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Session 2:
Social media and the
Attention Economy:

Driving Adoption

Speaker:

Dr. Rajnish Dass
Managing Director
Catalyst Executive
Education Institute

India

ﬁ’a%’aﬁlﬁumigﬁugmﬁmﬁ’wé’ﬂmsﬁugmmaq social media WagANUEIAY VDI
gA attention economy Faumsudnisnarnilininuaulevesfuslaadundn
Fimenslieiureyszinnvesainuaila (Attention) @ 5 Usziamn @e 1. Focused
Attention — Working on a project 2. Sustained Attention — Watching a Movie 3.
Selective Attention - Listening to a conversation in noise 4. Divided Attention
— Driving & Talking 5. Alternating Attention - Teaching in a class
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nseduliinanidnungiuidonsio 2. Opening Statements Uszlaaila Useloausn
siegentiusnveadevivihminidendetuitouar fegaarmalavesgeuly
L%WﬁLﬁ@MWé’ﬂ 3. Visually Appealing Content 1 an7iunaulantsansnn
Usgnausenin n31fin 3dle viesunuumsiiausiiaisnuuazfagaaonn sl
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Inensdslaedursineiiuuuudiassniseensumalulad (Technology Acceptance
Model: TAM) Wungufiildlurienudladdefidmasonisindulavesdaulunis

Punalulagunlyany

Technology Acceptance Model

Usefulness \

‘ Attitude Behavioral  Actual

‘Toward Usage | |“t°'l':s|:“ To [ RIS

Perceived /
Ease of Use

Inguuuiaenanan Usenaume n1ssuiannudielunislda (Perceived Ease of
Use): vaneds anundevesfldifeatuanudielumadouiuaslfnumaluladdus
uazn133uiUszlevy (Perceived Usefulness): wunefia anuidovesdliiieaiu
Usslomifinuazldsuannsldoumeluladiug faladeraesilazdmasiorinuni
vofliidnowaluladdu (Attitude Toward Usage) Vimuaiifuuindowmalulad
avdwmaligldfiauddafiasldaumalulagdu (Behavioral Intention To Use) uas
ihluganuidlaierldnuazinlugnsldaumealuladas (Actual Usage)
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Economic Incentives

punishments that

2. usegslansdenu (Social Incentives) fig L39gslaiiiinainaudeanishiay
Igsuniseensu msliAesh aauenisdsny wiemuidndudiuniaveingudsn

W Aun1Aale n1slasneda wienseewsuludeau

Social Incentives

Desire for Approval Gaining Status Belonging to a Group

Pec

Social Signaling

People often engage in behaviors or purchases that serve as signals to
th heir wealth, status, or values within a community.

3. usegslanmefasssu (Moral Incentives) fie usegslaiiiinainaulodiuyana
N15ilAATTIN 9385950 AIUIANHATEU YIBANUABINITTIREIINAINgNABIALNEN
AasTsu 1w NsUsMARulAivesdnInIInaa n1steviedduiiienseu n1sUUR

mungvsneuasseidey

Alignment with Personal Values

Sense of Ethical Duty

Moral
Incentives

Desire to Contribute to the Greater Good

Belief in Social Responsibility
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Tumsnsnagndiileanausegsla (Strategizing Incentives) azdvsiinseonuuuLay
thiausussgslalimnzaufudmmneidesnisussg lnedisdangudmineouas
NadNSTFDINTS Feusziamuausegela uwiseanidu 3 Ussian Ao

1. Intrinsic Incentives (usegelanielu) Wuussgslaiiinduainanuysisaun
viodsiduindousnannielusiyana unainanufianels amnuaula Anusme
yiermuiAndnsannmeiAanssuiiug

2. Extrinsic Incentives (usegslanisuen) Wuussgdlafifniuaindadonsuen
WU 39%a Fuseta Tudfa msdousumis vienauselomifidudesld

3. Social Incentives (wssglaniedsny) ussgdlafiAnannslasumseensu ns
Furn mslaFudvnantandsau vieyanaseuiraieduindeunisidsuntas ll
Mazidunsléfuien mssensuanifieudineu wasnsidudunilmesiiuvie
psAnsfiastwdnasulvinisTausssulunaudsuulasmazuianssy sl nsld
wsagdlangafisyAvinndensnaunauiiansyssnnlfmnyaufuaniunizal

IneAnflsisladonne wu naudnane Tausssueng wasivanefen1susss

Strategizing Incentives

Intrinsic Incentives

Tap into people’s inherent desires and mativations,
such as the need for autonamy, mastery, and
purpose. Leverage these internal drivers to foster a
sense of ownership and engagement in the change
process.

Extrinsic Incentives

Utilize external rewards and recognition, such as
monetary bonuses, promotians, or other tangible
benefits, to incentivize the desired behaviors and
outcomes. Ensure these extrinsic incentives are
aligned with the change objectives.

Social Incentives

Leverage the power of social influence and peer
approval to drive change. Encourage collaboration,
recognition, and a sense of belonging within the
team or organization to foster a culture of change
and innovation.

Session 3:
Framework and
Approach for Digital
Communications

Strategies.

Speaker:

Dr. Yusuke Kondo
Representative/CEO
PIPELINE D G.K.

Framework & Approach for digital commmunications strategy 14:& Wuludinas
fvuauazsiuiunsnagnsnisdeansaaviaiifiuszavsain lnendnudr egluuium
YoamsmaauaznsildIusINvesEs sy Ussiundnegfimsthuuimaiitiugni
Wuaudnananld Inefumnuddyvesandileludeyaidsdnvesiuslnaiieaing
nagnsniseansituraulauaziinnansgmu ndnfsnnuddues ‘yana' 3o
Personas’ luguziadesiiariieifuiunuvesgniusazseivarnnasaelungu
paaidvnedavdenindadonisadi waratuayunuimisiisatugnd s
anudAgyiuanud15avesgnAtuazneIe IR oUANBIAINREIN TaL A b Ty
YDININLYT UUIAAYRY Toyaidadnvesiuilna’ w3 'Consumer Insights' azitiuta
mnudndulunsanzdniausgdlanaznginssvesfuilaafiorumdoyaedni
aunsahlUUFIRLE Geanunsansefumsiasuulamginssuvesgndnlel fussens
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Personality’ azitiudsunumlunisadraendnualveswususilaniduiaziivug
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Session 4:
Al for Digital
Communication

Creation

Speaker:
Dr. Rajnish Dass

ﬁ”s%’aﬁﬂumiaﬁmaﬁﬂuawam%ﬁ"uuazm%qaﬂaﬁmﬁ #l4luns cenerate Al Favn
uesdouluiusoAnaudsiagiiu iegluga machine leaming Atfunslidoyauas
Sanesfuiedeunuuisiuyudious Juduedosloflilunmsusznanadoyasiie
wieliildoyaBsdn (insight) Tne Al application Adesldiuluilagiiu léun
ChatGPT, Gemini, Co-pilot @snsathunldlunsifeunaulawan n15¥in digital
content leeuasiivsyavsnmanniu uenanilwhdeiifaeuisnisdeu
prompt engineering wuUd18¢ Hisldlususngg 1wy n1svih Social Media n5ideu
prompt Lﬁ"aﬂzhEﬂ,‘umiL?u‘auﬁﬂwmmﬁumiﬁaamﬁaL%'aﬂmmauiammmjuqﬂﬁw
(copywriting) Msaapaunudiiionslawan Ussaduius wazn13vh marketing
Gen Al Content Creation

« Picture: https://leonardo.ai/ ; https://www.freepik.com/;
https://www.decohere.ai

* Posts: Canva.com

« Video: https://invideo.io/ai/

« Video Rendering: https://clip.opus.pro

» Transcript: https://youtubetranscript.com/

Session 5:

Innovative Approaches
to Communications and
Collaborations between
Citizens and

Governments

Speaker:

Mr. Ya-Wei Chou
Program Manager
Innovation for Democracy
FNF Global Innovation
Hub Taipei, ROC
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Collaborative Policy
Development Engaging
Stakeholders for Impact

engaging stakeholders

Speaker:

Mr.Hao-Ting Chang
Design Director Co. Lab
Studio ROC

idanisussene/ asunldannmisBeni
ens
Session 6: Tuideilingnslaauszaunisallunisvinarusiuiusening Stakeholders wie

U§uUgssruumsderilumsidmu National Palace Museumn wasldniu Tagitiunis
fldusanuaziingzurunsvi Design Thinking 11Usuld Sadunszuunisniie
vuinnssulyie fanaauazmnzauienuiymuaznoulandanusionisves
Auslan wiedldau launssuIun1sYeInN1sAALTI00NIUY (Design Thinking
Process) Usznauluse 4 Juneuiisendie 9 41 4D &l

L.Discover - panilaguslnationeaiudetigm

2Define - FAnsesuazInaIR UG IR YYeIFITIHDINITIZUA LY

3.Develop - seaulawieiiioudlydym

4.Deliver - ihlawdeiifngnl s uasvnaaly
Tnerunsdane nsdunwalinveuiisafiulduinisiieasuaiuainudesnis
(In-depth Interview) kazn15UseYun150 (Collaborative Meeting) \ie define

&

Yymuagseanlofoiionntgymn edweou solution Madennsedsn1slunis
Wity viseeenuuunaniagivisonsruIunsdieWlanadnsTANgn Jaasdie
naulandnaonaunitaymlaedeiivss@nsan sulvdainuinnssululg Mdu

Uszlgvilaneie

Design thinking inspired process

Collaborative
Meeting

In-depth interviews
Desk research

Ongoing Participation

NEED - ALIGNMENT - PARTNERSHIP

lushdeil Anensldesunelifiunnuddyuesnsiidiusiuvosfidnilfdudely
nsvvaumstmuaulsneAita taeFlifiuimsiidusmvesfidulddnderilf
Aansdauuimadumsuidamlansdu vlhinanusaiiefiudunsdu uaz
wleure@ifiuszansamuiniu lutenansduinauslaseinis "Public Digital
Innovation Space" (PDIS) FssjsdaiaiuannusiniioszninedguiauazUssanaluns
Wanuinnssudavia Tae PDIS Ténszuiunsiléd¥uusadunalaanniseanuuuid
AUAA (Design Thinking) %aimﬁqmﬁﬂixﬂquéquﬁ’u Asdunwall@ean n1939Y

o

W@NE1S kaTNISHaINSINeE e e Walwuladnuleuiefdadennaseiuainy
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wwIna PDIS Tunsusudsessuuseudiluliviu

Workshop and
Discussion with

Participants

Facilitated by
Dr. Yusuke Kondo
Supported by
Dr. Rajnish Dass

Session 7: “Persona”

Anensldliuvanguiiievin Workshop Ing1n template “Persona”un iy
inTesilelun1siiasieyt Whun1sains 'yadn (Personas) waznsou MsUsusiauad
LaengAnssy (Attitude & Behavior Conversion) ailluiadesiiofildifiornan
iilanguimneuazUiunagnénisdeanslidiusansnimann Tnefinisuiengsly
nadue iesh Workshop Tnefigidirmasidenuinisuilauinis assdlad yadn
(Persona)’ fiszydnwnzuazaudesnisvesyltlugaund uazairealad nsusu
vimunaRuazngAngsy (Attitude & Behavior Conversion) fifmuanagnslunis
Wasuwamginssuvesdld Tnefidmnedielifiinsmdunsiuisnisdoansi
gatuligninduguinans whufsnnuddguesanudlanguitmuneiioains
foraueiifiuszansnm wWunszuumsaauazmavihnrandlaluidnisuinndinis

nsendeyatuiuulesulvauysaluuu uaglidmununguuinauedeya (Persona)

+ Age
Persona - Gender

+ Occupation

* Income

« Marital status

« Family size

+ School, etc.

Group #
Beliefs + Buying /Purchasing journey
Brief Description of - Wi ys, We e:nd
Service/Brand a consumption habit
! dia consumption habit

+ Media Contact points, etc.

Ideal state

' P ¢alv v Y
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gvsTnzay eidenlivemiinisdemsiivainnansuazimnzauiunguidivaisuay
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MmuAnsatuaan (Program)

nansusgneunsuszys/dunun (Training Materials)
FreufounIsAuMeivihusuiuns (Country Paper-Thailand)

BNATUNAUDHAN UM TINAINTTUNGY (Group Presentation)
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