENCE

18-24

INTEREST

25-34 35-44

M F M F M F

18-24

FAN

25-34 35-44

M F M F M F

18-24

LOOKALIKE AUDIENCE

25-34 35-44

M F M F M F

CAMPAIGN

MM F F FM M FMM F F M F FM FM

LOOKALIKE AUDIENCEINTERESTFAN

25-3418-24 35-44 25-3418-24 35-44 25-3418-24 35-44

CAMPAIGN



OPTIMISATION
METHODOLOGY

฿
BUDGET 

OPTIMISATION
○ Push & Pull
○ Platform
○ Campaign
○ Ad Group

○ Audience
○ Location
○ Device
○ Placement

CREATIVE 
OPTIMISATION
○ Key Message
○ Artwork
○ Ad Format

AUDIENCE 
OPTIMISATION

○ Behaviour
○ Device
○ Placement
○ Time

○ Location
○ Interest
○ Gender
○ Age



PUSH MEDIA
Giving information to target audiences 
who might have needs in the future.

PULL MEDIA
Providing information to specific 

audiences who shown their needs.

PUSH

PULL

PUSH & PULL MEDIA



EXPECTED OUTCOME

Time

CpO
(Cost per Objective)

Result







EVERY SINGLE 
“.” MATTERS


