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Business in Next Normal
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COVI D-1 9 el e
Changes the world to
New Normal

!

Digital Transformation




Interdependence in
Global Value Chain

* Various Sources of Raw materials
* Economies of Scale

e Location

STARBUCKS STORES
BY COUNIRY

= COFFEE BEAN SOURCE 2003

1-24
= PAPER SOURCE FOR CUPS 25-99
100-249

= SUGAR SOURCE . 250-999

THE M AGIC BEAN SHOP

A single cup of Starbucks coffee can depend upon as many as 19 different
countries. Between the coffee beans, the milk, the sugar, and the paper cup,
Starbucks coffee is a global hub that connects some of the poorest countries
in the world with some of the wealthiest,

6,200 STORES WORLDWIDE, WITH THREE NEW STORES OPENING DALY
Sources. Starbuchs com, US Department of Agriculture, Fortune Magazine

NUMBER OF STARBUCKS SHOPS WORLOWIDE




Craated by Unbundling The Automobile
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Structure of Thai Automotive Industry

Assembler

(14 car makers, 7 motorcycle makers) Foreign

100,000 workers W LSEs

Large Scale
Enterprises

Tier 1

: Foreign
Total 690 Maiori
(Tota companies) jorit

Majority§ Thai
250,000 workers 54%

SMEs
Small & Medium
Enterprises

Tier 2,3

(1,700 companies) Local
175,000 workers Suppliers

Source: Thai Autoparts Manufacturers Association




The Effects of Covid - 19




1. Disruption of

Global Supply Chain




2. New Rule on Trade and
Investment

Economic crisis - Protectionism comes around in many countries for
from health crisis protecting favored Industries from COVID crisis.

BUY AMERICAN:

T INVESTING IN
SWAMERICA'S FUTURE



3. Tech war
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® People’s Bank of China initiated Digital
Currency Electronic Payment (DCEP)
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28asVAUTIUAU cryptocurrency

UnnKu1g ganuou:

SoVSU SOUFUY !
na:Tutsivuanalku 1IPUKEIUADA UaoniUy
Tudavavsimiu Tusvru

anaibu inalulad blockchain

K3odunsweila 9




v Key Success
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CPTPP = Comprehensive and Progressive Agreement of

Trans-Pacific Partnership
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FDI: Foreign Direct investment
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IATINIHANTLBUATHININA
aziuoon (Eastern Economic
Corridor Development: EEC)
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Industrial Performance (CIP) Index) Tusre91143) 2020 (Gﬁ’ayja
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Competitive Industrial Performance Rank
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Table 1: Industry potential ranking by country

49 Lithuania
50 Moracco
51 Portugal
52 Tunisia
53 CeechRepublic

26 Belgium

27 Israel

28 Denmark

29 Norway

30 Chile

31 Austria 47 SouthAfrica
32 NewZealand 48 Cambodia
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Technological gap
olation |

5. New
Behavior

Digital intoxicaticn

Environmental o
improvement



Delivery
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* Plan obsolescence
* Fast innovation paradox
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Connect closer and wider

* Connect everywhere
* Connect everything
* Connect faster
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6. New Commercial Model

E - Commerce

Digital Platform

Digital Payment
Robotic and Al




/. Innovation will come out
faster than ever
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Woaves of Innovation

anunvihmama luTagi ldgns
UNIAU03ININYAAINNTINDE
poifioanulagad1nns I AN S
ADY9 gNNIAIBAIAIIUIANTTULAL
9AdIMNTINTYN ®50 15071

Creative Destruction

Joseph Schumpeter

Sources: The Theory of Economic Development (1912),
Capitalism, Socialism and Democracy (1942)

Innovation

Waves of Innovation

3rd wave

Petrochemicals

Information

Re

1 productivity
Whole system design

Biomimicry

Green chemistry
Industrial ecology
newable energy

Green
nanotechnology

1990



Types of Inno

Schumpeter defined INNOVATIO

It could be thq!
* Product Innc

5)?) improved or
* Incremental or
. \
Opening of a new market o

* Radical or Disruptive In

Better organizati any Ind

* Business Model Innovat

- .\
;
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Who will do
Innovation?

v Aa A v da
daaiuveIdvaansvaInsngaumailayan

S
U
cxart - — 18% SMES,

A G\;\,\35 m"“ individual inventors

. UNIVERSITY \
\ 7
P
10% Universities

and public research

Cligallzadions 727% Large enterprises

Source : European Patent Office (EPO) 27.1.2020



657

1 <2100

2 7/8in x 3 7/8in
73mm x 98.4mm
Cont. 100 sheets

Notes
Notas




Innovator vs Entrepreneur

Innovator - Invent things Entrepreneur — Get innovation adopted
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WORLD'S FIRST SMART NAT] ON e

Urbanization — Smart City

COPENHAGEN CONNECTING

CITY FLOW DATA

SENSOR PLATFORM
DATA CONNECTIONS
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Top 10 Smart Cltles 2021

Rank City

. Singapore

Zurich, Switzerland
Oslo, Norway

Taipei, Taiwan
Lausanne, Switzerland
Helsinki, Finland

Copenhagen, Denmark

Geneva, Switzerland
Auckland, New Zealand
Bilbao, Spain

0w O 3 O 0N & W N -

Change in rank
from 2020

A
y W
F X
New entry
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A\ A
\ £
A4

s INSTITUTE FOR MANAGEMENT DEVELOPMENT
PORE UNIVERSITY OF TECHNOLOGY AND DESIGN
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Innovation to zero

e Zero concept =
1) Zero waste
2) Zero Defects
3) Zero Crimes Rates

e Source : Frost & Sullivan

Zero Waste/
Emissions

Complete
yclability from

Zero Defects
and Zero

Faults

Zero

Corporate

Debts

v —

Zero
’ Emissions
’ from Cars

Zero
Accidents

Carbon Neutral
Cities

Zero Emails

Zero
Breaches of
Security

if f¥ l

Zero Crime
Rates
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Innovation
Case Studies in Thailand
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8. Rethinking the
Share economy




9. Safety orders (Less

human contact)
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<
| choose a lazy person

to do a hard job.
Because a lazy person
will find an easy way

=y
to do it.

- Bill Gates -




How to build business fr
missing need in new normal
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BABY BOOMERS GENERATION Y GENERATION Z

CATEGORY

GENERATION X

We prefer Be cool Dude Ace Bling Funky - Fam e yeet
Slang terms proper English Peace Groowy Rad As if Dah Foshirz GOAT Sioy hundo oof
If you please
Way out Wicked ‘ ‘ Whassup? Yass queen m s
Born . ‘ Bom Born Borm ‘ ' Born . ' Born
Age ' Age Age " Age Age Age
Social markers Waorld War |l Moon landing Stock market crash September 11 GFC Trump / Brexit

Ilconic cars

Iconic toys

Music devices

Leadership
style

Ideal leader
Learning style
Influence/advice

Marketing

Model T Ford

(Ee.,

-

) =)
Roller skates

o

Record player

Controlling

Commander
Formal
Officials

Print (traditional)

Ford Mustang

=
Frisbee

Audio cassette

L

Directing
Thinker
Structured

Experts

Broadcast (mass)

Holden Commodore

Rubix cube

Walkman

= o 3
Coordinating
Doer
Participative
Practitionars

Direct (targeted)

Toyota Prius

e © ™
BMX bike
iPod

N
Guiding
Supporter
Interactive
Peers

Online (linked)

Tesla Model S

ppr—

Folding scooter

)

Spotify

o
{—
Empowering
Collaborator

Multi-modal

Forums

Digital (social)

Autonomous vehicles

o

Fidget spinner

Smart speakers

L3 l
4
Inspiring

O o

Co-creator
Virtual
Chatbots

In situ {real-time)




voyavn : TCDC, Positioningmag, DigitalMiLKeting

'~ Baby Boomer

018 55-73 U (INA1BOJ 1947 — 1965)
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- Gen X

018 44 — 54 U (INABOV 1966 — 1976)
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voyavan : TCDC, Positioningmag, DigitalMiLKeting

Gen Y / Millennial

01¢) 23 — 38 U (INABOV INA 1982 — 1997)
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voavn : TCDC, Positioningmag, DigitalMiLKeting

Gen Z

018 4 — 24 U (INABOU 1996 — 2016)
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voyavn : TCDC, Positioningmag, DigitalMiLKeting

Gen Alpha

IsNiNg — 9 U (INnBog 2011 — J9UU)
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Micro Influencer DunuINsaNIsSAnNAUTR
(Youtuber, Blogger, Vlogger, Streamer)




Baby Boomer

Baby Boomer
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Social Media

2 yU.
36 UNfi/3u

Qfi5/qnlv/Wamay  Swukivdaaulad

16U,
54 ufi/su

1 ¥U.
48 unfi/su
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Customer Experience
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Customer Experience Design
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MSAMNANUUNTIUTIN Engagement Marketing
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msiaiusmvesgnm (Customer Engagement)
fAeed1als ?

* mstaiusanvesgnmidiutarslumsiauinnudunussenig
qus Inauazasidum (Customer-brand relationship)

* Msldiumvesgnididiugislumsminanusnavesn guduas
mssnuigndweasidudl (Brand Loyalty and Customer
Retention)
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usmsves uususuazasiaud (Increases Users)







1y MHES506
d o a\
“NAYNEAIINAUITIVDIHINVYA Next Normal”




