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How has the pandemic 
effected consumer 
behavior in Thailand



The COVID-19 Impact on Thai Economy

Source : Tradingeconomics.com | University of the Thai Chamber of Commerce2

• Thailand has been successful in stemming the 
tide of COVID-19 infections over the last three 
months, but the economy is expected to shrink 
significantly in 2020

• Economic recovery will be gradual and 
uncertain. The shape of the recovery is subject 
to considerable downside risks, including 
weaker global growth, feeble tourism, and 
continuing trade and supply chain disruptions
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Thailand COVID-19 Impact by Industry

3 Source : SCB Economic Intelligence Center (EIC )

• Telecommunication
• Grocery/Retail
• Food & Beverages

• Petrochemical
• Maritime Shipping
• Trucks
• Construction
• Building Materials
• Consumer appliances & 

Electronics

• Hotels
• Restaurants
• Airline
• Industrial Estate
• Steel
• Oil
• Automotive

From the economist’s perspective, 
The research found these 3 business 
groups can grow and are less affected 
by COVID but suggest to be done 
both online and offline concurrently 
since people are getting used to fast 
and easy online ordering

While other businesses should be 
cautious and wait for the right 
moment after 4th quarter of 2020 
to see a gradual recovery



Jan-Aug

COVID-19 has disrupted media business resulting in the lowest growth rate 
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71%
-14%

-37%
-38% -32%

-21%
-14% -37% -54%

+303%

Source : Nielsen Media Research *ADEX excluded sections = classified, house ad

*Internet data by Nielsen’s will represent only top 300 local websites (homepage only)
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While the impact is apparent, the industry shows strength given its relative 
stability versus other industries in decline
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Impact of COVID-19 in daily life are extensive and have far reaching consequences



Consumer Spending Trends during Stay At Home

Source : SCB Economic Intelligence Center (EIC )13
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Changing priorities could have long-lasting effects

Source : PwC Survey of 1,600+ adult consumers
Q1 : What we are social distancing are you buying/consuming different grocery brands than you used to?
Q2 : Please select up to three activities you have increased the most as a result of being more at home? 
Q3 : Overall, has the new situation encourages you to take an invigorated approach to life?
Q4 : Do you think you will maintain some of these new health and wellness behaviors after social distancing ends?
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50% 28% 56% 48%

Trying new Picking up More invigorated Intend to maintain
Brands/products new hobbies approach to life newly acquired health

and wellness habits
over the long term



New and everlasting—shopping habits
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The outbreak has pushed consumers out of their normal routines. Consumers are adapting new habits and 
behaviors that many anticipate will continue in the long term.

The virus has accelerated three long-term trends:



Thai Consumers are shifting more towards online activities
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Buying patterns have dramatically shifted
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Why, what and how consumers buy is changing in the wake of the COVID-19 outbreak. Omnichannel 
options have seen a boost as new consumers migrate online to shop – a rise that is likely to be sustained 
post-outbreak. 

Consumers have also increased use of omnichannel services such as home delivery, virtual consultations 
and chat features , and are highly likely to continue using these in the future.



E-commerce has seen significant growth, with discerning customers 
looking for the quality in the product and becoming less price-sensitive

outbreak has encouraged people to
increase online shopping activities,

accelerating demand for digital

Digital space also serves 
opportunity to tap on 

wider age group, beyond
only the youngsters

Consumers desire speed and convenience which they’re accustomed to, and they prefer online 
shops that can deliver quickly because they avoid long-distance or overseas transport. This is an 
important opportunity for Thai brands to boost domestic sales



E-commerce and digital technology are trends that entrepreneurs definitely don’t want 
to miss since these will become the new normal even after the COVID-19 period.”
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Marketers need to adjust their strategies to catch up with the changing eCommerce landscape and 
facilitate customers who are widely adopting digital payment technology into their everyday life. 



Food delivery applications and other apps that provide instant convenience 
at home such as home exercise will become more important

Rapid growth of Food Delivery during in-home 
consumption has drive market opportunities for  
local merchants

Though people could dine out, competition is 
still intense with new comer and ongoing 
promotion activities 



Staying connected with consumers
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Respond
• Stand up a cross-functional command center with KPI tracking
• Create an Elastic Digital Workplace task force
• Reshape your marketing plan around new demand and brand purpose

Reset
• Redefine relationships with consumers, customers and employees and reimagine your 

organization and ways of working
• Rethink and redefine relationships with ecosystem partners
• Reconsider your product and service portfolio

Renew
• Accelerate the move to an intelligent data-driven operating model
• Reprioritize enterprise investment plans for post-COVID era
• Scan market for M&A opportunities

COVID-19 is a health and economic crisis that has a sustainable impact on consumer attitudes, behaviors and 
purchasing habits. CPG companies can adapt to these changes by taking action to respond, reset and renew to 
be positioned even stronger for the future



Looking Ahead
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Those changes are 
profoundly influencing 
their buying behavior, 
from what they buy to 

how they buy it

In response to a sudden 
public-health crisis, 

consumers are having to 
change how they live

We have reason to 
believe certain 

fundamental shifts will 
have long-lasting effects




