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1 The Food and Beverage Market Entry Handbook: Thailand

This Handbook is intended to act as a reference for those agri-food producers planning for, or in the
process of entering, the Thai market. This Handbook provides step-by-step guides on entering the agri-
food market in Thailand including relevant information such as analysis of the Thai market for different
product categories, market access and market entry procedures, IP protection, referrals to professional
buyers and a signposting and referral system providing useful contacts and ways to penetrate the Thai
market.

1.1 How to use this handbook

Depending on your stage of market entry, company profile, and product range, different sections within
this handbook will be helpful to a different extent for your business strategies.

For those wishing to learn more about the Thai food and beverage market in general, section 2 provides
a general country overview; section 3 provides and overview of the agri-food market; and section 3 an
overview on market entry. These latter two sections contain information on: the food and beverage
market, market access procedures, customs procedures, SPS and labelling requirements, intellectual
property protection, including the status of geographical indications. The information contained within
these sections is of a general nature and so may not be relevant for those in the more advanced stages of
market entry.

If you want to find out more information relevant for your product, then check out the Market Snapshots
for Selected Products (section 5). This content illustrates the market situation, market access procedures,
SPS requirements etc. specific for this product or product category. This information will provide more
industry specific information to consider as part of any market entry or market expansion strategies.

If you already have decided that the Thai market is where you want to be, but you need some support,
then the Support Services Directory can point you in the right direction. Contact information for a service
provider, business facilitation support organisation, or from a business contact, could help put you in
touch with the right parties who can help you to build your brand in the Thai market.



10 | Page Thailand - Market Entry Handbook

2 Country introduction and overview

Capitals: Bangkok

Population: 69 Million

Area: 513 120 km2

Political structure: Unitary Parliamentary Constitutional Monarchy

Major languages: Thai

Major religions: 94% Buddhism, 4% Islamic, 1% Christian

Life expectancy: Total Population 75.3 years (Male 71.8 Years, Female 79.3Years)
Currency: Thai Bhat B THB/; 1 EUR = 34.5 THB (2019 average)

GDP growth: 3.8 % (2019)

Exports: 66.82% of GDP (2018)

Imports: 56.49% of GPD (2018)

Main exports*: Office Machinery (9.2%), Integrated Circuits (5.6%), Delivery Truck (4.4%)
Main imports*: Electrical Machinery (18%), Mineral Fuels including oils (15.7%), Machinery

including Computers (12.4%)

Unemployment rate: 0.7% (2019)

Labour force: 68% (2019)
Main industries: Agriculture: 6.5 % of GDP
Industry: 35% of GDP
Services: 46% of GDP
Average household income (2019): EUR 11 561

Household expenditure on food and beverages (2019): EUR 2 978

Food and beverage market size (2019): EUR 73.4 billion

Sources: Euromonitor International: Economies and Consumers, 2020; IMF; UN, World Bank; WHO, ECB. * Goods only listed
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2.1 Country overview: Thailand at a glance

2.1.1 Past economic and political trends

e Thailand is a strategic location in South East Asia, despite this the nation has remained largely
independent throughout its history and avoided western colonisation that inflected its neighbours.

e Thailand’s independence throughout its history has led to a largely homogenous nation ethnically,
linguistically and religiously.

e Thailand was at the centre of the 1997 Asian financial crisis and has since recovered.

e Thailand has been a democracy since the mid-1970s, albeit with some challenges.

Thailand is a historical nation with ethic Thais inhabiting the region today known as Thailand since the 11t
century. Despite a number of empires rising and falling within its vicinity coupled with later western
colonisation in the region, the nation of Thailand has remained largely independent throughout its history.
This independence has allowed the Thai culture to flourish throughout its history and today the nation is
very ethnically, linguistically and religiously homogenous. The head of state in Thailand currently is King
Vajiralongkorn who rules a throne that has remained in place for almost 800 years, leading to much
admiration and respect for the royal family of Thailand. Thailand for most of its existence has had an
economy which was largely focused on agriculture. However, since the cold war era the nation has been
slowly closer aligned to the west and this opened up the country to investments and business
opportunities allowing the Thai economy to rapidly develop in the 1980s; for each of the years 1980-84,
the country recorded above 5% GDP growth rates. The Thai economy ran into difficulties during the 1990s
which cumulated with the 1997 Asian financial crisis and the collapse of the local currency the Bhat.
However, the country had recovered by 2001 and managed to repay its debts to the IMF by the year 2003,
ahead of schedule. The 2004 earthquake and consequent tsunami ravaged the South East Asian region
and Thailand was no exception, the country’s economy suffered as a result. Politically, Thailand has been
an effective democracy since the 1970s, and despite numerous uprisings and political challenges, it
effectively remains a democracy to this day. Thailand has had some political upheaval revolving around a
2006 Coup d’état which led to an era of political uncertainty. The situation did then stabilise, but further
coups d’état in 2013 and 2014 led to the installation of a military led government before elections took
place again in 2019.

2.1.2 Current economic situation and mid-term outlook

e Thailand has stabilised after an era of political upheaval.

e Thailand is an influential member of the ASEAN Political bloc.

e The Thai government is committed to reforming and modernising the country.
o Agriculture will remain key for employment in the country.

The economy was one of many effected by the 2008 financial crisis and political upheaval in the country
also played a role in economic stagnation. However, the economy had stabilised by 2014 and recorded
continuous economic growth rates up until 2019 which included year GDP growth rates hovering around
4% year on year (Figure 2-1). Thailand has one of the lowest rates of unemployment in the world. In 2016
the current government unveiled the Thailand 4.0 initiative, a programme of economic reforms and



12 | Page Thailand - Market Entry Handbook

investments to transform the nation from a middle-income economy to a high-income economy in five
years. The initiative includes the creation of additional economic clusters and corridors in the country and
investments in high tech digital start-ups and initiatives. Thailand as a member of ASEAN holds political
influence in the region.

Despite the fact that agriculture’s share of GDP has been slowly declining since the 60s, the industry still
plays a huge part in the economy and culture of Thailand. Thailand is one of the world’s largest exporter
of rice. 32 % of Thailand’s land is arable. Agricultural employment accounted for more than half of total
employment for almost three decades and was stimulated by the government via subsidy policies since
2011-2012. Today agricultural workers account for 34% of the total workforce though they create only
7% of the country’s GDP. Employment in the service sector, expected to be Thailand’s new engine of
growth, is yet to increase significantly. Tourism and manufacturing also remain significant to the economy
of Thailand.

Figure 2-1: Real GDP Growth and Per Capita GDP in Thailand: 2013-2019
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Note: Data for 2019 is forecast. GDP per capita are in constant 2018 prices
Source: Euromonitor International: Economies and Consumers, 2020

2.1.3 Populations trends

e The population has reached 69 million, making it the 20" most populous country in the world.

e The population has aged since 2000, with an increase in the median age and the decrease of
fertility rate (to 1.5% in 2020).

e The population is set to gradually decrease from the late 2020s. Working-age population as
percentage of total population is expected to decline to 52 % by 2040

e Half of the population of Thailand is urban and it is concentrated in the Northern and Southern
regions (50% in Bangkok and its vicinity). The population is highly ethnically homogeneous (91.5%
is Thai).
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Thailand has a population of around 69 million people. The population grew steadily from 1960 to 2000
(3.5% per annum). The industrialization process during the mid-1980s came together with a rapid inflow
of migrant workers, with around 2-3 million irregular immigrants arriving in the late 1990s (more than
half of which were from Myanmar, with Cambodia and Laos also common origins) .

The growth rate in percentage terms has fallen since 2000 to under 0.3% per year today, and this trend is
predicted to continue over the coming years?. The urbanisation process, the decrease in the fertility rate,
and the aging population (the over 65 population is expected to increase to represent 1/5 of the total
population by 2030) could generate future challenges for the labour market as working-age population
(15-59 years) is expected to decline from around 68% of the total population in 2010 to 52 % by 20403,

Thailand’s age pyramid has a narrow base indicating declining birth rates with each succeeding age group
getting smaller than the previous one (Figure 2-2). .

! Chantavanich S, Jayagupta R (2009) Immigration to Thailand: the case of migrant workers from Myanmar, Laos,
and Cambodia. In: Sagal U, Elliot D, Mayadas N (eds) Immigration worldwide: policies, practices, and trends. Oxford
University Press, New York.

2p. Warr, Thailand’s Development strategies and Growth Performance, World Institute for Development Economics
Research, http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.434.7678&rep=rep1&type =pdf

3 The state of Thailand’s Population 2015, Features of Thai Families in the Era of Low Fertility and Longevity,
https://thailand.unfpa.org/sites/default/files/pub-pdf/State%200f%20Thailand%20Population%20report%202
015-Thai%20Family_en.pdf
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Figure 2-2: Age Pyramid in 2019 and 2040 in Thailand
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Source: Euromonitor International: Economies and Consumers, 2020. Note: Data for 2030 is forecast.

In Thailand the major population is concentrated in the Northern and Southern regions, almost half of
them in Bangkok, and are ethnically Thai, Khmer and Malay*.

Thai people make up the largest ethnic group of Thailand. Representing 91.5% of the population, Thai
people form part of the Tai ethnolinguistic Southeast Asian population that includes central Thai, northern
Thai, southern Thai, and Isan people, predominantly Theravada Buddhists. Tham bun or merit-making is
a common practice which involves donating food or another donation to the monk or [?] a contribution
to the maintenance of the temple. The Khmer people (2.3% of the population of Thailand) are native to
Cambodia and belong to the larger and older Austroasiatic Language Family currently situated in the
provinces of Surin, Buriram, and Sisaket, confined in rural areas of rice farming. They speak the Khmer
language and most follow the Khmer variation of Buddhism, influenced by the Theravada Buddhism’s
worship of ancestors and Shamanism. Malays represent 2.1% of the population and belong to the
Austronesian groups of peoples, generally found in the southern regions of Thailand, and are coastal-
traders with a strong cultural practice. They are mainly Sunni Muslims and observe most of the major
Islamic holidays and festivals. Other ethnic groups in Thailand are Bamar (1.5%), Karen (0.6%), Chinese
(0.4%) and Hmong (0.3%). Overall there are an estimated 2.5m foreign residents in Thailand. While the

4 Pholphirul P, Kamlai J (2014) How much do low-skilled immigrants contribute to the Thai economy?: analysis of
three methodologies. Asian Pacific Migr J 23(1):85-112; Sujarittanonta, P. and Kamseang, C. 2017. Competition:
Missing Piece in Innovation Equation. Bank of Thailand Symposium 2017; World Bank Group. 2016b. Thailand
Systematic Country Diagnostic: Public Engagement (Online). www.worldbank.org/thailand.
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majority, around 70% come from neighbouring Myanmar, Cambodia and Laos, there are also notable
groups from Europe, China, the US and Japan.

Tourism in Thailand

Thailand is a major tourism destination; at around 38m tourists per year, it is the 9th most visited country
in the world; and the second most visited country in Asia after China. As the average tourist stays around
10 days in Thailand, this means that, on average, Thailand hosts around 1m tourists at any given time;
making it a notable additional, albeit non-resident group. ASEAN and China are the most important origins
of tourists, each counting for just over 10m visitors per year. Europe accounts for just under 7m tourists
per year and the Americas a bit under 2m.

2.2 Geography and key markets

Thailand is located in South East Asia and borders the nations of Cambodia, Laos, Myanmar and Malaysia.
The country acts as a key crossroads in the South East Asian region and its location allows it to exert key
political and economic influence in the region.

e The Thai highlands makeup the north of the country and is a region dominated by rugged hills and
mountains which extend into the Himalayas mountains.

e The central region of the country is often referred to as the heartland of the country and the rice
bowl! of Asia as the regions’ rivers and topography allow for scalable and extensive agricultural
activity in the region.

e Eastern Thailand is characterised by short mountain ranges which are often suitable production
for fruits.

e Southern Thailand is characterised by coastal regions with mountains dotted across the region.
This forms the industrial and service hub of the country.

2.2.1 Overview of urban markets

A large number of urban markets in Thailand are centred around the coast of the country and the Capital
region Bangkok. The city of Bangkok is home to 5 million individuals with its metro region extending the
population to around 14 million. Bangkok forms the political and economic core of the country and the
situation in the city drastically impacts the rest of the country. Bangkok is the largest primate city in the
world with a population around 20 times the size of the second biggest city in the country, Nonthanburi.
The population of Thailand is roughly split in half between urban and rural with the city of Bangkok and
its periphery accounting for most urban residents. The country of Thailand as a whole is made up of 76
administrative regions and one special administrative region, the capital Bangkok. As seen in Figure 2-3,
the populationis spread out fairly evenly throughout the country with the South, the capital region around
Bangkok and touristic coastal regions making up a large percentage of the total population with a
population cluster to the north around the city of Chiang Mai.
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Figure 2-3: Administrative regions of Thailand
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Source: Agra CEAS based on various

2.2.2 Snapshots of important markets

As was seen in Figure 2-3, a large percentage of the Thai population live around the Bangkok metropolitan
area, making Bangkok the key market and nearby Pattaya an interesting market. There are also a number
of large cities located on the southern Thai coast which is also a prime location for retirees and tourists;
among these Phuket and Hat Yai stand out as being particularly interesting. Across central and northern
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Thailand there are a small number of large cities and indeed only Chiang Mai stands out as a major market
(Udon Thani, while it has certain potential attractions, is ultimately quite a small market). Figure 2-4

presents the identified focus markets.

Figure 2-4: Location of focus markets

Source: Agra CEAS
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Bangkok Metropolitan Area

Key facts:

Total GDP (current prices): EUR 237 bn

Real GDP growth (2019): 2.7%

Food and non-alcoholic beverage market (2019): EUR 21.87 bn

Population: 5.4m; metro area up to 14m

Bangkok is almost 20 times larger than the second largest city in the country. It is therefore inevitably the
economic and political core of Thailand. With a population of 5.4 million, it is the second largest city in the
ASEAN bloc behind Jakarta and is a key business hub for the South East Asian region. The city acts as a
gateway for entry into Thailand and many international companies and banks have set their South East
Asian headquarters in the region. Bangkok’s metro area extends the city’s population to 14 million people
with as many as 5 million commuters travelling to the city each day; creating a huge potentially reachable
market of almost 30% of the Thai population.

Bangkok is amongst one of the world most visited cities and tourism forms a crucial part of the local
economy. Bangkok alone accounts for 48% of the service sector of Thailand which is a sector that in turn
accounts for 46% of the country’s GDP. The city of Bangkok is also home to one of the largest automobile
manufacturing centres in South East Asia.

Bangkok is one of the most diverse cities in both Thailand and south east Asia with 75% of residents being
Thai, 14% being Thai Chinese and the rest being made up of Malay and a number of immigrants from the
South East Asian region and beyond. The city of Bangkok is associated with dishes such as Pad Thai. Its
local Chinatown district, which is one of the largest Chinatowns in the world, offers a selection of foods
from both Thailand and China. The city of Bangkok largely influences further cultural and economic
practices in the rest of Thailand given its disproportionate size.

The city of Bangkok is home to two international airports, Suvarnabhumi airport and Don Mueang
International. Suvarnabhumi has surpassed Don Mueang as the largest airport in Thailand and is the
largest entry point into Thailand with over 63 million passengers travelling through the airport in 2018.
Bangkok’s Khlong Toei Pot (maritime?) port is one of the largest in the nation and welcomes up to 20% of
Thailand’s total freight traffic.

Bangkok is currently constructing a new railway station which will be known as Bang Sue Grand Station.
When constructed, finalisation expected by end 2020, it will be the largest railway station in South East
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Asia. This infrastructure reinforces Bangkok’s position as the key national transportation hub, and an
important regional one.

Sources Euromonitor International: Economies and Consumers, 2020; CIA World Factbook
https://www.cia.gov/library/publications/the-world-factbook/geos/th.html; Government aims for 5 million train commuters
daily, The Bangkok Post, Available at https://www.bangkokpost.com/thailand/general/1394186/govt-aims-for-5-million-

bangkok-train-commuters-daily

Pattaya Chonburi metro area

Key facts:

Total GDP (current prices): EUR 32.7bn

Real GDP growth (2019): 4.4%

Food and non-alcoholic beverage market (2019): EUR 2.3bn

Population: 320 000 city; 1.8 million metro area

Pattaya is the second most visited city in Thailand and is at the centre of the Pattaya-Chonburi
Metropolitan area which has a combined population of roughly 1 million people [1.8 million? See above?].
Pattaya began to develop into a tourism hub in the 1960s and today tourism forms a key segment of the
local economy.

Most residents in the city are ethnic Thais with migrant workers and seasonal workers also being a
significant percentage of the local population.

A growing number of individuals from western and South east Asian nations are choosing Pattaya to retire.
Pattaya is attractive for retirees due to the climate and general cost of living. Pattaya is located in what is
known as the Eastern Economic Corridor (EEC); an initiative from the Thai government to stimulate
economic activity in the region. This initiative is leading to the construction of infrastructure projects in
the city such as a new airport and deep seaport which will open up the city to additional tourists in the
future and increase the city’s significance to the Thai economy. The EEC also foresees the development of
certain industries — including food processing — making it a potentially interesting area for importing agri-
food goods for further processing.

14 million visitors went to Pattaya in 2018 which contributed 70% of the total economic income of the
city. The growth of Pattaya’s tourist sector is linked the numerous tourist attractions such as Wat Khao
Phra bat Temple and Ramayana which is one of the largest waterparks in Asia. The main dish from the



https://www.cia.gov/library/publications/the-world-factbook/geos/th.html
https://www.bangkokpost.com/thailand/general/1394186/govt-aims-for-5-million-bangkok-train-commuters-daily
https://www.bangkokpost.com/thailand/general/1394186/govt-aims-for-5-million-bangkok-train-commuters-daily
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region is Pattaya fried rice. The city is influenced by the many visitors it receives each year leading to a
more open and liberalised market which compounds the consumption of imported goods in the city.

Sources: Business Dynamics :Thailand, Economies and Consumers, 2020; (Thailand); Thai Businesses to revitalise Pattaya tourism
via economic zone, Nikkei Asian Review, https://asia.nikkei.com/Business/Business-trends/Thai-businesses-to-revitalize-Pattaya-
tourism-via-economic-zone; Pattaya eyes becoming economic hub of EEC, VOV, https://english.vov.vn/economy/pattaya-eyes-
becoming-economic-hub-of-eec-404710.vov

Hat Yai

Key facts:

Total GDP (current prices): EUR 4.7bn

Real GDP growth (2019): 1.5%

Food and non-alcoholic beverage market (2019): less than EUR 1bn

Population: 380 000 (metro); up to 1m (region)

Hat Yai is one of the largest cities in the south of Thailand and the fourth largest in the country as a whole.
Hat Yai forms a key economic core for that region of the country. The city is home to an international
airport which welcomed 4.9 million visitors in 2019 and continues to grow as efforts to attract visitors to
the city continue. Hat Yai is the transportation hub of southern Thailand with the largest railway station
in the south of the country and the location of the Asian highway network which passes through the city.
A large amount of goods destined for Malaysia will pass through the city as the major highway to the
country is located here and traders from Malaysia will often use Hat Yai as a hub for their activities in
Thailand.

The demographics of the city make it an interesting outlier in the context of Thailand as the city is home
to a significant amount of Malay-Muslim and Thai Chinese ethnic groups. Hat Yai is an attractive city for
visitors from Singapore and Malaysia due to its geographic location and lower costs compared to both
countries. The city of Hat Yai is known for its selections of sticky rice’s and fried chicken, foods influenced
from nearby Malaysia also impacts the city as the city is located just 60 Km from the Malaysian borders.

Sources: Euromonitor International: Economies and Consumers, 2020; Green city action-plan for Songkhla and Hat Yai
Municipalities, Indonesia, Malaysia and Thailand growth triangle available at
https://www.adb.org/sites/default/files/related/41572/imt-gt-green-city-action-plan-songkhla-hat-yai-municipalities-2015.pdf



https://asia.nikkei.com/Business/Business-trends/Thai-businesses-to-revitalize-Pattaya-tourism-via-economic-zone
https://asia.nikkei.com/Business/Business-trends/Thai-businesses-to-revitalize-Pattaya-tourism-via-economic-zone
https://english.vov.vn/economy/pattaya-eyes-becoming-economic-hub-of-eec-404710.vov
https://english.vov.vn/economy/pattaya-eyes-becoming-economic-hub-of-eec-404710.vov
https://www.adb.org/sites/default/files/related/41572/imt-gt-green-city-action-plan-songkhla-hat-yai-municipalities-2015.pdf
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Chiang Mai

Key facts:

Total GDP (current prices): EUR 3.9bn

Real GDP growth (2018): 3.5%

Food and non-alcoholic beverage market (2019): less than EUR 1bn
Population: ~960 000 (city and surrounds)

Chiang Mai is the largest city in northern Thailand and forms a key economic and cultural centre for the
north of the country. Chiang Mai is also a city of significance for followers of the Buddhist religion as the
city is home to almost 300 Buddhist temples. A famous dish that is synonymous with the city is Khao Soi,
a noodle soup made with hand cut rice and egg noodles. As the city is the largest in northern Thailand it
acts as an important transportation hub for both the northern Thai region and the movement of goods
and people into neighbouring Laos and Myanmar.

The city has a small airport with most flights connecting with Bangkok. The city is known for its greenery
and one is often regarded as one of the most environmentally friendly cities in Thailand which offers a
contrast from the capital city of Bangkok which in turn leads to many residents of Bangkok having vacation
homes in the city of Chiang Mai.

As part of to the Thailand 4.0 initiative, the government of Thailand has designated the city of Chiang Mai
as a digital city with many elements of the city’s economy, from the service sector to the agricultural
sector, set to receive numerous investments in order to digitalise and modernise these sectors.

As Chiang Mai is off the beaten path it has managed to preserve much of its local history and Buddhist
traditions which makes the city an increasing tourist hotspot in the country, with tourism forming an ever
growing element of the city’s economy.

Sources: Euromonitor International: Economies and Consumers, 2020; Chiang Mai: The future of creativity, Kyoto Review of SEA,
Available at https://kyotoreview.org/yav/chiangmai-the-future-of-the-creative-economy-in-thailand/



https://kyotoreview.org/yav/chiangmai-the-future-of-the-creative-economy-in-thailand/
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Phuket Island

Key facts:

Total GDP (current prices): EUR 9 bn

Real GDP growth (2019): 5.7%

Food and non-alcoholic beverage market (2019): less than EUR 1bn
Population: 430 000+ (island/metro area)

Phuket is a melting pot of diverse ethnicities from ethnic Thais to Thai Chinese and Malays. Phuket is hot
and humid throughout the year and is one of the most visited cities in Thailand. Phuket is the largest island
in Thailand and is also composed of 32 smaller islands off its coast. Phuket is one of the major tourist
destinations in Thailand. It has the second highest GDP per capita in Thailand outside of the Bangkok
metropolitan area.

Traditionally agriculture has been the main component of the economy of the island however this has
gradually faded as services and the tourist sector today dominate the islands economy. Annually, Phuket
receives roughly 9 million visitors which is significant for an island with a population of around 430 000
(of which around 4/5 are Thai). Phuket is home to a wide variety of food and beverages with many western
products being readily available on the island to cater for the large number of tourists there.

Seafoods are the main foods associated with Phuket however one can find most foods available on the
island throughout the day from ramen shops to high end restaurants being common sights on the island.
Many bars exist on the island and many will stock imported alcohols to cater to the large number of visitors
the island annually receives.

Rubber trees are the second largest component of the economy of Phuket and is significant towards
making Thailand the largest rubber producer in the world.

Sources: Euromonitor International: Economies and Consumers, 2020; Discover Thailand, Phuket — Overview, Available at
https://evolutiontour.com/57-description-of-phuket/, Economy of Phuket, Phuket.net, Available at https://www.phuket.net/
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https://www.phuket.net/
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2.3 Domestic agricultural production and regions

With 20.4 million hectares of farmland (around 40% of total land and 60% of the used land), Thailand is
one of the main agricultural producers and exporters in Asia thanks to its great biodiversity: it is the
world's second largest rice exporter, and a major exporter of sugar cane, cassava, pineapple, rubber
cashew nuts, corn, tobacco, cotton, cocoa soybeans, medical plants, dairy, fishery products, and palm oil.
More than half of the country's farmland surface is dedicated to rice cultivation. Thailand dominates much
of the world rice market, despite increasing competition from India and Vietnam. Rice remains the main
component of the Thai diet and one of the main exports of the country.

Thailand is the leading Asian producer of sugar cane and the second largest producer in the world, after
Brazil. Sugar cane is highly dependent on the weather conditions (85% of the plantations depend on
rainfall); and this explains its price fluctuations in international markets, and its domestic production
decrease since 2015.

The production of natural rubber has also been reduced due to the low prices of raw materials on the
world market. In recent years, Thailand has become one of the world's largest producers of this raw
material, whose production is mainly concentrated in the south of the country. Tapioca, extracted from
the root of cassava, has increased in importance due to the export demand for feed. In recent years, some
of the production of palm oil, coconuts, cassava and sugar cane has been used as a biofuel as these crops
can produce more energy than is required to make them.

The poultry sector has been widely acknowledged as the greatest agri-business success story in Thailand,
transforming itself over the past four decades from near universal backyard farming into a leading
exporter. Today Thailand has one of the most advanced broiler production sectors, with levels of
efficiency and overall performance equal or exceeding that of most countries in the world. This is reflected
by its massive trade surplus in poultry.

As previously commented, 1/3 of the population in the agricultural sector creates only 7% of the GDP,
though agriculture has demonstrated its capacity of absorbing surplus labour in areas such as the north-
eastern region where the poorest and largest population lives. Agricultural wages tend to be low, though
they show positive real growth over time. The dispersion of land ownership explains some of the
challenges to competitiveness of Thai agriculture, since it prevents small farmers from obtaining benefits
based on economies of scale. For this reason, there has been a push/trend in favour of large agricultural
companies to ensure greater stability for farmers. The use of fertilizers in the sector has increased
significantly in recent years (by about 40%). However, agricultural productivity generally remains low due
to low yields and difficulties for farmers to diversify their harvests, considering the reduced (comparatively
small?) surface of irrigated areas (just over 6m hectares). ®

5Klyuev, V. 2015. Structural Transformation - How does Thailand Compare? International Monetary Fund, IMF
Working Paper, WP/15/51.
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Various instruments have been tried as a way to increase agricultural competitiveness and combat the
low wages in the agricultural sector. These include customs protection for sensitive sectors, soft loans to
farmers, subsidies to production factors (water, fertilizers and fuels, among others; most notably in the
rice and sugar sectors) and technical assistance. Thailand's tariff policy continues to be quite protectionist
on certain agricultural products, with currently applied MFN tariffs generally ranging from 0% to 65%,
with an average of around 25-30%. The recently launched ‘Thailand 4.0’ government strategy intends to
boost the economy improving agricultural productivity among other industries (see box below).

Thailand 4.0 strategy and agriculture
The main objectives in terms of agriculture are to increase the yield per cultivated area, optimize the
consumption of water, fertilizers and insecticides and other chemical products and reduce the harmful
effects on the soil, animals and people. It is intended that different technological solutions be used to
attain this goal, according the type of farmer; those technological solutions which have been earmarked
for four different farmer types are as set out below:
e Traditional farmers: Automatic or semi-automatic irrigation systems. Fertilization systems. N-
K-P sensors and drones with multispectral camera. Logging and prediction software and
applications. Farm machinery. Performance data processing services.
e Fruit and vegetables export-oriented producers: Plant stress monitoring sensors. Soil moisture

and water tension sensors. Crop climate and growth monitoring systems. Maturation analysis
sensors for the regional climate.

e New Generation Farmers and Agricultural Investors: Greenhouses for tropical climate. Water
and fertilizers system and sensors. Thermometers. Pesticide type and quantity monitoring
systems. Sensors and lighting systems.

e Smart and Precision Agriculture: Cup structure measurement systems and sensors. Large area
management and monitoring technology. Knowledge transfer in management. Technology for
logistics efficiency.

2.3.1 Agriculture, climate and climate change

As noted above, Thailand’s harvest is highly dependent on the weather conditions (rice and sugar cane in
particular); and hence is subject to climate change. The southern, north and north-eastern regions are
projected to receive higher negative impacts than east and central regions. Rain fed farms, where the
poorest Thai population is harvesting, are more sensitive to climate change than irrigated farms. Impacts
on harvests and large losses are expected as a result of climate change going forwards, and arguably
some of the actions of the government, including the Thailand 4.0 initiative outlined above, aim to
mitigate these impacts.®

6 Attavanich, W. 2018. How is climate change affecting Thailand’s Agriculture? A literature review with policy update.
Online at https://mpra.ub.uni-muenchen.de/90255/ MPRA Paper No. 90255; Attavanich, W. 2017. Effects of Climate
Change on Thailand’s Agriculture: New Results. Working Paper. Department of Economics, Faculty of Economics,
Kasetsart University.
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Thailand is highly exposed to the effects of climate change such as the rising sea levels and extreme
weather events. Droughts are a persistent feature of Thailand's climate and recently appear to be
worsening year by year.

Seasons in Thailand
Thailand has three tropical seasons: rainy, winter and summer according the monsoon winds.

e Rainy or southwest monsoon season (mid-May to mid-October). The southwest monsoon
prevails over Thailand and abundant rain occurs over the country. In the Southern Thailand
East Coast abundant rain remains until the end of the year.

e  Winter or northeast monsoon season (mid-October to mid-February). Mild period of the year,
quite cold in December and January in upper Thailand and rainfall in the Southern Thailand East
Coast. This is when rice is harvested.

e Summer or pre-monsoon season (mid-February to mid-May). Transitional period from the
northeast to southwest monsoons. The weather becomes warmer, especially in upper
Thailand. This is when tapioca, soybean and tropical fruits such as durian, mangosteen,
rambutan, logan, salak and langsat are generally harvested.

Climate in the North is near sub-tropical with conditions favourable for the production of cool-season
crops almost throughout the year.
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3 Introduction to the food and beverage market and consumers

3.1 Overview of the food and beverage market and demand for imported
products

3.1.1 F&B market summary

As noted in section 2.3, Thailand has a considerable agricultural production. The food and beverage sector
contributes significantly to Thai employment (around 600 000 people in processing alone), representing
23% of the gross domestic product (GDP), and 18% of exports (food is around 13% and agricultural raw
materials 4-5%). There has been an industrialization in food industry to meet customer demand. As a
result food manufacturers and also consumers increasing holding the power in the food chain that
previous was held by farmers. The food processing sector has grown rapidly in recent years in Thailand,
generally at a rate ahead of that of GDP.”

3.1.2 International trade in F&B

Recent data places Thailand as the second largest agri-food exporter in Asia, after China. As noted above
Thailand has strong agricultural production supported by a good proportion of arable land. Thailand’s
principal food exports include rice, canned tuna, sugar, meat, cassava products, and canned pineapple .

Although the second-largest rice exporter in the world with a 22% market share, the country is facing
increasing competition from Vietnam, as well as leading rice exporter India. Sugar exports generates USD
2.66 billion, positioning the country as the second largest exporter just under a 10% market share, though
the country has suffered a 42% decline in sales values due to the worldwide decrease in the sugar value
during the last five years. Thailand is also the biggest exporter of natural rubber in the world.

In addition to the agricultural exports identified above, major food and beverage exports include meat
preparations which target Japan and UK; processed fish and animal food to Japan and USA as main
destination markets; and other processed fruits and nuts to USA, China and Japan.® The major food and
beverage imports are soybean meal (19%) mainly from Brazil and Argentina and edible preparations as
beer, wine, alcohol, flavoured water, etc (11%) from Singapore and USA; rolled tobacco (9%) and malt
extract (~7%) from Singapore, South Korea and Philippines; and animal food (5%) from Netherlands,
France and UK *°.

The EU has trade deficit in agri-food production with Thailand, as its imports in 2013 were valued at EUR
1.6 billion while the exports from the EU to Thailand were valued at EUR 1.2 billion (Figure 3-1).

7 Europe’s food sector at a crossroads. https://www.tcd.ie.; S. Lekuthai, “The importance of the food industry to the
Thai economy: an input-output perspective,” ASEAN Economic Bulletin, vol. 24, pp. 238-253, 2007; United State
Department of Agriculture. Thailand. https://www.fas.usda.gov/data/thailand-food-processing-ingredients-0

8 UNCTAD Statistics 2018. https://unctadstat.unctad.org/CountryProfile/GeneralProfile/en-GB/764/index.html.

% OEC World Profile Country (2017). https://oec.world/en/profile/country/tha/#Imports

190EC World Profile Country (2017). https://oec.world/en/profile/country/tha/#Imports



https://www.tcd.ie/
https://www.fas.usda.gov/data/thailand-food-processing-ingredients-0
https://unctadstat.unctad.org/CountryProfile/GeneralProfile/en-GB/764/index.html
https://oec.world/en/profile/country/tha/#Imports
https://oec.world/en/profile/country/tha/#Imports

27 | Page Thailand - Market Entry Handbook

As per Figure 3-1, the structural deficit had been slightly increasing between 2014 and 2018, with
commodities exports from the EU to Thailand decreasing, though exports of processed food (including
wine) and food preparation imports have increased over the same period; however it subsequently
narrowed in 2019.

Figure 3-1: Structure of EU-27 agri-food trade with Thailand, 2009 to 2019
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Source: European Commission: agri-food trade statistical factsheet, European Union — Thailand. Based on Eurostat-COMEXT data.

As observed in Figure 2-1 notable exports from EU to Thailand in 2019 covered by the sector snapshots in
this handbook were, in terms of value:

e  Milk powders and whey (9%)

e Petfood (8%)

e Wine, vermouth and vinegar (4%)
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Figure 3-2: Top EU-27 agri-food exports to Thailand in 2018

Raw hides, skins and furskins;
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84 Mio €; 7% Remaining Agri-food products;
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Wheat;
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Food preparations, not specified;
54 Mio € ; 5%

Source: European Commission: agri-food trade statistical factsheet, European Union — Thailand. Based on Eurostat-COMEXT data

3.1.3 The market for imported F&B

The economic growth and urbanisation in Thailand over the last few decades had contributed to growing
demand for higher-value fresh and processed products among a well-educated, middle and upper-income
population. Bangkok’s metropolitan area, and increased tourism contribute to increasing demand for
quality imported food and beverages from the EU, Australia, USA, Japan and South Korea.

Traditional fresh food markets are preferred by consumers, but ready-to-eat food items are emerging as
popular alternatives to home cooking, opening opportunities to provide: fresh fruit and vegetables;
smoked salmon and seafood; Japanese-style delicacies; grain and cereal products; chocolate and
confectionery; natural fruit juice and drinks; jams and spreads; dairy products and milk powder; pasta;
salted snacks; and some meat and meat by-products (e.g. raw materials, sometimes with halal
certification).

As previously observed in Figure 3-1 Thailand’s agri-food imports from EU had been decreasing in value
since 2015, because of the impact of the following categories: agricultural food and feed products (wheat,
rice, cereals, flours, soybeans, sugar, milk powders and whey, etc), and food preparations and beverages
(pet food, pasta, chocolate, coffee and tea, spirits and liqueurs, beer, waters and soft drinks, etc). In
particular, the categories pet food, other feed and feed ingredients presented an increase in value in 2016,
with a slow decrease afterwards. Milk powders and whey and food preparations categories had been
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decreasing in value since 2014. On the contrary, non-edible products (raw hides, wood and silk, cotton,
etc) imported from EU, had increased during the period 2014-2018 1.

The principal EU 27 countries with a relevant market share in food and beverage imports are Netherlands
and France.

3.2 Growth Drivers and Trends

As per Figure 3-3 the three key drivers of the Thai market that stand out at present are as follow:

1. Increasing levels of urbanisation. Presently, Thailand’s 69 million population (2019) is roughly
split 50-50 between those living in rural areas and those living in urban areas. However, the urban
population has been steadily increasing for over a decade, bringing higher levels of income and
changes in lifestyles. Bangkok, being home to almost 14 million citizens when its metro area is
included, is by far the largest urban centre; and many consumer practises done in the city will
resonate across the country, as a large percentage of the Thai population will need to travel to
the city at some point in their lives. This is because the city is the economic and political centre of
the country. In contrast to their urban counterparts, those living in rural areas face additional
challenges to access imported goods. Slower and sometimes non-existent internet connections,
the lack of retailers selling imported goods and the abundance of goods produced in rural areas —
all leading to a lack of exposure to western brands. This in turn makes rural consumers a much
hard consumer group to penetrate in comparison to urban ones.

2. Digitally influenced population. Thais have embraced smartphones, in turn increasing access to
the internet; roughly 70% of the Thai population now have access to the internet. Indeed, the
adoption of the internet means that an increasing proportion of the population tries to work from
home or freelance. Social media adoption has increased alongside internet usage; in recent years
it has been common for many Thais to associate their social media profiles with a platform to sell
their goods and services. Urban consumers are particularly likely to receive information about
sales and new products through these platforms. Retailers have caught onto this driver and
notable examples include marketing campaigns by Tesco Lotus and Big C which placed an
emphasis on social media. More information on digital media in Thailand can be found in section
6.1.1.

3. Theimportance of tourism. As previously noted, Thailand receives some 39 million visitors a year,
making it the second most visited country in Asia after China. With the average tourist staying 10
days, the country effectively hosts, on average, 1m tourists at any one time; a substantial number
in the context of its population of 69 million. Tourism is an important driver of the economy, and
this is reflected by its estimated 20% contribution to the GDP of Thailand. The average tourist is
estimated to spend approximately THB 50 000 (almost EUR 1 500) during their stay in Thailand.
While the greatest number of tourists come from China closely followed by the ASEAN region
(around 10m each), the higher per person average expenditure of the 7m European tourists
means that the overall importance of European tourists for expenditure is greater than that of

11 European Commission: agri-food trade statistical factsheet, European Union. Thailand Based on Eurostat-COMEXT
data 2018.
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those from China or ASEAN. This is partly because tourists from Europe (as well as the Americas)
are more likely to stay longer (2-3 weeks). The small group of middle eastern tourists are those
which spend the most per person on average.

Figure 3-3: Growth drivers and trends — the Thai food and beverage market

Drivers

-Increasing urbanisation
- Digitally influenced
population
- Importance of tourism

Trends
-Rising incomes
- Brand consciousness
- Physical shopping but
digital influences

Demand for
imported
products

Source: Agra CEAS based on European Commission agri-food factsheet; Euromonitor International and various (see footnotes).

Following on from the drivers, the main trends at present of relevance to imported food products are as
followed:

1. Rising incomes driving more luxury purchases. Thailand is becoming a middle-income country as
the combination of increased urbanisation and economic growth in Thailand is leading to higher
average levels of income; which in turn is leading to increased consumer confidence and changes
in consumer habits. Expenditure on more luxurious goods is unsurprisingly increasing as a
consequence. As may be expected the increase of expenditure on more luxurious goods
disproportionately favours consumers with higher levels of income. Nonetheless, on average
Thais have shown a willingness to spend and outspend consumers of other countries in the
immediate vicinity.

2. Brand consciousness. Thai consumers have repeatedly been identified as the most brand loyal
consumers in the south east Asia region. Often, Thais are willing to spend more to obtain their

12 https://www.thaiwebsites.com/tourism-income-Thailand.asp;
https://knoema.com/atlas/Thailand/topics/Tourism/Travel-and-Tourism-Total-Contribution-to-GDP/Contribution-
of-travel-and-tourism-to-GDP-percent-of-GDP; https://www.geckovilla.com/thailand-tourism-statistics.html



https://www.thaiwebsites.com/tourism-income-Thailand.asp
https://knoema.com/atlas/Thailand/topics/Tourism/Travel-and-Tourism-Total-Contribution-to-GDP/Contribution-of-travel-and-tourism-to-GDP-percent-of-GDP
https://knoema.com/atlas/Thailand/topics/Tourism/Travel-and-Tourism-Total-Contribution-to-GDP/Contribution-of-travel-and-tourism-to-GDP-percent-of-GDP
https://www.geckovilla.com/thailand-tourism-statistics.html
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favourite brands and will remain loyal to the said brands — this is fairly universal across product
categories. However, generally a brand must be in the top tier of its category in order to attract a
strong following and loyalty. Against the background of rising incomes set out above, this brand
consciousness makes Thailand an interesting market for branded products. As noted above and
in section 6.1.1, some operators have tried to leverage digital media to increase brand popularity.
Physical shopping preferred, but with digital influence. It is estimated that almost half of sales in
Thailand are digitally influenced, with consumers often conducting research regarding purchase
online, with social media particularly popular for this. However, while growing, the e-commerce
channel is limited by some factors. Firstly, the Thai have a love of physical shopping .There has
been a boom in the number of shopping malls in Thailand in recent years, and shopping is a
popular pastime, particularly in urban centres and tourist destinations. Secondly, there are
concerns regarding the security of payment by credit or debit card; though many e-retailers are
overcoming this through payment on delivery. As urban lives become busier, there is the potential
for greater e-commerce with particular potential for “informal” e-commerce through social
media. That said, in the food and retail space the convenience store has grown greatly in
popularity of late, through its ability to combine physical shopping with convenience. Food
delivery for food service has also increased in popularity?3.

3.3 Consumer profiles and preferences

3.3.1.1 Consumer profiles

Against the drivers and trends set out in section 3.2 above, certain elements should be borne in mind
when considering the consumers to address in Thailand. Most notably:

The urban-rural divide. As already noted above, there is an increasing rate of urbanisation in
Thailand; with Bangkok standing out as by far the largest urban centre. Various factors, including
the retailing infrastructure, level of income and general exposure to western brands make the
urban markets more attractive for imported products. That said, rural consumers are increasingly
shopping online — in similar proportions to urban consumers — making access to imported
products, including potentially some food and beverage ones, easier. City dwellers are, on
average, younger than rural residents.

Income levels and expenditure on non-essential/luxury items. While Thailand has very
successfully reduced the poverty rate in the country, income equality remains very high — more
so than any other country in ASEAN according to some statistics. As would be expected, the
likelihood of consuming more luxurious or non-essential goods and services increases with
income; though interestingly, beyond very low income levels this relationship is fairly linear rather
than exponential (i.e. increases in income do not disproportionately increase the likelihood of
non-essential purposes). This may be due to the aforementioned greater willingness to spend

13

Euromonitor International: Economies and Consumers, 2020;

https://www.bcg.com/publications/2017/globalization-go-to-markets-five-consumer-trends-watch-thailand.aspx;

https://santandertrade.com/en/portal/analyse-markets/thailand/reaching-the-consumers ;

https://www.consultancy.asia/news/451/rising-incomes-are-shaping-new-consumer-trends-in-thailand;

https://theaseanpost.com/article/growing-gap-between-richest-and-poorest-thais
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https://santandertrade.com/en/portal/analyse-markets/thailand/reaching-the-consumers
https://www.consultancy.asia/news/451/rising-incomes-are-shaping-new-consumer-trends-in-thailand
https://theaseanpost.com/article/growing-gap-between-richest-and-poorest-thais
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than in other countries in the region; which is ultimately reflected in Thai consumers’ higher
average household debt than that of consumers in neighbouring countries. In relation to gender
Thailand has a very even income disparity with many Thai women being very well educated and
earning the same and, in some cases, more than their male counterparts.

The importance of tourism for shaping some areas. The importance of tourism for Thailand as a
whole (38m visitors a year, 20% of GDP) was established in the previous section. Overall, Bangkok
and southern Thailand are the most popular regions for foreign tourists, though some parts of
north and central Thailand are also popular. In tourist-focused hotspots such as Phuket, the tourist
industry can play a defining role for the shopping environment. It can also have notable impacts
in larger cities which welcome large numbers of tourists, such as Chiang Mai and Pattaya. Most
notably it impacts the demand for imported goods particularly in the beer, spirits and wine
sectors. It is also worth noting that Thailand’s unique culinary culture also attracts many visitors
who out the unique dishes that Thailand has to offer.

Brand consciousness and loyalty. Thai consumers are brand conscious, and as noted above the
most brand loyal in the south east Asia region. An estimated 4/5 of Thai consumers will look for
their favourite brand when making a purchase decision. While there is a general willingness to
pay more for the habitual brand, this does not mean that brand overrides price at all costs.
However, the combination of brand and the perception of a bargain (often e.g. through haggling
at the time of purchase) is a powerful one in Thailand.

The concept of minimalism. There is an inherent connection between the Buddhist religion and
minimalism; and this can feed through to purchasing behaviour. The minimalist tendency can
manifest itself in a couple of main different ways; either by the aversion of some consumers to
purchase certain non-essential items; or the preference of consumers to purchase a higher quality
item that will last, rather than a lower quality one*.

While the various factors highlighted above should be taken into consideration when considering target

consumers, the following rather broad consumer types bring together some of the elements mentioned.

The freer spending, more impulsive consumer. This consumer group embodies several of the
elements mentioned above; brands are important to them, shopping is an enjoyable activity, and
purchasing behaviour is more spontaneous. Against this background, brands sold at discounts can
be particularly appealing. These consumers pay attention to information through a variety of
marketing channels. The aggregate income level of these consumers is likely to be quite high.

Quality focused minimalists. While this consumer is less likely to purchase non-essential items,
when they do, they are likely to focus more on quality. They are also more likely to pay attention
to attributes of brands such as sustainability, environmental and community impact. The
purchasing behaviour of these consumers tend to be more influenced by family and friends than

14

Euromonitor International: Economies and Consumers, 2020;

https://www.bcg.com/publications/2017/globalization-go-to-markets-five-consumer-trends-watch-thailand.aspx;

https://santandertrade.com/en/portal/analyse-markets/thailand/reaching-the-consumers ;

https://www.consultancy.asia/news/451/rising-incomes-are-shaping-new-consumer-trends-in-thailand;

https://theaseanpost.com/article/growing-gap-between-richest-and-poorest-thais
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by more commercial marketing channels. Such consumers are more commonly well-educated
with more moderate levels of income; and are based in larger cities®.

3.3.2 Cultural Sensitivities and Other Considerations

Thailand is a unique nation and its independence throughout history has allowed the country to remain
in touch with its traditionalist roots which still largely influence the country today. Thai families are very
close and it is not uncommon for a family to remain in a home for generations. Eating food together as a
family remains a key feature of the Thai culture, particularly in rural areas and Thais who move to urban
areas will continue to feel a connection to their homes in rural areas. Typical dishes consumed in Thailand
include Pad Thai, the national dish of the country which includes a combination of vegetables, spices and
meats. Thais will typically consume a large amount of vegetables and spices in their daily consumption
habits. 6%

3.3.2.1 Regional differences

As already noted in section 2.2.1, the centre around Bangkok represents the most developed and
urbanised region of the country by some margin and provides a stark contrast to the largely rural areas in
the north of the country. There is a slight north-south divide with the south of the country being largely
wealthier than the north of the country and hosting the majority of the population of Thailand.

3.3.2.2 Traditional cuisine and the local pallet

Thai dishes typically consist of a mix of rice, spices, vegetables and meat or fish. Different variations of
these ingredients can be found in Thai dishes with each region of the country typically having its own
unique blend. Pat Thai is Thailand’s national dish and is emblematic of the many dishes found in Thailand.

As the country is large and at the crossroads of many nations in South East Asia many regional differences
combine influences from both Thailand and the nations in vicinity of the region. An example is the South
of Thailand which is influenced by the culture of Malaysia with a larger Islamic population translating to
higher consumption of halal foods. The centre around Bangkok is the most developed region of the
country and the influence of Chinese immigrants to the city is prevalent with the presence of Bangkok
Chinatown being an example of this. The north of the country sharing a border with Myanmar and Laos is
also influenced through its neighbours with Myanmar dishes such as Kaeng Hang Le a pork curry being
popular here. The centre of Thailand is said to have the mildest dishes which include Jasmine rice. North
Eastern Thailand typically consumes sticky rice, and this is viewed as a staple in the region and is typically
combined with a selection of meats.

15 Euromonitor International: Economies and Consumers, 2020

16 Respect and Humor, how to be culturally sensitive in Thailand, The spriceroads cycling blog, Available at
http://blog.spiceroads.com/2015/11/25/respect-and-good-humour-how-to-be-culturally-sensitive-in-thailand/

17 Table manners and food etiquette in Thailand Tripsavvy https://www.tripsavvy.com/table-manners-in-thailand-
1458507
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3.3.2.3 Colours

Specific colours in Thailand, as is common in many Buddhist majority nations, have certain associations.
Firstly, red, white and blue is commonplace in the country as these are the colours of the flag and by
extension associated with Thailand as a whole. The red symbolises the blood of those who fought for
Thailand, the blue represents the royal family and the white typically is said to represent purity and
Buddhism. Green, black and in some cases blue, are colours associated with mourning in Thailand.

Lucky colours of the day are also a cultural phenomenon in Thailand with the following colours being
associated with luck on a given day:

e Monday- Yellow

e Tuesday- Pink

e Wednesday — Green

e Thursday — Orange

e Friday- Light Blue

e Saturday- Purple

e Sunday - Red

These colours and days are said to be influenced by Hinduism but remain a popular cultural trait in
Thailand.

3.3.2.4 Cultural symbols

Thailand is home to many cultural symbols which include:

e The Elephant which is the national animal and features on national stamps and regional state
seals.

e The Monarchy - Images of the royal family are so respected that laws
exists which includes punishment for anyone degrading or negatively
alternating them, which extends to the local currency featuring
members of the Royal family.

e Phra Khrut Pha (right)— The national emblem of the country; it is a
mystical creature associated with Buddhism and Hinduism and has been
used as an image associated with the royal family and Thailand for
centuries.

3.3.2.5 Celebrations and Festivals

Buddhist Calendar Year

As Thailand is a majority Buddhist nation its population follows the traditional Buddhist calendar. While
the Gregorian calendar is used for official practises, the Buddhist calendar is used to celebrate events
related to the religion. The Buddhist calendar in Thailand is 543 years ahead of the Gregorian calendar
with the Year 2020 corresponding to the year B.E. (Buddhist Era) 2563. The calendar consists of 12 -13
months which translates to 354, 355 or 384 days in the year depending on the lunar cycle.
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Many national celebrations are tied to the Buddhist religion and the royal family.

Magha Puja - The third most important Buddhist festival in the calendar year, this day usually falls
on the full moon of the third calendar month and is associated with reverence. Alcohol sales are
banned on this day.

Chakri Day- National holiday on 6" April which commemorates the establishment of the Chakri
dynasty.

Songkran — Songkran is on the 13" April each year and has recently been extended to allow
celebrations to last five days to the 18" April. These days observe Thai new year and the passage
into a new astrological cycle which is typically associated with animals with 2020 being the year
of the rat.

Vesak- A holiday which commemorates the birth and death of the Buddha, the founder of the
majority Buddhist religion. This day falls on 7" May.

Beginning of Vassa- Vassa will last from the 6™ July to 1°t October and is associated with the
Buddhist religion as a time of abstentions of certain products such as alcohol and tobacco. It is
similar to lent observed in the Christian faith.

Chulalongkorn Memorial Day- This is an important day in the Thai calendar as citizens on this day
pay respect to king Chulalongkorn, a figure largely associated with the revitalisation of Thailand
in the 20" Century. The day of commemoration takes place on 23" October.

Constitution Day - This day which falls on 11" December is a national holiday in Thailand and
many workers will have the day off to commemorate the adoption of Thailand as a Monarchy
which took place in 1932.

3.3.2.6 Giftgiving

Gift giving is not common in Thailand and largely only takes place on special occasion such as weddings

and birthdays. There are however some superstitions that surround the practise in the country, which
may also impact the packaging of any products intended as presents. Most notably, one should not wrap
a present in green or black. These colours are largely associated with mourning and have negative
connotations associated with them in the context of gift giving. Also, it is not common for Thais to open
presents in front of the giver; nor for guests invited to a home to bring a gift with them.®

18 Anglo info, Thai Customs and Etiquette, Available at
https://www.angloinfo.com/how-to/thailand/moving/country-file/customs-etiquette
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4 Market access and entry

This section provides details on the necessary requirements for entry into the Thai market, outlining
existing market access restrictions and explaining procedures. A summary of market access and entry is
presented in section 4.1, in the form of a SWOT analysis.

4.1 Summary SWOT analysis

STRENGTHS (+)

Thailand is an important regional hub in many
fields. For example, Bangkok serves as the Asia
pacific  hub many
organisations.

for international
The country is a popular tourist destination,
welcoming 38m tourists each year. Western
tourists account for the largest part of tourist
expenditure.

Modern retail channels play an important role
in distribution.

Consumers are the most brand loyal in the
region, and as a result are generally less
focused on price as a purchase criterion.

OPPORTUNITIES (+)

While Thailand is a large agricultural producer,
EU and Thai (and indeed regional ASEAN)
agricultural production has a fairly high extent
of complementarity; meaning the EU is strong
in production of some agri-food goods that
Thailand has limited production or regional
supply of.

Increasing interest in organic produce -
supported by a national organic plan and
recently updated standards — makes this an
interesting segment.

Increased level of interest in health and
nutrition, as reflected by government action
(e.g. trans fats ban, sugar tax) provides
opportunities for healthy products.

The country is a major agricultural producer
with a strong domestic agri-food industry — as
reflected by its tag “the kitchen of the world”.
Furthermore, there have been considerable
efforts to boost food processing as well as

agricultural production, leading to
increasingly competitive domestic food
processing.

Access for fresh meat and fruit and vegetable
products difficult to obtain; subsequently
limited access.

Legislation, while not the most complex, is not
always straightforward, with some unclarities
interpretation applicability.
Consolidated legislation is not published in
English.

around and

The Australia and New Zealand FTA provides
these countries with more favourable access
terms to the Thai market for some products;
though their market positioning is often
different.

Thailand is considering joining the TPP; while
it already has FTAs with the majority of TPP
members, Canada, Chile and Mexico could
obtain favourable access under the TPP.
Thailand is a member of ASEAN, so major
producers in the region have access. China has
favourable access for some products through
its farm trade FTA with Thailand signed in
2003.
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4.2 Food and beverage legislation and regulations

4.2.1 Importrequirements/restrictions, customs procedures and documentation

Import procedures and requirements tend to vary by product. Table 4-1 sets out the general documents
required for all shipments. This includes, most notably:

e Air waybill or bill of lading

e Commercial invoice or pro-forma invoice

e Insurance certificate

e Customs import declaration

e Manifest

e Packing list

However, there are also various products specific requirements. Table 4-2 provides a more detailed
overview of the different specific documents which are required and the products for which they are
generally applicable. For example, products of animal origin including fresh meat and dairy products
require: a veterinary health certificate for animal products; a licence to deal in live animals; and animal
products and import approval for live animals and animal products. Most processed foods require
multiple documents including: food formula registration; an import licence for foodstuffs; and a food
record / declaration.

In general it is recommended to follow the steps below before exporting products to Thailand:

1. Confirm the category of the food that is being exported (see section 4.2.2). This will substantially
affect the requirements for export.

2. Register the food with the Thai FDA before exporting if the food falls in the “specially controlled
foods” category. Even if not a specially controlled food it is nonetheless worth thoroughly
checking all other requirements to ensure that the product complies with necessary legislation
(see section 4.2.2). In the case of fresh meat and fruit and vegetable products, this also means
checking that the country of origin (and in some cases for meat, facility) is authorised for export
to Thailand. More information on this is provided in the corresponding market snapshots (sections
5.1.4 and 5.2.4).

3. Obtain the necessary licences. An overview of these is set out in Table 4-2, though for some
products the licences can further vary from this overview based on the specificities of the product.

4. Ensure the necessary documents accompany the shipment.

Working with a local importer, agent or distributor may facilitate the steps above and general compliance
with import restrictions.
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Table 4-1: General requirements for goods exported to Thailand (including F&B)

Name Description To be prepared by Language
Air Waybill A document containing the details of the | Carrier (or their Usually EN

transportation of products by air and proving the | agent)

transport contract between the consignor and the

carrier's company. One Air Waybill may be used for

the multiple transhipment of products.
Bill of Lading A document containing the details of the | Carrier (ortheir Usually EN

international transportation of products by sea. agent)
Commercial Former: a document containing the details of the | Exporter Usually EN
Invoice; Pro forma transaction.
invoice Latter: a document containing the details of the

transaction prior to proper invoicing; it may be

required.
Insurance Document proving a contract for insurance has been | Insurance EN
certificate signed. company of

importer/exporter

Customs import Official form for clearance of goods. Fee of 270 THB. | Importer (or their | EN/TH
declaration agent)
Manifest A document notifying the authorities of the arrival of | Freight forwarder | EN/TH

a vessel / an aircraft and summarising the goods | (or their agent)

loaded therein.
Packing List A document containing the details of the shipment. Exporter EN/TH
Certificate of non- Certifies the non-preferential origin of goods. Only | Exporter Usually EN
preferential origin required if requested by importer or customs.

Source: European Commission Market Access Database.

Table 4-2: specific requirements for F&B products imported into Thailand.

Description

Main

handbook

products affected

Import permit for
plants and certain
plant products

Permit to allow the import of certain plant and plant products.
Obtained from the ministry of agriculture and co-operatives,
required for customs clearance.

Some F&V and
processed F&V

Plant quarantine
declaration

Document to notify plant quarantine officials in the customs
offices of the arrival of plants and plant products.

F&YV, processed F&V

Phytosanitary

Document confirming plants/plant products have been

F&YV, processed F&V

identification card

certificate inspected according to appropriate procedures and are free

from quarantine pests.

Translation into English may be necessary.
Importer / A document for importers and exporters dealing with products | Some F&YV, dairy,
exporter administered by the Department of foreign trade.

Import approval
for agricultural

A document certifying that certain agricultural products may be
imported at reduced tariff rates if they are allocated a quota.

Various, only in the
case that TRQs exist
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goods subject to
quota

Certificate of
analysis

A document certifying that microbiological and physical /
chemical tests have been carried out by an appropriate lab in the
country of export. Translation into English or Thai necessary.

Some F&YV, prepared
baby food, any other
foods considered
specially controlled
foods.

Veterinary health
certificate for
animal products

Document with proof that products of animal origin have been
inspected according to appropriate procedures;
contaminated; and do not carry any contagious diseases. Can be

are not

in any language, but a translation to English or Thai necessary.

Fresh meat, dairy,
prepared baby food

Licence to deal in
live animals and
animal products

A document proving the bearer is authorised to deal in certain
livestock products. Obtained from the ministry of agriculture
and co-operatives, required for customs clearance and market
access.

Fresh meat, dairy

Import approval
for live animals and
animal products

Document approving the import of certain products of animal
origin that have been subject to quarantine. To be applied for by
the importer and required for customs clearance.

Fresh meat, dairy,

CITES permit

Document permitting the import of species subject to the
convention on International Trade in Endangered Species of
Wild Fauna and Flora; if applicable to the species in question.

Fresh meat (only some
products)

Food formula
registration

A document proving that a formula of a specially controlled food
is registered with the Thai FDA

Prepared baby food
only; though in specific
cases may apply to
other categories if
considered specially
controlled foods

Import licence for
foodstuffs

A document proving the bearer is allowed to import specially
controlled, standardised and general food

Confectionery, ice
cream, pasta, prepared
baby food, bakery
products, biscuits +
cereal bars, wine, beer,
spirits

Food record /
declaration

A document approving standardised food and food required to
bear a standard label, for the purpose of issuing a serial number

Confectionery, ice
cream, pasta, bakery
products, biscuits +
cereal bars, wine, beer,
spirits

Licence per invoice
for foodstuffs

A document permitting the import of certain foodstuffs.

Some: confectionery,
ice cream

Health product
classification

A document providing the classification for some foodstuffs

Confectionery, ice
cream, pasta, prepared
baby food, bakery
products, biscuits +
cereal bars, wine, beer,
spirits
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Free sale certificate

A document confirming the goods are freely sold in the country
of export.

Confectionery, ice
cream, pasta, prepared
baby food, bakery
products, biscuits +
cereal bars, wine, beer,
spirits

GMP certificate

A document certifying that a manufacturing site and its methods
comply with the requirements of good manufacturing practice
(GMP). This must be in Thai or English (translations to Thai
should be performed by the Thai embassy).

Prepared baby food
and all standardised
foods, including e.g. ice
cream, pasta, (some)

confectionery, olive oil,
(some) bakery
products, biscuits +
cereal bars; (generally)
wine, spirits and beer

A document permitting the import of alcoholic beverages.
Required for import and valid for a single import only.

Import permit for
alcoholic

Wine, spirits, beer

beverages

Licence to sell A document confirming the holder is authorised to deal in | Wine, spirits, beer

alcoholic alcoholic beverages in Thailand. A pre-requisite for an import

beverages permit for alcohol.

Source: European Commission Market Access Database.
Note: Pet food is not included in this table. As a non-food product requirement are different; these are covered in section 5.9.4.

4.2.2 Food safety and other food certification requirements

The main body responsible for food safety in Thailand is the Food Division of the Thai Food and Drug
Administration (FDA), itself part of the Ministry of Public Health. Meat products and fruit/vegetables
primarily fall under the responsibility of the department of livestock development and the department of
agriculture respectively.

The Food Act of B.E.2522 (1979) is the main piece of legislation in Thailand which regulates food. This act
authorises the aforementioned Thai FDA to administer and implement the same act; and empowers the
Ministry of Public Health to introduce ministerial regulations which set out the procedures for aspects
such as applications, registrations and licences.

An unofficial translation of the Food Act of B.E.2522 (1979) can be found at the following address:
http://food.fda.moph.go.th/law/data/act/E FoodAct2522.pdf

The Food Act identifies three categories of food (one of which contains two sub-categories):

1. Specifically-controlled foods: registration is required for this category. There are legal provisions
relating to standard quality, specifications, packaging, labelling and other aspects of good
manufacturing practices.

2. Standardized foods: foods produced under this category do not require registration but must
adhere to quality standards as defined in the regulations. The background to this category is that


http://food.fda.moph.go.th/law/data/act/E_FoodAct2522.pdf
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it was created to standardize the production of locally produced food by small-scale or household
industries (primarily through defining criteria for microbiological and other contamination), hence
assisting and protecting consumers.

3. Other foods: are foods other than those under the first two categories. While these foods do not
require registration and do not have to follow specific quality standards for manufacturing, they
are still controlled. There are two sub-categories within this category:

a. Foods required to bear standardized labels that provide consumer information.
b. Other general foods.

The foods under each category can change, but Table 4-3 below links the Food Act categories to products
in this handbook based on the latest available information.

Table 4-3: Food act categories and handbook products

Food Act Category Products in this handbook

Specially controlled foods Prepared baby food

Standardised foods* Dairy, ice cream, chocolate confectionery

Olive oil, some processed F&V, pasta, biscuits and cereal bars,
some baked goods

Other food with standardised labelling Bread (under baked goods), sugar confectionery,

Other general foods Fruit and vegetables, some processed F&V, fresh meat

* In addition to certain specifically identified products, the broad group of foods in sealed containers are considered to fall in this
category. It is on this basis that all products in italics are considered to be included in this category.

Source: Agra CEAS based on the Food Act and https://www.tilleke.com/resources/apfi-food-safety-regulations-series-thailand

Food additives

The use of food additives in Thailand must follow the set objectives for the specified kinds of food; must
respect the maximum permissible quantity for the food type. Food additive functional classes in Thailand
are categorized according to CODEX.

The Thai FDA issues notifications with lists of authorised additives. An unofficial translation of the most
recent notification at the time of writing - (No.389) B.E. 2561 (2018) Re: Food Additives (No.5) can be
found at the following link:
http://www.fda.moph.go.th/sites/food/FoodAdditives/MOPH(No0.389)B.E.2561(2018)Re AdditiveNo.5.

pdf

This contains a list of food additives, their functional classes and their maximum use levels by food
category. It is highly recommended to consult this list if there are any concerns regarding the potential
use of a food additive.

Furthermore, it is important to note that the previous notification - No. 381 B.E. 2559 Re: Food Additive
(No. 4) from 2016 — introduced a maximum level requirement in the case that two or more food additives
of the same functional class are used in one product. In effect, this states that the sums of the proportions
of the maximum use levels for individual of additives from the same group must not exceed 1. For


https://www.tilleke.com/resources/apfi-food-safety-regulations-series-thailand
http://www.fda.moph.go.th/sites/food/FoodAdditives/MOPH(No.389)B.E.2561(2018)Re_AdditiveNo.5.pdf
http://www.fda.moph.go.th/sites/food/FoodAdditives/MOPH(No.389)B.E.2561(2018)Re_AdditiveNo.5.pdf
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example, if there is a maximum level of 1 000 ppm for additive A and 500 ppm for additive B it is possible
to use 500 ppm of A (50% of the maximum level) and 250ppm of B (50% of the maximum level); but not
greater of either as this would exceed the aggregate level of 100% or 1.

An unofficial translation of the 2016 notification can be found at the following address:
http://www.fda.moph.go.th/sites/food/FoodAdditives/MOPH(No0.381)B.E.2559(2016)Re AdditiveNo.4.

pdf

As it is outlined in the Notification of the Ministry of Public Health No. 372 B.E. 2558 Re: Food Additive
(No. 3), food additives must be labelled. More information on necessary labelling of additives on pre-
packaged food labels is provided in section 4.2.3 below. The specific requirements for the labelling of food
additives sold alone is not covered as it is out of scope of this handbook.

Pesticides and other contaminants

The maximum levels of pesticide residues in food are established by notification from the Ministry of
Public Health. The most recent of these dates from 2017; and unofficial translation can be found at the
following address:

http://food.fda.moph.go.th/law/data/announ moph/V.English/No.387.pdf

Key points to retain are as follows:
e Annexe 1 of this notification contains a list of hazardous type 4 substances. It is not permitted to
produce, import or export these substances in Thailand, and there is a zero tolerance of the MRL
for these products.

e Annex 2 of this notification contains accepted MRL levels for pesticides by commodity type. 52
pesticides are identified here.

e Annex 3 of this notification contains some default limits for plants by pesticide.

o If a pesticide residue is not specified in annex 2 of the regulation (and obviously the pesticide is
not listed in annex 1), pesticides residues must not exceed the limits recommended by Codex
Alimentarius Commission or Joint FAO/WHO Food Standards Programme.

e For any pesticides which falls outside the categories above, there is a default limit of 0.01
milligrams of pesticide residue per kilogram of the food.

Status of glyphosate in Thailand

There have been considerable discussions regarding a ban on Glyphosate in Thailand, and indeed it was
foreseen that glyphosate be moved to a hazardous type 4 substance, effectively meaning there is a zero
MRL. However, this decision was at least temporarily reversed in late 2019, with the glyphosate maintain
its hazardous type 3 substance classification. It is prudent for an exporter who believes he would be
impacted by a zero tolerance on glyphosate in Thailand to carefully monitor the situation.

In addition to MRLs for pesticides, there are also restrictions on other contaminants in food. Most notably:
e Limits on metals in foods (in mg per kg): tin 250, zinc 100, copper 20, lead 1, arsenic 2.
e Limit on aflatoxin of 20 parts per billion



http://www.fda.moph.go.th/sites/food/FoodAdditives/MOPH(No.381)B.E.2559(2016)Re_AdditiveNo.4.pdf
http://www.fda.moph.go.th/sites/food/FoodAdditives/MOPH(No.381)B.E.2559(2016)Re_AdditiveNo.4.pdf
http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.387.pdf
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No presence of certain chemical contaminants; notably chloramphenicol, nitrofurazone,
nitrofurantoin, furazolidone, furaltadone, malachite green, B-Agonist chemical groups and their
salts.

Relevant legislation covering these contaminants are:

Ministerial Notification No. 98 of B.E. 2529 (1986)
Ministerial Notification No. 273 of B.E. 2546 (2003)
Notification No. 299 B.E. 2549 (2006)

Notification No. 269 B.E. 2546 (2003)

These notifications can be consulted for more detail.

Finally, with regard to veterinary drugs, Ministerial Notification No. 303 BE. 2550 (2007) provides details
of MRLs. An unofficial translation of this can be found at:
http://food.fda.moph.go.th/law/data/announ moph/V.English/No.303-

50%20Veterinary%20Drugs%20Residues%20in%20Foods.pdf

Further legislation impacting certain products
There is also legislation which is either for specific products or impacts certain products.

The main legislation which affects multiple product categories are:

Notification No. 193, B.E. 2543 (2000) on the Method of Food Manufacturing and Equipment for
Manufacturing Food and Food Storage. This requires domestic manufacturers and foreign
suppliers for certain types of products to adhere to good manufacturing practices [GMP? See
table 4-4].

Notification No. 364 B.E. 2556 (2013) on Food Standards as Regards Pathogens. This requires
importers of the products in question to present a lab analysis which confirms that imported
products are pathogen free or their presence does not exceed maximum specified limits stated in
the same notification. Among others, government laboratories from the country of origin are
accepted for this analysis. Unofficial translation available at:
http://food.fda.moph.go.th/law/data/announ _moph/V.English/No.%20364%20Standards%20fo
r%20Pathogenic%20Microorganisms%20in%20Food.pdf

Full details of the pathogens in question, by product type, can be found in the unofficial

translation.

Table 4-4 below maps the main pieces of legislation above to the product categories in this handbook for

which they are relevant.


http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.303-50%20Veterinary%20Drugs%20Residues%20in%20Foods.pdf
http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.303-50%20Veterinary%20Drugs%20Residues%20in%20Foods.pdf
http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.%20364%20Standards%20for%20Pathogenic%20Microorganisms%20in%20Food.pdf
http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.%20364%20Standards%20for%20Pathogenic%20Microorganisms%20in%20Food.pdf
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Product category
Fresh meat

GMP
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‘ Pathogens

Fresh F&V

Dairy

Wine

Spirits

Olive oil

Beer

*

Confectionery

X chocolate; * sugar confectionery

Baby food

X

Ice cream

*| X | X

X

Processed F&V

*

*

Pasta

*

Bakery goods

X

X (bread); * rest

Biscuits / cereal bars

*

*

* on the basis of it being a food in a sealed container (or in the case of GMP for some processed F&V, a frozen food)

There are specific regulations for standardised foods; as a general rule these cover microbiological

contamination and other contamination, by product.

In addition to this, there are specific regulations affecting specific product categories. As a general rule,
these are covered in more detail in the corresponding product snapshots in section 5. Key points are:

Specific notifications for fresh meat have been published. These mandate the obtention of import
permits for meat products, and in some cases, specific controls (e.g. for beef from BSE affected
areas, and pork meat).

The plant quarantine act (No. 3) B.E. 2551 establishes some specific import controls and pest risk
assessment that affect fruit and vegetables.

As a specifically controlled food, there is specific legislation which affects baby food.

While processed meat products are out of the scope of the products covered in section 5 of this
handbook, it should be noted that the approval process for processed meat products recently
changed as responsibility was transferred from FDA to the department of livestock development.
Those products which were previously on the market maintain grandfathering rights, and so can
still be placed on the market up until the Thai authorities complete an audit of the national
authority. This does, however, create a barrier for new exporters to Thailand. It is strongly
recommended that any exporters wishing to send processed meat to Thailand contact the
respective ministry in their Member State for more information prior to attempting any export.
Beer, wine and spirits are impacted by a couple of pieces of specific legislation, including most
notably the Alcohol Consumption Control Act. Furthermore, there are quality standards for
imported beverages, as well as a requirement for a certificate of analysis prior to import (see box
below). Finally, there are also specific labelling requirements for alcoholic beverages (see next
section).
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Quality standards and certificate of analysis for alcohol

New quality standards for imported alcoholic beverages were introduced in June 2019. These specify, by
alcohol type, limits to? certain attributes, contaminants, additives and other properties. Test methods are
also specified. A link to an unofficial translation of the notification can be found at the following link:
https://members.wto.org/crnattachments/2019/TBT/THA/19 3488 00 e.pdf

These new standards move away from the old ones which had caused considerable concern for alcoholic
beverages. Nonetheless, if importing alcoholic beverages into Thailand it is highly recommended to
consult the notification in order to ensure conformity with the quality standards, as challenges for some
specific cases may remain.

Thailand has also introduced the requirement to obtain a certificate of analysis, with results to be provided
prior to import. As noted in section 4.3.4, this — together with the quality standards mentioned above -
have been the subject of dispute from other countries. Furthermore, the introduction of this requirement
pre-export has been delayed multiple times, with multiple extensions to the implementation date for its
introduction; during which it has been possible to perform the analysis in the 30 days after import.

In view of the changing situation with the certificate of import, if working with a local importer/partner,
it is recommended that they be contacted prior to import to confirm the latest status regarding
implementation of the certificate of analysis requirement.

Legislation and foods with sugar, sodium and trans-fats
The situation at the time of writing can be summarised as follows*°:

e Sugar: a tax on sugar-sweetened soft drinks was introduced in Thailand in 2017 and
subsequently increased. There have been discussions regarding the introduction of a similar
measure for foods; however, these have not advanced due to the potential complexity of
applying such a measure.

e Sodium: a regulation to tax foods with added sodium has been extensively discussed with a
proposal floated in late 2019.

e Trans-fats: a ban on the use of partially hydrogenated oils (PHOs) in food entered into force in
January 2019.

Given the clear government interest in these issues, it is well worth keeping a close eye on
developments in these fields going forwards.

4.2.3 Labelling Requirements

Table 4-3 in section 4.2.2 above identified the different categories of food in Thailand that require
labelling. While there are some specific labelling requirements by product, the standard labelling

19 https://www.tilleke.com/resources/regulation-and-planned-taxation-sodium-thailand;

https://www.bangkokpost.com/thailand/general/1773794/govt-proposes-new-taxes-on-salty-processed-food;
https://academic.oup.com/cdn/article/3/6/nzz045/5454737



https://members.wto.org/crnattachments/2019/TBT/THA/19_3488_00_e.pdf
https://www.tilleke.com/resources/regulation-and-planned-taxation-sodium-thailand
https://www.bangkokpost.com/thailand/general/1773794/govt-proposes-new-taxes-on-salty-processed-food
https://academic.oup.com/cdn/article/3/6/nzz045/5454737
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requirements for those products which must be labelled are set out below. Labels on food may be checked

by the authorities prior to entry; therefore it is recommended that food be labelled prior to entry; failure

to do so does risk the food being seized by the authorities at import. Pre-approval of labels is only required

for specifically controlled foods (i.e. prepared baby food, among the products in this handbook).

Labelling legislation
There two main pieces of legislation on general labelling in Thailand are:

e Notification of the Ministry of Public Health (No. 367) B.E. 2557 of 2014 sets out the labelling of
pre-packaged foods. An unofficial translation is available at:
http://food.fda.moph.go.th/law/data/announ moph/V.English/No.367-(383).pdf

e Notification of Ministry of Public Health (No. 394) B.E.2561 of 2018 sets out nutrition labelling and
energy value, sugar, fat, sodium on the labels of some kinds of foods; plus Guideline Daily

Amounts and GDA labelling. An unofficial translation can be found here:
http://food.fda.moph.go.th/law/data/announ moph/V.English/No.394.pdf

This legislation is periodically updated through the issuing of new notifications which tend to supersede
the existing one in the corresponding area. The notifications above also build on previous notifications in
the area, including Notification of the Ministry of Public Health No.194 (B.E.2544) of 2000.

Summary of general labelling requirements for pre-packaged food
Key labelling requirements stemming from the legislation above are as follows:
e Pre-packaged foods must be labelled, with few specific exceptions (e.g. food which has not passed
through any processing, and pre-packaged foods produced and sold in food service channels).
e Unless there is any specific exemption, the following information must be provided on the label
of imported foods in the Thai language:
0 Name of food (if any);
0 Food serial number;
0 Name and address of importers or head office (prefixed by the words “importer” or
“imported by”;
0 Name and country of the manufacturer;
0 Metric system contents of food (weight for solid foods; volume for liquid foods; either for
semi-solid foods)%’;
0 % by weight of main ingredients in descending order?’;
0 Allergy information / may contain information for foods that can be allergens or contain
hypersensitive substances. These are, with some specific exceptions: cereals with gluten,

20 Drained weight must also be stated for some very specific foods for which it is relevant and required by Thai
legislation.

21 Except in some specific cases, such as: the label of the total food is less than 35cm2 or the food has only one
ingredient. The notification should be consulted for more details on exceptions.


http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.367-(383).pdf
http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.394.pdf

47 | Page

o

o
o

Thailand - Market Entry Handbook

crustaceans, egg / egg products, fish / fish products; peanuts, soybeans, milk and dairy,
tree nuts and sulphites above 10mg/kg?;

Functional class titles and names or international numbering system for food additives?;
“natural / natural imitation / artificial flavour added” if relevant;

Expiration date: “to consume by” or “expiration date”, followed by day, month and year
(in that order) for products with a shelf life of under 90 days, or month and year for
products with a shelf life over 90 days;

Warning, storage and cooking instructions, if any;

Instructions for use in the case of infant/baby food

e There are some minor different requirements for domestically produced food relating to the
address of the details of the domestic manufacturer/packer.

e Labels should not directly or indirectly mislead (this extends to the contents of labels in any

language, pictures, designs, marks and brands). They should also not be opposed to Thai culture
or directly or indirectly create conflict or disharmony e.g. to society, culture, tradition or
behaviour.

e Texton labels must be prominent and readily legible. As a general rule, the minimum size of letters
should be 2mm for labels over 35cm2 and 1mm for labels under (though under certain conditions,
there are other specific requirements for height).

There are some further specific labelling requirements in the pre-packaged food labelling notification.
These however are unlikely to affect many products in this handbook as they relate to: foods packed
together with material intended for quality control purposes; food used aspartame as sweetener foods;
and foods containing aloe vera, ginkgo biloba, chia seed, Jerusalem artichoke / sunchoke, dried chiangda
vegetables, and phytosterols and phytosterol esters or phytostanol and phytostanol esters. The annexe
to the notification provides more details on labelling requirements for such products.

Summary of nutritional and GDA labelling requirements

Only certain products are required to bear nutritional labelling and GDA guidance. In short, these are:

e Snacks

e Chocolate

e Bakery products

e Certain semi-processed products

e Chilled / frozen ready to eat meals
e  Soft drinks
e Flavoured and fermented milk, and other milk products

e |cecream

22 Exceptions include glucose and alcohol in the case of cereals, and oil in the case of soybeans. The notification
should be consulted for more details on exceptions.

23 in some specific cases, the text “food additive” may be used instead of the functional class title; the notification
should be consulted for more details.
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In short, this translates to the following product categories covered by section 5 of this handbook:
Confectionery (chocolate); Bakery products; Biscuits and snack bars; Dairy; Ice cream.

Food categories not listed above may also use nutritional labelling and GDA guidance as long as it adheres
to the format established by the notification (which is summarised below).

For some products, in case the front of the individual pack is less than 65cm2, the nutritional labelling and
GDA information may be provided on the wholesale packages rather than individual packs (please refer
to the notification for more details).

In terms of nutrition labelling, as a minimum the following below must be provided. It is also possible to
provide full nutritional facts (as defined by Thai FDA notifications); and in the case of food making claims,
this full nutritional information is actually mandatory.

e total energy

e total fat

e protein

e total carbohydrate

e sugar

e sodium

e cholesterol for foods with more than 2 milligrams per serving

GDA information must also be provided for energy, sugar, fat and sodium. This information must be
provided in the format set out below (with “...” representing the information to be added). All information
in the example below must be provided. Lines must be black or dark blue, and backgrounds white.

Mutritional value per...........

Should divide to eat ... LHmes

First section J i
Energy Sugar Fat Sodium

Second section <

Third section J

*calculate as percentage of maximum intake per day

The percentages for the third section are to be calculated based on the following maximum daily intakes:
e Energy: 2 000 kilo calories
e Sugar: 65 grams
e Fat: 65 grams
e Sodium: 2 000 mg
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An additional information statement is required for snacks, chocolate and bakery products. This
statement, which must be clear and in a bold font, states (in Thai): "consume small amount and exercise
for healthy condition".

Organic labelling

Organic labelling is controlled by the Certification Alliance Organic Standard 2019 (which replaced the
previously long-standing Organic Agriculture certification act - ACT). Organic agriculture has furthermore
been promoted through the National Organic Agriculture Development Strategy, 2017-2021. More details
on organic labelling and the strategy are provided in the market snapshot for fruit and vegetables (section
5.2); though some of the information here will be relevant for other products as well.

The use of the term “Premium” on foods.

The use of this term on food labels is regulated in Thailand. Products have to meet a certain set of quality
standard and specific characteristics. These are set out in the Ministry of Public Health Notification No.
365 B.E 2556 of 2013. If there is the intention to use the term premium, it is strongly recommended that

this notification be consulted.

In brief, the rules foresee that any product using this term either complies with certain production
standards or certifications and/or the place of manufacture must pass an assessment. The certifications
include organic and Gl certifications recognised by the Thai authorities

An unofficial translation of the 2013 notification can be found at:
http://food.fda.moph.go.th/law/data/announ _moph/V.English/N0.%20365%20Displaying%200f%20the
%20term%20%E2%80%9CPremium%E2%80%9D%200n%20food%20labels.pdf

It should be noted that an updated draft notification, which is yet to enter into force, was published in the
first half of 2019.

Claims

The framework for claims in Thailand is currently under review. If the use of a claim on food is foreseen,
it is strongly recommended to check the latest situation as regards the claims legislation and whether the
claim foreseen will be permitted. This should ideally be checked with the Thai FDA
(http://www.fda.moph.go.th/sites/fda_en/Pages/Main.aspx)

Claims are traditionally focused around nutrient claims (e.g. “low in fat”) and nutrient function claims. A
list of authorised nutrient function claims can be found in the unofficial translation of the corresponding
notification, as per the link below:

http://www.fda.moph.go.th/Food/Notification of Food/1%20Declaration%200f%20Nutrient%20Functi
on%20Claim.pdf



http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.%20365%20Displaying%20of%20the%20term%20%E2%80%9CPremium%E2%80%9D%20on%20food%20labels.pdf
http://food.fda.moph.go.th/law/data/announ_moph/V.English/No.%20365%20Displaying%20of%20the%20term%20%E2%80%9CPremium%E2%80%9D%20on%20food%20labels.pdf
http://www.fda.moph.go.th/sites/fda_en/Pages/Main.aspx
http://www.fda.moph.go.th/Food/Notification_of_Food/1%20Declaration%20of%20Nutrient%20Function%20Claim.pdf
http://www.fda.moph.go.th/Food/Notification_of_Food/1%20Declaration%20of%20Nutrient%20Function%20Claim.pdf
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Advertising

Food advertisement through public media requires the prior approval of the Thai FDA, and misleading
advertising (in terms of quality or claimed benefits) is banned. The Thai FDA’s Advertisement Control and
Public Relations Division is responsible for the approval of statements or visual images used for advertising
food.

Alcoholic beverages face severe advertising restrictions in Thailand. These are set out in the Alcoholic
Beverage Control Act. It is strongly recommended the act be consulted if there is an intention to advertise.
Baby food also faces severe advertising restrictions (see section 5.10.4).

Labelling requirements for specific products

For certain products, such as milk and modified milk for infants, there are further specific labelling
requirements. Where these currently exist, these are covered in the corresponding market snapshots in
section 5.

Alcoholic beverage labelling
Alcohol in Thailand needs to indicate the following information on the label:
e product name
e the alcoholic percentage
e size of the bottle / container
e name / address of the importer
e name / address of the manufacturer
e agovernment approved and distinguishable warning message.

Labelling requirements for alcoholic beverages were also updated through the Notification of Alcoholic
Beverages Control Re: Rules, Procedures and Conditions for Labels of Alcoholic Beverages (2015). As
noted in section 4.3.4 on WTO disputes, this notification has been the subject of some contention both
from other countries and private operators. The main issues identified are: (1) the lack of clarity relating
to the messages permitted or prohibited on the label; and (2) the effective prohibition of the use of
cartoon images, quality or certain statements such as “premium”. These issues are further compounded
by the potential for different interpretations.?*

Unlike much other Thai legislation, an unofficial translation of this notification is not publicly available. In
brief, the notification prohibits the following on labelling or packaging:

1. Any content that is not fair against consumers or any content that may cause any harmful effect
to society, either such content related to origin, condition, quality, or characteristics of such
product or service as well as delivery and utilization of such product or service. The following fall
into this category:

e False or exaggerated contents;

24 https://www.eabc-thailand.org/wp-content/uploads/2019/07/PostionPaper Food-and-Beverage-

WG 2019 RO 29.04.2019.pdf



https://www.eabc-thailand.org/wp-content/uploads/2019/07/PostionPaper_Food-and-Beverage-WG_2019_R0_29.04.2019.pdf
https://www.eabc-thailand.org/wp-content/uploads/2019/07/PostionPaper_Food-and-Beverage-WG_2019_R0_29.04.2019.pdf
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e Contents that may cause any misunderstanding on subject matter of product or service, either
based on or referred to any academic report, statistic or any source that is false or
exaggerated;

e Contents supporting illegal or immoral actions, either directly or indirectly, causing any
disgrace to Thailand’s culture;

e Contents causing any disharmony or destruction of unity among Thai people.

2. Any content motivating consumer to consume alcohol beverage or claiming any property, benefit,
or quality of alcohol beverage directly or indirectly.

Given the subjectivity of the above, two sets of guidelines for interpretation have been subsequently
issued, but the issue of interpretation cannot yet be considered fully resolved. In view of the uncertainty
and ongoing discussions around the situation with alcohol labelling laws, if working with a local importer
or agent it is recommend that they be contacted for the latest status and local interpretation.

Discussions about graphic warning legislation for alcoholic drinks

In addition to the aforementioned legislation on alcoholic labelling, there have been discussions since
2010 on the introduction of graphic warnings being made obligatory on alcoholic drinks. While no
requirement exists at present, given the long-standing interest in the labelling, the situation should be
monitored.

4.2.4 Protection of intellectual property rights, including geographical Indications (GIs)

IPR protection framework - trademarks

The Department of Intellectual Property is the main body responsible for intellectual property in Thailand;
and the Trademark Act is the main legislation of relevance to trademarks. An unofficial translation of the
trademark act can be found at the following link:

https://www.ipthailand.go.th/images/781/ . 1 1.pdf

In brief, in order to be registered a trademark must be:
e distinctive
e not be prohibited by the Act
e not be the same or similar to a trademark which has already been registered

Trademarks are registered for 10 year and this is renewable. A fee has to be paid for the registration of
trademarks (currently 1 000 TBH), and the application for trademarks must be accompanied by several
documents (see link below). Trademarks that are not registered in Thailand receive very limited
protection.

Link to list of supporting documents for trademark applications
https://www.ipthailand.go.th/en/trademark-
002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%EQ%B8%B2%E0%B8%A3%EQ0%B8%9B%E
0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%EQ%B8%9A%EQ0%B8%81%E0%B8%B2%EQ0%B8%A3%E



https://www.ipthailand.go.th/images/781/___.___1_1.pdf
https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
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0%B8%A3%E0%B8%B1%E0%B8%IA%E0%B8%88%E0%B8%94%E0%B8%I7%E0%B8%BO%E0%BI%80%EQ
%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%EQ
%B9%88%E0%B8%AD%E0%B8%87%E0%B8%ABHE0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%EQ
%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html

Geographical Indications
Gls are protected through the Geographical Indications Protection Act B.E. 2546 (2003). Since the
introduction of the Gl legislation in 2003, there has been considerable effort to promote the concept of
Gls across the country; and well in excess of 100 domestic Gls from across the country have been
registered for protection.

Gl protection is also open to foreign Gl holders who meet the necessary requirements, a full list of which,
along with other conditions, can be found (in English) at the following link:
https://www.ipthailand.go.th/en/gi-003.html

At the time of writing, there is a 500 TBH fee for a Gl application.

A full, unofficial translation of the Gl act can be found at the following link:
https://www.wipo.int/edocs/lexdocs/laws/en/th/th023en.pdf

As of January 2019, the following EU Gls had been registered in Thailand?>:
e Barbaresco (IT)
e Barolo (IT)
e Brunello di Montalcino (IT)
e Champagne (FR)
e Cognac (FR)
e Parmigiano Reggiano (IT)
e Prosciutto di Parma (IT)

No recent, notable issues with the infringement of EU Gls have been identified. However, it may be worth
noting that some issues of visual evocation of scotch whisky (e.g. the use of castles on labels of non Gl
products) were identified a few years ago.?®

ASEAN GI database

While the Thai authorities do not have an online, publicly available Gl database in English, ASEAN does
maintain one. It is possible to search this database specifying “Thailand” as the country of registration.
The database can be found at the following link:

http://asean-gidatabase.org/gidatabase/

25 https://euipoeuf.eu/sites/default/files/arise-docs/2019/ASEAN_Gl-Booklet.pdf
26 Due to the UK’s departure from the EU, the Gl of scotch whisky is not considered an EU Gl in this handbook.


https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
https://www.ipthailand.go.th/en/trademark-002/item/%E0%B9%80%E0%B8%AD%E0%B8%81%E0%B8%AA%E0%B8%B2%E0%B8%A3%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%AD%E0%B8%9A%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%88%E0%B8%94%E0%B8%97%E0%B8%B0%E0%B9%80%E0%B8%9A%E0%B8%B5%E0%B8%A2%E0%B8%99%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%87%E0%B8%AB%E0%B8%A1%E0%B8%B2%E0%B8%A2%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B9%89%E0%B8%B2.html
https://www.ipthailand.go.th/en/gi-003.html
https://www.wipo.int/edocs/lexdocs/laws/en/th/th023en.pdf
http://asean-gidatabase.org/gidatabase/
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4.2.5 Relevant authorities for IPR and GI protection and further contacts

IP, including trademarks and Gls

The Department of Intellectual Property

563 Nonthaburi Road,
Bangkrasor, Muang Nonthaburi
11000 Thailand

(+66) 2 547 5024

D} / B https://www.ipthailand.go.th/en/contact.html

4.3 International trade

4.3.1 Thailand and foreign trade

Thailand is also located between two of the largest markets in the world China and India. As a central
member of ASEAN and having a largely export oriented economy the pursuit of free trade agreements
and foreign trade appeals to Thailand and is a key element for the country’s future economic progress.
Thailand’s economy remains export-dependent at roughly two-thirds of GDP. In November 2019, the
country's main export partners were, in order: United States (~13% of total exports), China (~12%), Japan
(10%), Vietnam (5%), and Hong Kong (5%). The main import partners of Thailand are China (21% of total
imports), Japan (14%), United States (7%) and Malaysia (5%). The ongoing US-China trade war is having
effects on Thailand’s foreign trade as the country seeks to enter external markets to offset the effects of
the trade war.

4.3.2 Key trade agreements, present and future

Thailand has reached out to a number of patterns to establish free trade agreements, which can be viewed

in Table 4-5.

Table 4-5: Chronological list of Thailand’s main trade/economic agreements with third countries/regions

Partners Type of agreement Entry into force
ASEAN Free Trade Area Free Trade Area 1993
China (farm trade only) Free Trade Agreement 2003
India Partial Free Trade Agreement 2004
Australia Free Trade Agreement 2005
New Zealand Free Trade Agreement 2005
India Partial Free Trade Agreement 2007
Japan Free Trade Agreement 2007
Korea (a) Comprehensive Economic Cooperation | 2007
Agreement
Australia, New Zealand (a) Free Trade Agreement 2009
India (a) Comprehensive Economic Cooperation | 2010
Agreement
Peru Partial Free Trade Agreement 2011

(a)Agreements signed in association to ASEAN

Source: Agra CEAS based various


https://www.ipthailand.go.th/en/contact.html
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Thailand is seeking new FTAs, such as:
e Accession to the Trans-Pacific Partnership (TPP)
e Ongoing negotiations for the Asia-Pacific Regional Comprehensive Economic Partnership (RCEP)
e |[srael-Thailand FTA
e Pakistan -Thailand FTA
e Russia—Thailand FTA
e Turkey — Thailand FTA

Among the possible agreements, accession to the TPP appears to be the most advanced, with a decision
as to whether or not to join originally expected in April 2020 — though the combination of the COVID-19
situation and some concerns regarding IPR issues (notably regarding seeds and breeding rights)
subsequently delayed this . Thailand already has FTAs with a number of TPP signatories; though not with
Canada, Chile and Mexico. The negotiation with Turkey is somewhat limited due to Turkey’s existing
customs union with the EU.

4.3.3 EU Thailand FTA history and current status

Negotiations between the European Union and Thailand towards a potential free trade agreement were
launched in 2013, and from an EU perspective, they co-existed with negotiations with other nations in the
region such as Singapore and Vietnam. Political upheaval in Thailand stalled negotiations in 2014. While
negotiations have not yet resumed, exploratory work about resuming the negotiations is ongoing. This
exploratory work is particularly important given the various developments since negotiations with
Thailand were originally launched — including the signing of various FTAs with other countries by the EU
with chapters covering certain issues which were not originally in the scope of discussions for the EU-
Thailand FTA-. A free trade agreement between these two markets would help to compound the total
trade between the two which in 2018 reached a value of EUR 38 Billion. As a block, the EU is also the third
biggest export partner of Thailand while Thailand is the EUs 25 biggest export partner.

4.3.4 WTO disputes and other trade barriers

Thailand currently has ongoing current disputes with the WTO in relation to following areas with relevance
to agri-food trade:
e New Certificate Requirement (Certificate of analysis) for alcoholic beverages. Thailand has
implemented a new quality analysis requirement for alcoholic beverages. The main problem for the
EU is that the technical standards originally required by the Excise Department were the outdated
voluntary standards of the Thai Industrial Standards Institute issued in 2001 and did not align with
international or European alcohol standards. Implementation of this COA was delayed several times
before being finally introduced in 2019 with updated technical standards, which are perceived to
address the majority of the issues. More information on this can be found in the corresponding
market snapshots for alcoholic beverages, sections 5.4.4 5.5.4 and 5.8.4.
e Cumbersome and undue delays of import application procedures. With limited capacity for
inspections, several applications of EU countries for exports of livestock and plant products to the
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Thai market have been left with the status of pending for a number of years without any indication
of when the process will be finalised. For example, no exports of pork products to Thailand are
currently authorised from any EU country — all remain pending. More details on this can be found
in the corresponding market snapshots for meat (section 5.1.4) and fruit and vegetables (section
5.2.4).

e Non-Recognition of regionalisation due to avian influenza. Thailand generally imposes country-
wide import bans in the event of an outbreak of avian influenza in an EU Member State, despite
effective zoning (regionalisation) measures are put in place in line with international standards.
France and Hungary are currently the exceptions to this. It is likely that the regionalisation issue
would also be encountered in the case of other disease outbreaks (e.g. Newcastle’s disease); and in
fact the same situation has been encountered with African Swine Fever.

e Alcoholic Labelling Laws. A new legislation from Thailand declares that a ban of alcohol labelling
which promotes the encouragement of drinking alcoholic beverages. As a result, almost every
product description in normal use to differentiate, e.g. quality categories, could potentially fall foul
of this legislation. Guidelines have subsequently been issued on this law; however, some unclarity
around interpretation remains, and discussions on the law are still ongoing (see section 4.2.3).

e Technical Barriers to Trade. Thailand maintains cumbersome third-party certification procedures
(including testing in Thailand and mandatory factory inspection), which are costly, time consuming
and can be considered to disadvantage to exporters.

o New excise tax reform. A new excise tax code which was implemented in the country in 2017 aimed
to reduce inequalities in sales licensing fees, most notably between imported and domestically
produced alcohol. However, so far this inequality has only been partially reduced and still is
considered an issue in the country. Wine and spirits have been highlighted as sectors that are
particularly affected by this.

Further information, as well as an up to date list of trade barriers can be found here:
https://madb.europa.eu/madb/barriers result.htm?isSps=false&countries=TH

4.3.5 Summary of key trade barriers

The EU is already a large export partner for Thailand and has a track history of investments into the
country. However, as it can be observed in section 4.3.4, a number of barriers do nonetheless exist. The
lack of regionalisation acceptance from Thailand and the stalled status of many applications for export
presents a number of challenges for EU meat exports in particular, but also fruit and vegetable exporters
to an extent. The unclear alcoholic labelling laws coupled with a new tax reform system which has yet to
fully address inequalities in the market in Thailand, remain stumbling blocks for EU exports of wine and
spirits in particular going forward. The political situation in Thailand has remained stable for a prolonged
period of time which allows for the effective negotiation and addressment of these issues which gives
room for optimism that a free trade agreement between the EU and Thailand is a realistic prospect in the
future.



https://madb.europa.eu/madb/barriers_result.htm?isSps=false&countries=TH
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4.4 Operating in the Thai food and beverage market

4.4.1 Logistical services and transportation infrastructure

Shipping and road transport have been historically the most commonly used logistical methods, due to
the country’s geography. The reforms in transport infrastructure have improved Thailand's logistics
performance, positioning the country second in the ASEAN countries according to the World Bank's
Logistics Performance Index 2018. The new reform (The 12" Plan 2017-2021) is concentrated in improve
connectivity in border towns with neighbouring countries.

Thailand's position as a transportation hub for the Greater Mekong Sub-region (GMS)?’ has been
strengthened, during the past 5 years increasing the country's opportunities for cross-border trades and
import-export shipments. Road transportation is the main logistic mean of transport, owned in high
percentage by multinational logistics companies, which motivated by the business opportunity are gaining
significant market share to local providers.

2?7 |s the trans-national region of the river Mekong composed by the following Southeast Asian countries: Cambodia,
Laos, Myanmar (Burma), China (specifically Yunnan Province and Guangxi Zhuang Autonomous Region), Thailand
and Vietnam.
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Figure 4-1 Key transportation infrastructure in Thailand
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Shipping

The Port Authority of Thailand (PAT) operates Thai ports in conjunction with public companies including
Hutchison Ports Thailand and PSA International. PAT operates not only the largest ones: Bangkok, and
Laem Chabang, but also Chiang Saen, Chiang Khong (river ports), Ranong, as well as the Bangkok Coastal
and Barge Domestic Terminal.

Laem Chabang, located in the eastern Thailand, on the Gulf of Thailand, is the country's main deep sea
port. It consists of several separate ports and occupies over 10km?2.

Bangkok port, located on the east side of the Chao Phraya River, in Khlong Toei District, occupies over 900
acres (3.6 km2). It was the busiest seaport until 1997, when the Laem Chabang stated in the first position
until now.
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In 2016 these ports handled 9 379 vessel calls, and total cargo volume of 93 million tons.?®

Figure 4-2 Main ports in Thailand
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Air freight
Thailand has 109 airports, among them the bigger international airports are in the cities of Bangkok
(Suvarnabhumi and Don Muang), Chiang Mai, Chiang Rai, Phuket and Hat Yai.

The two busiest airports for air cargo freight are located near the capital of Thailand:

e Bangkok Suvarnabhumi
e Bangkok Don Mueang

In 2018 freight transport grew 4.6%, representing 1.65 million metric tons (of which 94.4% corresponded
to international cargo).?

28 PAT Performance in fiscal year 2016". Bangkok Post. Port Authority of Thailand (PAT) (2016).
22 |ICEX International trade studies 2019. https://www.icex.es/icex/es/navegacion-principal/todos-nuestros-
servicios/informacion-de-mercados/estudios-de-mercados-y-otros-documentos-de-comercio-exterior/index.html



https://www.icex.es/icex/es/navegacion-principal/todos-nuestros-servicios/informacion-de-mercados/estudios-de-mercados-y-otros-documentos-de-comercio-exterior/index.html
https://www.icex.es/icex/es/navegacion-principal/todos-nuestros-servicios/informacion-de-mercados/estudios-de-mercados-y-otros-documentos-de-comercio-exterior/index.html
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Figure 4-3: Major International cargo airports in Thailand
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Rail freight
Thailand has an extensive passenger and cargo railway network, reaching to the borders of Burma, Laos,
Cambodia and Malaysia, allowing trade to the nearest ASEAN countries.

The 4 500 km rail network (not including mass transit lines in Bangkok) is operated by the
State Railway of Thailand and covers four main lines:

Northern Line, which terminates in Chiang Mai

North-eastern Line, which terminates at Ubon Ratchathani and the Lao border in Nong Khai
Province

Eastern Line, which terminates at the Cambodian border in Sa Kaeo Province
Southern Line, which terminates at the Malaysian border in Songkhla and Narathiwat Provinces

All long-distance trains originate from Bangkok's Hualamphong Train Station. Alongside the main routes
the Thai Railway system has several curious branch lines, originates in the need of connection with the
old fishing ports. Despite the developed rail network, rail freight remains minor, accounting for about 2%
of all freight transported in Thailand.3°

30 https://asia.nikkei.com/Politics-Economy/Economy/Thailand-takes-a-long-term-gamble-on-lsaan-region?page=1
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Figure 4-4 Railway network in Thailand
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Road Freight

As part of the Greater Mekong area road network Thailand is acknowledged as having the most
extensive road transportation network in all Southeast Asia with all-weather highways and intercity roads
linking them to the road network covering the whole country, and moreover, developing the economic
corridor to improve trade between the neighbour countries. The continuous expansion and improvement
of the country’s roadways could be seen in the more than 390 026 km of road, of which 384 176, (98.5%)
is tarmac, and 66 266 km forming a national highway network connecting each region of the country. The
Department of Highways has developed the concept of a 20-year Intercity Motorway Development
Master Plan for the period 2017 — 2036, comprising 21 routes with a total length of 6 612 km.3!

Major investment to create a logistic shortcut for the region is underway. The road networks between
Myanmar’s Dawei Port and Thailand’s biggest port Laem Chabang, will provide immense business
opportunities opens the western gateway for existing production bases in East Asia. New highways
throughout the country will eventually become part of the East-West Economic Corridor (EWEC), which

31 The Board of Investments of Thailand. Highways 2019. https://www.boi.go.th/index.php?page=highways
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will link the South China Sea with the Bay of Bengal, and the North-South Corridor which will link Singapore
with Kunming in China.

In view of the level of development of the road network, it is unsurprisingly the main way of transporting
goods within the country.

4.4.2 Distribution
4.4.2.1 Retail channel overview

Thailand’s retail food sector is modernising due to the government investment in transport, internet
infrastructures and private investment, leading to a competitive market for food and beverage products.

Supermarkets and Hypermarkets

Supermarkets and hypermarkets are a common retail channel in Thailand, offering a range of different
products, including local and imported food, fruits, vegetables, seafood, beverages, and organic products.
Frequently, supermarkets have in-store restaurants, to promote meat and seafood products in their
frozen/chilled form, prepared in restaurant menus, or prepared in take-home meals.

Supermarkets are concentrated in the Bangkok metropolitan area and in major provincial urban centres
such as Chiang Mai, Phuket, Chonburi, and Nakorn Rachasima; and they target the middle-high income
consumer. In contrast to supermarkets, hypermarkets are located in the outskirts and non-metropolitan
areas due to the high land prices. Hyper and supermarket chains had started to offer new formats of
smaller-scale retail stores (mini-markets and convenience stores), more oriented to medium-low income
consumers.

Central Food Retail (Central Food Hall and Tops Market), The Mall Group (Home Fresh Mart and Gourmet
Market), Foodland Supermarket, Villa Market, UFM Fuji, and Rimping Supermarket lead the supermarket
sector and Tesco Lotus and Big C the hypermarket one.3? Supermarkets such as Central Food Retail and
Villa Market have their own import divisions, whereas hypermarkets like Tesco Lotus only import
company branded products. Siam Makro (cash & carry) also sources and imports food and beverages
products worldwide .

Convenience stores

Due to the recent changes in Thai society, demand for convenient, inexpensive, and time- efficient foods
has increased significantly. In line with this, convenience stores serving ready-to-eat meals, coffee,
beverages, baked goods, a variety of snacks, and other confectionaries constituted the sector that
experienced the highest growth in the country in 2018 (in comparison with supermarkets and
hypermarkets). One recent trend in Thailand is that the division between convenience stores and

32 Krungsri Research, Euromonitor International, USDA Foreign Agricultural Service, Bangkok, Thailand.

33 USDA Foreign Agricultural Service. Thailand Retail Food 2019.

https://apps.fas.usda.gov/newgainapi/api/report/downloadreportbyfilename?filename=Retail%20Foods Bangkok
Thailand 7-2-2019.pdf
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supermarkets has been blurring with chains offering deluxe convenience stores with greater offerings and
mini supermarkets with a limited variety of items.

7-Eleven is the key player in the convenience store retail market, accounting for 64% of the 17 205
convenience stores and is sourced locally by the CP food group**.

Independent small grocers

As noted above, convenience stores have grown rapidly in popularity in Thailand in recent years, largely
at the expense of independent small grocers. Nonetheless, this channel remains one of the most popular
in Thailand for the local purchasers of food and drink products; and they can be found in both
metropolitan and rural areas. In small towns and villages in remote areas of the country, where modern
retail is not present, there is a heavy reliance on these independent small grocers with traditional food
and beverage products.

Food markets

Thailand is also known for its many food markets, offerings of ready-to-eat meals, snacks, fruits and drinks
at food carts or food stalls on the street side of many cities. Bangkok has the most famous street centres
as Yaowarat (Talat Noi, Wat Traimit and Chaleoem Buri), Nang Loeng, Sam Phraeng, Pratu Phi, Bang
Lamphu, Totse, Sam Yan, Tan Din Daeng, Wongwian Yai, Wang Lang, Talat Phlu, etc. %

The proliferation of Thailand's street food culture is attributed not only to rich culinary culture but to
previous mentioned factors as Thai way of life that revolved around agriculture and food production, the
rapid urbanization that created local demand and subsequently opportunities in food service especially
in urban areas, as well as rising demand for local foods by foreign visitors.

Wet markets

Due to the local importance of fresh food in culinary tradition, accessibility and it competitive lower prices,
wet markets are a key venue for grocery shopping in Thailand. Traditional wet markets or meat stalls
selling fresh meat, often have the advantage of being located near slaughter facilities, promoting the
distribution of the product and the lower prices to the final consumer. Wet markets also have increased
they role supplying supermarkets and hypermarkets, meanwhile the number of wet market providers in
almost static over the years®.

E-commerce

As previously mentioned, Thailand 4.0 scheme established a good internet infrastructure, with one of the
highest penetrations in the region, laying the groundwork for a promising e-commerce expansion.
However, despite the high level of use the average expenditure through e-commerce in 2018 was around
USD 100, significantly lower than world average of just over USD 600. The fastest growing online sales

34 Krungsri Research, Euromonitor International, USDA Foreign Agricultural Service, Bangkok, Thailand.

35 Chawadee Nualkhair (2015). Thailand's Best Street Food: The Complete Guide to Streetside Dining in Bangkok,
Chiang Mai, Phuket and Other Areas. ISBN 9781462915293.

36 Roughneen, Simon (2018). Southeast Asia’s traditional markets hold their own. Nikkei Asian Review


https://en.wikipedia.org/wiki/Urbanization
https://books.google.com/?id=zmRzBgAAQBAJ&printsec=frontcover#v=onepage&q&f=false
https://books.google.com/?id=zmRzBgAAQBAJ&printsec=frontcover#v=onepage&q&f=false
https://en.wikipedia.org/wiki/International_Standard_Book_Number
https://en.wikipedia.org/wiki/Special:BookSources/9781462915293
https://en.wikipedia.org/wiki/The_Nikkei

63 | Page Thailand - Market Entry Handbook

category from 2017 to 2018 was the food and personal care sector with sales worth EUR 0.4bn and 30%
growth compared to 2017. Some of the reasons for this were explored in section 3.2.

Online grocery sector is expanding rapidly in Thailand, making Thailand in the 5th fastest-growing online
grocery markets in the world. Due to this, Thailand is expected to have the largest ‘modern trade’ grocery
market in Southeast Asia by 2021, with the country’s overall grocery spend forecast to be second only to
Indonesia amongst the region’s largest economies with traditional grocery players in the centre of the
development. Kaidee has proven a particularly important channel for grocery retail (see section 6.1.1.1

for some more information).%’

Hotels, restaurants and cafés

As previously mentioned, changes in modern culture, a wider range of consumers with higher incomes
and the importance of Thailand as one of the most attractive travel destinations have increase interest in
restaurants and hotels in offer more expensive and gourmet food of foreign countries. The development
in the hospitality industry and the recent investments have increased their importance for food and
beverage imports. As the industry continues to develop, the role of importers and wholesalers in this
particular chain may decrease as operators begin to work with larger food service operators instead.

4.4.2.2 Intermediaries

Due to the characteristics of distribution chain in Thailand, Intermediaries can play an important role in
getting products on the shelves in Thailand. The need for intermediaries and nature of ideal intermediaries
varies depending on the end market targeted:

e Retail sector: while some retailers, larger ones in particular, will import directly, there are
importers who focus on the import and supply of goods to the retail sectors.

e Food service and hotels: it is estimated that around 1/3 of food and drink products used by this
channel are imported. Cash and carry is the main sourcing channel the sector uses, with Makro a
notable name in the cash and carry space that offers a wide range of imported food. Wholesale
markets are also commonly used for sourcing by the food service and hotel industry.

e Food processing: generally this segment will source ingredients from channels different to those
used by the retail and food service sectors. Large trading companies tend to be an important
source — and hence intermediary — for this segment.

Thailand is an important regional hub in general terms, and indeed offers several advantages and
incentives for companies who are considering a regional presence e.g. through setting up a subsidiary.
However, it does not serve as a particularly strong regional hub for intermediaries. Therefore, while some
intermediaries present in Thailand may offer access to other markets in the region and perform regional
re-export, most intermediaries will be primarily active on the Thai market only.

Intermediaries and retailers will most commonly have minimum order quantities (MOQs) or weights on a
fortnightly or monthly rolling basis; some indicative minimums are presented in Table 4-6 below. As the

37 Australia Trade Government. Guide e-commerce in Thailand. https://www.austrade.gov.au
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ones for food service and retail are based on what is standard for the local market in Thailand, importers
may have higher MOQs for some products given the additional challenges of importing. Generally
products are sold on a wholesale basis rather than a consignment basis; the latter may only be accepted
for products with very high order value.

Table 4-6: MOQs for selected products and end markets in Thailand
MOQ by sector Local Food Service Local Retail ‘ Regional re-export

100 standard cases of
. 10 standard cases of 12
Wine 6-7 cases of 12 bottles . 12 bottles of 750 ml
bottles of 750 ml wine

wine
. 10 standard cases of 12 | 50 standard cases of 12
Spirits 2-3 cases of 12 bottles
bottles bottles

Beer 50 cartons of around | Min. 200 cartons of | Min 1 container (1200-

300ml 330ml 1400 cartons)
Chocolates and . .

Min. 1kg Min. 50 packets 1000 cartons

confectionary

Fresh fruits and
vegetables
Source: Agra CEAS / Euromonitor International

Min. 5kg 10 crates

With regard specifically to the import of alcoholic beverages, it should be noted that only companies
registered in Thailand with majority Thai ownership are permitted to market alcohol in Thailand and the
excise department requires that such a company be appointed as a sole importer/distributor of a certain
imported alcoholic product. There are no legal restrictions on elements such as the duration of exclusivity
and geographical coverage — these are open to negotiation with the partner in question.

Finally, some points to consider when working with Thai intermediaries:

e As with most markets, it is useful to conduct more detailed market research prior to entry taking
into account the specificities of your product. It can be beneficial to adapt the product to the local
tastes, and suitable pricing is important.

e EU exporters should identify the best distribution channel (e.g. local importers, distributors,
supermarkets, retailers, etc.) and establish a good relationship with their representatives as they
are very useful in facilitating and promoting exports.

e  When introducing new products, several factors should be kept in mind. Middle to upper-income
Thai consumers have an aversion to low-quality products and are attracted to branded products.
They also tend to be image-conscious (see also section 3.3). Existing brand loyalties are most likely
to be replaced by new products that focus on good quality, better packaging, availability,
promotions, and competitive prices.

e Trade fair participation is another way to raise awareness of your product and, in some cases,
identify potential intermediaries (a list of trade fairs can be found in section 8.4).
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e To be successful exporters should provide reliable product availability, consistent quality,
technical support, and try to respond to inquiries within 24 hours.

e Most business in Thailand is conducted based on a network of referrals and on the reputation of
the partner. This is important to bear in mind both when reaching out to potential intermediaries;
and when selecting an intermediary. With regard to the latter, exporters should try to work with
a representative or agent who has or can get strong local connections with target customers
(retailers, hotels, restaurants, and food processors), has a good understanding of Thai food and
agriculture regulations, and food import procedures. Intermediary knowledge of the correct
authorities and their staff can be the key to doing business successfully in Thailand.

e Exporters should be patient and think long term. It is not unusual to visit the market 2-3 times
before details are finalised.

Business Contact Database:
A database of importers, wholesalers, retailers and distributors can be found in section 8.5

N.B. due diligence will have to be performed for any contacts on this database as no warranty is given
as to the standing of these individuals, organisations or firms and no corresponding responsibility or
liability is accepted by the authors.

4.4.3 Business environment

Thailand ranked 21 out of 190 countries in the World bank’s report on ease of doing business, and as
mentioned before, with openness to the international market, and with the agri-food sector in particular
boosted by the Board of Investment under the title “Thailand, Kitchen of the World”. Thailand is in the
eight-best position of the index of Economic Freedom considering Asian Pacific countries in 2019.

However, foreign companies face numerous restrictions mainly in telecommunications, banking and
insurance. Labour informality of around 50% and wages disparities, low performance in the corruption
perception index and challenges with keeping up with changing legislation must also be considered 2.

A number of reforms are facilitating the business landscape in the last years, as ‘getting electricity”
scheme to increase transparency, stablish a fixed registration costs to start a business, and “e-matching”
scheme to digitalize the import and export expeditions, reducing the fulfilment. Businesses using the
internet expanded from 20.5% of businesses in 2013 to 30.1% in 2018%°.

The Thai market is often perceived by EU companies as a difficult and hence rated as a secondary market
in its strategies on the Asian continent, in which the large markets of China, India, Korea or Japan are

38 World Bank. Doing Business https://www.doingbusiness.org/en/data/exploreeconomies/thailand/starting-a-
business
39 Euromonitor International: Economies and Consumers, 2020
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prioritized. Japan, Singapore and Australia are the major investors in the country, meanwhile the EU
stopped being the second source of investment in 2015 as the Netherlands withdrew investment.

It is important to consider that business is generally conducted in English (or Thai), face to face. More
information on etiquette and do’s and don’ts can be found in section 7.

4.4.4 Key operational considerations and challenges: summary

Key challenges to bear in mind are as follows:
e Challenges to keep up to date and comply with legislation, both the release and interpretation of
which are not always clear for foreign companies
e Protection of your IP if your product possesses notable IP.
e The existence of foreign exchange controls (although more relaxed following 2018 reforms).
o The challenges posed by the geography of the country and the internal transportation network,
which may in turn make it more attractive to target specific markets within the country.

4.4.5 Other relevant information
4.4.5.1 Methods of payment in Thailand

In Thailand the vast majority of informal transactions are conducted in cash. However, similar to many
other ASEAN countries (e.g. Indonesia, Malaysia and Philippines), Thailand is focusing on development of
digital financial services as part of their National Financial Inclusion Strategies. The use of “faster
payments” mobile money enables real-time payment to individuals, businesses and Governments on 24
hours a day/7 day a week basis. This has been encouraged for government tax credits (also paid by
cheque) and in the revolving funds for microfinance and grants for community projects.“

The improved e-payment infrastructure and e-commerce expansion has increased exponentially the
growth in usage of mobile banking. The largest no-cash consumer segment is made up of heavy users
called “Middle Aged Go-Getter” who look for mobile banking applications with high levels of reliability
and useful features.

4.4.5.2 Travel from the EU to Thailand

Nationals of EU countries are exempt from requiring a visa to enter for short durations (30 days), with the
exception of Bulgaria, Cyprus, Malta and Romania that should apply for a visa on arrival for 15 days. The
Thailand embassy in your country will provide further information and requirements in case your country
is on the exception list (www.thaiembassy.org). There are a maximum two entries by land per year, but
this limit does not apply to airport entries.

40 World Bank Group Publications, 2019. http://pubdocs.worldbank.org/en/361051561641115477/pdf/Fintech-
executive-summary.pdf
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5 Market Snapshots for Selected Products

This section provides specificinformation for various food and beverage categories and products. This
information covers three main categories:

e Consumption: data on the evolution of consumption; consumer profiles and any notable
consumer trends;

e Offer: domestic production; imports and exports; the competitive landscape; relevant
specific customs procedures/import considerations;

e Distribution: main distribution channels used; domestic and imported offer.

Furthermore, each category contains a SWOT analysis and a key takeaways message.

“

Chocolate and
. Pet food
confectionery

Prepared baby food

Biscuits and cereal bars
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5.1 Fresh meat

5.1.1 SWOT analysis

STRENGTHS (+)

Fast growing demand for meat — well ahead of
population growth —fuelled by increasing incomes.
While price is an important consideration, quality
is also taken into consideration; and consumers are
increasingly paying attention to factors such as

Thailand - Market Entry Handbook

Country is self-sufficient in almost all types of
meat.

Pork and poultry —demand for which is satisfied for
domestic production — dominate the market.
Demand for mutton on the other hand is almost

non-existent.
= Despite extensive efforts from Member States and
the EU, few export protocols have been granted.

production method and origin.

OPPORTUNITIES (+)

= A shortage of domestic production of high end | =
beef means imports are needed to fulfil this
demand. =

= High levels of demand for imported edible offal,
notably for the pork processing industry.

= Any new export protocols granted to EU exporters
will offer considerable opportunity given the
limited access that other countries also have to the
market.

Very strong, and still
production.
Australia and Argentina well established in the

niche market of high-end beef.

developing domestic

5.1.2 Consumption
5.1.2.1 Evolution of consumption

Poultry is the most popular meat in Thailand by some distance; over 1.1m tonnes were consumed in 2018.
As well as being popular, the market is fast growing; it grew at 2.4% per year over the period 2013-18 and
is forecast to grow even more quickly at over 3% per year going forwards. Pork is the second most popular
meat with 711 000 tonnes consumed. Growth of the market for this meat — both historical and projected
— is lower in volume terms. While the market for beef is considerably smaller at 207 000 tonnes, it was
the fastest growing meat in volume terms over the period 2013-18 at 3.7% per year. Going forwards,
consumption is forecast to grow in line with pork at around 3% per year. The market for mutton is
negligible, at just 3 000 tonnes (Figure 5-1).
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Figure 5-1: Evolution and forecast of fresh meat market (000 tonnes) in Thailand, 2013-2023; total volume
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Source: Euromonitor International: Fresh Food, 2020.

5.1.2.2 Consumer profile and purchase criteria

Consumers

Meat is an integral part of Thai cuisine, with many dishes including either poultry and pork in particular.
As a consequence of this, meat is consumed by the vast majority of the Thai population to some extent.
Nonetheless, both the level of consumption and type/cut of meat consumed varies across the Thai
population. For example, meat features more heavily in the traditional cuisine of central and northern
Thailand than that of southern Thailand, which is primarily based around seafood. As is the case elsewhere
in the region, consumers with higher levels of income tend to consumer greater quantities of meat; beef
in particular stands out as a meat that is more commonly consumed by wealthier consumers. Traditional
Thai cuisine was based on stewing to a high extent, which facilitated the use of tougher cuts of meat;

though other cooking methods such as frying were subsequently introduced into Thai cuisine, expanding
the range of cuts used.**

Drivers and method of consumption
As implied above, the use of meat in traditional dishes is a notable driver of meat consumption and
method of consumption. Nonetheless, there are further notable drivers, most of which are more recent.
Indeed, some of these explain the recent lower growth of pork, which traditionally been extensively used
in Thai cuisine. These drivers include:

e Domestic availability of meat. As noted in section 5.1.3.1, Thailand has become a major producer
of poultry meaning there is substantial domestic supply. At the same time, production of pork in
Thailand has been impacted recently by African swine fever. These supply patterns have
subsequently driven consumption of poultry in particular through the mechanism of price.

41 https://www.foodnetwork.com/recipes/articles/regional-thai-cuisine; https://www.ajas.info/upload/pdf/ajas-

31-7-968.pdf
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e Increased health consciousness, leading to higher consumption of poultry meat rather than red
meats; as well as increased interest in certain production methods such as organic and GMO-free
feed.

e Religious and cultural restrictions. While predominantly a Buddhist country (see section 2.1.3),
there are sizeable minorities with different restrictions on meat consumption. The Muslim
minority with restrictions on pork consumption is the most obvious, though Hindu and Chinese
folk religions also pose restrictions. For example, the southern city of Phuket practices a 9 day
vegetarian festival in September and October due to its large population that practices Chinese
folk religion.

e Use in traditional Thai cooking as well as demand in certain growing foreign cuisines. The use
in traditional Thai cooking drives consumption to a great extent, with poultry and pork both
popular partly for this reason. Beef on the other hand does not feature much in the cuisine of
Central and Northern Thailand (but does to an extent in the south). Typically, meat used in
traditional Thai cuisine will be deboned and cut in to small pieces. However, increasing interest in
certain foreign foods such as Japanese and Korean-style yakiniku or shabu-shabu have further
fuelled the demand for high quality, juicier pork such as Korubuta pork; as well as for some cuts
such as belly.

Purchase criteria

Firstly, the overall preferences for different meats set out above play — influenced by certain drivers such
as health consciousness — have a notable role in the overall purchase decision. In addition to this, price is
an important overarching criterion for the Thai mass market. Nonetheless, there are additional criteria
which will be taken into account by some consumers. Quality is a notable purchase criterion that
purchasers often apply in combination with price (i.e. consumers will often look for products of a good
quality at reasonable prices). Increasingly, branding is gaining importance in the purchasing decision in
the case of purchase through modern retail channels. It is often seen as an indication of quality assurance,
and indeed perceptions of brand weigh heavily for some consumers.

Further building on the criterion of quality, there are some consumers who specifically look for high
quality premium products; and this is reflected by the availability of such products in modern trade
channels across the country. For these consumers, sub criterion such as origin and method of
rearing/feeding are important indicators of quality; in addition to brand (which was mentioned above).

In the specific case of poultry meat, dark meat is preferred by consumers over white meat (as is generally
the case in the south east Asia region). Leg quarters in particular are popular. Chicken offal can also be
quite popular. For pork and red meat, while cuts will vary depending on dishes/usage, a certain level of
marbling is generally preferred. Overall, somewhat lean meat that can be cut into small pieces is preferred
for pork, though belly, ribs, intestines and head can also be popular. As noted above, beef is more
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consumed in the south than other regions with consumers most often choosing based on the tenderness
of the cut. #

5.1.2.3 Recent market trends

Meat consumption is forecast to continue to grow in Thailand, driven by increases in income. Despite
already being the most popular meat in Thailand, poultry is forecast to grow at 3.5% per year in volume
terms for the period up to 2023, well above the country’s almost negligible population growth. Pork and
beef are also forecast to grow quickly at 2.9% per year over the same period (Figure 5-1).

As noted in section 5.1.2.2, increasingly criteria other than price are being taken into account. With this
trend expected to continue going forwards, increased focus on farming systems, feed, animal welfare and
standards such as organic can also be expected in the future. Producers are likely to continue to push
their brands; and indeed they are likely to plug in to some of the factors identified above.

The food service channel is of increasing importance for meat consumption, as will be seen in section
5.1.5. Busy, urban lifestyles are contributing to the increasing consumption of meat outside the house in
food service channels; and this trend is likely to continue into the future. Finally, in the specific case of
pork, while leaner meat is that which is traditionally preferred for Thai dishes, consumers, as seen in
section 5.1.2.2 consumers increasing take into account the marbling of the meat and also consider cuts
which may not be considered lean, such as belly.

Meat on retailers’ shelves in Thailand

While modern retail outlets are increasing in popularity, wet markets continue to play a role in the
distribution of fresh meat in Thailand (see section 5.1.5). Meat may either be sold through retail
channels prepacked on shelves, or at a specialist butcher’s counter (see below).

42 Euromonitor International: Fresh Food, 2020; https://www.fas.usda.gov/data/thailand-poultry-and-products-
annual-4; https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6819675/
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Imported products are most clearly visible in the premium segment, notably that of beef. Premium
imported beef is most commonly sold in packages of 200-300 grams. Pricing varies; while THB 150 (EUR
4.50) is a common price for premium beef in such a package size, it is possible to find products priced
up to THB 1000 (EUR 27) for a similar pack size. Imported beef products may be displayed separately
from other products. Flexible plastic is generally used for packaging, but paper packaging may also be
added for labelling purposes and to provide a premium appearance (see below).
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While other imported products are available, they may not be as prominent. Commonly local importers
will import a bulk lot and then take care of the packaging themselves.

Pictures: © Agra CEAS / Euromonitor International, 2020.
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5.1.3 Offer
5.1.3.1 Domestic production

Thailand is a major producer and exporter of poultry meat; indeed the poultry sector evolved massively
over the last 40 years to become among the country’s most important agri-food producing and exporting
sectors, albeit still some way behind rice and sugar. Thailand produces a bit under 2m tonnes of poultry
meat; and while around 2/3 of this is consumed domestically, the remaining 1/3 is exported (whether
processed or unprocessed). Production of poultry meat has increased fairly steadily and is expected to
continue to increase going forwards. Production in Thailand has both modernised and become
increasingly integrated over time. It is now estimated that 10 main integrated companies account for
around 80% of production. Nonetheless, Thailand is not a low cost poultry producer, with the high cost of
feed greatly influencing the price at which poultry can be produced.

In recent years, a bit under 1m tonnes of pork are produced in Thailand. Production of pork has increased
in recent years as well as intensified, and the majority of farms can be found in the central province close
to Bangkok. However, in the last year or so production has been impacted to some extent by the regional
outbreaks of African Swine Fever (ASF), with potentially infected animals being culled and other
preventative measures being taken to avoid the disease spreading into the country from neighbouring
ones. At the same time, the regional shortage of pork has resulted in a recent spike in pork prices as Thai
production has been in demand both inside and outside the country.

Production of beef on the other hand is quite limited, though growing. It is estimated that around 1m
cattle are slaughtered in Thailand each year, producing in the region of 150 000 to 200 000 tonnes of
meat. Nonetheless, the actual cattle herd size contains several times this number of heads, with a fair
amount of live cattle export e.g. to China (through Laos) taking place. A lack of natural grassland has
traditionally disadvantaged large scale cattle production in Thailand and continues to do so. The
production system remains quite fragmented and this is reflected by the very small quantities of premium
beef produced®.

5.1.3.2 Imports and exports

Thailand is a major net exporter of meat, with exports outweighing imports by a factor of approximately
5 to 1in 2019. Over the period 2015-2019, exports increased by over 50% to around 325 000 tonnes;
while imports fell to just under 70 000 tonnes (Figure 5-2).

43 https://www.rvo.nl/sites/default/files/2016/12/FACTSHEET-POULTRY-SECTOR-IN-THAILAND.PDF;
https://www.fas.usda.gov/data/thailand-poultry-and-products-annual-4;
https://www.researchgate.net/publication/309515244 Spatial analysis and characteristics of pig farming in T
hailand; https://www.nationthailand.com/news/30380758



https://www.rvo.nl/sites/default/files/2016/12/FACTSHEET-POULTRY-SECTOR-IN-THAILAND.PDF
https://www.fas.usda.gov/data/thailand-poultry-and-products-annual-4
https://www.researchgate.net/publication/309515244_Spatial_analysis_and_characteristics_of_pig_farming_in_Thailand
https://www.researchgate.net/publication/309515244_Spatial_analysis_and_characteristics_of_pig_farming_in_Thailand
https://www.nationthailand.com/news/30380758
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Figure 5-2: Trade balance (imports and exports) of fresh meat in Thailand, 2015-19; volume tonnes
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Source: Trade Map, International Trade Centre - https://www.trademap.org/
Data for CN code 0201, 0202, 0203, 0204, 0206, 0207.

The main reason that Thailand is a large net exporter of meat is its high exports of fresh / frozen poultry
— 315 000 tonnes in 2019 (over 95% of all meat exports). Imports of poultry were negligible at 2 000
tonnes. Offal is the main import, with 50 000 tonnes imported in 2019; though more than 10 000 tonnes
of beef were also imported (Figure 5-3). Mutton imports are minor (1 500 tonnes) and pork imports almost
non-existent. As noted in section 5.1.3.1 above, domestic production of high quality beef is limited.
Therefore a lot of the imported beef is higher priced quality beef; as reflected by the unit value of imports,
which is roughly double that of exports. Some seasonality in the small pigmeat and poultry imports can
be observed, with imports primarily occurring during the second half of the year.

With regard specifically to offal, while some is consumed domestically as fresh/frozen or used in food
service, a large percentage of imported offal goes into the food manufacturing and processing industries.
More specifically, pork offal accounts for the majority of edible offal; and this mainly is used for the
manufacture of processed pork meat products. Bovine offal, while a minority of imports, are commonly
used in the food service industry (noodle shops in particular).


https://www.trademap.org/
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Figure 5-3:Trade balance (imports and exports) of fresh meat in Thailand, by type, 2019; volume tonnes
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Origins of imports are quite fragmented; and when examining origin, it must be remembered that almost
80% of meat imports are offal. Germany is the number one origin, accounting for just under % of imports
in volume terms. It is followed by Argentina and Australia, each with around 15%. Both of these countries
— Australia in particular — are important origins for imports of beef. Italy accounts for around 10% of
imports and the rest of the EU a further 15%. Imports from the EU are almost all edible offal (Figure 5-4).


https://www.trademap.org/
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Figure 5-4: Thailand imports of fresh meat by country, 2015-19; volume tonnes
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5.1.3.3 EU GI products

No EU fresh meat products are registered as Gls in Thailand.

5.1.3.4 Main competitors

The main competition comes from domestic production. Poultry is the most popular meat in Thailand,
and the country runs a strong production surplus in the meat, despite being partially hamstrung by higher
production costs due to the price of feed. Indeed, Thailand imported only 2 000 tonnes of poultry meat
in 2019, a fraction of the 325 000 tonnes it exported. The country is self-sufficient in pork with almost
insignificant imports. The country has a very minor deficit in beef imports (self-sufficiency is over 90%).
This deficit is largely due to a lack of domestically produced beef targeting the high-end; with Australia,
Argentina, New Zealand and the US competing to fill this void. Australia and New Zealand in particular
have favourable access terms to the beef market, with tariffs on many beef products having fallen to zero
at the beginning of 2020.* The main area where competition is non-domestic is that of offal. While origins
of offal are quite fragmented, Germany is the number one origin, accounting for around 30%, followed
by Argentina and Italy.

44 https://www.austrade.gov.au/Australian/Export/Export-markets/Countries/Thailand/Industries/food



https://www.trademap.org/
https://www.austrade.gov.au/Australian/Export/Export-markets/Countries/Thailand/Industries/food
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5.1.4 Specific market entry requirements

Market Access and Entry

Countries must be approved for the meat product in question before it can be exported to Thailand. The
situation with access can change; a list from 2018 can be found at the following address:
http://en.dld.go.th/index.php/en/imports-exports/list-of-countries-to-import-menu

However, given the frequency of potential change and the backlog of applications for some EU countries,
it is recommended that the corresponding Ministry in the Member State in question, or the Embassy of
the Member State in Thailand be contacted to check if access for a certain meat product has been granted.
For example, the above list does not contain fois gras for which France is authorised. It also does not
contain the list of countries authorised for processed animal protein or genetic material. It should,
however, be noted that the list is correct with regards to pigmeat — no EU Member States are authorised
for export to Thailand at the time of writing.

It is important to note that accreditation of a country is valid for three to four years; after which it has to
be renewed. In the case that a re-audit has not historically been possible within the timeline (e.g. due to
insufficient resources to perform the re-audit), authorisation has been extended in the past. Whether or
not the individual establishments in a country have to be accredited as well as the authorities of a country
itself depends on the protocol in place following accreditation; once again, it is recommended that the
Ministry in the Member State in question be consulted to determine this.

As per Table 4-2, various documents are required to import fresh meat products into Thailand. These
include: an import approval for live animals and animal products; a veterinary health certificate for animal
products; and a licence to deal in animal products. These may incur fees. The 2018 rates for the licence
can be found at the following link: http://en.dld.go.th/index.php/en/

In terms of tariffs, European fresh meat products face varying tariffs. By major meat type:
e Beef faces 50% MFN tariffs
e  Mutton faces 30% MFN tariffs
e Pork, poultry and edible offal of meat face 30-40% MFN tariffs

Detailed information on import duties and Rules of Origin can be consulted on the European
Commission website by entering the corresponding CN code:
e.g. pork: https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH&hscode=0203

Customs procedures

The customs procedures for importing foodstuffs are set outin 4.2.1. A full list of the general requirements
for export were set out in Table 4-1. A list specifically for fresh meat was identified in per Table 4-2 and
full details can be found on the website indicated in the box below.


http://en.dld.go.th/index.php/en/imports-exports/list-of-countries-to-import-menu
http://en.dld.go.th/index.php/en/
https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH&hscode=0203
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Any other up to date information on appropriate documents concerning customs procedures can be
consulted on European Commission website by entering the corresponding CN code:
e.g. poultry: https://madb.europa.eu/madb/datasetPreviewl|Fpubli.ntm?hscode=0207&countries=TH

Standards, SPS measures
As noted in section 4.3.4, there are two main barriers that EU exporters should be aware of:

e Delays to import application procedures. Several applications of EU countries for exports of
livestock products have remained pending for a number of years without any indication of when the
process will be finalised. Most notably this includes several applications for pigmeat.

¢ Non-recognition of regionalisation due to avian influenza (Al). Thailand imposes country-wide
import bans in the event of an outbreak of avian influenzain an EU Member State; though
regionalisation for Al has been recognised in the specific cases of France and Hungary. Due to the
small number of protocols in place, there is not recent experience with the regionalisation issue for
other diseases; however, it is fair to expect that the non-recognition of regionalisation would likely
extent to other diseases as well.

Up to date information on appropriate documents concerning SPS measures and provisions for meat
can be found at:
https://madb.europa.eu/madb/viewPagelFPubli.htm?doc=overview&hscode=0201&countryid=TH#h20

Labelling

Generic labelling requirements were described in section 4.2.3; though as a food which has not passed
through any processing, fresh meat should not be subject to these. Bulk meat must generally bear a meat
inspection legend.

Any meat products being labelled as halal need a halal certificate and must bear the halal logo. The
authority responsible for halal certification in Thailand is the Central Islamic Council of Thailand (CICOT).
The country of origin should be marked on any retail meat packaging.

5.1.5 Distribution

The majority of meat - 64% - is distributed through retail channels. The remainder is mainly distributed
through food service channels, though a small percentage passes through institutional channels.
Nonetheless, the importance of retail channels has fallen in recent years at the expense of food service
(Figure 5-5).


https://madb.europa.eu/madb/datasetPreviewIFpubli.htm?hscode=0207&countries=TH
https://madb.europa.eu/madb/viewPageIFPubli.htm?doc=overview&hscode=0201&countryid=TH#h20
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Figure 5-5: Distribution of fresh meat in Thailand (volume)
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Among retail channels, wet markets are the key traditional channel. They are falling in importance as an
increasing share of consumers have refrigerators, so the habit of buying perishable food on a daily basis
from wet markets is in decline; and increased interest in product standards / hygiene drive consumers to
other channels. Nonetheless, wet markets do remain popular for many consumers in rural areas. Modern
retail channels (hypermarkets, supermarkets and convenience stores) at the same time are increasing in
importance for the distribution of fresh meat. Indeed these channels are now estimated to account for
over 60% of the retail distribution of all fresh products (meat and fruit and vegetables) in Thailand. Urban
consumers are an important driver in the increasing popularity of modern retail channels for fresh
produce distribution. Cash and carry outlets are notable channels which the food service industry uses for
sourcing fresh meat products.



82 | Page Thailand - Market Entry Handbook

5.1.6 Challenges for EU products

The main challenges that EU products face are twofold. Firstly, there is a general lack of demand for them.
Thailand is a large producer of meat, and entirely self-sufficient in poultry and pork, the two most popular
meats that represent 90% of the market by volume. Imports of both these types of meat are negligible.
While the country is almost self-sufficient in beef, a slight shortage does provide some opportunities for
importers — though countries such as Australia (which has favourable access terms) and Argentina are
already fairly well established in this niche. Secondly, it is very difficult to be granted an approval to export
to Thailand, and despite the considerable efforts of both Member States and the EU, few Member States
and products are authorised for export. Nonetheless, the difficulty in obtaining access does mean that for
any country that enjoys newly granted access, international competition is limited meaning opportunities
may exist.

Market Takeaway: Fresh meat

Consumption: poultry the most popular meat, accounting for over half of consumption by volume. Pork second. Beef
a small market and lamb very much a niche.

Competition: high domestic production in the popular meats of poultry and pork. While a niche for high-end beef
imports exists, Australia and Argentina well established. EU countries strong in offal exports.

Distribution: just under 2/3 distributed through retail channels, with modern retail channels now estimated to
account for the majority of retail distribution. Food service gaining in importance in recent years.

Challenges: strong domestic production provides very few structural opportunities for imports; and limited market
access further accentuates this. Most notably, there is no real opportunities for pork or poultry imports. Australia has
good access terms which allows it to dominate beef imports.

Opportunities: some demand for high end beef imports. High demand for offal, which is in demand from the
processing industry (and to a lesser extent, food service). Exporters should carefully monitor the situation with new
export protocols as the granting of one will provide access to a market that very few exporters globally have.
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5.2 Fresh fruit and vegetables

5.2.1 SWOT analysis

STRENGTHS (+)

=  The consumption fresh fruit and vegetable is firmly | = Domestic production is so large in Thailand that

ingrained in Thai culture through national dishes oversupply in the market has become a problem.

such as Khao niao and pat thai . = Thailand has strict access requirement and the
=  Consumers are readily exposed to fresh fruit and process for EU exports to gain approval to export is

vegetable products in Thailand due to the large often long.

amount of domestic production in the country. = Agricultural workers make up a large amount of
=  The government has joined with private entities total employment in Thailand, which encourages

and retailers in a campaign to encourage the locals to buy locals to support this key element of

consumption of these products. the economy.

OPPORTUNITIES (+)

=  Premium fruits in Thailand such as pears and | = Nations in Thailand’s immediate vicinity such as

cherries (and to a lesser extent apples, apricots and Vietnam can quickly address any shortfalls in local
prunes) are increasingly desired and are not grown production.
to scale in Thailand. = China and India are both expanding their
= Imported fruits are typically purchased as a gift agricultural sectors and are both located within
product in Thailand. Thailand’s vicinity. China has attractive trading
= Increased interest in organic fruit and vegetables in terms under its long standing agri FTA.
Thailand =  Premium products such as kiwis are largely
imported from New Zealand which has an FTA with
Thailand.

5.2.2 Consumption
5.2.2.1 Evolution of consumption

The consumption of fruits continues to grow in Thailand. Thailand has an ideal climate for the growth of
fruits such as bananas, oranges and mangoes which leads to these fruits being readily available in the
country. This is reflected in Figure 5-6 as the most popular fruits; bananas, apples and pineapples are all
grown locally in the country. Consumers also consume a significant amount of lemon, limes and grapes in
the country. The largest category “other fruits” has a total volume of 3.8m tonnes and includes fruits such
as durian and rambutan. The market for kiwis, which are largely imported, is rapidly growing. It was worth
EUR 12.8 million in 2018, having grown exponentially in the previous five years with a compound annual
growth rate (CAGR) since 2013 of 12.4%. However this growth rate will slow down to a 1.3% CAGR up
until 2023. Grapes have a similar situation in that they have grown quickly historically, at a CAGR of 11.5%
since 2013; however, this will slow down to a 0.2% CAGR up until 2023. Despite the slowdown, grapes
have a large market value in Thailand of EUR 225 million.
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Figure 5-6: Evolution and forecast of fruits market (000 tonnes) in Thailand, 2013-2023; total volume
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Vegetables are notably consumed in lower quantities than fruits in Thailand. However, this category is
growing in Thailand and is expected to reach a total volume of 3.9 Million tonnes by 2024, a CAGR of 4%

from today. Popular vegetables in Thailand include cauliflowers and broccoli, onions and tomatoes which

are all expected to grow in consumption. The largest category, the “other vegetables” category is made

up of vegetables such as potatoes, spinach and leeks which are all key elements for many Thai dishes

(Figure 5-7).

Figure 5-7:Evolution and forecast of vegetables market (000 tonnes) in Thailand, 2013-2023; total volume
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5.2.2.2 Consumer profile and purchase criteria

Consumers

Consumers of fresh fruit and vegetables cross all income levels and these products are a common sight in
both rural and urban markets. Younger consumers are increasingly moving towards the consumption of
organic fruits and vegetables as the price of these products continue to fall in Thailand coupled with a rise
in a desire to have a balanced and healthier diet amongst younger consumers. New local government
regulations and standardisation measures in 2019 have injected a newly found optimism and reassurance
into the market for these organic products as consumers are increasingly reassured about the quality of
the fresh fruit and vegetable products their purchasing. This coupled with a government campaign backed
by private entities to encourage the consumption of fresh fruit and vegetables products has resonated
with Thai consumers and helps to explain the growth of this sector. Urban consumers are often exposed
to fruits through wet markets, retailers and small grocery stores with a wide variety of fruits available to
them from both Thailand and abroad. Rural consumers will have less exposure to imported fruits such as
kiwis and strawberries however will be readily exposed to the many fruits produced in Thailand such as
durian and pineapple.

As these products are readily available in both rural and urban environments and have been key elements
of the average Thai diet it is likely that fresh fruit and vegetable products will remain important for Thai
consumers.

Drivers and method of consumption
Key drivers and methods of consumption of fresh fruit and vegetables in Thailand include:

e A key part of the national diet and use in cuisine. National and regional dishes such as Pad Thai
and Khao phat all incorporate fresh fruits and vegetables. Across Thailand dishes will commonly
use both fresh fruit and vegetables and as these dishes have been consumed in Thailand in some
instances for decades, the idea of incorporating fresh fruit and vegetables into a dish is firmly
ingrained into the culinary culture of Thailand. Such examples of fruits incorporated into Thai
dishes include: Thai fruit salad — pineapple and durian; Kaeng Kanun (curry) — jackfruit; Singzu
(salad) — papaya. Thai dishes which incorporate vegetables include: Nam Phik long ruea — Peas
and lentils; Guay Teow — cabbage; and Som Tam — Carrots.

e Premium fruits and gifting. Premium fruits which in the context of Thailand include cherries,
grapes and kiwi are priced higher in comparison to local fruits and as a result are typically
purchased with the intention of being a gift. Even though gifting overall is not as common in
Thailand as in some other countries, expensive premium fruit is also considered as a luxury and
thoughtful gift to be given on special occasions such as New Year celebrations, Chinese ancestry
worship, anniversaries, birthdays, etc. Retailers in the country now typically offer premium fruits
in hampers or a box arrangement. Consumers are more willing to spend on purchasing premium
fruit as a gift for others than buying it for their consumption and thus this is a major driver for
certain imported fruits. Offering imported and premium products such as kiwi fruit, Japanese
melon or grapes is perceived as not only an act of generosity but also a showcase of the giver’s
wealth and status. Oranges are considered a sacred fruit of the Chinese people, used to pay
respect or given as gifts such as Chinese New Year, birthdays, weddings, and many other blessings.
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Imported apples are also a popular fruit in every festival of Thailand because apples resemble
peace and no sickness. Grapes, especially red grapes, symbolize the abundance of food, meaning
an abundance of material wealth according to Feng Shui, and thus, are widely used for gifting
loved and dear ones, with seedless grapes commonly included as a part of gift baskets during
festive seasons. Strawberries and cherries are often gifted as single fruits and not in baskets
because they can bruise easily. Besides these mainly imported fruits some local ones such as
bananas, pineapples and dragon fruits are used as gifts as well.

e Health consciousness and the rise of organic fruit and vegetables. As the government continues
to encourage the consumption of fresh fruit and vegetable products, the rise of organic products
in the market have appealed to a growing desire for a healthy amongst Thai consumers. Plant
based diets is an increasing norm in Thailand with many restaurants and retailers now offering
vegetarian friendly options.

The market for organic and organic certification on Thailand

In 1995, the Organic Agriculture Certification Thailand or ACT was set up. It plays an important role to
provide professional organic certification services for all agricultural production, processing and handling
operations. It offers the organic certification services which are recognized at the international level. It
was replaced in 2020 by the Certification Alliance Organic Standard 2019, the full text of which can be
found at the following address:

http://actorganic-cert.or.th/wp-content/uploads/2020/02/CertAll Std v-1.0.pdf

In broad terms, the standard is equivalent to the IFOAM Standards Requirements. However, if intending
to export organic produce to Thailand it is strongly recommended that the full text of the standard (above)
be consulted. Furthermore, a simple overview of the standard can be found at the following page:
https://actorganic-cert.or.th/download/act-organic-standards/

The introduction of the new standard can be considered part of a wider push towards organic agriculture
in Thailand. In April 2017, the National Organic Agriculture Development Strategy 2017-2021 — which was
intended as a framework to develop organic agriculture — was approved. This aimed to increase organic
production, production efficiency and the recognition of Thai organic production both domestically and
abroad.

In summary, there is considerable and growing interest in organic produce in Thailand.

Purchase criteria

As there is a large availability of fresh fruit and vegetables in Thailand the price of these products is
accessible to most consumers in the country. Oversupply is a common problem in Thailand as many
farmers in the country rush to get their products to the market during peak periods of the year such as
the harvest. This in turn leads to the demand failing to meet supply which pushes down costs for the
consumer, at the detriment of the farmers; and means that consumers are often used to purchasing good
quality fruit and vegetables at a low price. The Thai government has stepped in to address this issue which



http://actorganic-cert.or.th/wp-content/uploads/2020/02/CertAll_Std_v-1.0.pdf
https://actorganic-cert.or.th/download/act-organic-standards/
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in turn could lead to prices of fresh fruit and vegetables in the country stabilising and growing slightly in
the future.®

Whilst price is therefore often a key consideration (particularly during seasons of plentiful supply), there
are further purchase criteria for fresh fruits and vegetables:

e Local vs imported: Local vegetables are preferred by many Thai consumers, as they are
available through all channels, especially in wet markets within rural areas, at affordable price
points; and have wider applications in everyday Thai cooking. Nonetheless, against a lack of
domestic production, imported oranges, grapes and apples may be specifically looked for by
consumers on a regular basis for their nutritional benefits.

e Nutritional benefits: with the health and wellness trend dramatically shaping the landscape
for fresh food, fruits and vegetables perceived as healthier, but still common in Thai cuisine
—such as cauliflower and broccoli — are specifically looked for by some consumers.

e Origin and branding: The origin and brand of the product have increasingly emerged to be an
important factor for consideration of fruit and vegetable purchases amongst Thai consumers.
Most notably, recent news on excessive chemical use on farms including some in China has
made consumers pay attention to origin and/or brand when buying fruit. This interest in
origin, combined with an increasing level of attention paid to packaging and labelling (see
section 5.2.2.3) can benefit some imported products.

Fresh fruit and vegetables on retailers’ shelves in Thailand

Fresh Fruit and Vegetables are grown across Thailand and as such are readily available in retailers
throughout the nation, as such prices are relatively cheap. Good quality local fruit and vegetables are
typically available at THB 35 (EUR 1) per kilogram. However, more rare imported fruit may reach higher
prices; notably berries commonly retail at around THB 600 (EUR 16) per kilogram.]

Pre-packaging in plastic is common for imported fruits and vegetables in particular.

45 Euromonitor International: Fresh Food, 2020; https://www.austrade.gov.au/Australian/Export/Export-
markets/Countries/Thailand/Industries/Fruit-and-vegetables;
http://ethesisarchive.library.tu.ac.th/thesis/2017/TU 2017 5902040020 8405 6768.pdf



https://www.austrade.gov.au/Australian/Export/Export-markets/Countries/Thailand/Industries/Fruit-and-vegetables
https://www.austrade.gov.au/Australian/Export/Export-markets/Countries/Thailand/Industries/Fruit-and-vegetables
http://ethesisarchive.library.tu.ac.th/thesis/2017/TU_2017_5902040020_8405_6768.pdf
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Pictures: © Agra CEAS / Euromonitor International, 2020.

5.2.2.3 Recent market trends

As discussed in section 5.2.4, a number of new regulations and quality checks on these products have
been introduced in 2019, this in turn has led to a renewed assurance for consumer about the quality of
the fresh fruit and vegetable products they are purchasing which compounds growth in this sector. The
rise of organic fruit and vegetables coupled with a plant-based diet increasing in popularity in the country
has also helped to encourage growth in this sector. More information on key notable trends is set out
below:

e Packaging and labelling: in recent years, Thai consumers are paying more attention to the
environment. Thus, paper packaging or eco-friendly friendly packaging is preferred by Thais,
especially within the younger generation. Transparent packaging is preferred, but not essential.
However, consumers like to purchase those imported fruits and vegetables which specify the
country of origin plus any relevant nutritional information. Imported fruits and vegetables should
be marked with label/sticker showing the brand name or origin and most importantly the
manufacturing and expiry dates.
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e Plant-based diets: In Thailand, many restaurants and cafés either specialise in serving plant-based
dishes or offer vegan/vegetarian dishes as well as their regular dishes. Many Thais are
experimenting with this lifestyle and are becoming more conscious of what they eat both from a
health and environmental perspective. As this trend is here to stay, the demand for fresh
vegetables is also likely to grow in the future from both retail consumers and foodservice
perspective. More varieties of vegetables are expected to be introduced and transformed into
different vegetarian- and vegan-friendly dishes in response to the higher demand for meat-free
consumption.

e Home-grown fruits and vegetables: Thais are becoming increasingly concerned about toxic
chemicals and pesticides that come with store-bought vegetables. They are increasingly turning
to grow their vegetables for personal consumption. Costs of home gardening are low and social
media is increasingly becoming a conduit to educate consumers on this issue. In the coming years,
seed packs for growing vegetables are expected to grow in popularity. However, this is a niche
trend and is unlikely to affect volume growth in sales of vegetables.

e Rising demand for organic: Organic products, especially organic vegetables, are becoming more
popular nationwide, propelled by local producers and retailers. Each brand has its concept of
competing against one another even though organic vegetables might not be particularly
competitive. One brand may sell only premium organic produce with quality in sizes, while
another brand may focus on a variety of organic vegetables and their packaging.

e Hotel, Restaurants and Institutional (HRI) channel: Some foreign exporters of fruits and
vegetables (including European ones) have recently shifted their attention to the high-end market
of hotels and restaurants and domestic processing businesses because the off-trade market in
Thailand is relatively competitive.

5.2.3 Offer
5.2.3.1 Domestic production

Thailand has a favourable climate for the mass production of both fresh fruit and vegetable products.
Thailand also has an economy that in the past largely revolved around agriculture, while this is increasingly
not the case agriculture remains important and the local knowledge in regard to fruit and vegetable
cultivation helps maintain domestic production. Thailand produces many exotic fruits such as durian,
guavas and coconuts. Many farmers in the country have switched towards growing durians and longan
fruits instead of rubber as prices have become higher for these products in recent years. According to the
Thai department of agriculture there were a total of 11 different main varieties of fruits exported from
Thailand in 2017 with these being pineapple, longan, durian, mangosteen, mango, orange, rambutan,
tamarind, lychee, apples and grapes. It is worth noting that Thailand is the world’s largest exporter of
pineapple which is mainly grown in the south of the country. Typical fruits grown regionally in Thailand
include longan typically grown in the north of the country and mangosteen grown in the east.

Vegetable production in Thailand is an important element of its agricultural sector. Thailand is one of the
largest exports of baby corn in the world and the government has committed to increasing this trend to
other products grown in the country through food safety quality checks and an increasingly strict
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regulatory system. The majority of fresh fruit and vegetable products that are grown in Thailand will be
consumed there, however exportation of fruits continues to grow as the prospects of earning a higher
income through exportation continues to grow. Vegetable exports have fallen in recent year however
production in the country remains stable as locals have shown a preference for local vegetables. 4

5.2.3.2 Imports and exports

As observed in Figure 5-8, Thailand is an overwhelming net exporter of fruit; this trend has also been
growing each year with exports doubling since 2015. In an interesting reverse trend from fruit, the level
of Thai vegetable exports has declined in recent years being surpassed by imports in 2019. Thai imports
vegetables mainly from China, Cambodia and Laos with Germany being the largest EU exporter of
vegetables to the country.

4 Analysis of tropical fruits in Thailand, (FFTC) Available at http://ap.fftc.agnet.org/ap db.php?id=818;
http://caer.eco.ku.ac.th/2019/wp-content/uploads/2018/11/Development-of-fruits-production-in-
Thailand.final .pdf
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Figure 5-8: Trade balance (imports and exports) of fruits and vegetables In Thailand, 2015-19; value 000 EUR
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Source: Trade Map, International Trade Centre - https://www.trademap.org/
Data for CN code 07 and 08.

As observed in Figure 5-9 Thailand exports a large amount of strawberries and pineapples while other
exports of fruit are limited or non-existent. It is important to note that this is not a reflection of domestic
production as many of the products illustrated in Figure 5-9 are grown and consumed in Thailand; so
domestic production is considerably higher. Thailand’s biggest fruit import by product is apples and pears
with a value in 2019 of EUR 821 million which it imports largely from China, New Zealand and the USA,
with France being the largest EU apple and pear exporter to Thailand.
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Similarly, the high levels of imports in relation to exports of vegetables to Thailand does not reflect
domestic production as vegetables in Thailand being largely consumed in the country with only specialty
vegetables such as manioc, sweet potatoes and artichokes being exported on a large scale, mainly to
China and Japan. Thailand imports its vegetables mainly from China and the amount is relatively small
with the largest imported product onions only coming to a value of EUR 76 million.
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Figure 5-9: Trade balance of fruit and vegetables by type, 2019 (value 000 EUR; selected types only)
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Note: names for CN codes abbreviated in most cases.

Only indicated CN codes presented in these figures. 6 codes for fruit and 7 codes for vegetables are missing, which is why
individual figures do not add up to totals in previous graphs.

As observed in Figure 5-10 below it is clear that China is the largest fruit exporter to Thailand. China
exported in 2019 a combined value of EUR 341 million worth of fruit to the country, twice that of the
second largest fruit exporter Vietnam which had a fruit export value to Thailand of EUR 118 million. The
USA is the biggest exporter from outside the Asian continent with a total fruit export value of EUR 90
million. The EU impact in this category is small with France being the biggest fruit exporter with a value
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of EUR 7.7 Million in 2019. Vegetable imports from Thailand is steadily growing with China being the
largest exporter to the country having a majority of the market share in 2019 which translated to a
vegetable export value to Thailand of EUR 500 million. Cambodia is the second largest exporter with a
total value of EUR 177 million, declining by a significant margin from the EUR 253 Million worth of
vegetables it exported in 2017. The largest EU exporter of vegetables to Thailand is Germany with a total
value of EUR 7 million in 2019.

Against the background of China’s high levels of exports of fruit and vegetables to Thailand, it is important
to note that China has a long standing FTA with Thailand specifically for farm products, which provides
the country with favourable access terms (see section 4.3.2).
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Figure 5-10: Thai imports of fruits and vegetables by country, 2015-19; value 000 EUR
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5.2.3.3 EU GI products

No Gls for fruit and vegetables are registered in Thailand at present.

5.2.3.4 Main competitors

The main competitors for EU producers seeking to enter this market are the large number of domestic
producers in the country of Thailand; and furthermore, countries in the immediate vicinity such as
Cambodia and Vietnam are both major producers themselves as wells as notable origins of products
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imported by Thailand. This makes the importation of products such as apples, bananas and oranges a
largely unnecessary practice. Certain products such as pears, cherries and kiwis are perceived to be
premium products by consumers as they are not readily available in Thailand. This gives EU producers a
window of opportunity as Thai consumers have shown they are likely to spend more to obtain them either
for personal consumption or as a gift.

5.2.4 Specific market entry requirements

Market Access and Entry
Countries must be approved for export to Thailand of the fruit or vegetable in question. As noted in section
4.3.4, this can be a long process, with particularly strong requirements for the pest risk analysis (PRA).

There is no publicly available list of the countries which have access for different products . At the time of
writing, Member States with access for different products include apples from Belgium, France, Germany,
Italy, Netherland, Poland. Four of these were concluded recently following considerable efforts from both
the Member States and the EU. Several applications (e.g. cherries for Spain, pears for Belgium) remain
pending and if successfully concluded would open up new potential markets.

Nonetheless, it is strongly recommended that the corresponding ministry in the Member State in
question, or the Embassy of the Member State in Thailand be contacted to check if access for a certain

fruit or vegetable exists (or is currently awaiting approval); and they will also be able to clarify if the
protocol in place has any preclearance requirements.

While the protocols in place will contain more details, it should be noted that the Mediterranean fruit fly
may be considered a quarantine pest in Thailand, and in transit cold treatment is generally required. The
requirements for this can be quite specific (e.g. multiple sensors). Discussions around the acceptance of
pre-departure cold treatment are ongoing.

As described in section 4, European producers need to be aware that they will require a number of
documents in order to export their fresh fruit and vegetable products to Thailand, in addition to general
requirements. Specific documents required include:

e Animport permit for plants and certain plant products

e A plant quarantine declaration

e A phytosanitary certificate

e Pest risk analysis

Some of these documents may incur fees. Full details can be found on the MADB website (see the box in
“Customs procedures” below).

In terms of tariffs, currently European fruit and vegetable products generally face MFN tariffs of 30-60%
(for a few products such as some nuts, this is lower, e.g. 10%).



99 | Page Thailand - Market Entry Handbook

Detailed information on import duties and Rules of Origin can be consulted on the European
Commission website by entering the corresponding CN code, e.g.:
https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH&hscode=0707
https://madb.europa.eu/madb/datasetPreviewlFpubli.htm?countries=TH&hscode=0808

Customs procedures
A list of standard documents required for the import of fresh fruit and Vegetable into Thai is presented in
Table 4-1, in section 4.2.1. As noted above, some specific documents are required.

Any other up to date information on appropriate documents concerning customs procedures can be
consulted on the European Commission website by entering the corresponding CN code:
e.g. citrus https://madb.europa.eu/madb/datasetPreviewlIFpubli.htm?hscode=0705&countries=TH

SPS measures, standards

The plant quarantine act (No. 3) B.E. 2551 controls plants and plant products in Thailand including fresh
fruit and vegetables for import. It includes the need for pest risk analysis and phytosanitary certificates.
A translation of the act can be found at the following address:
http://thailawforum.com/databasel/plant-quarantine-act.html

The maximum levels of pesticide residues in food are established by notification from the Ministry of
Public Health. The most recent of these dates from 2017, and it lists MRLs by commodity and pesticide.
An unofficial translation can be found at the following address:
http://food.fda.moph.go.th/law/data/announ _moph/V.English/No.387.pdf

There have been some discussions about a possible ban on glyphosate in Thailand. More details on this
are provided in section 4.2.2. It is recommended that any producers using glyphosate and planning to
export monitor the situation.

Up to date information on appropriate documents concerning SPS measures:
https://madb.europa.eu/madb/viewPagelFPubli.htm?doc=overview&hscode=0707&countryid=TH#h20

Labelling
Generic labelling requirements were described in section 4.2.3; though as a food which has not passed
through any processing, fresh fruit and vegetables should not be subject to these.

Specific requirements for fresh fruit and vegetable labelling for some cases was introduced in the
Notification of the Ministry of Public Health Number 386, B.E. 2560 (2017) Re: Prescription of production
process, equipment and utensil for production and storage of some fresh fruits or vegetables and
labelling. However, the notification does not apply to fresh fruit and vegetables sold directly to
consumers. A link to an unofficial translation of the notification can be found at the following link:
http://food.fda.moph.go.th/law/data/announ _moph/V.English/No.386-
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PrescriptionOfProductionProcess.pdf

5.2.5 Distribution

As observed in Figure 5-11, the distribution of fruits in Thailand mainly comes from the retail sector, with
many farmers in the country having supply chain contracts with retailers in the country. Foodservice
providers such as restaurants are a growing distribution channel for fruits in the country but remains at
17% of distribution.

Vegetables are more likely to be sold in restaurants which can be explained by their prevalence in Thai
dinner dishes which will typically be served in restaurants. Vegetable distribution through the foodservice
channel stands at 40.5% roughly the same as the retail sector which stands at 41.7%. Institutional channels
remain significant for vegetables at 17.8% of distribution.

The retail distribution network for fruits is vast in Thailand. Fresh fruit is sold extensively through both
modern and traditional distribution channels across Thailand. Wet markets stock an extensive range of
fresh foods from local farmers, while modern retailers such as Tesco Lotus and Big C have wide
distribution networks of supermarkets and hypermarkets. Traditional trade outlets target the rural areas
and lower-income groups, while the supermarkets and hypermarkets target higher income groups with
better quality produce and hygienic packaging. The significance of wet markets is expected to decrease
over the next few years with modern channels further penetrating the rural regions and consumers are
increasingly attracted to the convenience of modern channels. Some key channels for imported fruits and
vegetables are supermarkets and hypermarkets, cash and carry, wholesale markets as well as online
retailing.
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Figure 5-11: Distribution of fruit (left) and vegetables (right) in Thailand
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Source: Euromonitor International: Fresh Food 2020.

5.2.6 Challenges for EU products

As stated previously, the main challenges for EU exports to Thailand include the massive domestic
production of fresh fruit and vegetable products. This coupled with the long process of getting approval
to export to Thailand make it a market that can be difficult to penetrate; and in transit cold treatment
requirements can create additional challenges. However, EU producers who can export products that are
not readily available in Thailand such as pears and cherries can capture a segment of Thai consumers; and
these consumers may pay more for products they are loyal to.
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Market Takeaway: Fresh fruit and vegetables

Consumption: Consumed daily by Thai consumers through dishes such as Khao Mao and Pat Thai. These products are
a staple of the common Thai consumers diet.

Competition: The large number of local producers, coupled with additional supply from countries close to Thailand
vicinity make the necessity to import fresh fruit and vegetables from the EU small.

Distribution: Fruits largely sold through retail distribution channel at 72%, Vegetables more balanced as many
restaurants will serve vegetables in their dishes which corresponds to the foodservice distribution channel being
practically even with the retail distribution channel, each accounting for approximately 40%.

Challenges: Considerable challenges to obtain access. Thai producers already face an oversupply problem in the
market for a large amount of goods; and competition from China in particular (which has favourable terms through
an FTA) is tough. Potential challenges from cold treatment requirements.

Opportunities: Premium fruits in Thailand include pears, cherries and kiwis (some protocols are in place, others are
pending). These are premium because they are not grown to scale in the country. As export protocols are finalised
EU exporters of these products to Thailand face a window of opportunity to capture a segment of the consumer base
that is typically very loyal to products of preference.
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5.3 Dairy

5.3.1 SWOT analysis

STRENGTHS (+)

= Rapidly growing market, with growth rates for | = No traditional usage of dairy products in Thailand

some products touching 9% per year. and short history of their consumption limits
= Increasing structural shortage of many dairy products and methods of consumption.

products. =  Consumer groups of butter and cheese are
= While the market is competitive, no one company currently small and quite limited.

dominates a single product segment; and | = Food service an important driver of multiple

companies are not strong across multiple categories, which limits the opportunities for

segments. importers to get their brands in stores.

OPPORTUNITIES (+)

= Following on from strengths, Thailand has an | = Thai government has historically paid a high level

increasing need to import dairy products to fulfil of attention to the domestic industry, having
demand. played a key role in its rapid development.
= Increased attention to healthiness a trend across | * New Zealand dominates imports in multiple
multiple dairy segments that creates niche categories; and producers from this country as well
opportunities. as from Australia have recently taken various
= The methods of consumption and awareness of approaches to try and target the Thai cheese
some dairy products (including cheese) is consumer.

beginning to expand; and the younger consumer,
who is more dynamic in this respect, may offer
specific opportunities.

5.3.2 Consumption
5.3.2.1 Evolution of consumption

Drinking milk products account for the largest share of dairy products in Thailand, with a market worth
some EUR 1.4bnin 2019. The segment is also among the fastest growing, recording an annual growth rate
of 7.4% over the period 2013-18, and higher growth rates expected going forwards. Yoghurt and sour milk
products form the second largest segment, worth EUR 780m in 2019. At 7.4%, historical growth is in line
with that for drinking milk products but is expected to slow going forwards. The markets for cheese and
butter/spreads remain small in Thailand, each worth around the EUR 50m mark. However, cheese is both
the fastest growing segment historically (7.7% per year over the period 2013-18) and that with the fastest
forecast growth going forward (8.9% per year for the period till 2023). The butter/spreads segment is also
fast growing, albeit to a lesser extent (6.6% per year historical and 7.6% forecast). The market for other
dairy products in Thailand is large (worth EUR 323m in 2019); and that for infant formula is even larger
with the market worth EUR 617m in 2019 (Figure 5-12).
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Figure 5-12: Evolution and forecast of dairy market (retail value, EUR millions) in Thailand, 2013-2023
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Source: Euromonitor International: Packaged Food, 2020.

5.3.2.2 Consumer profile and purchase criteria

Consumers

Dairy is not part of the traditional Thai diet; indeed, dairy farming was only introduced to Thailand in the
early 20" century by Indian immigrants. For the first half of the 20" century, dairy production, and hence
also consumption remained very low. However, production was increased greatly after 1960 leading to

greater availability of dairy products. Full national school milk programmes were introduced in the 1990s,

and these have had the impact of greatly expanding the consumer group for dairy products. While
familiarity with, or consumption of dairy is now quite widespread among the Thai population, consumers
do have certain specificities, as noted below:

Drinking milk. The mandatory provision of milk through schools to children started in Thailand in
the 1990s and remains in place to this day. As a result of this, children are a major consumer of
drinking milk; whether it be through the school milk programme (which is estimated to account
for 20-30% of the milk market); orindependently. The elderly and active adults are further notable
consumer segments in Thailand for drinking milk. Overall, it is estimated that some 40% of the
Thai population drink milk daily.

Yoghurt. The majority of yoghurt consumers — around 85% - are female. Over half of all yoghurt
is consumed in Bangkok, with office workers and students accounting for over 2/3 of
consumption. While children and teenagers prefer fruit flavoured yoghurt drinks, young adults
prefer probiotic yoghurt and older consumers premium yoghurt. Overall, about 20% of Thai
consumers frequently consume yoghurt.

Cheese. Historically, consumers are the wealthier segment of the population which visits higher
end restaurants. However, the increasing use of cheese through a wider range of food service
channels is also leading to a broadening consumer base; though it should be noted that the
average Thai still does not consume cheese products. Cheese consumption is focused in urban
areas, and among foreigners and expatriates.
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e Butter / spreads. Due to its higher price point, the typical pure butter consumer is the more
affluent consumer who prioritises product quality over price and/or may be a food enthusiast.
Margarine has traditionally had a wider consumer base than butter; however, increased
awareness of the impact of trans fats — spurred by recent regulation restricting the production,
import and sale of foods containing partially hydrogenated oils (PHOs) — has restricted this
consumer base. The regulation ultimately led to an expansion of the butter consumer based, but
price is likely to remain a barrier to some extent, and indeed butter blends are emerging to fill the
void.

e Other dairy. As will be seen below in the section on drivers, the main driver of this segment is
coffee consumption; and hence coffee drinkers are the main consumer (whether directly through
retail or indirectly through food service); though there are some differences by exact product.

Drivers and method of consumption

As noted above, the school milk scheme is a key driver of drinking milk consumption in Thailand. The
impacts of it spill over to later life, as drinking milk becomes the main dairy product that consumers are
aware of; as reflected by its high share of the dairy market. The perceived healthy status of milk is also a
notable driver which has led to a segmentation of the market based on function and nutrition (see
purchase criteria below). As indicated above under consumers, milk is typically drunk.

Health considerations and convenience are the major drivers of yoghurt consumption. In terms of health,
digestion is the main driver, followed by the vitamins and minerals yoghurt can provide. Yoghurt is often
consumed as a breakfast meal or snack; in the case of the former, yoghurt is often either consumed alone,
or with cereals or salad. Very occasionally, yoghurt may be used for skincare.

Food service is now a major driver of cheese consumption in Thailand; particularly through its use in
foreign dishes in this channel, such as pizza, pasta and salads. However, its use through this channel is
now spilling over into other mainstream local dishes. Cheese can now be found as part of instant noodles;
as a topping for barbecued meats; or as a dip; plus is increasingly used in bakery products. Overall, food
service accounts for an estimated 85%+ of all cheese consumption in Thailand by volume. Retail
consumption of cheese is low; it is generally only used at home as part of western food.

Similarly, the food service channel plays an important role in driving consumption of butter and spreads.
Consumption of butter in particular has been driven recently by higher end bakeries in particular
promoting the use of the better-perceived butter in their products; and by demand stemming from
tourism. Similar to the situation with cheese, it is estimated that over 80% of butter is consumed through
food service channels.

Just under half of the other dairy segment is accounted for by condensed milk. Around a further 1/3 is
accounted for by cream, and the remainder by coffee whiteners. Consumption of all three is largely driven
by coffee consumption. While cream is often used in more western style coffee houses to create
milk/cream based coffee drinks, condensed milk and whiteners are commonly added to coffee in outlets
selling to lower end consumers and/or on the street. The sector is therefore largely driven by food service.
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At home, consumers increasingly add milk to coffee; though some healthier coffee whiteners may also be
purchased. Cream and condensed are sometimes purchased for home use in desserts / as a treat. They
are also commonly used once again in the food service channel by bakeries in their products.

Purchase criteria

With the market for drinking milk quite highly segmented by user group / function, consumers tend to
look specifically for products which target their age group and lifestyle. For example, the elderly are more
likely to look for high calcium/low fat drinking milk products; while parents purchasing for children are
attracted by products with added vitamins and minerals; and active adults want products with higher
protein levels. Chilled products are generally preferred, though shelf stable ones may be chosen by certain
consumer groups including children.

With health a major driver of yoghurt consumption, health related considerations are major purchase
criteria. Low sugar content, high protein products and products with digestive benefits are often looked
for. Convenience is also a notable criterion, and this often favours drinkable yoghurt.

The fact that Thai consumers have a low knowledge of cheese, and that it is mainly consumed through
food service channels mean that clear purchase criteria do not exist for cheese at present. Overall,
processed cheese is more likely to be purchased by Thai consumers through retail channels as they are
more familiar with it, with sliced processed cheese the dominant sub-category. While price has not
historically been a primary consideration, it is becoming more of an issue as cheese moves from niche to
more mass market. Origin is increasingly paid attention to by consumers, with European origin hard
cheeses well regarded. With emerging efforts to develop a cheese culture — as noted below — purchase
criteria may emerge in the future.

The high level of consumption of butter through food service channels also complicates the identification
of purchase criteria for the product. Nonetheless, the restrictions on products with trans fats, as well as
increased scrutiny from the Thai FDA on butter labelling practices is leading to consumers paying more
attention to butter labelling, (and the labelling being clearer). Against this background, there is a general
perception that the higher the level of fat content, the better the product is. Imported products are also
often seen as superior. Nonetheless, price still plays a role; as noted in the consumer section above, price
restricts the consumption of pure butter to a certain consumer segment; and consumers may nonetheless
choose local brands over imported ones for reasons of price.

Once again, for the other dairy category, the importance of the food service channel limits the relevance
of purchase criteria. That said, with an increased focus on the healthiness of dairy products, the nutritional
content (fat in particular) of products such coffee whiteners is increasingly taken into account by
consumers making purchases through retail channels. The convenience of packaging for intended use is

also taken into account (e.g. squeezable bottles are currently quite popular®’).

47 Euromonitor  International: Packaged Food, 2020; http://ap.fftc.agnet.org/ap db.php?id=730;

http://www.fao.org/3/i0588e/10588E10.htm; https://www.ncbi.nlm.nih.gov/pmc/articles/PMC5906937/;
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Dairy products on retailers’ shelves

By far the most prominent clearly imported dairy product found on retailers’ shelves is cheese. While
other imported products, such as yoghurt, may be found on retailers’ shelves, they are both less
common and origin is less likely to be as prominent on the packaging.

Imported cheese generally targets the mid-range segment. Price obviously varies by cheese type, but
the majority of cheese retails at between THB 400 and 1 200 per kg (EUR 11 to 33). That said, the most
common packet sizes are between 150g and 250g, translating to unit prices generally being between
THB 90 and 200 (EUR 2.50 and 5.50). Packet sizes larger than 250g are generally only found in cash and
carry outlets that target specifically the food service industry. Such products targeting the food service
industry typically come in package sizes of above 1kg, and often appear on shelves at a lower level (see
picture below).

https://www.researchgate.net/publication/303520412 An Overview of Trends and Developments in the Thai
Dairy Industry
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Plastic packaging — generally flexible plastic - is by far the most common for cheese. That said, carton
packaging may be used for some specific products.

The lack of strong cheese consumption culture in Thailand means that cheese products are often found
on the shelves surrounded by other dairy products such as yoghurt, butter and margarine. However,
they often hold prominent eye or touch level positions on the shelves (see below).
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Pictures: © Agra CEAS / Euromonitor International, 2020.

5.3.2.3 Recent market trends

As noted in Figure 5-12, all major dairy categories are forecast to grow quite rapidly over the next years,
at rates generally between 6% and 10% per year. Notable recent market trends by product category are
as follow:

e Among drinking milk, alternative milk products have grown quickly of late, albeit from a low base.
These alternatives include nut oat milks which are favoured for their nutrients and low fat, as well
as lactose intolerant and vegan consumers. Almond milk has been particularly popular.

e For yoghurt, increased health consciousness has led to a higher level of interest in low sugar and
high protein products; often priced at a premium. Greek and Greek style yoghurt — both of which
have been in Thailand for years — have benefitted from this trend. Plant based yoghurts and those
with granola topping have also benefitted.

e As noted above, cheese consumption is and continues to be driven by food service. Indeed this
channel is likely to remain the main driver of cheese consumption for the foreseeable future; as
well as acting as a conduit for the introduction of new types of cheese and new uses/methods of
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consumption of cheese. Nonetheless, some producers have started targeting the retail market on
a larger scale, promoting at the same time how the cheese can be consumed or used. With
cheaper cheeses increasingly available on the market, and some of these cheaper products being
distributed through convenience stores, the consumer base for cheese is growing. Processed
cheeses with additional flavours (e.g. smoky BBQ or black pepper) have also been released.
Finally, origin and brand are considerations which are being increasingly taken into account by
consumers in the cheese market. Some Australian and New Zealand companies have tried to take
advantage of some of these recent trends by introducing cheaper products; products with
electronic traceability through QR codes; and unique flavours targeting Thai consumers.

e The trans-fat ban outlined above has increased demand for butter of late over other spreads.
However, in order to target a wider range of consumers with differing products, products
incorporating butter with other fats, while respecting the trans-fats ban, are increasingly
available.

e The health trend has also affected the other dairy category in recent years. Home based
consumption of condensed milk and coffee whitener is being replaced by healthier options. At
the same time, some healthier / lower fat condensed milk and coffee whiteners are being released
to combat this market loss. Also, these other dairy products are being increasingly used in food
service channels; not only in coffee, but also in dessert and bubble tea preparation.*®

5.3.3 Offer
5.3.3.1 Domestic production

As noted in section 5.3.2.2 above, dairy production was only introduced to Thailand in the 1910s; and it
was not until the 1960s that production began to ramp up, spurred by considerable government support.
Between the early 1980s and early 1990s, dairy production increased fivefold. While increases after this
period were not as fast, production has nonetheless increased, partly due to government schemes to
encourage it. The sector has inevitably become more commercialised with higher yields throughout this
development process. Co-operatives play an important role in the dairy chain in Thailand, operating milk
collection centres which collect the majority of milk in the country. More than 1m tonnes of milk are now
produced in Thailand each year. There are around 25 main dairy processors, though it should be noted
that a certain percentage of milk goes through pasteurising plants straight to the extensive school milk
programme. Major dairy processors include both local companies such as Lactasoy, as well as the local
operations of multinationals. The markets for different dairy products are quite segmented and
fragmented; few companies hold a high level of importance in more than one product segment, and no

one company entirely dominates one particular segment 4

48 Euromonitor International: Packaged Food, 2020

49 http://ap.fftc.agnet.org/ap db.php?id=730; http://dairyasia.org/Events/9-10-Mar-
17/Workshop Material/Presentations of National Focal Points/Thailand.pdf;
http://www.fao.org/3/i0588e/10588E10.htm



http://ap.fftc.agnet.org/ap_db.php?id=730
http://dairyasia.org/Events/9-10-Mar-17/Workshop_Material/Presentations_of_National_Focal_Points/Thailand.pdf
http://dairyasia.org/Events/9-10-Mar-17/Workshop_Material/Presentations_of_National_Focal_Points/Thailand.pdf
http://www.fao.org/3/i0588e/I0588E10.htm

111 | Page Thailand - Market Entry Handbook

5.3.3.2 Imports and exports

Thailand is a large net importer of dairy overall in value terms. That said, there are differences by product
category. It is a marginal net exporter of buttermilk and unsweetened milk; but a major net importer of
sweetened/concentrated milk and cream (almost EUR 300m in 2019). It is also a net importer of cheese,
butter/spreads and whey/natural milk constituents. With an exception of a dip in 2016, net imports and
net exports have grown for their respective categories in recent years. Net exports of buttermilk / yoghurt
and net imports of cheese and butter/spreads stand out as having grown particularly quickly in relative
terms (Figure 5-13).

Figure 5-13: Trade balance (net imports and exports) of dairy in Thailand, 2015-19; EUR 000
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Source: Trade Map, International Trade Centre - https://www.trademap.org/
CN codes in brackets.

While origins do vary by product, New Zealand is an important origin for multiple products. The country
dominates imports of both sweetened/concentrated and unsweetened/unconcentrated milk and cream;
though it must be remembered that while total imports of the former category are large at EUR 300m,
imports of the latter category are minor at EUR 10m. New Zealand also accounts for roughly half of
buttermilk / yoghurt imports; half of butter imports; plus % of cheese imports.

Indeed, imports of butter — which have steadily grown to reach EUR 70m in 2019 — are dominated by the
two nearby southern hemisphere countries of New Zealand and Australia. Combined they account for
over 80% of imports. Most of the remainder is accounted for by EU countries, led by France. While the
two southern hemisphere countries also hold as strong position in growing cheese imports, the position
is not as dominant. Combined, they accounted for roughly 50% of the almost EUR 80m of imports in 2019.
EU countries, led by France, Italy and Belgium, have a strong position in the remaining 50% of imports.


https://www.trademap.org/
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Imports of whey and milk constituents are highly fragmented, with the largest players, the US and France,
each accounting for only 20%. The remainder of the EU combined accounts for around 40% of imports,
which totalled EUR 70m in 2019 (Figure 5-14).



Market Entry Handbook

Figure 5-14: Thai imports of different dairy categories by country, 2015-19; EUR 000
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5.3.3.3 EU GI products

Parmigiano Reggiano is a protected Gl in Thailand.

5.3.3.4 Main competitors

Competition comes from both inside and outside Thailand. While Thailand is a net importer of dairy
products as a whole, its domestic industry has developed rapidly over the last 60 years, and there are
continued efforts to further develop it, as witnessed by the consistently growing milk production, though
growth of this recently has slowed to around 3% per year compared to previous increases closer to 10%
per year. Among importers, New Zealand stands out as a major competitor in all segments except whey;
it dominates imports of various products and is the origin of % of all cheese imports. Australia is also an
important origin. However, the fact that the markets for different dairy products are quite segmented,
and no one company entirely dominates one particular segment suggests that there may be scope for
careful entry into some dairy market.

5.3.4 Specific market entry requirements

Market Access and Entry

As per Table 4-2, various documents including a veterinary health certificate are needed for the import of
dairy products. In terms of tariffs, European fresh dairy products face varying MFN tariffs which range
from 5% (for some concentrated/sweetened milk and cream, whey, spreads and other products) to 40%
(for unsweetened milk/cream). Tariffs for butter and cheese are generally 30%.

Detailed information on import duties and Rules of Origin can be consulted on the European
Commission website by entering the corresponding CN code:
e.g. cheese:
https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH& hscode=0406

Customs procedures

A list of standard documents required for the import of dairy products into Thailand is presented in Table
4-1 and Table 4-2 in section 4.2.1. Most dairy products are normally considered standardised foods; and
as such are subject to the requirement of a GMP certificate in Thai or English.

Any other up to date information on appropriate documents concerning customs procedures can be
consulted on European Commission website by entering the corresponding CN code:
e.g. cheese:
https://madb.europa.eu/madb/datasetPreviewlFpubli.htm?hscode=0406&countries=TH

SPS measures, standards

Dairy products are generally considered a standardised food, and so there is specific legislation covering
microbiological and general contamination. However, given this was mainly introduced to standardise
informal production inside Thailand, it is unlikely to pose a challenge for goods imported from the EU; and
no historical cases of problems with it have been identified for EU exporter.


https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH&hscode=0406
https://madb.europa.eu/madb/datasetPreviewIFpubli.htm?hscode=0406&countries=TH
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In the context of dairy spreads (e.g. margarine), it is important to note that Thailand implemented a ban
on partially hydrogenated oils (PHOs) and products containing these. Thai FDA inspectors at ports of
entry may request proof that certain categories of food do not contain PHOs. Margarine and spreads are
among the goods for which this evidence can be requested.

Up to date information on appropriate documents concerning SPS measures:

https://madb.europa.eu/madb/viewPagelFPubli.htm?doc=overview&hscode=0406&countryid=TH#h20

Labelling
Dairy labelling has to follow general label requirements set out in section 4.2.3.

5.3.5 Distribution

In general terms, dairy products in Thailand are most commonly distributed through modern grocery
retails (77%); more specifically, hypermarkets in particular (43%). Among modern retailers, convenience
stores and supermarkets are popular to lesser extents. Independent small grocers account for 11% of
distribution. Non-store retailing, though a minority, is surprisingly popular with some 9% of all dairy
products being distributed through this channel, with direct selling the leading distribution method within
it (Figure 5-15).

There are, nonetheless, some specificities by different dairy product. More specifically:

e Butter and spreads: modern retailers play a smaller role, accounting for only 62% of distribution.
Independent small grocers account for some 24% of distribution. The only non-store method of
distribution is internet retailing (2%). However, as noted above, food service is by far a more
important channel for butter distribution than retail.

e Cheese: modern retailers (led by hypermarkets) are even more dominant, accounting for 88% of
distribution. There is minimal non-store distribution. The situation is similar for other dairy
products, though the degree of dominance of modern retailers is slightly lower (84%). However,
it must be remembered that the vast majority of cheese is consumed through food service
channels rather than the retail channels discussed above.

e Yoghurt: non-store retailing (dominated by direct selling) is very popular accounting for over % of
distribution of yoghurt products. This is largely at the expense of modern retailers.

e Drinking milk is effectively all sold through store retailing; predominantly through modern
retailers (85%).


https://madb.europa.eu/madb/viewPageIFPubli.htm?doc=overview&hscode=0406&countryid=TH#h20
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Figure 5-15:Distribution channel overview of dairy in Thailand (2018); all dairy products; retail value
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5.3.6 Challenges for EU products

There is tough competition in the Thai dairy market, from a combination of the rapidly evolved domestic
production, and the dominance of New Zealand in multiple import categories. However, the rapid
increases in domestic production are largely in the past, and milk production has only been increasing at
3% per year in recent years, below the volume growth rate of multiple dairy products such as drinking
milk, cheese and butter.

Market Takeaway: Dairy

Consumption: drinking milk by far the largest market. Multiple markets, including that for butter and cheese
increasing at fast rates.

Competition: domestic production and New Zealand the main competitors. The market is quite fragmented and
segmented, meaning that players neither dominate within a single dairy category, or across categories.
Distribution: modern grocery retailers, led by hypermarkets, are dominant. However, food service is far more
important than retail for both butter and cheese.

Challenges: high level of competition. Strong historic interest of the Thai government in the development of the
domestic dairy industry.

Opportunities: most recently, the growth in domestic production has been outstripped by demand, leading to
increasing imports. Interesting opportunities in the niches for butter and cheese, though these are not without
competition.
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5.4 Wine

5.4.1 SWOT analysis

STRENGTHS (+)

Wine sales show a positive performance in volume
and value terms.

EU products are perceived as high quality/
premium.

An increasing proportion of tourists and locals
have a taste for wine.

OPPORTUNITIES (+)

Demand for imported wine is not greatly impacted
by price increases.

Notable consumers among young professionals in
big cities and tourists; with the former group in

Thailand - Market Entry Handbook

Wine market still eclipsed by beer and spirits.
Increasing local production both in terms of
quantity and quality.

Restrictions for advertising and prohibitions in
certain zones (e.g. near educational centres).
Competition from other less expensive markets:
Chile, Argentina, New Zealand and Australia.

particular growing. Females as well as tourists and
expats are in particular interested in wine.

5.4.2 Consumption
5.4.2.1 Evolution of consumption

The evolution of wine market in Thailand shown in Figure 5-16 demonstrates the popularity of red, white
and sparkling wines over the period 2013-2018. With about 80% share market, red wine registers the
highest value, with EUR 778.7m in 2018 approaching sales of 23 million litres and total volume growth of
15%. In 2018, white wine made up 14% (EUR 137m), and sparkling wine reached the 4% (EUR 42m).
Consumption of rosé wine was relatively low, amounting to EUR 1.4 million.

Although per capita wine consumption is low (0.4 litres per head) in comparison with European countries,
wine sales have been steadily growing, over the last five years. In 2018 alone, wine registered double-
digit growth in both total volume and current value terms, largely due to a new taxation system for
alcoholic drinks in the country: The Excise Tax Act BE 2560 (2017). Over the forecast period wine is
expected to post a total volume CAGR of 8.3% to exceed sales of 40 million litres in 2023.
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Figure 5-16: Evolution and forecast of wine market (million EUR) in Thailand, 2013-2023; total value
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Source: Euromonitor International: Alcoholic Drinks, 2020.

5.4.2.2 Consumer profile and purchase criteria

Consumers

The culture of wine is increasing as it is a drink perceived as a sign of higher social status amongst Thais.

Penetration of western-style food in growing number of restaurants, bars and pubs has ensured the

acceptance of wine as an everyday drink. Furthermore, it is now accepted it combines well with some
Thai-style food.

Expanding on this, consumers of the beverage exhibit the following characteristics among the population:

Tourists and expats: there is major demand of foreign wine by visitors originally from European
countries and Australia. Most notably, wine appreciation is also becoming an increasingly
important part of the luxury lifestyles of affluent expats.

Thai population 25 to 55 years: Older generations generally prefer to buy red wines and classic
wines. However, the introduction of affordable labels has helped the consumer base of imported
wine expand considerably to include younger professionals such as millennials. Younger
consumers like to experiment and has access to more types of wine.

Urbanites: Most consumers of (European) wines belong to the urban areas of the country such as
Bangkok, Phuket, Udon Thani and Chiang Mai, with demand for wine benefitting from the thriving
nightlife there. For urbanites, wine appreciation has now become a significant indicator of social
status, with consumers increasingly able to make an informed decision when choosing a bottle of
wine on a menu. They usually decide to buy across price points based on the occasion.

Females: Females are considered to be the main wine consumers in Thailand, accounting for over
50% of all wine consumption, including that of EU wines. Women tend to prefer high-quality
imported wines, especially from EU.



120 | Page Thailand - Market Entry Handbook

In general, Thais prefer strong, bold, punchy and heavier wines. The best-selling red varieties are Shiraz
and Cabernet Sauvignon. Chardonnay and Sauvignon Blanc are the top two white varieties. Middle-aged
consumers, as well as white-collar workers, are the main target groups of imported wines and are
expected to see the strongest growth in wine consumption in the future.

Research studies demonstrated that the change in taxation policy in Thailand does not affect imported
wine, as a luxury good, demand for it is not sensitive to price increases. Local wines, orientated to local
low to medium-income consumers, are mainly competing with beer industry rather than imported wines.

Drivers and method of consumption

Expensive and foreign wines are becoming popular for business dinners or gifts targeted to middle-income
classes who possess higher education levels and higher spending power. Wine is also a Thai gift for special
occasions and festivals.

Most wines consumed in Thailand are imported from France (25%), Australia (17%), Singapore (16%) and
Italy (12%) in 2017. Thai consumers generally have a positive perception of European wines due to their
long presence in Thailand and well-known names globally. However, foreign wines with tariff reductions
(Australia and New Zealand) or from less expensive suppliers (Chile and Argentina) are having a large
effect on the market and are creating a significant advantage.

Purchase criteria

Although consumption of European wine has a long history in Thailand, there is strong penetration by
new wines due to price competition, product availability and product variety. Thus, price is a major
determinant in wine purchase, because of the changes of the life-style and the price-sensibility of Thai
consumers. For higher income consumers the foreign wines are more desirable as a prestige mark,
meanwhile local wine appears to compete mostly with beer as a drink of choice for the vast majority of
Thai alcohol beverage drinkers. The price of the better Thai wines, which are beginning to be viewed
locally as competitive with imported wines, will be over USD 20 per bottle, which is almost the same range
that the consumers can shop for good imported wines. Despite the overall price focus, consumers
generally purchasing such expensive wines are non-price sensitive.

Availability has become an important factor driving the sales of EU wines in Thailand. Not only do off-
trade channels account for the majority of wine sales in Thailand, but their importance is further
increasing along with the range of retail channels offering wine. For example, convenience stores are
increasingly offering wine and indeed sales of some brands have been boosted by their availability in these
channels.

Another factor persuading consumers to purchase wines are attractive packaging and labelling because
it adds value to wine as a gift item. EU wines are often favoured in luxurious packaging, as they may be
purchased not only to drink and gift but also to display in the house as a status symbol. Wine offered in
gift packs coupled with other products such as beer, chocolates, confectionery and fruits are becoming
popular during holidays.
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Finally, type of wine is important, in line with the trends set out in section 5.4.2.2 above. Thai consumers
are likely to become more familiar with wine and a wine culture is expected to develop further in the

country as wine consumption increases gradually. *°

Wine on retailers’ shelves in Thailand

Imported wine commonly retails at the following prices:
e Economy—under 500 HBT (13.50 EUR) per 750ml
e Mid—500 HBT to 1 000 HBT (13.50-27 EUR) per 750ml
e Premium — Above 1 000 HBT (27 EUR) per 750ml

Tgp ! e
Nearly all wine is sold in glass bottles in Thailand. Most of them have a volume of 750 ml, however,
smaller as well as bigger bottles exist on the market as well and mostly contain either 200ml, 700ml or
even 1l or 2l. Price discounts or promotions for wine do not seem to be common in Thailand. As red
wine is the most popular wine category it often takes up most shelf space depending on the size of the
shop. Most wine offered in modern outlets are mid to premium priced and mainly in eye sight and
ready to grab. Cheaper wine is usually placed on lower shelves.

50 Euromonitor International: Alcoholic Drinks, 2020; OEC Import Database Thailand.
https://oec.world/en/profile/country/tha/#Imports; Economic determinants of wine consumption in Thailand.
International Journal of Economics and Business Research. November 2016 DOI: 10.1504/1JEBR.2016.10002114.
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In most stores, wine is placed in a general alcohol section

together or next to other products such as beer and spirits
= 3 % as depicted in the picture on the left. The smaller the
2 ok shop, the closer different kind of alcohol are put together.
This is why it can be complicated to make some products
stand out from others.

As already noted above, more expensive EU wines are
——==== often favoured in luxurious packaging, as they are
B2=283 1) purchased not only to drink and gift but also to display in

55

— the house as a status symbol. Wine offered in gift packs is
[ P '-'“F‘ R4S &Y | often coupled with other products such as beer,

# chocolates, confectionery and fruits are becoming

popular during holidays.

A significant number of wine drinkers in
Thailand lack thorough knowledge of wine.
Thus, consumers may look for assistance
when choosing wine for special occasions,
which is why trained staff or specialist stores
(as shown in the picture on the right) might
be useful when it comes to selling premium
products. Moreover, specialist and gourmet
stores can often display their products better
and space them out more.

Pictures: © Agra CEAS / Euromonitor International, 2020.

5.4.2.3 Recent market trends

Over the next years, wine is projected to continue its positive performance in total volume terms, with
sales of red and white wine leading the growth, as previously seen in Figure 5-16. Middle-higher income
urban-based consumers seems to lead the increase in demand for imported wine, meanwhile less
expensive local wine is competing with beer and a variety of foreign more affordable drinks, as mentioned
in section 5.4.2.2.

Price is likely to remain a notable consideration for consumers overall, as reflected by increased interest
in new world wines. Nonetheless, there are some trends emerging which take into account the price
consideration. For example, wines which blend different grape varieties and ultimately offer a more
rounded taste profile are growing in popularity; the Cabernet — Merlot — Shiraz blend being a notable
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example. Good blends are increasingly seen as offering value for money by consumers. Younger urban
consumers also show an increased willingness to experiment with new wines, including different
European wines.

5.4.3 Offer
5.4.3.1 Domestic production

Although Thailand is not generally viewed as a wine-producing nation, local winemakers have found
success by studying the viticulture practices used in countries like France and New Zealand and adapting
them to the local climate. Thailand produces over 1 million bottles of wine every year, corresponding to
wineries in the Monsoon Valley, the rolling hills of Khao Yai, 81 miles northeast of Bangkok. The
application of innovative solutions and intense-labour force due to the volatile climate, had greatly
increased the performance of wine production in the region. The Monsoon valley has hence become the
face of Thai wine with over 350 000 bottles produced yearly. Other Thai wineries are PB Valley Winery,
Gran Monte Vineyard & Winery, J&J Vineyard, Village Farm and Winery. The most popular grapes include
the following varieties: Shiraz, Pokdum, Sangiovese for red wines; and Chenin, White Melage and
Colombard for white wines.

Aside from grape wine made traditionally, Thailand is also home to various fruit wines due to their dizzying
abundance of tropical and subtropical fruits. Such fruit wines are on average cheaper than traditional
grape wine and are very popular with new wine drinkers looking for everyday wines suitable for casual
situations.

Exports are also on the rise, again chiefly to supply the global Thai restaurant sector. Initially, wines were
almost entirely made soft and fruity to match spicy food, but now a range of styles are made including
crisper, drier styles to be drunk on their own.

As local wine production increases, it is likely that more Thai consumers will start to pay attention to this
type of alcoholic drink.>?

5.4.3.2 Imports and exports

As mentioned above, increase rise of Thai wine recognition has accelerated exports in the recent years.
Following the acceleration of exports in 2018 and 2019, Thailand has changed from a strong net importer
of wine to a marginal net importer; and imports themselves have fallen slightly to EUR 60m (Figure 5-17).

51 https://worldoffoodanddrink.worldtravelguide.net/drink/thai-wine-a-remarkable-success-story/;

https://12go.asia/en/thailand/wine-in-thailand
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Figure 5-17: Trade balance (imports and exports) of wine in Thailand, 2015-19; EUR 000
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Data for CN code 2204.

Figure 5-18: Thai imports of wine by country, 2015-19; EUR 000
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In 2018, Thailand mostly imported wine from France with a wine market share of 25% of wine imports by
value, worth approximately EUR 26 million. Australia is in the second place (18%) with around EUR 13
million, and the advantage of lower import tariffs. Chilean wine has been introduced as an affordable
product, with high recognised quality (Figure 5-18).


https://www.trademap.org/
https://www.trademap.org/
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Figure 5-19: unit value of Thai imports of wine by country, 2015-19; EUR per m3
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As mentioned before, French and Italian products have large shares of imports and are considered as
luxury goods. This is reflected by the unit price of French imports in particular, which is over double the
world average. Unit values of both French and Italian wine imports have been constantly rising over the
past five years (Figure 5-19).

5.4.3.3 EU GI products

The taste for wine is increasing the high consideration of EU products. The following wines had been
registered as Gl in Thailand as of January 2019°%

e Barbaresco (IT)

e Barolo (IT)

e Brunello di Montalcino (IT)

e Champagne (FR)

5.4.3.4 Main competitors

As outlined in section 5.4.3.2, EU producers have an important share of the market, France and Italy are
the largest importers of wine into Thailand. On top of that, Australian wines are also expected to increase
their market share over the next years, taking advantage of the tax benefits. Other countries with cheaper
wines, as Chile and Argentina, have also competitive advantages for market penetration. Furthermore,
technology improvement and policy support by the government has benefitted domestic production,
which now is considered a direct competitor for imported wine in some cases.

52 https://euipoeuf.eu/sites/default/files/arise-docs/2019/ASEAN Gl-Booklet.pdf
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5.4.4 Specific market entry requirements

Market Access and Entry

All general rules about market access and entry of wine can be found in section 4.2. Most notably, an
import permit for alcoholic beverages is required; and in order to obtain this, there is a requirement to
secure a certificate of analysis (COA). This COA requirement remains contentious, however (see also
section 4.3.4) and in view of this contention, its full implementation has been postponed several times,
with the option to perform the necessary analysis in the 30 days after import offered in the interim. In
view of ongoing discussions around the COA requirement, if working with a local importer or partners, it
is recommended that they be consulted for the latest status with the COA requirement prior to sending
any shipments.

EU wines entering Thailand face MFN tariffs of between 54% and 60%.

Detailed information on import duties and Rules of Origin can be consulted on the European
Commission website:
https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH&hscode=2204

Customs procedures
A list of standard documents required for the import of wine into Thailand is presented in Table 4-1 and
Table 4-2 in section 4.2.1.

Any other up to date information on appropriate documents concerning customs procedures can be
consulted on the European Commission website:
https://madb.europa.eu/madb/viewPagelFPubli.htm?doc=overview&hscode=22048&countryid=TH
#h9

SPS measures, standards

As noted above, the requirement to obtain a certificate of analysis prior to import has been introduced in
Thailand. New quality standards were also introduced in June 2019. An unofficial translation of the
notification introducing these can be found at the following link:
https://members.wto.org/crnattachments/2019/TBT/THA/19 3488 00 e.pdf

It includes maximum levels for chemical attributes such as ethyl carbamate and methyl alcohol; food
additives (benzoic acid or salt of benzoic acid; sulphur dioxide; and sorbic acid or salt of sorbic acid); and
contaminants (arsenic, lead and ferrocyanide). It is strongly recommended that the notification be

consulted for full details on the maximum levels and necessary test methods. While the new quality
standards are generally considered a lot less problematic than the old ones, it has been noted that the

limit on aldehyde could cause problems for sherry; and other limits such as ethyl carbamate and arsenic

may differ from those which are present in some wine producing countries.



https://madb.europa.eu/madb/atDutyOverviewPubli.htm?countries=TH&hscode=2204
https://madb.europa.eu/madb/viewPageIFPubli.htm?doc=overview&hscode=2204&countryid=TH#h9
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As noted in section 4.3.4, the COA requirement and quality standards have been the subject of dispute as
they are not considered to align with international or European alcohol standards.

Up to date information on appropriate documents concerning SPS measures:
https://madb.europa.eu/madb/viewPagelFPubli.htm?doc=overview&hscode=22048&countryid=TH#h20

Labelling
As noted in section 4.2.3, wine in Thailand need to bear the following information on the label:
e product name
e the alcoholic percentage
e sijze of the bottle / container
e name / address of the importer
e name / address of the manufacturer
e agovernment approved and distinguishable warning message.

It should also be noted that labelling requirements for alcoholic beverages were also updated through the
Notification of Alcoholic Beverages Control Re: Rules, Procedures and Conditions for Labels of Alcoholic
Beverages (2015). However, this legislation has been the subject of some contention, as noted in section
4.3.4. Key issues perceived with this legislation are:
e the lack of clarity relating to the messages permitted or prohibited on the label
o the effective prohibition of the use of cartoon images, quality or certain statements such as
“premium”
e the potential for different interpretations of the above points and other elements of the
legislation.

In view of the uncertainty and ongoing discussions around the situation with alcohol labelling laws, if
working with a local importer or agent it is recommend that they be contacted for the latest status and
local interpretation.

Finally, as explored in section 4.2.3 it is worth remembering:
e There are considerable restrictions on the advertising of alcoholic beverages
e There have been discussions on graphic warning labels on alcoholic beverages, though legislation
for this has not yet materialised.

Up to date information on appropriate documents concerning labelling measures:
https://madb.europa.eu/madb/viewPagelFPubli.hntm?doc=overview&hscode=2204&countryid=TH#kap92

5.4.5 Distribution

Two-thirds of wine by volume is sold in off-trade channels and one-third in on-trade. The two main types
of on-trade premises for the sale of alcoholic drinks are full-service restaurants and bars/pubs.


https://madb.europa.eu/madb/viewPageIFPubli.htm?doc=overview&hscode=2204&countryid=TH#h20
https://madb.europa.eu/madb/viewPageIFPubli.htm?doc=overview&hscode=2204&countryid=TH#kap92
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The main off-trade channels, as reported in Figure 5-20 are supermarkets, hypermarkets and food/ drink/
tobacco specialists in equal percentages (~30%) in 2018. Supermarkets and hypermarkets generally offer
wine at competitive prices in lower price brackets. Premium wines are distributed through specialised
wine outlets, online shopping, mail-order/catalogue, upper-tier hotels and restaurants.

Small grocery retailers (11%) — mostly composed by convenience stores that are increasing - and
supermarkets are the categories showing a share drop off in 2018.

Figure 5-20: Distribution channel overview of wine in Thailand (2018); off-trade volume
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Source: Euromonitor International: Alcoholic Drinks, 2020.

5.4.6 Challenges for EU products

High income consumers, tourists and expatriates have a preference for expensive foreign wine;
meanwhile Thai low-income consumers have a divided preference between local wine and beer.
Competition from lower priced Chilean and Argentinian wines, and the lower tariffs faced by Australian
and New Zealand wine producers threatens the overall long-term dominance of EU exports, mainly for
France and Italy. Nonetheless, it should be noted that the good perception of EU wines indicates that they
do not always target the same consumer as these other importers; and hence may be expected to
maintain a good market share nonetheless.
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Market Takeaway: Wine

Consumption: Wine consumption is rising, although the average volume consumed per person is low; red wine
accounts for 81% of the market.

Competition: EU exporters face the strong competition with Australian wines, due to the lower tariffs they face.
Domestic production of good quality wines, competes with the lower price foreign wines of Chile and Argentina.
Distribution: About 2/3 of volume is sold in off-trade channels, mostly in supermarkets, hypermarkets and
food/drink/tobacco specialists, in equal percentage. On-trade channels represents 1/3 of the volume and take place
at full-service restaurants and bars/pubs.

Challenges: EU exporters currently face high tariffs and taxes, which can complicate competition based on price with
countries with better market access under the trade agreements.

Opportunities: The growing domestic consumer base, especially amongst wealthy consumers. French and Italian
wines in particular perceived as high quality.
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5.5 Spirits

5.5.1 SWOT analysis

STRENGTHS (+)

Spirits are the largest consumed alcoholic
beverage in Thailand.

It is common during meetings and gatherings in
Thailand for spirits to be consumed, in small
amounts.

France is the second largest exporter of spirits to
Thailand with Sweden and Germany being in the
top ten.

OPPORTUNITIES (+)

Many imported products such as rum and vodka
have yet to be produced on a large scale in the
country, providing foreign producers with a niche
that it will likely take many years for domestic
producers to gain a foothold in.

EU Products have become more competitive In
Thailand due to a new tax regime, though a price
gap still exist.

High levels of tourists arriving in Thailand increases
the demand for imported spirits.

Thailand - Market Entry Handbook

Unclear labelling laws can make it difficult for EU
producers to comply with Thai regulations

The prices of imported spirits remain higher than
that of local ones due to excise taxes, although the
situation is improving.

Chinese Baijiu and Japanese whiskies are popular
in Thailand and are inspiring other Asian producers
to enter the Thai market.

The Thai government has been readily advocating
against the consumption of spirits with restrictions
of sale hours and advertising presenting problems,
it is likely tighter restrictions may be implemented
in the future.

Domestic producers are starting to produce
products such as rum and vodka which have yet to
be produced on a large scale in the country.

Craft spirits are growing in popularity in Thailand.

5.5.2 Consumption

5.5.2.1 Evolution of consumption

Thai consumers consume a large amount of spirit products, with spirits being the most popular beverage
in the country in absolute alcohol content. As illustrated in Figure 5-21, whisky is the single most valued
spirit in the Thai market with a market value of EUR 540 million, this is followed by brandy and cognac at
a market value of EUR 272 million and white spirits at a value of EUR 151 million. Rum, tequila and liqueurs
all fall under a market value of EUR 100 million however are expected to grow rapidly in the Thai market
with rum forecast to at a CAGR of 9.8% for the period to 2023. All spirit products in the Thai market are
expected to grow with the exception of whiskey which is contracting slightly. The “other spirits” category
has a market value of EUR 3.8 Billion which makes it by far the largest category. Products included in the
“other spirits” category include national specialities which dominate the Thai market with Sura Khao being
an example of a product from this category and also the most consumed spirit by product.
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Figure 5-21: Evolution and forecast of spirits market in Thailand, 2013-2023; total value, EUR millions
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Source: Euromonitor International: Alcoholic Drinks, 2020.

5.5.2.2 Consumer profile and purchase criteria

Consumers

As stated previously Thais consume a large amount of spirits, with spirits being the most popular alcoholic
beverage in the country. The rise of an urban population has compounded the consumption of spirits as
they have become readily more accessible for consumers; in Bangkok the sale of spirits is a common sight
in the city and often associated with the culture of the city. Spirit consumption is often a light-hearted
affair in Thailand with heavy consumption in a single session being uncommon, but rather consumption
is a daily occurrence which explains the large consumption per capita. In general, spirits will be consumed
by consumers of all ages and income levels as the price of spirits in Thailand is generally cheap and the
youth of Thailand generally consume spirits as their first alcoholic beverage. That said, consumption of
spirits is most prevalent within the 25 to 44 age group. Imported spirits such as cognac, gin and rum are
usually more expensive in Thailand than other spirits; and subsequently are associated with wealth and
success. The higher price tag does limit consumers among the general population to an extent, with
affluent consumers aged 25-44 the group most likely to consume these. However, organisers of the many
conferences and events in Thailand will tend to stock these imported spirits due to the aforementioned
association. Men are the predominant consumers of spirits in the country and they are likely to consume
white spirits such as Sura Khao (traditional Thai white spirit) and vodka , women in the country are more
likely to consume cocktails and consumption of spirits for women has been growing steadily in recent
years.

Drivers and method of consumption
e The influx of tourism. An estimated 38 million tourists visited Thailand in 2018, this compounds
the sales of spirits as tourist travelling to party spots in Thailand such as Phuket often associate
the city with alcohol consumption, and by extension spirit consumption. As imported spirits are
not too expensive compared to local spirits from a tourist point of view, this encourages on-trade
establishments catering to tourist to stock up on international brands.
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o Therise of craft sprits. The craft spirit industry in Thailand has grown since 2018 which also offers
a stark difference from craft beer which have declined. Spirits in particular that are experiencing
a rise in craft production include English gin, and white rum. Many producers of craft spirits have
relocated to neighbouring Laos and Cambodia to set up production to avoid harsher measures in
Thailand while remaining able to sell into the Thai market. While this craft spirit trend could be
considered to be detracting from the market for large established brands, it is also sparking
interest in smaller brands regardless of their origin. In general however, these craft spirits are not
expected to be a major threat to commercial brand imported spirits, as the overall volume
produced is too low to be accessible to the general public.

e Thai Drinking culture. Drinking spirits in Thailand as previously mention is typically a light-hearted
affair. This entails an unspoken etiquette which surrounds the consumption of spirits. Rather than
ordering one cocktail at a time it is typical in Thailand to order a bottle for the group. A bucket of
ice and optional mixers are then presented with the bottle allowing individuals to create spirit
mixes to their own preference. Controlling alcohol levels consumption and personal taste
preference are key traits to the consumption of spirits in Thailand. Thais will typically consume
spirits in the evening with daytime consumption of spirits not being too common in the country;
drinking habits in Thailand mirror in many ways the consumption habits in the west in this regard.
Drinking spirits with meals is common and it must be noted that Thais will typically share one
bottle between a group, sharing is a key trait to the drinking culture of Thailand.

e Cocktails, special celebrations. Imported spirits are most commonly consumed as part of cocktails
or with mixers. Special occasions such as new year, weddings and birthdays are times when
imported spirits are particularly likely to be consumed.

Purchase criteria

A new excise tax introduced in 2017 affected the spirits market. The measure came as an effort to narrow
the gap in prices between domestic and imported spirit products, this measure has yet to lead to a
significant narrowing of prices as spirts are not as price sensitive as other alcoholic beverages in the
market such as beer; indeed some consumers will actively look for more expensive imported spirits as
this is a sign of status.

Thais are typically loyal to the products they enjoy, and flavour is an important determinant for Thai
consumers. Despite the higher costs, Thais who can afford to spend more on imported spirits will if it they
can. Lower income earners will likely stick to local spirits either brewed locally or in Thailand as a whole.
Tourists in the country which will typically have higher incomes can readily afford imported spirits and
may also purchase them over relatively unknown Thai variants. Overall, spirits in Thailand have a fairly
high level of brand loyalty.

Finally, accessibility is a notable factor that affects the purchase decision. While this has traditionally
favoured domestic spirits, which have always been widely available across multiple retail outlets,
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imported spirits are increasingly available in a range of outlets. This in turn is facilitating the trading up of
some consumers from local spirits.>3

Spirits on retailers’ shelves in Thailand

Typical retail price ranges for imported spirits are as follow:
e Economy: between THB 300 —600 (EUR 8-16) per 700ml

e Medium: between THB 600 — 1 000 (EUR16-27) per 700ml
® Premium: above THB 1 000 (EUR 27) per 700ml
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53 Euromonitor International: Alcoholic Drinks, 2020; Drinking Culture in Thailand — Dos and Donts, Jonesy in

Thailand, available at https://jonesyinthailand.com/culture/drinking-culture/;
https://www.ped.co.jp/eng/report/asia07/
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Imported spirits are mainly premium products and thus
are located at eye-sight of consumers. Cheaper products
are mostly located below, but sometimes above
premium products as well. Yet, depending on the size of
the shop and the amount of different spirits and brands
available premium products are also sometimes a touch
or stretch away (picture above). To stand out some
spirits are displayed on extra shelves (picture on the
left). Promotions around spirits are not very common,

however sometimes multipacks containing several
bottles are offered.

<

Spirit brands are evolving their packaging a¢ o 2000
design and size centred around glass
bottles. The designs are not only limited to
the label, but also to an array of different
bottles and colours so that products
visually stand out on the shelf. For instance,
some brands offer opaque glass-bottles
with different colour text, while others use
rectangular glass bottles as shown on the
picture to the right. Sometimes brands
even offer extra carton packaging to make
their products stand out. Most spirit bottles
contain 700ml, however, smaller (such as
200ml) and bigger (such as 1l) bottles exist
as well.

Pictures: © Agra CEAS / Euromonitor International, 2020.

5.5.2.3 Recent market trends

As previously stated, a new excise tax has impacted the market in Thailand and led to increased
competitivity for imported spirits. Whiskies from markets such as Japan have been popular in the country
and the success of whisky from Japan in the Thai market has inspired spirits sellers from other nations in
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the region to look at the Thai market as viable, with Korean Soju being an example of a new spirit from
the region entering the market. Chinese Baijiu and Kentucky bourbon have entered the market in recent
times and have garnered a small following. Imported spirits are increasingly targeting the mid-price
segment and subsequently challenging the dominance of local Thai production.

5.5.3 Offer
5.5.3.1 Domestic production

The domestic production of spirits in Thailand is dominated by one large player, Thai beverage PLC. This
is a result of the company and the Sirivadhanabhakdi family having a monopoly of the spirit market in
Thailand until 2000 when the market was liberalised, however today the company retains an 81% share
of the market. New players have recently started producing in country in an attempt to challenge the
dominance of Thai beverage, which include companies like Diageo who are producing dark rum in
Thailand and Tawandang 1999 which has recently built a new distillery in the Chai Nat’s Hankha district.
The introduction of a new tax regime in 2017 has but pressure on domestic producers to innovate
and compete with imported spirits which now find themselves in a much more balanced and
competitive market.

Grape based spirits are mainly produced commercially by the companies of Regency and Meridien
Thai Brandy (ThaiBev) with combined production of 2.2 million cases annually, while whiskey has no
large scale producers which opens this market up to foreign producers.

Craft spirits have grown in popularity in the country and variants that stand out which are increasingly
produced in Thailand are English gin and rum. Some variations of grape spirits may be infused with
flavours unique to Thailand such as pineapple; though in some cases these spirits are distilled abroad
and then blended once they arrive in Thailand. Nonetheless, stringent excise laws mean that the
p