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INTRODUCTION

Scope
Key drivers affecting consumers in Thailand in 2022
How developments today shape the consumers of tomorrow
Key findings

POPULATION AND SOCIETY

Today 2022: Youngsters dominate Thailand’s consumer market
Today: While the share of young people in the country is high, the population is ageing
Baby Boomers like trying new things, but are not interested in online brand engagement
Tomorrow 2040: Longer life expectancy and declining birth rate boost older cohort
Tomorrow : Millennials the largest cohort in 2040, Gen Zs will be 30-45
Tomorrow : Largest Thai cities will see rapidly ageing populations
Areas of opportunity

HOUSEHOLDS AND HOMES

Amazon Prime Video unveils localised experience in Thailand
Today 2022: Childless households and single living are increasing in Thailand
While household size is decreasing, Thais seek to live in larger more spacious homes
Property location plays an increasing role in homebuyers’ decision-making process
Tomorrow 2040: Thais are having fewer children, while older population keeps on growing
Older men will remain the key household decision makers
Thai consumers are rapidly adopting online tools
Areas of opportunity
Central Retail teams with Zipmex to enter the metaverse

INCOME AND EXPENDITURE

Today 2022: Middle class is developing, but social classes D and E remain predominant
Most vulnerable groups hit hard by the cost of living pressure in Thailand
Baby Boomers demonstrate the highest intention to spend more in the near future
Tomorrow 2040: Middle class expands, but social classes D and E will remain predominant
Tomorrow 2040: Thais aged 30-40 will shape consumer market trends in the country
Tomorrow 2040: Bangkok is the key consumer market, while tourist areas will see expansion
Areas of opportunity
Salary Hero works with companies to provide lower income workers with financial flexibility

LIFESTYLES

Key findings of the consumer survey
Baby Boomers have a more positive outlook on their future
Thai consumers are somewhat concerned about their finances, relying on support and credit
Almost two thirds of Thais are concerned about the climate change
Despite declining popularity over time, having job security remains the top priority for Thais
Thais value quality over quantity and are trying to lead minimalistic lifestyle
Areas of opportunity
Dole aims to resolve problem of food waste by repurposing discarded fruit and vegetables

CONCLUSION

Key findings

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
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spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/thailand-consumer-profile/report.


