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Abstracts

Retailing current value sales in Thailand fell for the second year in a row during 2021,

with the rate of decline accelerating into double digits. Having seen very few cases of

COVID-19 during 2020, its incidence soared during mid-2021, leading to a new

lockdown in July 2021 (the first was in 2020). This led to the closure of non-essential

retail outlets, such as department stores and variety stores, for an extended period.

However, retailing current value sales were supported to an extent by an...

Euromonitor International's Retailing in Thailand report offers insight into key trends and

developments driving the industry. The report examines all retail channels to provide

sector insight. Channels include hypermarkets, supermarkets, discounters, convenience

stores, mixed retailers, health and beauty retailers, clothing and footwear retailers,

furniture and furnishing stores, DIY and hardware stores, durable goods retailers,

leisure and personal goods retailers. There are profiles of leading retailers, with analysis

of their performance and the challenges they face. There is also analysis of non-store

retailing: vending; homeshopping; internet retailing; direct selling, as available.

Product coverage: Non-Store Retailing, Store-Based Retailing.

Data coverage: market sizes (historic and forecasts), company shares, brand shares

and distribution data.

Why buy this report?

Get a detailed picture of the Retailing market;

Pinpoint growth sectors and identify factors driving change;

Understand the competitive environment, the market’s major players and
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leading brands;

Use five-year forecasts to assess how the market is predicted to develop.

Euromonitor International has over 40 years' experience of publishing market research

reports, business reference books and online information systems. With offices in

London, Chicago, Singapore, Shanghai, Vilnius, Dubai, Cape Town, Santiago, Sydney,

Tokyo and Bangalore and a network of over 800 analysts worldwide, Euromonitor

International has a unique capability to develop reliable information resources to help

drive informed strategic planning.
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Retail current value sales will not exceed their pre-pandemic peak until 2025
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Elevated unemployment rate will lead to more Thais to become sales agents

CHANNEL DATA

Table 160 Direct Selling by Category: Value 2016-2021

Table 161 Direct Selling by Category: % Value Growth 2016-2021

Table 162 Direct Selling GBO Company Shares: % Value 2017-2021

Table 163 Direct Selling GBN Brand Shares: % Value 2018-2021

Table 164 Direct Selling Forecasts by Category: Value 2021-2026

Table 165 Direct Selling Forecasts by Category: % Value Growth 2021-2026

HOMESHOPPING IN THAILAND

KEY DATA FINDINGS

2021 DEVELOPMENTS

Slight decline in retail value sales, as pandemic economic shock is largely offset by the

positive effect of increased screen time

Homeshopping mainly targets older consumers with health-related products

Investment in outbound sales staff helps RS narrows the gap to leader TV Direct

PROSPECTS AND OPPORTUNITIES

More retailers will utilise homeshopping as they pivot towards an omnichannel strategy

As they seek to attract younger consumers, homeshopping players will pay more

attention to social media

Health and wellness offerings will be a key growth driver

CHANNEL DATA

Table 166 Homeshopping by Category: Value 2016-2021

Table 167 Homeshopping by Category: % Value Growth 2016-2021

Table 168 Homeshopping GBO Company Shares: % Value 2017-2021

Table 169 Homeshopping GBN Brand Shares: % Value 2018-2021

Table 170 Homeshopping Forecasts by Category: Value 2021-2026

Table 171 Homeshopping Forecasts by Category: % Value Growth 2021-2026

VENDING IN THAILAND

KEY DATA FINDINGS

2021 DEVELOPMENTS

Lockdowns result in significantly reduced footfall at key locations for vending machines

Leader Saha Pathanapibul loses value share due to its focus on train stations and

roadside areas

Vending Plus benefits from its focus on such products as facemasks and smartphone

chargers

PROSPECTS AND OPPORTUNITIES

Demand will recover as daily life normalises

Convenience stores set to install more vending machines

Contactless payment will increasingly become the norm

+44 20 8123 2220
info@marketpublishers.com

Retailing in Thailand

https://marketpublishers.com/report/retail/retailing-in-thailand_euromonitor.html


CHANNEL DATA

Table 172 Vending by Category: Value 2016-2021

Table 173 Vending by Category: % Value Growth 2016-2021

Table 174 Vending GBO Company Shares: % Value 2017-2021

Table 175 Vending GBN Brand Shares: % Value 2018-2021

Table 176 Vending Forecasts by Category: Value 2021-2026

Table 177 Vending Forecasts by Category: % Value Growth 2021-2026

E-COMMERCE (GOODS) IN THAILAND

KEY DATA FINDINGS

2021 DEVELOPMENTS

Restrictions on movement and fear of contagion fire rapid expansion in online sales

Fear of contagion drives grocery shopping online

With more retail chains now offering online shopping, the competitive landscape is

fragmenting

PROSPECTS AND OPPORTUNITIES

As local consumers become ever more comfortable shopping online, e-commerce retail

current value sales will more than double by 2026

Supply chain improvements will make deliveries faster and cheaper

Foreign players like Lazada will continue to lead

CHANNEL DATA

Table 178 E-Commerce (Goods) by Channel and Category: Value 2016-2021

Table 179 E-Commerce (Goods) by Channel and Category: % Value Growth 2016-2021

Table 180 E-Commerce (Goods) GBO Company Shares: % Value 2017-2021

Table 181 E-Commerce (Goods) GBN Brand Shares: % Value 2018-2021

Table 182 Forecast E-Commerce (Goods) by Channel and Category: Value 2021-2026

Table 183 Forecast E-Commerce (Goods) by Channel and Category: % Value Growth

2021-2026

MOBILE E-COMMERCE (GOODS) IN THAILAND

KEY DATA FINDINGS

2021 DEVELOPMENTS

Mobile e-commerce now accounts for more than half of e-commerce (goods) retail

value sales

The proliferation of shopping apps and digital wallets encourages more Thais to use

their smartphones to shop online

Digital wallets facilitate online shopping among the unbanked

PROSPECTS AND OPPORTUNITIES

Increased smartphone penetration will underpin rapid growth

Less time spent at home will make consumers more likely to use their smartphone for
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Social media apps will remain an important driver of mobile e-commerce growth
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