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Anticipate
what matters

With the exponential growth of internet connectivity in Thailand,
going online is becoming second nature for many. From paying
bills online to consuming content, people across the country

are rapidly becoming a part of the digital landscape. The result?
Consumers' online journeys are becoming much more complex
and their expectations are rising rapidly. It may seem difficult for
businesses to keep up, but this challenge also presents them
with a host of opportunities.

For businesses, every search and every YouTube view is a deeper
connection that offers them a window into the motivations

and needs of people. It gives them a golden opportunity to
understand and anticipate what matters to Thai consumers as
they try to make a decision about where to go, what to do, or
what to buy. Organizations that adopt this approach will be able
to interact with consumers in a meaningful way.

The Year in Search Thailand report offers important insights
into what consumers are looking for, along with how and when
they're looking for it. By understanding what truly matters to
consumers, businesses can shape their journeys and deliver
what matters to them.

Don't wait for consumers to express intent. Anticipate it.
Don't chase the consumer journey. Shape it.

All data used in this report pertains to the period between January 2019 and December 2019,
unless specified otherwise.



Top 5
Country Themes

Beyond the Metros

'ﬂ Non-metros are starting to play a
bigger role in the growth of new
online users

)/

Consumers want a high
level of convenience from all
the businesses they engage

with across categories




The Omnichannel
Experience

Thai consumers are looking for
a seamless purchasing experience
across online and offline

Going Cashless

Digital transactions are becoming
an integral part of the purchasing
journey of Thai consumers

Conscious Consumption

Concern for the environment
is driving Thais towards more
eco-friendly habits
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Beyond
the Metros

When it comes to spending
on the internet economy,
metros continue to
dominate Thailand’s online
landscape. In comparison
to non-metros, their per
capita spend is over 3 and

a half times higher. But non-
metros are fast catching up.

They are expected to play
a bigger role in the growth
of the country’s online
user base and are poised
to grow twice as fast as
the metros, in terms of
spending on the internet
economy

Metros refers to Bangkok and surrounding areas,
including Nonthaburi, Samut Prakan, Pathum
Thani, Samut Sakhon and Nakhon Pathom




Beyond the Metros

Thailand’s Internet economy
(Gross Merchandise Value per capita, 2019, USD)

(1Y I \Metro

What are Thai consumers looking for:

Metros Non-metros
Seek greater Seek products and
convenience and higher services that were
value for their digital and previously unavailable
offline experiences to them

Source: Google, Temasek and Bain & Company, e-Conomy SEA 2019 report 1
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). Beyend the Mbtros

The Internet
has become
the bridge to
the non-metro
consumer’s
aspirations

Consumers in non-metros
are no longer restricted
by the lack of access

to technology.

The volume of searches coming
from outside Bangkok:

Auto Q 80%
Food and Groceries Q 80%
Beauty and Personal Care Q 75%

Tourist attractions Q 74%

12 Source: Google Internal data, TH, Oct 2018-Sep 2019
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The race to deliver
better, faster, cheaper
products and services
by brands, is fuelling an
on-demand mindset
among Thai consumers
and raising their
expectations. They
now expect a high

level of convenience
from all the businesses
that they interact and
transact with.

This convenience isn't
just about the speed
and immediacy of
fulfilling a demand but
also its affordability.



On-demand Economy

Ride hailing service Q

Delivery service Q

Free delivery Q

delivery promo Q

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018 15



They are using specific, more personalized queries
to look for exactly what they want. This is also a
reflection of the fact that as Search becomes more
helpful to users, providing relevant answers to them,
they in turn come to it for more specific needs.

FDILVIN I WY Q

FDILVINLAIE BAEY Q




¢

On-demand Ecofiemy
121 AU LA 5000 Q

rent condo less than 5,000 baht

aaule Tna BTS Q

condo close to BTS

vs 15% growth in searches for “condo”

ADUlA AAIANR Q |
condo “Talat Phlu” - an area in Bangkok

[susa*] + 519 Q

Car model name installment table

[su50*] + 511 Q

Car model price

vs 23% growth in searches for “autos & vehicles”

*Name c;f carmodel
Source: Googleilrends data;TH,
Jan-Dec 2019vs Jan=Dec 2018 17




On-demand Economy

They are also looking for
immediate access to funds

The demand for quick access to goods and services has also
led to consumers seeking financial products that can offer them
access to instant funds.

67%

rise in searches for “ruau”
(on-demand cash)

Top related searches
in this category include:

ARUEIU Q

instant cash loan

NUAIU UDNTZUU Q

quick cash black market

SNNUAIU Q

borrow quick cash

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




On-demand Economy

Consumers Searches for
are turning to installments
online channels are on therise

to look for
quick cash

People are looking out

o) for product-specific
2 5 4 /o installments. Some of
jump in “online lending the top products in this
& app” searches category include:

o o .

car

Did you know?

Watch time for finance- 171 Q
related videos on YouTube

in Thailand grew more than

4 times in 2019

house

nsdEnm Q

mobile phone

-

‘..!_.' UnsLasho Q
L - N
o> 4 ‘a..,,h - L credit card

2 | NV Q

old
Sources: Googlé&Trends data, TH; Jan-Dec 20194/s Jan-Dec d
2018;&000leidata, Thalland,dun 2017 - May 2018 vs Jun 2018
—M@ay"2019. Classification as “Finance” videos'was based on
PUblic data'Stch as headlines, tags, etc. and may not account
for every such video available on YouTube > 19




The Omnichannel
Experience

The rise of omnichannel

is enabling consumers to
fulfill their needs across
online and offline channels
seamlessly. This approach
to sales and marketing is
also helping businesses
maximize their potential.

On average, consumers
across Thailand engage

in 8 online and offline
activities before they
make purchase decisions.
Out of these, 6 are online.

Sources: Google / Ipsos, Path to Purchase 2.0., TH,
March 2019, n=2,400 smartphone owners who are past
3 month purchasers of category (face care, hair care,
women’s wear)




The Omnichannel Experience

Top 5
most searched
product reviews

on YouTube
Car Q
House Q
Camera Q
Mobile phone Q

Lipstick

1in5
-_—e Thai consumers use
<> —— Google Search while

(90 " in-store, before making
S = a purchase

Sources: Google Trends data, TH, 2019

Google / Ipsos, Path to Purchase 2.0., TH, March 2019, n=2,400

smartphone owners who are past 3 month purchasers of

category (face care, hair care, women’s wear) 21



The Omnichannel Experience

The rise of smartphone
users is driving the growth
of searches on-the-go

With easy access to mobile

internet, more and more +1 o 4 %

consumers across Thailand

are looking for places growth in “Tnagu”
that cater to their needs, (near me) searches
right when they need them.

Increase in “near me”
searches across categories:

Satisfy cravings

wynsEne nasu Q ) +203%

pork BBQ near me

ynwie Tnadu Q) +170%

buffet near me

wined Tnasdu QA +163%

bakery near me

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




The Omnichannel Experience

Access to finance

bank near me

atm near me

Regaining
mobility when
it's lost

Jusinai Tnadu @ 1 +156%

petrol station near me

Jeone Tnastu Q) +138%

tire repair shop near me

asn lnadn Q) +133%

auto repair service near me

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018



Addressing health
and wellness needs

v Tnasdn Q) +376%

hairdresser near me

7k wnaru Tnadu Q) +355%

dentist near me

suath Tnasu Q) +163%

Spa near me

Exploring
new places

o Tnadu

Q +733%

tourist attraction near me

3a Tnasu

Q +400%

temple near me

SourgeiGooge lrendsdata, TH Jan-Dec 2019
‘vsJan:Dec 2018



The Omnichannel Experience

Consumers are no longer just searching
for stores near them but also seeking
specific products from such outlets

There has been massive growth in “specific product +
convenience store brand” searches across Thailand.

Some of them include:

FoAlALAs + [SUIzenTo*] Q +300%

chocolate + [convenience store*]

lodiu + [suazenndo*] Q +270%

ice cream + [convenience store*]

DIMTARY + [SNUREAINDD*] Q +270%

clean food + [convenience store*]

LAANANDY + [3URraINDD*] Q +138%

make up + [convenience store*]

AANAULAE + [TURzAINTD*] Q +104%

sunscreen + [convenience store*]

*A brand of convenience store
Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018

25



Going Cashless

With a rise in smartphone
penetration, greater
reliability of digital
transactions, consumer
trust, and government
support, Thailand is rapidly
moving towards becoming
a cashless society.

In the past 12 months
(ending September 2019):

Number of online banking
transactions: 4.8 billion

Growth of online banking
transactions: 94%




Going Cashless

Across Thailand, we continue
to see growing interest in
digital payment products

Thai consumers are highly aware of digital payment products
and are actively seeking out more information to become a part
of the country’s cashless society.

Growth in searches:

credit card Q +32%
debit card Q +37%

Top 5 mobile banking apps Q) +33%

Apart from credit cards, debit cards and mobile
banking, Thai consumers are also showing a growing
interest in digital wallets

67%

jump in “digital wallets” searches, which was driven
by the roll-out of g-wallet by the government in its effort
to boost domestic spending and tourism.

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018 27



Going Cashless

Consumers also turn to
Search when facing issues
with cashless products

The most common issues consumers
have with mobile banking apps are:

A5R1AS Q

How to sign up

WRYULUDS Q

Change mobile number

T"If VI,SJVI,@ Q
Can't Slg nin

pank Visa

1&;:516;2ymen\ 2022-02-20 $2,678.99 Q
IE’J‘LLL\‘]‘LL Q

Log Out

Transfer money

AUIRR Q

Forgot PIN

Source: Google Trends data, TH, 2019
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Conscious
Consumption

As Thai consumers experience
the extreme shifts in weather
first-hand, many of them are
turning their attention to the
implications of climate change,
environmental preservation,
and sustainability.

Air pollution Q ) 4.5X

sEEsBB88E68
# B

PM 2.5 Q) 100x

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Conscious Consumption

They are also
searching
for solutions
to protect
themselves

“unn N95 Q) 100x
mask N95

im3avnsavanne Q ) 50X

air purifier

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018

31




Conscious Consumption

Both public and private
sectors are working
towards sustainability

The Thai government has passed a legislation to ban single use
plastic by 2022 and the country’s largest retailers have stopped
handing out single use plastic bags in 2020.

Such initiatives have encouraged Thai consumers to become
aware of the impact of their consumption habits and to look for
eco-friendly products and services.




Conscious Consumption

Conserving
energy

Uszndall Q) +163%

save electricity

e
~— 4

Eco-friendly
product interests

oty Q | +355%

fabric bag

aennaren Q | +376%

reduce plastic bag

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Conscious Consumption

The push towards sustainability is
also driving consumers to search
for more eco-friendly habits

0
(=] 9
70% 104%
(o (o
growth in watch time increase in
of gardening-related* vegan-related searches

videos on YouTube

—

TH, Jan-Dec 2019 vs Jan-Dec 2018

Source: Google Trends data,
*Google data, TH, Aug 2018-Jul2019 vs Aug 2017-Jul 2018




They are also looking to
reduce their carbon footprint

Significant growth in the interest for:

electric car +257%

electric scooter/motorcycle +376%



. Phlhon Yothin Road
(ax 'hui- 13R)

1wARS133U
AMNus
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Auto consumers
are rapidly
turning to digital,
with Search and
online videos
becoming the
top research
destinations for
Thai car buyers

Swrce: Google Trends data, TH, Jan-Decj@19 vs Jan-Dec 2018

Auto

V

929%

of all Thai car buyers
use Search

o
928%

of them use online
video to inform their car
purchasing decisions

While auto searches
continue to grow across
Thailand, there has been
a decline in searches for
second-hand cars

auto & vehicles Q ) +23%

second-hand car O ) -299%,

37



Auto

Consumers across

Thailand are now relying
more on online research
and immersive experiences.

80%

of all auto-related
searches come from
outside Bangkok

Did you know?

Thai consumers start
researching about
upcoming car models well
in advance of their launch.
Across the country, users
started searching for
“2019 car launches” from
the second half of 2018.

Source: Google Trends data, TH, 2019




Car buyers
love promotions

2 out of
every 3

car buyers see 0% rate
and free insurance as the
most attractive promotion

335%

increase in “car
insurance” searches

426%

jump in “auto financing’
searches

?

For Thai
consumers,
Search is also
the “go-to”
tool to locate
the closest
dealer or
showroom

138%

growth in “car showroom”
searches



Auto

Search helps move
Thai auto buyers down
the purchasing funnel

They are using Search to discover relevant vehicles, compare prices,
learn about new features, and locate showrooms of their choice

Some popular queries

include:
[susa*] + O Q
year
[su50*] + 51A Q
price
[su50*] + T 1KHDU Q

installment table

Tuslugiu + [susa*] Q
Promotion
l25u + [qusa*] Q
Showroom

*Name of carodeé
40 Source: Google Trends datagiseO1
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Auto

YouTube viewing trends
among car buyers:

44%

watch third party reviews /
test drives / comparisons

42%

watch vehicle walk-arounds

YOUTU be has (interior and exterior)
become one
o

Pf the most 76 A
IMpo rtant watch professionally
sources of ol et o
information
for buvyers. It o

Y 51%

lets consumers
experience produced videos by

watch professionally

independent third parties

cars from
different and o
unique angles 27%

watch amateur videos

Source: Google/Kantar, Auto Gearshift Study, TH, Jul 2019,
n=520 New car buyers 41




Auto

=)
Auto brand subscriptions
on YouTube are rising rapidly

The number of auto brands’ YouTube channels in Thailand with
over 100K subscriptions have grown from 1in 2018 to 6 in 2019.

Watching 97%

of those who watched an
YOUTU be online video undertook
i i a follow-up action like
VIdeo trlgg.ers visiting dealer website,
fu rther action requesting for price

quotation, or visiting dealer

- io-\\\_h -
o et
3 \ o 9 § (. §

»

‘ -

',"._Sources: Ypu:fub:é public data
,Jul 2019, =520 New car buyers




Auto

Electric driving consumer
searches for both 4 wheels
and 2 wheels

Searches for electric car Q | +257%
electric vehicles
saw new peaks
in 2019

electric scooter/motorcycle Q| +376%

Searches for electric vehicles were not just restricted to Bangkok,
they were also coming from northeastern and eastern provinces.

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Beauty and
Personal Care




Beauty and Personal Care

Thai
consumers
today use
Search and
YouTube to
discover new
beauty and
personal care
products

Thai shoppers who have
purchased face care products
in the past 3 months

= G

88% 80%

use YouTube daily use Search daily

Source: Google/Ipsos, P2P 2.0 Insights Face Care, TH, Jun 2019, n=800 Face Care users 45



Beauty and Personal Care

46

Q

Top search queries
for beauty and
personal care include

skincare review
skincare how-to/routine

skincare acne

Q

Q

Q

.

Top YouTube search
queries for Beauty &
personal care include

Review Q
Make up Q
Acne Q

Source: Google Trends data, TH, 2019



Beauty and Personal Care

Growth in skincare is being
driven by sunscreen, anti-aging,
and moisturizer

!ncrease sunscreen Q) +270%
In searches
over the last moisturizer Q) +113%
two years:

anti-aging Q) +92%

vs 52% growth in searches for “skincare”

There is a decline in “whitening”
searches. Thais, however, now know
what it takes to whiten. Their search
behavior has shifted from specific
productsto solutions for a concern.

44%

decline in “»uw10”
(whitening) searches

~Z

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Beauty and Personal Care

Beauty and personal care is no
longer restricted to women only,
men are also now seeking products
to take care of themselves

27 %

growth in men-related
beauty queries

Top 3 men-related
beauty search
queries are:

NIIHNAN
hair style

k24

TRlE R

perfume

A3

cream

oogle Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Thai consumers

are searching online
for specific products
at offline locations

near them

Top skin care products +
convenience store brand
searches:

AN + [UREAINDD*]
cream + [convenience store*]

LSH + [FuREaINDD*]

serum + [convenience store*]

ANRRRD + [N URYONNTD*]

acne cream + [convenience store*]

AU + [ uRzeINa*]

lip + [convenience store*]

ANAUAR + [NURLINDD*]

sunscreen + [convenience store*]

*A brand of convenience store

Sources: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018
Google/lpsos,P2P 2.0 Insights Face Care, TH, Jun 2019, n=800 Face Care users

Q

Q

Q

Beauty and Personal Care

39%

growth in “beauty
products +
convenience
store” queries

They do even more
research once they
are at the store

46%

of all offline skincare
purchasers engaged
digital touchpoints at
the point of purchase

49



Beauty and Personal Care

Haircare

searches
are also
growing
consistently
across
Thailand




Did you know?

Haircare searches have
a strong seasonality based
on consumer concerns.

Search terms
by season:

Cool season (November-January)

Anti-dandruff Q

Wet season (July-October)

Hair fall Q

Hot season (March-June)

Coloring and Damage Q

Every year, searches o
for hair coloring and hair 74 A)
style peak during the increase in watch time

week before Songkran on YouTube for hair
coloring-related content

Sources: Google Trends data, TH, 2019
Google data, TH, Oct 2018-Sep 2019 vs. Oct 2018-Sep 2017







This includes finding inspiration in creating innovative
menus using branded products

ASMR Q

Aua113 Q

people eating food

[LusuaLAdsfiuFanlatanuaan*]Q

Chocolate malt brand

*Name of chocolate malt brand

increase in food and
beverages-related
searches

Source: Google Trends data, TH, Jan-Dec 2019
vs Jan-Dec 2018




LARLNY Q

Barometer earthstars

J]wnas Q
Pickled crab egg

U boyn Q
Bubble tea

Dy Q

Iced korean dessert

1 a1’ Q

Alaskan crab

AATULAR Q
birthday cake

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Sour Goo&iaé

TH, JaDDec gew s

a

‘ 2018

.4

Food and Beverages

rise in “cafe” searches,
with Chiang Mai having
the highest search per
capita in the country

growth in “coffee
machine” searches

i Mus
which brand to buy

AU

capsule

ALNesL

drip coffee

55
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rise in Keto-related searches, making it the most popular
diet concept. Whereas, intermittent fasting-related
searches have declined by 70%

AULUY A 16 Q

how to eat keto

YD1 A LA Q
keto menu
INTVULN AL Q

keto recipe




Ihd Beverages

organic

vegan

gluten

protein bar
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809%

growth in searches for
top 3 online food delivery
brands in Thailand

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018



Food and Beverages

Thai consumers are no longer searching just
“S1ud1K1s tnadu” (restaurants near me) but
are also becoming more specific about their
needs.

Examples of such trending
searches include:

uduradly Tnasu Q

government partnered shops near me

STUDTEALDT INRTU Q

aircon restaurant near me

UDIMNTURAN [nadu Q

muslim restaurant near me

SIUDIMNTDULE Y Tnadu Q

indian restaurant near me

U5 TIRISH Tnadu Q

vegetarian restaurant near me

Source: Google Trends data, TH, 2019




Online
Shopping




Online Shopping

E-commerce is the fastest
growing segment in Thailand's
digital economy

Total value of e-commerce in Thailand (USD, billion)

$0.9BN e}l
$5BN 2019

Compound Annual Growth Rate (CAGR) 54%

'! Top search terms
O related to selling:
Growth isn't grpvavaaulanarlsd Q
just restricted What products to sell online
Y 99

tO the buy 3e1uv0vn Ll Q
SIde’ but is How to sell products online
also seen on : .

“ e o AT gV lan  Q
the Se" SIde Tax on e-commerce

Sources: Google & Temasek and Bain & Company, e-Conomy SEA 2019 report
Google Trends data, TH, 2019 61



Online Shopping

Online shopping festivals are
typically the key growth drivers

11.11 remains the biggest festival.
In 2019, searches for 11.11 were

2.7X 9x

higher than those for 9.9 higher than those for 10.10

But there is substantial growth
in newer double-digit promotion days

3.2X 4.3X 1.6X

increase in jump in queries rise in searches
searches for 9.9 for 10.10 for 12.12




Did you know?

Searches around double
digit promotion days start
2 to 3 weeks before the
events. In 2019, there was
a spike in searches for:

TAILVNDDANRY Q

sheakers

wallets

Aszitsim

WNIDDULEIA

diapers

LRDAURUIN

sweaters

ANILAYEUR

I

jeans

Source: Google Trends data, TH, 2019




Online Shopping

While online
shopping
festivals have
multiplied,
discounts and
promotion are
“always on”

39%

growth in queries
related to vouchers,
coupons, and
promotions

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018




Online Shopping

The rise of online shopping has
also fueled the growth in searches
for delivery options

85% 956%

growth in increase in “parcel
“delivery services” tracking + delivery
searches provider” queries

W& “Dec 2018

i
# R\ Vi




Travel

Online travel is the largest,
most mature segment in
Thailand's digital economy

Total value of online travel in Thailand (USD, billion)

X X1V 2015
Y4 2019

Compound Annual Growth Rate 17%

Source: Google, Temasek and Bain & Company, e-Conomy SEA 2019 report




Travel

Government
campaigns to
promote domestic
travel and spending
are topping travel-
related searches

Fuasay)Tas
Chim Shop Chai
(Eat, Shop, Spend)

100 mwﬁmﬁﬂm
100 Baht nationwide travel

The highest search per
capita for these terms
came from Southern
provinces:

Interest by subregion @

1. Phatthalung
2. Narathiwat
3. Pattani

4. Satun

5. Trang

67



Travel

Q

Thai consumers are using Search
to seek inspiration for travel ideas,
to plan and to book their trips

tourist attractions Q ) +22% book ticket Q | +26%

...and are also

increasingly

using YouTube

for visual o

inspiration on Top destination

where to go searches on YouTube
Korea Q

(o)
223 /O Japan Q

jump in “337 MneN”
(review travel places)

searches on YouTube KohLan (Thailand) &

68 Source: Google Trends, TH, 2019



Travel

Did you know?

There has been a massive o)
growth in “tourist attractions 1 5 6 /o
near me” searches. Consumers
across the country are looking
to indulge in local activities and
visit places in their vicinity like
temples, markets, waterfalls,
and coffee shops.

growthin
“Ghiien Tnaiu”
(tourist attraction
near me) searches

2019 was the year of small towns

From tax incentives to Thai consumers’ desire to explore

the unseen and the road less travelled, travel in the country
was all about visiting secondary cities. This trend was very
visible in the list of top domestic destinations on Search

Wigiaesad Q) +25X

secondary cities

=g -Fource: égoogIeCTrends, : :
vs Jan-Dec 2018 Nyguik i3 e y v







Travel

Top 10 rising
domestic travel destinations
Ao udvaaiien ludszine

ANEYAUYS YUNST

Kanchanaburi Chumporn

UATUILA JNTTOUYS

Nakorn Nayok Suphanburi

o9 liu 2804

Chiang Mai Rayong

IR FynsUs1ns

I
I

Chanthaburi Samut Prakarn

GERN EART R RAFAUAT

Surathani Sakon Nakorn

Source: Google Trends data, TH, 2019 71



Travel

72

While some
travelers
were looking
for last-
minute deals
in 2019

2X

rise in “MSWiky”
(fire sale) searches over
the past 2 years

Most searched for
destinations when
it comes to last
minute travel deals:

Japan Q
Korea Q

Taiwan Q

Source: Google Trends data, IH, Jan-Dec
2019 vsJan=Dec 2018




Travel

...others were already planning
ahead for 2020 trips in 2019

Many consumers searched for destinations by adding
the year 2020 to their search queries

Top travel queries
in the category were:

Q

iseddu 2563
Tour Japan 2020

AN 2563 Q

Khao Khitchakut 2020

215z 2020
Sakura 2020

viases 151 2563
Tour Europe 2020

VISLANUE 2563

Tour Korea 2020

Source: Google Trends data, TH, 2019



Thai consumers are now looking
for more comfort, convenience,

security and personalization in
their journeys

Comfort airport lounge Q| +30%

Related searches include
“credit card with lounge privilege”

Convenience

travel card Q| +150%

This increase has been spurred
by the launch of travel cards
by major Thai banks, which
provide benefits like special
exchange rates and access

to airport lounges

#7772 SseuréerGoagle Trends data, TH, Jan-Dec
74 o 2019 vs Jan-Dec 2018




Travel

Security travel insurance Q| +355%

Travellers are looking to make
sure that they plan for all
eventualities on their trips

—

Y

pet-friendly Q) +614%

.
Personalization

solo traveller Q ) +25%

Thai consumers are opening up
to newer forms of traveling.

Source: Google Trends data, TH, Jan-Dec 2019 vs Jan-Dec 2018
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Glossary

ASMR (Autonomous Sensory Meridian
Response)

A tingling sensation that can come over
someone when they watch certain videos
or hear certain sounds

Carbon footprint

Greenhouse gas emissions that come from the
production, use and end-of-life of a product or
service

Internet Economy

Total gross merchandise value (GMV) across
e-commerce, online media, ride hailing, online
travel, and digital financial services

Metros

Bangkok and surrounding areas, including
Nonthaburi, Samut Prakan, Pathum Thani,
Samut Sakhon and Nakhon Pathom



Non-metros

All areas in Thailand, excluding the metros

Online media

Includes advertising, gaming, subscription music,
and video on demand

Online travel

Includes flights, hotels, and vacation rentals

Online shopping

Purchase of products and services over the internet

Omnichannel

A multi-channel approach in creating seamless
consumer experience across touchpoints

Ride hailing

Includes transportation and food delivery
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