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ESG REPORT

VISION

EMPOWERING THE FUTURE OF MARKETING
THROUGH CREATIVE EXGELLENCE AND
TRANSFORMATIVE INNOVATION

MISSION

WE DELIVER TAILORED CREATIVE, PRODUCTION,
AND MARKETING SOLUTIONS FOR ASIA'S EVOLVING
LANDSCAPE, DRIVEN BY A GOMMITMENT TO
SUSTAINABILITYM RESPONSIBILITY, AND EXCELLENCE
IN EVERY DETAIL
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BEGOME A DRIVER OF
SUSTAINABILITY IN
CREATIVE PRODUCTION

AND COMPLYING WITH SET ESG RATINGS

P wfy & i

AN INSPIRING AND SAFE PLACE TO

ACCELERATED SUSTAINABLE AND PROMOTING A HEALTHIER AND MORE
RESPONSIBLE BUSINESS PRACTICES GENDER EQUALITY SOCIETY THROUGH "}’(?SF'{(NAE'\“(DTQ gﬁfﬁLE“ﬂEgg{EE
IN OUR SECTOR AND VALUE CHAIN CREATIVE COMMUNIGATIONS :
EVERYDAY
- LESS FOOD WASTE - COMMUNITY AWARENESS - EMPLOYEE ENGAGEMENT
- REUSE & RECYCLE - COMMUNITY ENGAGEMENT - DIVERSITY & INCLUSION

- ENERGY CONSUMPTION - OPEN COLLABORATION - HEALTH & SAFETY
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SPECTR{OSCOPE |

SPECTREISCOPE | HUMAN

SPECTREISCOPE |

SPECTR{OSCOPE |

SPOTLIGHT

SPECTROCAAM

SPOTLIGHT

SPECTROGRAM

EQUALNTY & DIVERSITY (SPECTRUM)

CONTENT(S)

&Oriental

SPYIRAL

SPYIRAL

&Oriental

SPYIRAL

SPYIRAL

SPECTATERR

Main Column

SPECTR({OSCOPE
SFPECTROCRAM
SPOTLIGHT
HUMAN
SP)IRAL
NEWS

Series

Pride on the road
Interned
&Oriental

Safe Space
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Objective

EQUALNTY & DIVERSITY (SPECTRUM)

2026
FROM PUBLISHER
TO CONTENT AGENCY

SFPECTRUM >

CONTENT AGENCY

« CREATIVE AGENCY

o CONTENT STRATEGY AND PLANNING
« PRODUCT SERVICE

C EYE & Chamni's Eye :
Eouh ey Brand Communication Fublisher

Objective

hat Chamni's Eye

{ Artwork

PAGE 19
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WORKSHOP & TRAINING

PAGE 25

RESULY SUMMARY

P 2

ACCELERATED SUSTAINABLE AND
RESPONSIBLE BUSINESS PRACTICES IN

/e

PROMOTING A HEALTHIER AND MORE
GENDER EQUALITY SOCIETY THROUGH

o

AN INSPIRING AND SAFE PLACE TO WORK
AND A GREAT EMPLOYEE JOURNEY TO ALL

OUT SECTOR AND VALUE CHAIN CREATIVE COMMUNICATIONS OUT PEOPLE, EVERYDAY
LESS REUSE & ENERGY COMMUNITY COMMUNITY OPEN COMMUNITY COMMUNITY (OPEN
FOOD WASTE RECYCLE CONSUMPTION AWARENESS ENGAGEMENT COLLABORATION AWARENESS ENGAGEMENT COLLABORATION
SHORT - TERM REDUCTION IN FOOD || INCREASE OF REUSE REDUCTION IN INCREASE OF INCREASE OF INCRESE OF EMPLOYEE WORKSHOPS ON SPORT CLUBS
TARGETS WASTE GENERATED | | & RECYCLE MATERIAL ENERGY IMPRESSION ENGAGED AUDIENCE COLLABORATION ENGAGEMENT ESSENTIAL FUTURE -FOOTBALL
V§ 2024 BEING USED VS CONSUMPTION VS V§ 2024 VS$ 2024 PROJECT TO SUPPORT SCORE SKILLS -CHESS
2024 2024 NGO VS 2024 (TARGET 75%) 0] RUNNING
(TARGET 10%) NOOKE
BADMINTON
-TENNIS
-TABLE TENNIS
ASELECTIOBFOR WASTE MANAGENENT SYSTEM “SMART ENERGY -PUBLISHING POSITIVE EDUTAINMENT CONTENTS -FUNDRAISING FOR -NSTALL STRONG - ENCHANCED WORKFLOW | | -HeS PROCEDURE TRAINNG
OUT INITIATIVES -RECYCLE LOOP AND PROTOCOL NONTTORING SYSTEM INVARIOUS CONTENT FORMATS NGO PERFORMANCE -SUSTAINABLE PRODUCTION | | - INOPERATION
TOACHIEVE THOSE -PARTNERING WITH WASTE MANAGEMENT IMPLEMENTATION -QPEN PLATFORM FOR OPNION AND CONVERSATION | | -CONTENT COLLABORATION | [ MEASURENENT AND -MENTAL HEALTH -HEALTH PROMOTING
CONSULTA -SOLARENERGY TOCREATE A SAFE SPACE TO EXPRESS OPINIONS -EVENT COLLABORATION REVIEW PROCESS ACTIVITES
-EMPLOVEE TRAINING INSTALLATION RSO DEVELOPHENT (C5 100 TRANNG

KPI

ACHIEVED

100%

N

— -

— -

15%

100%

— -
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AU CINIVASFAAYY

Bachelor of Science (Economics and Politics)
(Upper Second Class Honours), University of
Southampton
dKS1BO18U1DAS

Master of Science (International Relations),
London School of Economics and Political
Science, University of London
dKS1BO18U1DAS

Doctor of Philosophy (International
Relations), St. Antony's College, University
of Oxford
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2535-2536 USUNAGU Uausu (UssinAlng) :1Aa
e Account Executive

2536-2546 usynalo wastunniinAa
 Strategic Planner
 Strategic Planning Director

2548-2550 usynao1dlo-lulontautuad
(Us=tinflng) s1aa

e Head of Consumer Planning

» Vice President, Marketing

2550-2556 usyn dGo1ale 91A0
e Marketing Director, South East Asia
» Whisk(e)y Category Director, Asia Pacific
e Marketing Director, New Growth
Opportunities, Asia Pacific
» Marketing & Innovation Director, Diageo
India
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Hotel Management,
Hotel Institute Montreux, Switzerland
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2543 Relationship manager and credit analyst
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ROYAL CANIN

CREATIVE IDEA/ AWO/ BOOST POST/ KOL

CHALLENGE SOLUTION

ROYAL CANIN NEEDED TO STRENGTHEN ITS BRAND ~ CRAFTED A BRANDING STRATEGY BLENDING
PRESENCE IN THAILAND WHILE PROMOTING ITS
PREMIUM PET NUTRITION PRODUCTS IN A

EDUCATION AND PROMOTION TO BUILD TRUST AND

_Lc;u,

mu 1Guaulurnl

COMPETITIVE MARKET .

“AvatarOn A SalR! »

SCHNEIDER ELECTRIC

FILM ADVERTISING/ KV/ AWO AND
MEDIA ADS OPTIMIZATION

CHALLENGE

AS A LOW-INVOLVEMENT CATEGORY,
ELECTRICAL SWITCHES AND SOCKETS ARE
OFTEN PERCEIVED AS SIMILAR AND PRICE-
DRIVEN, MARKETING IT DIFFICULT TO CAPTURE
ATTENTION WHILE COMMUNICATING
TECHNICAL FEATURES AND DRIVING SALES.

HIGHLIGHT PRODUCT BENEFITS, WHILE USING “SKY

AND NANI" AS A FIRENDS OF ROYAL CANIN TO
ENGAGE YOUNGER AUDIENCES.

| BT s
UUIIHUFI?)'!IJHCI
nKou 22 ) B Augannuiu

davsuda
wnans ingodou..,
Zuludau

--
m

goUadu
o
Zudainganniu

SOLUTION

HUMINIZE THE PRODUCT THROUGH EMOTIONAL
STORYTELLING, SIMPLIFY THE FEATURES INTO
RELATABLE LIFESTYLE BENEFITS, AND
INTEGRATE ENGAGING CONTENT WITH STRONG
PROMOTIONAL MECHANICS TO DRIVE
CONVERSION
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LINE STICKES X LINE MELODY CHALLENGE

ONLINE CAMPAIGN/ KOL/ CREATIVE IDEA DRIVE EXCITEMENT AND DOWNLOADS FOR LINE
MELODY AND LINE STICKERS IN A HIGHLY
COMPETITIVE DIGITAL ENTERTAINMENT SPACE
WHERE USERS ARE EASILY DISTRACTED AND
ENGAGEMENT DROPS QUICKLY.

HIGHLIGHT

P AIGRLUP
DI 5ITI _« Al DAY

28 .\UGUST 2025 ,

AXIS TRANSFORMATION ~ CHALLENGE

EVENT ORGANIZER/ KV/ MERCHANDISE 10 COMMUNICATE AXIS AS A KEY DRIVER OF Al
TRANSFORMATION WITHIN PTT GROUP WHILE MAKING
AITANGIBLE, RELATABLE, AND RELEVANT TO
EMPLOYEES. THE CHALLENGE WAS TO TRANSLATE
COMPLEX Al STRATEGIES INTO ENGAGING CONTENT
THAT BUILDS UNDERSTANDING, EXCITEMENT, AND
PARTICIPATION ACROSS THE ORGANIZATION.

ll

SOLUTION

LAUNCH AN ENGAGING ONLINE CAMPAIGN WITH
STRONG KOL COLLABORATION, GAMIFIED
MECHANICS, AND ATTRACTIVE REWARDS T0
CREATE URGENCY, BOOST PARTICIPATION, AND
DRIVE DOWNLOADS.

N P Bpr
ptt XIS Aoo:ls?
6 mlunnaudov§dn!

JUL-NOV 2025
(ol ooy e B

SOLUTION

WE DEVELOPED A UNIFIED COMMUNICATION
SYSTEM GENTERED AROUND THE "YOU & Al
FORWARD TOGETHER" CONCEPT, COMBINING
COMPELLING KEY VISUALS, INFORMATIVE
CONTENT, AND ENGAGING VIDEO STORYTELLING.
THIS APPROACH SIMPLIFIED ATINTO RELATABLE
NARRATIVES, STRENGTHENED AXIS BRAND
PRESENCE, AND ENCOURAGED EMPLOYEES TO
ESTNHREET WITH AND EMBRACE THE AI-DRIVEN



F Creative
. CEYE Agenda COMPANY OVERVIEW & ITS SUBSIDIARIES PAGE 38

¥ - OPT %:‘ m HI PRO
auslgrlso " 3035'"5 50SaIS
s i oLAN iISW Y nmua AMISW

suswa m tHallJ:!u

s nEnmhen Wee

0 nzgu nlo VDO “foonis
Optimum Hi Pro” TuSudy
flavoinue

LINE STICKES X LINE MELODY CHALLENGE SOLUTION

AWO/ ACTVITY/ KOL IN A HGHLY COMPETITIVE KOI FSH FOOD POSITION OPTIMUM HIPRO AS THE PROFESSIONAL
MARKET WUHERE PRODUCTS ARE OFTEN CHOICE FOR BEAUTIFUL GROWTH AND VIBRANT
PERCEIVED AS SIMILAR AND PURCHASE COLOR, CLEARLY COMMUNICATE ITS KEY BENEFITS

DECISIONS ARE DRIVEN BY VISIBLE RESULTS AND ~ AND LEVERAGE ENGAGING ONLINE CONTENT
PRICE, THE BRAND NEEDS TO BUILD LONG-TERM WITH INFLUENCER SUPPORT TO STRENGTHEN
é/\.\A{_LI\E%ENESS WHILE ALSO DRIVING IMMEDIATE CREDIBILITY AND DRIVE CONVERSION.

g [ ]
* 121ZMECASALE

. fré3udiudd an 5 !
(i o 0%

Trip.com

\.IYJL-’ : .
h ngownw « 15u0ld 8990 -
z —oolnd, =,
| “nha gess - 1,200.-

rip.com AP H HEG.I SlLE

12 12HEBA5M-E +
al.lll“ ‘ ‘ n&ﬁ A
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.
i | 100
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AXIS TRANSFORMATION CHALLENGE SOLUTION

EVENT ORGANIZER/ KV/ MERCHANDISE TRIP.COM AIMED TO STRENGTHEN BRAND POSITION OPTIMUM HI PRO AS THE PROFESSIONAL
AWARENESS AND DRIVE BOOKINGS THROUGH CHOICE FOR BEAUTIFUL GROWTH AND VIBRANT
CONTENT THAT FEELS FRESH, CONSISTENT, AND COLOR, CLEARLY COMMUNICATE ITS KEY
EASY TO ENGAGE WITH. THE CHALLENGE WAS BENEFITS, AND LEVERAGE ENGAGING ONLINE
T0 CREATE A UNIFIED VISUAL DIRECTION WHILE GCONTENT WITH INFLUENGER SUPPORT TO
KEEPING THE TONE FUN, INFORMATIVE, AND STRENGTHEN CREDIBILITY AND DRIVE
APPROACHABLE. CONVERSION.



\

#* CEYE

Creative
Agenda

&

Tolo® nsanw Us:fiufio
Aioi Bangkok Insufance

ST il e
LJF?IJL-.J_« _.f’-\F-I: OCIE P P,
gutadaudonunistulng o guliRau”
w
4 = ]

AIOI BRAND CAMPAIGN 2025 CHALLENGE

ONLINE VIDEO/ TESTIMONIAL VDO/ STRENGTHEN BRAND TRUST AND

AWO/ KOIS REVIEW DIFFERENTIATION IN A HIGHLY COMPETITIVE
INSURANCE MARKET WHERE CONSUMERS
ARE PRICE-SENSITIVE AND OFTEN
IBAR%EMOTIUNAL CONNECTION WITH THE

COMPANY OVERVIEW & ITS SUBSIDIARIES
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Inanumane
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SOLUTION

DEVELOP AUTHENTIC ONLINE VIDEQ AND
TESTIMONIAL CONTENT, SUPPORTED BY
ALWAYS-ON COMMUNICATION AND KOL
REVIEWS, TO HUMANIZE THE BRAND, REINFORCE
CREDIBILITY, AND DRIVE CONSIDERATION AND
PURCHASE.
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SPARK AMPLIFY FINAL PUSH
THE CELEBRATION MOMENT & PERCEPTION TO REMIND HABIT
TEASER -

21- 27 Aug 28 Aug - 3 Sep (7 Days) 45ep - 25 Sep (22 Days) 23Sep - 25 Sep (3 Days)

(7 Days)
= 6 wiadauonaadugasen 66 ladsa
Taamulacuaa! noasuliws 7 5u s1ManAu sudu 31 / !

CELEBRATE 6 YEARS OF LINE MELODY BY TURN THE ANNIVERSARY INTO A “FESTIVAL OF
RECONNECTING EMOTIONS THROUGH MUSIC — FEELINGS", WHERE EVERY RINGTONE REFLECTS
REMINDING USERS THAT EVERY CALL CAN CARRY  JOY, NOSTALGIA, AND PERSONAL STYLE. COMBINE
THEIR FAVORITE MELODY AND MOOD. EXCLUSIVE ARTIST RELEASES, FUN DEALS, AND

USER ENGAGEMENT ACTIVITIES TO AMPLIFY
BRAND LOVE AND DRIVE RE-DOWNLOADS.

“iJoMmansiKYAIIUINILUEA
naunufAausIkvAUIUTR”

INTERNATIONAL
HOSPITAL

AM INTERNATIONAL CHALLENGE: SOLUTION:

HOSPITAL CELEBRATE 6 YEARS OF LINE MELODY BY TURN THE ANNIVERSARY INTO A “FESTIVAL OF
RECONNECTING EMOTIONS THROUGHMUSIC—  FEELINGS”, WHERE EVERY RINGTONE REFLECTS
REMINDING USERS THAT EVERY CALL CANCARRY  JOY, NOSTALGIA, AND PERSONAL STYLE. COMBINE
THEIR FAVORITE MELODY AND MOGD. EXCLUSIVE ARTIST RELEASES, FUN DEALS, AND

USER ENGAGEMENT ACTIVITIES TO AMPLIFY
BRAND LOVE AND DRIVE RE-DOWNLOADS.
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LIVE YOUR |

Lucky VILLA APEX

LINE MELODY CHALLENGE: SOLUTION:

T0 DRIVE THE FINAL SALES PHASE FOR ARTALE CREATE AN AWO CONTENT STRATEGY

ASOKE—RAMA 9 BY REACHING HNWI CHIGH NET HIGHLIGHTING “THE ULTIMATE DESTINATION IN LIFE

WORTH INDIVIDUALS) AND REAFFIRMING THE WORTH SEIZING." EACH UNIT IS PRESENTED AS A

PROJECT'S POSITIONING AS A PREMIUM RESIDENCE ~ REFLECTION OF INDIVIDUAL LIFESTYLE AND

THAT REFLECTS PERSONAL SUCCESS, REFINED IDENTITY — BALANGING DESIGN, FUNCTIONALITY,

LIFESTYLE, AND TIMELESS DESIGN VALUE. AND EXCLUSIVITY TO RESONATE WITH BUYERS'
EMOTIONAL AND RATIONAL NEEDS.

MEKHA V CHALLENGE: SOLUTION:

ENCOURAGING INTERNAL TEAMS TO ADAPTAND ~ POSITION Al AS A SUPPORTIVE PARTNER RATHER

COLLABORATE WITH Al TOOLS, AMIDST RAPID THAN A REPLACEMENT, BY BUILDING A POSITIVE,

CHANGES IN WORKPLAGE TECHNOLOGY AND FUTURE-FORWARD BRAND NARRATIVE THROUGH

DIGITAL TRANSFORMATION. ENGAGING INTERNAL COMMUNICATION AND
INTERACTIVE EXPERIENCES.
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CHALLENGE: SOLUTION:

ROYAL CANIN AIMED T0 SUSTAIN BRAND DEVELOP LONG-FORM AND SHORT-FORM CONTENT
ENGAGEMENT AND DRIVE SALES THROUGH THE FEATURING KOLS REVIEWING PET FOOD AND

AWO CAMPAIGN BY CREATING ONGOING, RELEVANT ~ SHARING AUTHENTIC EXPERIENCES, ALONG WITH
CONTENT THAT KEEPS PET OWNERS INSPIRED TIKTOK-STYLE VOX POP VIDEOS TO MAKE THE
WHILE MAINTAINING BRAND TRUST AND BRAND MORE RELATABLE, DYNAMIC, AND
AWARENESS. ENGAGING FOR PET LOVERS.

. 1- ﬂPrincipar i s o El ﬂ.\_-n;,,;._qx,':.:;“mgwmwlm‘ _____ - -.,-_:.‘____
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CHALLENGE: SOLUTION:

POSITION Al AS A SUPPORTIVE PARTNER RATHER
EQEEHESELN& '\%ITEE'X?%J[E@%?D’Q?’E%ND THAN A REPLACEMENT, BY BUILDING A POSITIVE,
CHANGES IN WORKPLAGE TECHNOLOGY AND EﬁElLJ\FéfNEﬁﬁ%ﬁf%ﬁﬂw}%%L{“EUUGH
DIGITAL TRANSFORMATION. INTERACTIVE EXPERIENCES.
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CHALLENGE:

TO EXTEND THE PREVIOUS CAMPAIGN USING THE
SAME TAGLINE WHILE MAKING IT MORE ENGAGING
AND MEMORABLE FOR THE AUDIENCE.

OPTIMUM

‘I'ﬂp.nm

Trip.com rip _ % 1 com
uﬁnn’iaumﬂu 3 $

10.10 MEGASALE &
Dovadu: .

aa3uidigannda,

CHALLENGE:

TRANSFORM TRIP.COM FROM A DEAL-DRIVEN
PLATFORM INTO A TRUSTED TRAVEL COMPANION
THAT INSPIRES THAI TRAVELERS TO CREATE THEIR
OWN TRAVEL WISH.

PRINCIPAL

COMPANY OVERVIEW & ITS SUBSIDIARIES
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SOLUTION:

FEATURE KOLS AS MAIN STORYTELLERS THROUGH
PRODUCT REVIEWS THAT HIGHLIGHT THE MESSAGE
— “GOOD POND, CLEAR WATER, HEALTHY FISH" —
WHILE CREATING INTERACTIVE ACTIVITIES WITH
PRIZE GIVEAWAYS TO BOOST PARTICIPATION AND
PURCHASE INTENT.

Irip-com

SOLUTION:

BUILD AUTHENTIC, INSPIRING STORYTELLING
THROUGH FACEBOOK AND TIKTOK — SPARKING
CURIOSITY AND SHOWING REAL TRAVEL
POSSIBILITIES.
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THE PIZZA COMPANY CHALLENGE: SOLUTION:

TO EXTEND THE PREVIOUS CAMPAIGN USING THE ~ WE CRAFTED THE PRODUCT NAME “PIZZA TRIPLE

SAME TAGLINE WHILE MAKING IT MORE ENGAGING ~ CRUST" T0 BE FUN, MEMORABLE, AND

AND MEMORABLE FOR THE AUDIENCE. DESCRIPTIVE, PLAYING OFF BOTH THE FORMAT AND
THAI WORDPLAY. WE BUILT A BOLD IMC CAMPAIGN
WITH A DISTINCTIVE KV AND EYE-CATCHING
INSTALLATION, INCLUDING REAL PIE VISUALS AND
SAMPLING ACTIVATIONS.

rham-m]‘h':
suifinliTno!

THE PIZZA COMPANY CHALLENGE: SOLUTION:

THE CHALLENGE WAS TO SUSTAIN EXCITEMENT TO CELEBRATE THE 2ND ANNIVERSARY OF BITE,

AND DRIVE AWARENESS FOR BITE IN [TS SECOND ~ WE REFRESHED THE CAMPAIGN WITH BOLD

YEAR, ENSURING THE PRODUCT REMAINED FRESH,  VISUALS AND PLAYFUL WORDPLAY TO CELEBRATE

FUN, AND TOP-OF-MIND AMONG CONSUMERS. TS CRAVE-WORTHY APPEAL, KEEPING THE
EXCITEMENT ALIVE ACROSS KEY CHANNELS.
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THE PIZZA COMPANY

THE PIZZA COMPANY

CHALLENGE:

SCHNEIDER ELECTRIC AIMED TO GROW
AWARENESS AND DRIVE SALES FOR AVATARON A
AND EV CHARGER.

wAduaUy

wAduaUy

Weulsedaalkuaaursa

Leudens

Eavlkufadnsa LLADLLaUY
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i g

SOLUTION:

LAUNCHED A KV AND THEMATIC VIDEQ TO BUILD
AWARENESS, SUPPORTED BY ADS AND ALWAYS-
ON CONTENT TO DRIVE SALES, WITH KOLS
AMPLIFYING THE MESSAGE THROUGH AUTHENTIC
ENGAGEMENT.
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80% Fhgd

wWauluulum

CHALLENGE:

CREATE AWARENESS NEW APPLICATION

- OBJECTIVE & KPI: DRIVE ENGAGEMENT AND
INTEREST IN THE APP 80% :WRITER
INSTALL = 1,000-1,500

- BUILD AWARENESS 20% : REACH AND
IMPRESSION AT LEAST 1,000,000 ACROSS ALL
PLATFORMS

(KOLS, X, FACEBOOK, TIKTOK.)

TARGET AUDIENCE : WRITER 100%

| [Kamuadﬂ mauu f,‘.

SuAIADU
H\JHE‘IZ‘I\J

80%

SOLUTION:

AWARENESS WAS CREATED ACROSS MULTIPLE
SOCIAL MEDIA PLATFORMS, INCLUDING FACEBOOK,
TIKTOK, X, AND GOOGLE, WHICH DISTRIBUTED ADS
&-IEIEUSlIJ%IE-ISITS DISPLAY NETWORK TO VARIOUS
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SANSIRI CHALLENGE SOLUTION
ALWAYS ON BUILD BRAND,VISIBILITY AND ENGAGEMENT BUILD AWARENESS AND COMMUNITY
THROUGH TIKTOK IN A HIGHLY COMPETITIVE THROUGH LIFESTYLE-DRIVEN
REAL ESTATE MARKET. TI-TOK CONTENT, HIGHLIBHTING NEIGHBORHOOD

CHARM AND EVERYDAY MOMENTS.

SANSIRI CHALLENGE SOLUTION
TIKTOK BUILD BRAND VISIBILITY AND ENGAGEMENT BUILD AWARENESS AND COMMUNITY
THROUGH TIKTOK IN A HIGHLY COMPETITIVE THROUGH LIFESTYLE-DRIVEN
REAL ESTATE MARKET TKTOK CONTENT_HIGHLIGHTING NEIGHBORHOOD

CHARM AND EVERYDAY MOMENTS.



=

z ,
—
L
G
L3
=




7. CEYE CHAMNI'S EYE COMPANY OVERVIEW & TS SUBSIDIARIES PAGE 48

PRODUCTION

VIDEQ
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PRODUCTION

AIOI TESTIMONIAL

LINE MAN HALF-HALF




7 CEYE CHAMNI'S EYE COMPANY OVERVIEW & TS SUBSIDIARIES PAGE 50

OOOOOOOOOO

MTL FLEXI PROTECTION MC JEANS THE LEGEND
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PRODUCTION

AIAFA

BIFESTA (RE-EDIT)
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PRODUCTION

CHESTER'S GRILL

GULF

is calling .

IMPACT DUTCH MILL PROTEN
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PRODUCTION

POPU THE PIZZA CROISSANT
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NESCAFE | KOLF CGI NESCAFE | KOLF_CONTENT
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AIA PRESTIGE CLUB

PIZZA BITE 2025 ROYAL CANIN
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PRODUCTION

SPARKLE

DEVICE TRUE DTAC FANTA

DUTCHIE PROBIOTIC NY PIZZA
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OOOOOOOOOO

CLEAN & CLEAR ORIENTAL PRINCESS
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PRODUCTION

OPPO RENO 13 SERIES OPPO AS PRO 56

PROMISE

Bubodouynna

. ol T
PROMISE - PROMISE

Subodauyrna

“ sl . uranila
PROMISE PROMISE
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PRODUCTION

CHUA HAH SENG COOKBOOK
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VIDEO

AIRELATED WORK
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PRODUCTION

JOHNSON & JOHNSON




7. CEYE CHAMNI'S EYE COMPANY OVERVIEW & TS SUBSIDIARIES PAGE 62

PRODUCTION

STILL PHOTO
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PRODUCTION

BEAUTY AND HAIR
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PRODUCTION

BEAUTY & SKIN

i‘-::

BANK & INSURANCE
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PRODUCTION

FOOD AND BEVERAGE
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PRODUCTION

FOOD AND BEVERAGE
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PRODUCTION

BABY KID & PET
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PRODUCTION

FILM POSTER
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PRODUCTION

LIFESTYLE
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PRODUCTION

FASHION

Mec JEANS
THE LEGEND
HO3MW8

= !
= R ﬁﬂl k= |
M B e JEans

THE LEGEND |
NOF0G

STHE LEGEHD LIVES ON. s

. i

‘&
Wi < £,
o
| ol
e

o

—

Molthns

L &




PAGE 71

COMPANY OVERVIEW & ITS SUBSIDIARIES

PRODUCTION

CHAMNI'S EYE

# CEYE

MOTORBIKE

All New Honda Wavel25
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PRODUCTION

OTHERS ADVERTISING
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STILLEHUTU
RETOUCH

Al RELATED WORK
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PRODUCTION
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EDITING
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EDITING
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Cal
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ON AIR VTR
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ONAIR VTR
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ONAIR VTR
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VTR ONLINE
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SOUNDON AIR
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SOUNDON AIR
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SOUNDON AIR




# CEYE Zc al_@s COMPANY OVERVIEW & ITS SUBSIDIARIES PAGE 88

MOVIE PILOT: Al VIDED

No one even wants to come.
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MEGABANGNA

COMPANY OVERVIEW & ITS SUBSIDIARIES PAGE 90

MEGABANGNA (DEPARTMENT STORE] CREATED A LIFESTYLE
PHOTO LIBRARY BY COMBINING REAL-LOCATION SHOOTS WITH
AI-GENERATED CHARACTERS—STREAMLINING TALENT NEEDS,
LOWERING COSTS WHILE STAYING BRAND-ALIGNED.
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SENURIT A COMBINING GENERATIVE Al VIDEO TO CREATE DISTINCTIVE
CUSTOM SHOTS THAT HELP ENHANCE THE CREATIVITY AND
STORYTELLING EXPERIENCE.
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studio

GPX GPX (THAILAND) BLENDS Al WITH REAL-PRODUCT PRODUCTION,
EXPANDING CREATIVE POSSIBILITIES TO PRESENT VEHICLES IN
MULTIPLE SCENARIOS.
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studio

TIDE Al GENERATED VIDED
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PRODUCTION

MTL FLEXI PROTECTION

KV PRODUCTION/ TVC PRODUCTION/ Al/ POST

PERCEIVED AS "PAY BUT NEVER USE," LIFE INSURANCE CREATES EMOTIONAL HESITATION.
OUR HERO-LED CAMPAIGN REFRAMED FLEXI PROTECTION INTO A MODERN, VALUE-DRIVEN SOLUTION THAT DRIVES

CONFIDENT ACTION.
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PRODUCTION
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DOWNY AURORA

FULL CAMPAIGN/ IDEA/ PRODUCTION/ POST

WE CREATED A HERO TVC AND KEY VISUAL THAT CONTRAST THE HARSH, SWEATY REALITY
OF EVERYDAY LIFE WITH AN IMMERSIVE NATURE-INSIPRED ESCAPE.

THE CAMPAIGN EXPRESSED FRESHNESS AS IF ESCAPING TO NATURE, HIGHLIGHTING UPGRADED
PERFUME TECHNOLOGY AND UP TO 24 HOURS OFFRESHNESS, POSITIONING DOWNY PRO PERFUME
AS A SUPERIOR SCENT EXPERIENCE THAT KEEPS CONSUMERS FEELING FRESH AND CONFIDENT ALL DAY.
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PRODUCTION

| NEW |

CLINICALLY PROVEN ACNE 157
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KV PRODUCTION/ TVC PRODUCTION/ Al/ POST

MAKRO

TIKTOK VIDEO
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PRODUCTION
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PRODUCTION

TRUE DTAC ALWAYS-ON CONTENT

FULL SERVICES/ IDEA/ PRODUCTION/ SMM
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PRODUCTION

TRUE DTAC MIGRANT CALENDAR 2026

CREATIVE / DESIGN
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PRODUCTION

CHUA HAH SENG - NAM PRIK CUP CHUA HAH SENG - NO.1 BRAND

KV PRODUCTION KV PRODUCTION
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SOUNDON AIR
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SOUNDON AIR

SERIES VIDEO

PRIDE ON THE ROAD/ GO ON NOW GO/ TEASER Us:n@uLA
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OUR STRATEGY
AND AREA
e 10 GROWTH
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2.Strategic Partnerships from alliances asw
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AngNIW vg1guauluanIsiiusais
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(Operating Model Transformation) Wo
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4.Savrgaavrgssaaluvaur (Maintain
Advertising Business’ Revenue) yvil3gu
Wiuusyna1asuuuu Creative Production uas
Agency uuuaviau Iugaisilu Al-Integrated
Content & Creative Ecosystem ANa1UWavAIY
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Board of Director
AEU=ASSUAISUSUYN

Nomination Corporate

i . . Audit Committee
Committee Executive Committee Governance and

S S — i AfULASSUNIS
ARUASSUMSASSKILLA AEUEASSUATSUSKIS Corporate. S.o‘C|aI
WDISEUIAN0DULLINU Responsibility as>addu
Committee

AfUzASSUANSANAUQUA
ADATS LazAUSURNQ

yauciadvAu
| Internat Audit
Wasypaaumelu
CEO & PRESIDENT
Us:s1u31KG1RUSKIS tas
ASSUASRPOMISTKEY Risk Management
uadIssel gasseulavlsau ] Workin? group
CRIEQIY
USKISADIUIEEY

Chief Executive Producer Officer
Uva12gIssel gasseutlavlsau

Social media
Working group

Chief Marketing & New Biz Officer ARUMYIUMAUQUAZSAD
UIVEINS ALFDSA doooulad

Chief Strategic Officer
u1gluBu: 200n1SvIU

Chief Operation Officer
uadIAd wuna

Chief Financial Officer
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aunswd

aunswdkuyuideu

wudauazsigmsifiguinduaa 5 31,466,758 32,590,631 30,336,361 27,230,627
lﬁuauqus‘,:u:ﬁu 6 106,275,415 131,316,024 106,275,415 131,316,024
ankmsAua:ankisu 7 59,257,986 74,577,021 58,701,762 74,603,771
swldAvsu 8 26,918,350 29,164,600 26,918,350 29,164,600
BulkAdudrunfvmkuasudiszmelukih 4 - - 4,182,250 3,957,950
duAAVIKED 235,166 424,395 235,166 424,395
éun&?wﬂm.}utﬁf_luﬁu 3,779,948 4,334,948 3,582,832 4,198,601
SJUAunsSwaKyuBau 227,933,623 272,407,619 230,232,136 270,895,968
dunswdlukyuisau

wuavnuiuusengas 9 - . 99,041,150 103,475,838
BuavnuiluusEnsou 10 12,946,425 16,899,238 11,935,396 16,937,896
Bulkddus:ozendusnomsifeddovdu 4 - 2,600,000 8,906,975 15,689,225
OUavNUs=e=e1d 11 16,290,000 - 16,290,000 -
advmsuNSwalWamsavnu 347,001 429,032 347,001 429,032
AGu 21msuazaunsal 12 352,146,050 330,037,704 253,881,052 225,917,647
aunswaansmsiy 13 23,792,467 25,977,304 4,201,085 5,233,487
AN UdsU 15 89,396,250 89,396,250 89,396,250 89,396,250
dunswdluddau 14 21,909,040 38,445,917 21,909,039 38,445,916
é‘un§wﬁllthut3ﬂu5'u 4,559,379 3,097,612 3,608,956 1,852,580
snuﬁuns‘wﬁldnquﬁau 521,386,612 506,883,057 509,516,904 497,377,871
souaunswd 749,320,235 779,290,676 739,749,040 768,273,839




# CEYE

KUdauuazdiuvavivav

kldukyuBeu
PIKOMsATEBIKTDU 17
khdudrundvdikuaiissmetukdol 18

klaumudyahdrunidvimkuadis:

meluktot 13
GITSIERDET) 7
KUFuKkyuBEUSU 19
s ukligukyuiseu
wlaulukyuideu
wufdus:ezennnamuumsiou 18
khFumuday sy 13
kuaumemuldsamsdaveys 30
Ussnaumskiduwaus:issdwiaomu 20
soukiiaulikyuideu
s ukiiau
diuvavwiuav
nuISauRU
Kuadey 23
doulAiuyamruany 27
filsa=au
doassuan
d1sovmunnkulg 26
golulavaass 21,25

avAUs=ADUAUEIUTDVIDIUDY
SIUdIUTIVIDIUDD

sJukUFunazaiuyav wIvav

PAGE 118
29,814,413 26,883,619 29,167,848 26,287,578
18,340,561 10,285,442 18,340,561 10,285,442
2,278,748 4,450,005 2,072,162 4,255,416
5,535,834 6,637,441 5,535,834 6,637,441
7,184,474 9,803,878 6,663,997 9,764,618
63,154,030 58,060,385 61,780,402 57,230,495
18,345,097 - 18,345,097
17,800,554 17,348,944 3,887,106 3,228,991
1,911,343 2,485,630 3,226,434 3,750,912
28,308,034 27,376,610 28,308,034 27,376,610
48,019,931 65,556,281 35,421,574 52,701,610
111,173,961 123,616,666 97,201,976 109,932,105
144,980,039 144,980,039 144,980,039 144,980,039
378,714,558 378,714,558 378,714,558 378,714,558
14,964,870 14,964,870 14,964,870 14,964,870
59,066,567 76,344,743 63,467,357 79,012,467
40,420,240 40,669,800 40,420,240 40,669,800
638,146,274 655,674,010 642,547,064 658,341,734
749,320,235 779,290,676 739,749,040 768,273,839



PAGE 119

usEn m1dd 310 (UKIBU) uazusengas

oudilsuianuibaiass
dwwsulduaasun 31 suxAu 2568 uin
VUMSIDUSIU ouMSDUl@WIAIMS
KU1gLKA 2568 2567 2568 2567

sr1alamnmsusms 21 438,561,025 414,219,493 428,638,691 403,467,939
aunuusms 28,29  (348,622,598) (316,350,057) (338,417,731) (306,829,452)
mlsdudu 89,938,427 97,869,436 90,220,960 96,638,487
s19lddu 21 1,134,766 181,110 1,354,489 481,110
Aloalumsug 28,29 (1,571,236) (1,931,840) (1,571,236) (1,931,842]
AE1eluMmsusSKIs 28,29 (56,701,479) (59.,165,747) (55,617,374) (57,589,056]
flsanfpassudiltuviu 32,800,478 36,952,959 34,386,839 37,598,699
s1eldmomsidu 198,737 111,945 1,037,764 1,180,363
mlsonusendaaianfioms - - 550,016 -
mismamsuiguazusuyaAmiduavnu 6 1,959,391 3,159,940 1,959,391 3,159,940
mls(@ianu)amsuguazaodkuiedunswe (12,708,895) 1,069,547 (12,708,895) 1,069,547
Wavia r‘!uﬁ‘lumsﬁmﬁ'nmj’muﬁoﬁu 4,7, 8 (3,441,430) (248,404) (3,441,430) (248,404,
druudvnanumaduavnuiuusensiy 10 (1,269,694) (38,658) - -
nanuMIAMsdouMaUNSWE 9,10, 15 (3,643,714) (6,489,458) (6,959,597) (6,488,271)
aunumousou (2,514,002) (2,937,571) (1,660,342) (2,072,687)
MmlsAaumdduld 11,380,871 31,580,300 13,163,746 34,199,187
AlEDwMeculd 30 (7,161,660) (9,074,212) (7.211,469) (7,588,654]
Alsdnsutl 4,219,211 22,506,088 5,952,277 26,610,533
MlsiGaadrdu
s1omslugadaus:zinnikulBbludilskSasianu tumakav
druunumamstsimaunswe 12 - 46,046,357 - 46,046,357
mevuldsremsligndads:innikulbiu

flskSauianu 30 - (9,209,271) - (9,209,271]
Alsiiaasodu - ansmamevula - 36,837,086 - 36,837,086
fAlsiwiaasasou 4,219,211 59,343,174 5,952,277 63,447,619
fAlsdoku
lsdoRuduwumu 0.01 0.08 0.02 0.09
$usukua Uy s ok (Fu) 289,960,078 289,960,078 289,960,078 289,960,078




...' CEYE PAGE 120

usen 1810 3170 (UKIBU) nazusundgas

vuAs:udawuda

dksulduaadui 31 SudAu 2568 uin
UMSIDUSIU YUMSIDULDWI=ADMNS
2568 2567 2568 2567
As:uddudadnfdnassudduviu
Alsdrksul 4,219,211 22,506,088 5,952,277 26,610,533
sremsusuasznumlsaksuliluBuaasu(@e)manoassudilduoiu
AdeusimuamaniKking 29,791,829 27,363,252 22,702,345 20,259,136
ﬁﬂsmnm5U§Ulgari116uanr1uﬂDTlflﬁoﬁu (1,330,640) (2,255,934) (1,330,640) (2,255,934)
Haumnuﬁwmsﬁmﬁmnjw:lﬁnﬁu 3,441,430 248,404 3,441,430 248,404
WavianuIIAMsaaeAIdunNswe 3,643,714 6,489,458 6,959,597 6,488,271
douuuvnnanudiauavnuluusensiu 1,269,694 38,658 .
(Mls)panumnmsuiguadas KUwaunswd 12,708,895 (1,069,547) 12,708,895 (1,069,547)
mlsanusSundog@nainms - - (550,016)

(Mls);anumadasiwanasuduasicwus:ing

goluiAatu 114,564 (17,364) 114,564 (17,365)
swldmomsiu (198,737) (111,945) (1,037,764) (1,180,363)
WauUs:zlosdwanoiu 2,858,596 2,804,117 2,858,596 2,804,117
AunuMYAISBU 2,514,002 2,937,571 1,660,342 2,072,687
Algemunuld 7,161,660 9,074,212 7,211,469 7,588,654
Aszuamuaanamsdilaumusaumsiwasuudav

dunswduazkiauddumu 66,194,218 68,006,970 60,691,095 61,548,593
Funswadduviu anav(twWuiu)
ankimsmuazankisu 16,582,970 15,715,694 17,165,944 13,906,706
swldmvsu 2,432,437 2,922,449 2,432,437 2,922,449
duAIADIKED 189,229 1,271,252 189,229 1,271,252
éuné’wﬂﬁquﬁuuéu 555,000 (860,261) 615,768 (850,269)
ﬁun§wsﬂdnquﬁuu‘éu (26,204) 3,012,291 (27,152) 3,012,304
kUaudGuviu Wubu(anav)

MikimsAazkdou 1,416,569 (14,257,576) 1,366,046 (14,277,824)
Busudrvkti (1,101,607) (2,137.544) (1,101,607) (2,137,544)
klaukyuSaudu (2,619,405)  (1,890,800)  (3,100,621)  (1,703,549)
aszuawuaalduimanfvassudnduvu 83,623,207 71,782,475 78,231,139 63,692,118
Inemauslosiwdnoiu (412,948) - (412,948)

Suaanle 192,622 105320 1,031,648 1,173,738
NemEdula (10,964,560) (14,155,816) (10,676,111) (13,766,842)
SUAUMBOUG 832,460 E 253,847

as:zuawuaagnsiduimafisnssudiduviu 73,270,781 57,731,979 68,427,575 51,099,014
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Aszudiwudadnfvnassuavnu
dowuavnus:e:du
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-
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(64,000,000) (77,000,000) (64,000,000) (77,000,000)
90,371,249 99,095,993 90,371,249 99,095,993
- (5,002,500) (5,002,500)
(2,400,000) (2,600,000) (2,400,000) (2,600,000)
: 3,957,950 5,919,984
(16,290,000) (16,290,000)
(43,283,425) (10,402,413) (43,201,435)  (9,110,538)
271,963 1,343,151 271,963 1,343,151
(652,150) (26,303,172) (652,150) (26,303,172)

3,984,704

(35,982,363)

(20,868,941)

(27,957,719)

(13,657,082)

- 26,938,810 26,938,810
(10,293,214) (10,136,846) (10,293,214) (10,136,846)
(5,138,693) (5,961,946) (4,090,524) (4,913,777)
(21,746,947) (43,493,937) (21,746,947) (43,493,937)
(1,233,437) (1,592,334) (1,233,437) (1,592,334)
(38,412,291) (34,246,253) (37,364,122) (33,198,084)
(1,123,873) 2,616,785 3,105,734 4,243,848
32,590,631 29,973,846 27,230,627 22,986,779
31,466,758 32,590,631 30,336,361 27,230,627
1,840,560 1,840,560

3,615,812 527,300 3,615,812 527,300
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	FINANCIAL HIGHLIGHT
	รายได้รวมปี 2568 438 ล้านบาท
	SALES GROWTH RATE

	6%
	รายได้บริษัทในปี 2568 บริษัทมียอดขายปรับตัวเพิ่มขึ้นร้อยละ 6
	PAGE 2
	PAGE 03
	FINANCIAL HIGHLIGHT

	รายได้ แยกตามกลุ่มธุรกิจ
	สำหรับผลการดำเนินงานของบริษัทฯ ในปี 2568 บริษัทฯ มีสัดส่วนรายได้จากการให้บริการผลิตและตบแต่งภาพนิ่งสูงที่สุด สำหรับสัดส่วนรายได้จากการให้บริการผลิตและตกแต่งภาพเคลื่อนไหว ยังคงมีสัดส่วนที่สูงเมื่อเปรียบเทียบกับรายได้รวมของบริษัทจากความสามารถในการให้บริการที่ครบวงจรมากยิ่งขึ้นจากการควบรวมกิจการกับบริษัท  ทั้งนี้บริษัทยังพิจารณาถึงการกระจายรายได้ไปยังกลุ่มธุรกิจต่างๆอย่างต่อเนื่อง


	สัดส่วนรายได้ตามกลุ่มธุรกิจ
	แนวโน้มรายได้ตามกลุ่มธุรกิจรายได้หลักของบริษัทยังคงอยู่ในส่วนของ Production service ทั้งในส่วนของบริการผลิตและตบแต่งภาพนิ่ง รวมถึงการผลิตและตบแต่งภาพเคลื่อนไหว ประกอบกับบริการในกลุ่มธุรกิจที่ทางบริษัทได้ขยายตัวเพิ่มเติม เพื่อให้ครอบคลุมกับความต้องการของผู้บริโภคในปัจจุบันไม่ว่าจะเป็นกลุ่มธุรกิจ Agency และ Motion Post Production โดยบริษัทยังคงพัฒนาด้านการขยายฐานการให้บริการอย่างต่อเนื่องในปี 2568
	PAGE 3

	กำไรขั้นต้น  ร้อยละ 21 90 ล้านบาท
	สาเหตุที่กำไรขั้นต้น ปรับตัวลดลงในช่วงที่ผ่านมาเกิดจากปัจจัยสำคัญดังต่อไปนี้
	การลดลงของรายได้จากการให้บริการต่องาน: บริษัทเผชิญกับความท้าทายจาก งบประมาณโฆษณาของลูกค้าที่ลดลง และภาวะเศรษฐกิจที่กดดันบริษัทในเชิงโครงสร้างต้นทุนในการให้บริการ
	โครงสร้างต้นทุนและ Product Mix: สัดส่วนกำไร (Margin Mix) ของแต่ละหน่วยธุรกิจมีความแตกต่างกัน เมื่อสัดส่วนงานที่มีมาร์จิ้นสูงลดลง หรือมีการรับงานในกลุ่มที่มีมาร์จิ้นต่ำกว่าเพื่อรักษาวอลุ่ม จะส่งผลให้อัตรากำไรขั้นต้นรวมลดลง
	ค่าใช้จ่ายคงที่ (Fixed Costs) อยู่ในระดับสูง: ต้นทุนการให้บริการบางส่วนเป็นต้นทุนคงที่ เช่น เงินเดือนพนักงานและค่าเช่า เมื่อรายได้ลดลงแต่ต้นทุนเหล่านี้ไม่ได้ลดลงตามในสัดส่วนเดียวกัน จึงทำให้ประสิทธิภาพในการทำกำไรลดลง
	90 ล้านบาท
	140 ล้านบาท
	98 ล้านบาท
	กำไรขั้นต้น 2566 30% ของรายได้รวม
	กำไรขั้นต้น 2567 23% ของรายได้รวม
	กำไรขั้นต้น 2568 21% ของรายได้รวม

	กำไรสุทธิ
	ในปี 2568 บริษัท ตาชำนิ จำกัด (มหาชน) มีกำไรสุทธิ ที่ระดับร้อยละ 1 ของรายได้รวม เทียบเท่า 4.2 ล้านบาท
	โดยในปี 2568 บริษัท ได้มีการตั้งสำรองในส่วนของด้อยค่าเงินลงทุนในกลุมธุรกิจ FLOC และเงินลงทุนในบริษัทวัลแคน เอกซ์ จำกัด ที่ทางบริษัทได้ลงทุนในหุ้นสามัญสัดส่วนร้อยละ 25 เนื่องจากผลการดำเนินงานไม่เป็นไปตามเป้าหมายตามที่คาดการณ์ไว้


	1%
	กำไรสุทธิ ร้อยละ 1 ของรายได้
	กำไรสุทธิ ของบริษัทในปี 2568 อยู่ที่ระดับ 4.2 ล้านบาท ร้อยละ 1 ของรายได้ โดยสาเหตุหลักมาจากการตั้งสำรองในส่วนของด้อยค่าเงินลงทุนอย่างมีนัยสำคัญ ในภาพรวมยังคงมีความท้าทายและปรับตัวลดลงเมื่อเทียบกับค่าเฉลี่ยในอดีตสาเหตุจากอัตรากำไรขั้นต้นยังไม่กลับสู่ระดับเดิมแม้รายได้จะเริ่มฟื้นตัว รายได้จากการให้บริการชะลอตัวในบางกลุ่มได้รับผลกระทบจากกลุ่มลูกค้า E-Commerce ที่ปรับเปลี่ยนกลยุทธ์การตลาดและลดงบประมาณโฆษณาลงอย่างต่อเนื่องมาตั้งแต่ปี 2567 ค่าใช้จ่ายในการบริหารที่สูงขึ้นโดยบริษัทมีค่าใช้จ่ายพนักงานและค่าเช่าเพิ่มขึ้นจากการปรับปรุงกระบวนการทำงานเพื่อรองรับการเติบโตในอนาคต ทำให้กำไรสุทธิถูกกดดันจากต้นทุนเหล่านี้

	4.2 ล้านบาท
	กำไรสุทธิ ร้อยละ 1 ของรายได้


	ESG REPORT
	EMPOWERING THE FUTURE OF MARKETING THROUGH CREATIVE EXCELLENCE AND TRANSFORMATIVE INNOVATION

	VISION
	WE DELIVER TAILORED CREATIVE, PRODUCTION,  AND MARKETING SOLUTIONS FOR ASIA’S EVOLVING LANDSCAPE, DRIVEN BY A COMMITMENT TO SUSTAINABILITYM RESPONSIBILITY, AND EXCELLENCE IN EVERY DETAIL

	MISSION
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	ENVIRONMENT REPORT

	TRASH MANAGEMENT
	TRASH MANAGEMENT
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	สรุปการดําเนินงานโครงการแยกขยะ
	โดยภาพรวมยังคงดําเนินงานตามโครงการอย่างต่อเนื่อง ถึงแม้ในส่วนของ การคัดแยกขยะกับบริษัทเก็บสะอาดจะมิได้ทําการต่อสัญญา และมิได้ใช้ APPLICATION เนื่องจากค่าบริการในการต่อสัญญาราคาค่อนข้างสูง และ ทาง SUPPLIER มิได้มีการปรับลดราคาให้แต่อย่างใด ทีมอาคารสถานที่และแม่บ้านยังคงดําเนินการคัดแยกขยะ และจัดการแหล่ง ที่ไปของขยะให้เหมาะสม และ ต่อเนื่อง

	จัดให้มีชุดคัดแยกประเภทขยะตามอาคารสำนักงาน
	แม่บ้านดำเนินการขายให้ผู้รับซื้อขยะ
	รายงานการใช้ไฟฟ้าตึกที่มีการติด SOLAR CELL- ตึกออฟฟิศชั้น 5 เริ่มติดตั้ง 22 JUNE 2024
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	C EYE SPORT CLUB
	WORKSHOP & TRAINING
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	resuly summary
	ACCELERATED SUSTAINABLE AND  RESPONSIBLE BUSINESS PRACTICES IN OUT SECTOR AND VALUE CHAIN
	PROMOTING A HEALTHIER AND MORE GENDER EQUALITY SOCIETY THROUGH CREATIVE COMMUNICATIONS
	AN INSPIRING AND SAFE PLACE TO WORK AND A GREAT EMPLOYEE JOURNEY TO ALL OUT PEOPLE, EVERYDAY
	LESS FOOD WASTE
	REUSE & RECYCLE
	ENERGY CONSUMPTION
	COMMUNITY AWARENESS
	COMMUNITY ENGAGEMENT
	OPEN COLLABORATION
	COMMUNITY AWARENESS
	COMMUNITY ENGAGEMENT
	OPEN COLLABORATION

	2025
	SHORT - TERM TARGETS

	25%
	REDUCTION IN FOOD  WASTE GENERATED VS 2024

	18%
	INCREASE OF REUSE & RECYCLE MATERIAL BEING USED VS 2024

	22.9%
	REDUCTION IN ENERGY CONSUMPTION VS 2024 (TARGET 10%)

	39.51%
	INCREASE OF IMPRESSION VS 2024

	3.39%
	INCREASE OF ENGAGED AUDIENCE VS 2024

	1%
	INCRESE OF COLLABORATION PROJECT TO SUPPORT NGO VS 2024

	77.8%
	EMPLOYEE ENGAGEMENT SCORE (TARGET 75%)
	WORKSHOPS ON ESSENTIAL FUTURE SKILLS (4)
	SPORT CLUBS -FOOTBALL -CHESS -RUNNING -SNOOKER -BADMINTON -TENNIS -TABLE TENNIS
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	ROYAL CANIN
	creative idea/ awo/ boost post/ kol

	CHALLENGE
	royal canin needed to strengthen its brand PRESENCE in Thailand while PROMOTING its premium pet NUTRITION products in a competitive market .

	SOLUTION
	crafted a branding strategy blending education and promotion to build trust and highlight product benefits, while using “sky and nani” as a firends of royal canin to engage younger audiences.

	SCHNEIDER ELECTRIC
	CHALLENGE
	film advertising/ kv/ awo and media ads optimization
	as a low-involvement category, electrical switches and sockets are ofteN perceived as similar and price-driven, marketing it difficult to capture attention while communicating technical features and driving sales.

	SOLUTION
	huminize the product through emotional storytelling, simplify the features into relatable lifestyle benefits, and integrate engaging content with strong promotional mechanics to drive conversion
	PAGE 33

	LINE STICKES X LINE MELODY
	CHALLENGE
	SOLUTION
	ONLINE CAMPAIGN/ KOL/ CREATIVE IDEA
	DRIVE EXCITEMENT AND DOWNLOADS FOR LINE MELODY AND LINE STICKERS IN A HIGHLY COMPETITIVE DIGITAL ENTERTAINMENT SPACE WHERE USERS ARE EASILY DISTRACTED AND ENGAGEMENT DROPS QUICKLY.
	LAUNCH AN ENGAGING ONLINE CAMPAIGN WITH STRONG KOL COLLABORATION, GAMIFIED MECHANICS, AND ATTRACTIVE REWARDS TO CREATE URGENCY, BOOST PARTICIPATION, AND DRIVE DOWNLOADS.

	AXIS TRANSFORMATION
	CHALLENGE
	event organizer/ kv/ merchandise
	to communicate axis as a key driver of ai transformation within ptt group while making AI tangible, relatable, and relevant to employees. The challenge was to translate complex AI strategies into engaging content that builds understanding, excitement, and participation across the organization.

	SOLUTION
	we developed a unified communication system centered around the “you & ai FORWARD together” concept, combining compelling key visuals, informative content, and engaging video storytelling. This approach simplified AI into relatable narratives, strengthened AXIS brand presence, and encouraged employees to connect with and embrace the AI-driven future.
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	LINE STICKES X LINE MELODY
	AWO/ ACTIVITY/ KOL

	CHALLENGE
	IN A HIGHLY COMPETITIVE KOI FISH FOOD MARKET WHERE PRODUCTS ARE OFTEN PERCEIVED AS SIMILAR AND PURCHASE DECISIONS ARE DRIVEN BY VISIBLE RESULTS AND PRICE, THE BRAND NEEDS TO BUILD LONG-TERM AWARENESS WHILE ALSO DRIVING IMMEDIATE SALES.

	SOLUTION
	POSITION OPTIMUM HI PRO AS THE PROFESSIONAL CHOICE FOR BEAUTIFUL GROWTH AND VIBRANT COLOR, CLEARLY COMMUNICATE ITS KEY BENEFITS, AND LEVERAGE ENGAGING ONLINE CONTENT WITH INFLUENCER SUPPORT TO STRENGTHEN CREDIBILITY AND DRIVE CONVERSION.

	AXIS TRANSFORMATION
	EVENT ORGANIZER/ KV/ MERCHANDISE

	CHALLENGE
	TRIP.COM AIMED TO STRENGTHEN BRAND AWARENESS AND DRIVE BOOKINGS THROUGH CONTENT THAT FEELS FRESH, CONSISTENT, AND EASY TO ENGAGE WITH. THE CHALLENGE WAS TO CREATE A UNIFIED VISUAL DIRECTION WHILE KEEPING THE TONE FUN, INFORMATIVE, AND APPROACHABLE.

	SOLUTION
	POSITION OPTIMUM HI PRO AS THE PROFESSIONAL CHOICE FOR BEAUTIFUL GROWTH AND VIBRANT COLOR, CLEARLY COMMUNICATE ITS KEY BENEFITS, AND LEVERAGE ENGAGING ONLINE CONTENT WITH INFLUENCER SUPPORT TO STRENGTHEN CREDIBILITY AND DRIVE CONVERSION.
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	AIOI BRAND CAMPAIGN 2025
	CHALLENGE
	ONLINE VIDEO/ TESTIMONIAL VDO/ AWO/ KOIS REVIEW
	STRENGTHEN BRAND TRUST AND DIFFERENTIATION IN A HIGHLY COMPETITIVE INSURANCE MARKET WHERE CONSUMERS ARE PRICE-SENSITIVE AND OFTEN LACK EMOTIONAL CONNECTION WITH THE BRAND.

	SOLUTION
	DEVELOP AUTHENTIC ONLINE VIDEO AND TESTIMONIAL CONTENT, SUPPORTED BY ALWAYS-ON COMMUNICATION AND KOL REVIEWS, TO HUMANIZE THE BRAND, REINFORCE CREDIBILITY, AND DRIVE CONSIDERATION AND PURCHASE.
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	LINE MELODY
	CHALLENGE:
	SOLUTION:
	CELEBRATE 6 YEARS OF LINE MELODY BY RECONNECTING EMOTIONS THROUGH MUSIC — REMINDING USERS THAT EVERY CALL CAN CARRY THEIR FAVORITE MELODY AND MOOD.
	TURN THE ANNIVERSARY INTO A “FESTIVAL OF FEELINGS”, WHERE EVERY RINGTONE REFLECTS JOY, NOSTALGIA, AND PERSONAL STYLE. COMBINE EXCLUSIVE ARTIST RELEASES, FUN DEALS, AND USER ENGAGEMENT ACTIVITIES TO AMPLIFY BRAND LOVE AND DRIVE RE-DOWNLOADS.

	AM INTERNATIONAL  HOSPITAL
	CHALLENGE:
	SOLUTION:
	CELEBRATE 6 YEARS OF LINE MELODY BY RECONNECTING EMOTIONS THROUGH MUSIC — REMINDING USERS THAT EVERY CALL CAN CARRY THEIR FAVORITE MELODY AND MOOD.
	TURN THE ANNIVERSARY INTO A “FESTIVAL OF FEELINGS”, WHERE EVERY RINGTONE REFLECTS JOY, NOSTALGIA, AND PERSONAL STYLE. COMBINE EXCLUSIVE ARTIST RELEASES, FUN DEALS, AND USER ENGAGEMENT ACTIVITIES TO AMPLIFY BRAND LOVE AND DRIVE RE-DOWNLOADS.
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	LINE MELODY
	CHALLENGE:
	SOLUTION:
	TO DRIVE THE FINAL SALES PHASE FOR ARTALE ASOKE–RAMA 9 BY REACHING HNWI (HIGH NET WORTH INDIVIDUALS) AND REAFFIRMING THE PROJECT’S POSITIONING AS A PREMIUM RESIDENCE THAT REFLECTS PERSONAL SUCCESS, REFINED LIFESTYLE, AND TIMELESS DESIGN VALUE.
	CREATE AN AWO CONTENT STRATEGY HIGHLIGHTING “THE ULTIMATE DESTINATION IN LIFE WORTH SEIZING.” EACH UNIT IS PRESENTED AS A REFLECTION OF INDIVIDUAL LIFESTYLE AND IDENTITY — BALANCING DESIGN, FUNCTIONALITY, AND EXCLUSIVITY TO RESONATE WITH BUYERS’ EMOTIONAL AND RATIONAL NEEDS.

	MEKHA V
	CHALLENGE:
	SOLUTION:
	ENCOURAGING INTERNAL TEAMS TO ADAPT AND COLLABORATE WITH AI TOOLS, AMIDST RAPID CHANGES IN WORKPLACE TECHNOLOGY AND DIGITAL TRANSFORMATION.
	POSITION AI AS A SUPPORTIVE PARTNER RATHER THAN A REPLACEMENT, BY BUILDING A POSITIVE, FUTURE-FORWARD BRAND NARRATIVE THROUGH ENGAGING INTERNAL COMMUNICATION AND INTERACTIVE EXPERIENCES.
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	ROYAL CANIN
	CHALLENGE:
	SOLUTION:
	ROYAL CANIN AIMED TO SUSTAIN BRAND ENGAGEMENT AND DRIVE SALES THROUGH THE AWO CAMPAIGN BY CREATING ONGOING, RELEVANT CONTENT THAT KEEPS PET OWNERS INSPIRED WHILE MAINTAINING BRAND TRUST AND AWARENESS.
	DEVELOP LONG-FORM AND SHORT-FORM CONTENT FEATURING KOLS REVIEWING PET FOOD AND SHARING AUTHENTIC EXPERIENCES, ALONG WITH TIKTOK-STYLE VOX POP VIDEOS TO MAKE THE BRAND MORE RELATABLE, DYNAMIC, AND ENGAGING FOR PET LOVERS.

	PRINCIPAL
	CHALLENGE:
	SOLUTION:
	POSITION AI AS A SUPPORTIVE PARTNER RATHER THAN A REPLACEMENT, BY BUILDING A POSITIVE, FUTURE-FORWARD BRAND NARRATIVE THROUGH ENGAGING INTERNAL COMMUNICATION AND INTERACTIVE EXPERIENCES.
	ENCOURAGING INTERNAL TEAMS TO ADAPT AND COLLABORATE WITH AI TOOLS, AMIDST RAPID CHANGES IN WORKPLACE TECHNOLOGY AND DIGITAL TRANSFORMATION.
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	OPTIMUM
	CHALLENGE:
	SOLUTION:
	TO EXTEND THE PREVIOUS CAMPAIGN USING THE SAME TAGLINE WHILE MAKING IT MORE ENGAGING AND MEMORABLE FOR THE AUDIENCE.
	FEATURE KOLS AS MAIN STORYTELLERS THROUGH PRODUCT REVIEWS THAT HIGHLIGHT THE MESSAGE — “GOOD POND, CLEAR WATER, HEALTHY FISH” — WHILE CREATING INTERACTIVE ACTIVITIES WITH PRIZE GIVEAWAYS TO BOOST PARTICIPATION AND PURCHASE INTENT.

	PRINCIPAL
	CHALLENGE:
	SOLUTION:
	TRANSFORM TRIP.COM FROM A DEAL-DRIVEN PLATFORM INTO A TRUSTED TRAVEL COMPANION THAT INSPIRES THAI TRAVELERS TO CREATE THEIR OWN TRAVEL WISH.
	BUILD AUTHENTIC, INSPIRING STORYTELLING THROUGH FACEBOOK AND TIKTOK — SPARKING CURIOSITY AND SHOWING REAL TRAVEL POSSIBILITIES.
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	THE PIZZA COMPANY
	CHALLENGE:
	SOLUTION:
	TO EXTEND THE PREVIOUS CAMPAIGN USING THE SAME TAGLINE WHILE MAKING IT MORE ENGAGING AND MEMORABLE FOR THE AUDIENCE.
	WE CRAFTED THE PRODUCT NAME “PIZZA TRIPLE CRUST” TO BE FUN, MEMORABLE, AND DESCRIPTIVE, PLAYING OFF BOTH THE FORMAT AND THAI WORDPLAY. WE BUILT A BOLD IMC CAMPAIGN WITH A DISTINCTIVE KV AND EYE-CATCHING INSTALLATION, INCLUDING REAL PIE VISUALS AND SAMPLING ACTIVATIONS.

	THE PIZZA COMPANY
	CHALLENGE:
	SOLUTION:
	THE CHALLENGE WAS TO SUSTAIN EXCITEMENT AND DRIVE AWARENESS FOR BITE IN ITS SECOND YEAR, ENSURING THE PRODUCT REMAINED FRESH, FUN, AND TOP-OF-MIND AMONG CONSUMERS.
	TO CELEBRATE THE 2ND ANNIVERSARY OF BITE, WE REFRESHED THE CAMPAIGN WITH BOLD VISUALS AND PLAYFUL WORDPLAY TO CELEBRATE ITS CRAVE-WORTHY APPEAL, KEEPING THE EXCITEMENT ALIVE ACROSS KEY CHANNELS.
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	THE PIZZA COMPANY
	CHALLENGE:
	SOLUTION:
	SCHNEIDER ELECTRIC AIMED TO GROW AWARENESS AND DRIVE SALES FOR AVATARON A AND EV CHARGER.
	LAUNCHED A KV AND THEMATIC VIDEO TO BUILD AWARENESS, SUPPORTED BY ADS AND ALWAYS-ON CONTENT TO DRIVE SALES, WITH KOLS AMPLIFYING THE MESSAGE THROUGH AUTHENTIC ENGAGEMENT.

	THE PIZZA COMPANY
	CHALLENGE:
	SOLUTION:
	CREATE AWARENESS NEW APPLICATION - OBJECTIVE & KPI: DRIVE ENGAGEMENT AND INTEREST IN THE APP 80% :WRITER INSTALL = 1,000-1,500
	- BUILD AWARENESS 20% : REACH AND IMPRESSION AT LEAST 1,000,000 ACROSS ALL PLATFORMS (KOLS, X, FACEBOOK, TIKTOK.) TARGET AUDIENCE : WRITER 100%
	AWARENESS WAS CREATED ACROSS MULTIPLE SOCIAL MEDIA PLATFORMS, INCLUDING FACEBOOK, TIKTOK, X, AND GOOGLE, WHICH DISTRIBUTED ADS THROUGH ITS DISPLAY NETWORK TO VARIOUS WEBSITES.
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	CHALLENGE
	ALWAYS ON
	BUILD BRAND  VISIBILITY AND ENGAGEMEMT THROUGH TIKTOK IN A HIGHLY COMPETITIVE  REAL ESTATE MARKET.

	SOLUTION
	BUILD AWARENESS AND COMMUNITY  THROUGH LIFESTYLE-DRIVEN TIK-TOK CONTENT, HIGHLIGHTING NEIGHBORHOOD CHARM AND EVERYDAY MOMENTS.

	SANSIRI
	CHALLENGE
	TIKTOK
	BUILD BRAND VISIBILITY AND ENGAGEMENT THROUGH TIKTOK IN A HIGHLY COMPETITIVE REAL ESTATE MARKET

	SOLUTION
	BUILD AWARENESS AND COMMUNITY THROUGH LIFESTYLE-DRIVEN TIKTOK CONTENT, HIGHLIGHTING NEIGHBORHOOD CHARM AND EVERYDAY MOMENTS.
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	MEGABANGNA
	MEGABANGNA (DEPARTMENT STORE) CREATED A LIFESTYLE PHOTO LIBRARY BY COMBINING REAL-LOCATION SHOOTS WITH AI-GENERATED CHARACTERS—STREAMLINING TALENT NEEDS, LOWERING COSTS WHILE STAYING BRAND-ALIGNED.
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	KV PRODUCTION/ TVC PRODUCTION/ AI/ POST
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