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flan: 1. Google-Kantar Shopper Pulse SEA, Aug 2022. SEA n=5000,
ID n=1000, SG n=1000, TH n=1000, VN n=1000, PH n=1000.
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flan: 2. McCann Worldgroup, global “Truth About Generation Z study,
August 12, 2021.



https://www.campaignasia.com/article/apac-gen-zs-feel-more-empowered-to-change-brands-for-good/471794
https://www.campaignasia.com/article/apac-gen-zs-feel-more-empowered-to-change-brands-for-good/471794
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https://www.thinkwithgoogle.com/intl/en-apac/marketing-strategies/search/search-on-updates/
https://support.google.com/google-ads/answer/10700789?hl=en
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flan: 3. Google-commissioned Ipsos e-Conomy SEA Research 2022
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flan: 4. Google commissioned Kantar/Quantum Report:
“Emotional Value of Search 2022". E4. To what extent do you
agree with each of the following statements? Base: Those
who have purchased or intend to purchase from the vertical
within 12 months TH, All verticals n=1200

5. Google-Kantar Shopper Pulse SEA, August 2022. Base:
Researched and purchased product in P2M, Home applianc-
es/White Goods Total n=420, ID n=84, SG n=84, TH n=84, VN
n=84. PH n=84.



https://www.thinkwithgoogle.com/intl/en-apac/consumer-insights/consumer-journey/decode-consumer-buying-behavior-purchase-decisions/
https://www.thinkwithgoogle.com/intl/en-apac/consumer-insights/consumer-journey/decode-consumer-buying-behavior-purchase-decisions/
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https://www.thinkwithgoogle.com/intl/en-apac/future-of-marketing/digital-transformation/business-resilience/?utm_medium=email&utm_source=d-content-alert-visual&utm_team=twg-apac&utm_campaign=TwG-APAC-CAV-2022-10-18-APAC-Do-the-tried-and-new-Knak&utm_content=cta-btn&mkt_tok=MTcyLUdPUC04MTEAAAGHh8utVWQIM75X9PTs4Ybf8YQIx8Lvhh6mZb3nJ494eRScRwcenpv1U2enXZQkdznb4ayHXxmJegPm68-JpBGJscVgdecwLPIjv1Q7-ac52ykb
https://support.google.com/google-ads/answer/2407779?hl=en
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flan: 6. Googlelinternal Data, Global, March 16, 2021 to April 12, 2021.
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https://support.google.com/google-ads/answer/12159290
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https://brandinside.asia/revenge-spending/
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flan: 7. Destination Insights with Google
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MsAuUr (PDPA  iuTu

+300%

flan: 8. Google/IPSOS, APAC Consumer Expectations: Understanding Data Privacy Ethics for Effective Marketing,
Thailand, n=1500, Internet users, February-March 2022



MsAur (lwas Gaadn wuiu 1060%



YLEWSLULUSLU
PLULTLN




BIMEMsINsnaa 01

O1

nadlangmnufadns
vaduslaauuzaalng

nsusMsAumBI s IRUMWIhRaumMassTnasials
waznasmazlsas wusudanunsaldrindanattuan

(Insights Page)|uad Google Ads tWasusANURAIN1S

vasrjuslnafiintulniniadaull waznauauaals
wuuaaing wanmnilissarh [FllaAnunia e
iatiagsiomsaunsausmsuanududiusiluaalng
wasmauauadanNnumanivasiuslnafiudaul
Aenfuanuiluaiusivaedaya



https://support.google.com/google-ads/answer/10256472?hl=en
https://support.google.com/google-ads/answer/10256472?hl=en
https://www.thinkwithgoogle.com/future-of-marketing/privacy-and-trust/marketing-privacy-playbook/
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nniuil anAlEEinuasfauiissnusasma
Alsimeas Midnagnamsainaaanman
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wusudanaNsaldautlnl Performance Max
waluslunndnsiurinsaudnsiugasmaas
Nufilusaun (Inventory) singe uad Google
Taansasanauluisansdaies

LA SULAEN

‘ﬁ:m: 9. Google Trends, Worldwide, Shopping Category, Jan 1, 2022—-Nov 3, 2022..
fian: 10. Google-commissioned Ipsos COVID-19 tracker, AU, BR, CA, CN, FR, DE, IN, IT, JP, MX, RU, ZA, KR, ES, UK.,
and U.S., n=500-1,000 online consumers 18+ per market, Dec. 2-5, 2021


https://www.thinkwithgoogle.com/intl/en-apac/consumer-insights/consumer-journey/grow-online-and-in-app-sales/
https://www.thinkwithgoogle.com/intl/en-apac/consumer-insights/consumer-journey/grow-online-and-in-app-sales/
https://support.google.com/google-ads/answer/10724896?hl=en
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