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 Preparing SME entrepreneurs before entering the ASEAN Economic Community (AEC) 

in 2015 is a matter receiving much attention from the Office of Small and Medium  

Enterprises Promotion (OSMEP). OSMEP has studied information beneficial to the  

business operation of SMEs, especially an in-depth study on consumer behavior in AEC 

with the objective of pointing out the opportunities and risks to SME operators to prepare 

for their business operations after entering the AEC. In 2012, OSMEP conducted a study 

on consumer behavior in ASEAN +6 consisting of Malaysia, Indonesia, Shanghai and 

Tientsin, and the People Republic of China in the industries where Thailand has  

strong potential: food, textile and garments, gems and ornaments. 

 In order to conduct an extensive study to cover more categories and target areas, in 

2013 OSMEP operated a study project on consumer behavior in ASEAN+6 Phase 2  

with the emphasis on the two major economic areas of two cities -Yangon in the  

Republic of the Union of Myanmar and Vientiane in the Lao People’s Democratic  

Republic, in the two industries where Thai SME entrepreneurs are competent - food, and 

decorative items and furniture. The objective is to provide entrepreneurs with useful for 

in developing competence and creating business added value, to meet the needs of such 

markets, and for the public and private sectors to use in specifying the direction and trade 

and investment promotion process for SMEs to be able to handle incoming change  

and use the benefits from entering the ASEAN Economic Community (AEC) effectively. 

Results of the study can be summed up as follows:

Study on Consumer Behavior in ASEAN +6 Phrase 2

Chapter 5
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 The Lao People’s Democratic Republic

 

 According to a general study of Vientiane, it was revealed that the majority of the 

population had a rather low cost of living and income. Therefore, they still continue to lead 

their traditional way of life. However, at present, urban living is starting to have more  

influence on Laotians. They like to spend time at department stores, buy stuff from  

modern convenience stores in Vientiane and modern retail shops in Nong Khai and Udon 

Thani in Thailand. When purchasing products, they mainly take into consideration the 

quality of the product and always buy the best quality products. Furthermore, watching 

Thai television is popular among the general public in Laos. They mainly spend in cash.  

These factors have an impact on consumer behavior in Lao in several aspects as  

described below:

 

 Laotian Consumer Behavior

 

 As concerns food category, most people in Laos cook food at home and bring lunch 

boxes during the day to save on expenses. The taste of Laotian food is similar to Thai 

food, especially northeastern Thai cuisine. They like spicy food and do not like salty and 

bitter tastes. Shellfish, beef and crab are not popular. Now the urban lifestyle is becoming 

more influential and people are starting to go out for food. There are signs of the trend 

for healthy cuisine for those with moderate or higher incomes who are more concerned 

about the health and safety of food. This can be seen from the fact that they avoid  

consuming monosodium glutamate or pang nua which was highly consumed in the past. 

They start to buy food products imported from abroad, especially Thailand. Thai food 

products are popular among the general public in Laos owing to familiarity and long-term 

trust. Quality guarantee trademarks such as ISO, HACCP and Halal are also very  

important. In addition, barbeque, pan-fried pork, Japanese and Korean food, and fast food 

have become more popular among the new generation. The general public in Laos likes 

to drink fresh milk, soymilk, vegetables and fruit drink, fizzy drink, and prefers coffee to 

tea. They spend 4,000 to 6,000 baht/household/month on food.  
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 As regards decorative items and furniture, the majority of the general public in Laos 

live in an extended family in a detached house. They pay great attention to decorating 

the living room as it indicates social status. Wood remains the main material for home 

decoration and furniture as it is durable and long lasting. Furthermore, due to the  

stronger influence of urbanization, a modern style is popular among those earning  

moderate and higher incomes. Second to this is contemporary style. They usually buy 

furniture from a furniture and decor shop and consider mainly the quality of the products 

as well as delivery service. At the same time, Feng Shui and religious beliefs are somehow 

still predominant in decorating a house among Laotians. 

 As regards attitude towards Thailand and Thai products, the general public in Laos 

think of Thais as modern, imaginative, confident and determined. They also have a 

positive attitude towards the products manufactured in and imported from Thailand as 

they believe that they are good products, have diversity and are easy to find. Furthermore, 

since the general public in Laos can read and listen to Thai, it is a great opportunity for 

Thai products to occupy the Laotian market.

 Opportunities for Thai Products in Laos

 As concerns food sector, similarity in terms of culture, way of life, as well as language 

allowing Thais and Laotians to communicate easily is a strong point in expanding the 

market opportunity of Thai SME entrepreneurs. The general public in Laos are familiar 

with Thai products, especially food that has a good image and quality. Expanding the 

market of Thai food products in Laos can be done by finding an agent or making contact 

through a middle person. However, it is necessary to find several middle persons so  

that products can be thoroughly distributed to consumers. The reason for this is that there 

are no large modern retail stores in Laos for entrepreneurs to spread their products.  

As for those who want to deliver food products to restaurants or hotels, they may do so 

via wholesalers in Laos or border provinces such as Nong Khai and Udon Thani. In  

addition, as wages in Laos are lower than those of Thailand, entrepreneurs may  
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establish food manufacturing factories in Laos, especially in the special economic  

zone to reduce costs and obtain export tax benefits as well as the benefits of the  

Generalized System of Preferences (GSP).

 Concerning sources of raw materials for food, due to the fact that Laos is not a food 

manufacturer for export and produces only coffee targeting health-conscious consumers, 

Thai entrepreneurs can import this product directly from manufacturers or through  

sale agents in Thailand.  

 Decorative items and furniture  Laos has abundant natural resources especially forest 

areas covering over 11 million hectares or 47% of the whole area of the country. The 

main woods are teak, rosewood, and other hardwoods. Wood products are ranked  

number four in the export products of the country, allowing wood-related industries to 

have development capability, especially in wood furniture manufacturing which is in high 

demand both in Laotian and world markets. At present, the price of wood is not high, and 

it is considered a good opportunity for Thai SME entrepreneurs to invest in Laos.   

 Even though the materials and furniture made from wood are still very popular among 

every group of Laotian consumers, modern house decorative items with the target  

group being the new generation still have marketing opportunities as seen from the great  

number of modern furniture shops importing from China, Vietnam and Thailand  

in Vientiane. In the future, it is believed that products made from low-cost materials  

such as plastic, iron and aluminum as well as processed materials will become more 

popular due to their modern design, compatibility for usage and cheaper price than  

wooden furniture. 

 Nonetheless, products for the decoration of Thai SME entrepreneurs should have a 

selection of patterns and designs according to the needs of customers, especially a 

European style which is popular among the general public of Laos. As concerns  

construction materials, emphasis should be placed on the quality and creation of  

difference from rivals such as China in order to avoid price competition. In expanding the 

market, products should be presented through trading companies or sale agents for the 
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convenience of distributing products to stores. Moreover, to support market expansion, 

entrepreneurs should create an alliance or independent sellers, or directly establish a 

sales agent for a product.

 The Republic of the Union of Myanmar 

 According to a demographic survey of Yangon, people still live a traditional way of 

life. However, after the country has opened up, more people, especially the new  

generation and well-educated with moderate and stable incomes, live an urban way of 

life. Concerning attitude in terms of product purchase, the general public in Myanmar 

choose products with good quality and most of them trade in cash. A retail shop system 

in Myanmar is rather up-to-date with convenience stores, supermarkets, hypermarkets, 

wholesale centers and modern department stores. Moreover, Buddhism has a strong 

influence upon way of life. In the meantime, Korean culture transferred through TV soaps 

has started to have more impact on the general public in Myanmar as they believe it to 

be a model of civilization.

 Myanmar Consumer Behavior

 

 As regards food, Burmese consumers buy fresh food from a market every day and 

cook food at home, mostly local cuisine. Thai food products are highly popular among 

the general public in Myanmar, especially those earning moderate and high incomes since 

they trust in the quality despite the fact that Thai food products are more expensive than 

Chinese ones. Mama, the Thai instant noodles company, has a factory in Myanmar. 

Furthermore, most  Burmese prefer sour and spicy food and like to eat meat from  

poultry such as chicken, duck and aquatic animals such as fish, prawn, shellfish and squid. 

Over 50% of the general public in Myanmar do not eat beef and pork as it is a devout 

Buddhist society. 
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 When dining out, local, Chinese and Thai cuisines are popular choices. As for the new 

generation with good education and high income, healthy food has become more  

popular, especially products imported from abroad available in high - end supermarkets 

such as Market Place by City Mart. Furthermore, over half of the sample group do not 

eat preserved food and the popular beverage is instant coffee. A study revealed that the 

majority of a sample group spends around 4,000 to 6,000 baht/family/month and over 

10,000 baht/family/month on food. 

 As concerns home decorative items and furniture, most people in Yangon live in flats, 

apartments, and townhouses. Most of them place importance on the living room since it 

shows social status. They also decorate following the principles of Feng Shui or religious 

beliefs and prefer wooden furniture mainly purchased from a furniture and home item 

shop. Ready-made furniture is highly popular since its price is no different from that of  

do-it-yourself furniture. Before making the decision to buy something, a significant factor 

to be considered is the quality of products, durability and guarantee.  

 Opportunities for Thai Products in Myanmar 

 Although Myanmar had been closed for a long period of time, the general public are very 

familiar with Thai products and Thai people since a delivery product channel from Thailand 

to Myanmar is through the Mae Sod Barrier in Tak and a major border trade town of  

Myanmar - Myawaddy - before entering the target areas. 

 As regards food, it is a good opportunity for Thai and Chinese food since they are  

available throughout Yangon. More importantly, Burmese and Thai food share some  

similarities especially in terms of preparing aromatic herbs and plants as raw materials. The 

only difference is that Thai cuisine has a stronger taste. Furthermore, several entrepreneurs 

producing Thai ready-cooked food and other seasonings have long made a market in  

Myanmar. Thai cuisine, therefore, is well known and recognized as being of quality. The 

retail shop system in Myanmar is rather modern.

 As for a market expansion channel for Thai SME entrepreneurs, it was found that in 

distributing products, it is not necessary to change the language on packaging to Burmese 
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because the general public in Myanmar are familiar with Thai products and Thai labels help 

consumers believe in the quality of products. Products can enter the market through the 

retail shop system, or representatives or traders providing a service regarding finding sale 

agents or facilitating the distribution of products to retail trade operators. Restaurant  

operators wishing to do business in Myanmar should study and test the market including 

conducting a survey on the location of the business beforehand. 

 As concerns the establishment of food manufacturing factories in Myanmar, it is  

possible both for the purpose of feeding the Burmese market and exporting. Nonetheless,  

manufacturing for export still faces obstacles resulting from the country having been closed. 

Products made in Myanmar are restricted in terms of the tax benefits offered by trade 

partner countries. Entrepreneurs, therefore, should thoroughly study legal information and  

manuals about exporting products from Myanmar to other countries beforehand. 

 In terms of home decorative items and furniture, it was found that opportunities for Thai 

SMEs in such business are gradually improving. The opening of the country has resulted 

in a growth in business in tourism, hotels, and building construction. Home decorative 

products and furniture have expanded accordingly. Mostly, Myanmar imports products from 

Thailand, China, and Vietnam as well as producing products in the country. In addition, 

products imported from abroad to Thailand are sent to the market in Myanmar for sale such 

as American Standard sanitary ware, Cooler, Cotto, etc.

 Entrepreneurs beginning to enter the Burmese market must start with delivering  

products through sale agents in Myanmar or a border trader group in Thailand. They,  

alternatively, can connect to manufacturers and large traders by acting as a supplier for 

raw materials or a buyer to spread products, for example, wholesaling products to large 

retail businesses operating in Myanmar with the target group being middle - class people 

with purchasing power, tourists and businesspersons working in Myanmar. 

 Nevertheless, despite the fact that Myanmar has a number of strong points which are 

business opportunities, there are obstacles causing worry among entrepreneurs such as 

the regime, economy, finance, limitations in terms of infrastructure, communication and 

transport system as well as facilities. 
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Promotion Guidelines for SME High Growth Sectors 
in Thailand 
 

 Under the enhancement plan for Thai SMEs’ competency enabling  linkages to the 

economy between countries in order to support preparedness for increasing competition 

in the near future, the Office of Small and Medium Enterprises Promotion (OSMEP) has 

conducted a study on promotion guidelines for SME high growth sectors of the country. 

The objectives are to ascertain the indicators defining SME high growth sectors, conduct 

analysis in order to identify opportunities and capabilities for expansion, to study problem 

issues and obstacles facing and to lay relevant guidelines and the government policies. 

In so doing, SME high growth sectors will be able to grow and lead industrial groups to 

rapidly create linkages and enter the international market.

 In this study, there is a revision of the SME promotion policy of 13 sample  

successful countries in Europe, America and Asia, namely Singapore, Malaysia,  

Hong Kong, South Korea, Japan, Australia, Finland, Hungary, Italy, Netherland,  

Germany, the United Kingdom and the United States. As concerns the policy of Thailand, 

it was found that promoting SME high growth sectors would efficiently accelerate the 

economic expansion of the country. However, there has to be a specific policy in addition 

to general SME promotion policy.

 In defining high growth business in Thailand, two major issues are preliminarily  

considered. Businesses must have continual income growth of positive value and average 

profit growth over 0 and continually increasing. 

Chapter 6
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Source: Thai Customs Department

Agriculture, forestry and fishing sector
A -1 Agriculture, hunting, and  
 related services
Manufacturing sector
D-15  Manufacturing food products  
 and beverage 
D-28  Manufacturing products made  
 from sheet metals except  
 machinery and equipment. 
D-29  Manufacturing machinery and  
 equipment not belonging to  
 any category. 
D-20  Manufacturing wood, wooden  
 products and cork except  
 furniture, and manufactured  
 products made of straw and  
 other woven materials.
Construction sector 
F-45  Construction
Service sector 
K-73  Research and development 
N-85   Health service and social work

56,990.44

441,684.90

142,925.33

126,100.98

49,412.60

487,943.16

6,467.96
26,074.40

8.75

10.55

26.92

13.30

35.50

23.61

28.01
105.88

741.86

4,266.95

1,316.62

1,836.26

393.56

10,388.26

214.76
70.5

22.76

9.75

5.72

21.23

14.43

4.31

66.63
1,781.01

1,750

5,406

4,042

2,988

1,100

35,472

211
1,470

131

551

337

252

135

661

26
109

1,881

5,957

4,379

3,240

1,235

36,133

237
1,579

TSIC 2-Digit
Average Main Income Average Profits Number of Businesses

Million 
baht

Million 
baht

Growth 
(%)

Growth 
(%)

SE ME SMEs

 Analysis and comparison with the promotion of government policy from the  

opinions of the public and private sectors in Thailand as well as sectors playing a  

crucial role in the country’s economic growth, it was revealed that there are 11 SME  

high growth sectors in the country as follows:
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SME High Growth Sectors in the Country

 1. Construction Sector 

 This is a sector playing a significant role in stimulating the country’s economy since 

the construction business and related business comprise approximately 20% of  

the country’s GDP. Most of them are medium and small businesses and subcontractors 

from general contractors. This group of SME entrepreneurs, therefore, has linkages and 

plays an important role in competitiveness both at the national and international  

level. Since the Thai construction industry is competitive throughout the value chain and 

large company groups are able to invest in real estate in potential countries, neighboring 

countries and countries in Southeast Asia, there is an immense opportunity to increase 

the real estate share in the global market.

 2. Electronic Part Sector  

 This group plays a vital role in the international trade sector since around 90% are 

manufacturing for export and their growth rate is continuously increasing. The Thai  

market has greater competitive capability than the other world markets namely the  

Middle-Eastern market (Iran), the North and South American markets (Canada,  

Panama, Uruguay and Argentina), Asian market (Japan), and European market. Most 

entrepreneurs in this group are SMEs who are original equipment manufacturers (OEM) 

taking orders and feeding products to assembling factories or product distributors.  

Thailand’s advantage comes from its “lower manufacturing cost”. However, if the  

manufacturing structure - especially in terms of “cost” - changes, it will affect competitive 

capabilities and may lead to the relocation of the production base.

 3. Automobile and Part Sector 

 This sector has competitive capabilities in both the global market and regional markets 

since Thailand is the production base of automobiles and parts in the ASEAN region. The 

Revealed Comparative Advantage index (RCA) has revealed that the foreign markets with 
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RCA value over 1 and higher than the average value in the global market are mostly the 

emerging markets in Europe, Central America, the Middle East and the ASEAN region. 

Most entrepreneurs are a group of SMEs producing, by order, parts and delivering  

directly to car assembling plants, and manufacturers of parts on sale in the market  

of replacement parts.

 4. Food and Beverage Sector

 This is a sector important to the country’s economic growth with approximately 15% 

of the country’s GDP. The export value tends to be continuously rising. This group, 

moreover, is competitive both in the global and regional markets. The markets where 

Thailand holds advantage are the European, Middle-East and South American markets. 

 5. Education Service Sector

 This is a sector playing a vital role in developing the country towards balance and 

sustainability. When taking into account the competitive capabilities between countries in 

the education sector, the World Economic Forum (WEF) set out a ranking of  

international competitive capabilities in 2013. Thailand was ranked 37 out of 148 countries, 

improving from 2012 when ranked 38 out of 144. At the same time, after analyzing the 

overall rank among the ASEAN members between 2006 to 2013, it was revealed  

that Cambodia rose 23 ranks, Indonesia and Philippines rose 19 ranks while  

Malaysia and Thailand both fell in rank.  

 6. Energy Sector

 This sector has the opportunity for further growth in the future, especially the  

renewable energy business as a result of the trend toward energy stability and fluctuations 

in the price of energy. Previously, Thailand had to import energy at over 40% of overall 

energy consumption. Renewable energy, therefore, has been developed more seriously, 

in this case, wind and solar energy, biomass energy and biogas, and ethanol and  

biodiesel. Ethanol and biodiesel have a tendency to grow both in terms of demand and 
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productivity. At present, the renewable energy sector of Thailand is still undergoing the 

process of research and development.

 

 7. Agricultural Sector

 This sector has impact on creating income for people and the country. The  

agricultural sector recently in the spotlight in the world arena  has been agricultural crops 

that can be used as raw materials for producing renewable energy such as sugarcane, 

cassava, molasses, palm, and jatropha. Over the past period, the public sector has  

promoted a policy for the plantation of plants for use as raw materials in producing  

renewable energy with the objective of reducing the import of energy from abroad.  

 

 8. Transport and Logistics 

 This sector plays a role in connecting the value chain and creating competitive  

advantage. Logistic operators of Thailand have an opportunity and tendency to expand 

more, espeically at the ASEAN region level since it is the first category of service sector 

seriously entering the AEC. From  2013, foreign companies were welcomed in for  

competition and to increase the proportion of investment to 70%. At present, the service 

provided by Thai entrepreneurs mainly focuses on tranporting products to consumers. 

The Logistics Performance Index of Thailand, meanwhile, is ranked 38 out of 155  

countries, following Singapore, Hong Kong, China, Japan, and Malaysia. In addition,  

the proportion of logistic costs per GDP between 2003 and 2012 tended to decline from 

16.1% in 2003 to 14.3% in 2012. Nonetheless, it was still at a high level compared  

to a developed country such as the United States.

 9. Tourist sector

 The tourist sector plays a substantial role in the country’s economic expansion  

being one of the largest contributors in terms of income and which is continuously  

increasing. It also creates added value both directly and indirectly. The tourist  

business, furthermore, has linkages to other different types of business. Changes in the 
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world economy have resulted in some countries becoming emerging markets, most of 

which are in ASEAN and BRICS (Brazil, Russia, India, China and South Africa). This has 

given rise to a popular trend to travel to ASEAN. Thai tourism has competitive capabilities 

both in the global and region markets, especially the ASEAN market, the Oceania market, 

the Asian market, the European market and the Middle-East market. 

 10.   Health Service Sector

 Since the social structure of the global community is entering the era of the graying 

society, business related to senior citizens is following an upward direction, especially 

health service, treatment service, health promotion service, health products, Thai herbs, 

and wellness and health holidays, etc. A strong point of the health service in Thailand is 

the service charge being lower than that of developed countries. Moreover, Thai people 

have service minds coupled with quality standards recognized by and popular among 

foreigners, as well as recovering patients and companions. Up until now, Thailand has 

continuously announced a national development policy aimed at becoming a medical hub, 

resulting in the health travel business obtaining greater attention from a group of  

consumers, especially those in the Middle-East. After the Middle-East comes Japan, the 

United States, the United Kingdom, Canada, South Asian countries, and France.  

 11.  Creative, Information Technology (IT) and Information Communication  

Technology (ICT) Sectors   

 Creative business has become a growing worldwide trend as a result of the focus on 

developing products and services using creativity, knowledge bodies, intellectual  

properties, as well as cultural background to represent products. Thailand’s recognized 

strong points are its attributes, cultural diversity and skill in manufacturing and designing 

creative media. Nonetheless, development in such an area over the past period has still 

been at the preliminary level. Entrepreneurs operate business by offering service or  

outsourcing to large foreign companies. The problem of copyright violation has had an 

impact on the motivation to invest in this industry.
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 Technology sectors such as software, media production, and design that require 

technology in developing and creating value play a vital role in improving the creative 

sector. Two major related sectors are IT and ICT. Most developed countries  

have excellent IT and ICT systems while Thailand is still in the early stage of  

development - mainly technology application. The invention of innovations that help  

create the value of work and patent or copyright registration in Thailand are at the low level.

Business Promotion Guidelines for SME in High Growth Sectors

 According to the analysis of competitive capabilities, problems and obstacles to the 

abovementioned sectors, the country’s businesses with high growth can be divided based 

on the levels of SME growth including business promotion guidelines for SMEs in high 

growth sectors in each expansion stage as follows:

 Level  1 Survival Level  These sectors have the opportunity to grow in accordance 

with the global trend. However, in Thailand, development is still at the early stage. Sectors 

at this level consist of those dealing with renewable energy, agriculture especially crops 

to produce commercial renewable energy, transport and logistics, education service, IT, 

ICT, including creative industries. At the same time, the development of the construction 

sector has begun to reach the Sufficiency Level since it has competitive capabilities in 

the global and regional markets. Operators in construction are mostly large enterprises, 

while SMEs are only subcontractors. 

 Promotion Guidelines The government sector needs to play a significant role in  

improving the infrastructure, such as a high-speed communication system,  

high - speed Internet, the development of the research and development structure of the 

country, the development of the technology platform, as well as the specification and 

improvement of product and service standards at the international level. The objective  

is to enable buyers to gain greater access to the market, enlarging the market later on. 
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 SMEs relying on large sectors are those in the construction sector. The government 

sector and related agencies should promote collaboration between large enterprises and 

SMEs in order to expand the market towards the regional and world levels by developing 

clusters and the supply chain of Thailand internationally. 

 Level 2 Sufficiency Level This group is competitive in the domestic, global and  

regional markets and depends substantially on advantages in cost and manufacturing. 

There has still been no further development to create higher value. Sectors belonging  

to this level are food and beverage, electronic parts, health service, automobiles and  

parts, and tourism. 

 Promotion Guidelines The government sector and related agencies, as well as  

financial institutions should collaborate in enhancing the capacity of such sector to  

genuinely acquire competitive capacities. Business model innovation should be improved 

in order to look for opportunities and create added value by promoting the enhancement 

both of supply and demand in such a business sector. In so doing, the following should 

be put into practice: Subsidized Business Angel/VC, business matching service,  

tax measures, research and development imbursement, development training,  

organization of a mentoring system, support of the continuation of research work for 

commercial benefits, and the development of operator network/shared vision.

 Level 3 Sustainability Level This sector is able to compete sustainably in the  

domestic, global and regional markets and in accordance with the global trend of becoming 

a green economy and bio economy. SME business needs to adjust in order to compete 

sustainably in the future. 

 To push forward every SME high growth sector to enter a level of sustainability,  

SME entrepreneurs need to adjust themselves in compliance with the global trends,  

especially in terms of establishing brands, creating added value to products and services 

using technology and innovation creatively, and being aware of environmental friendliness 

according to the concept of the green economy and bio economy. 
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 Promotion guidelines comprise the operation of policy at the macro level and operation 

by sector as described below: 

 •	 Promotional	operations	at	the	macro	level	consist of the specification of integral 

policy focusing on the promotion of SME growth, development of the environment of the 

domestic capital market and financial market, alleviation of tax burdens having impact on 

SME growth, co-investment, reduction of the burden of rules and regulations hindering 

the growth, development of personnel resource towards a society of knowledge,  

the promotion of the transfer of quality labor, the development and promotion of access 

to and usage from technology and research and development. 

 •	 Promotion	by	sector		It is necessary to develop policy - both supply - side policy 

and demand-side policy - in a parallel manner taking into consideration the difference of 

11 sectors. Nonetheless, as regards supply development, it is important to enable  

SME entrepreneurs to gain access to resources essential to their growth conveniently 

and equally, and conduct a policy in conjunction with demand promotion. Demand should 

be promoted for greater expansion and quality of demand should be improved with  

the demand in products-services and commercial development being created giving rise 

to a new capable market that can support products and services, and innovative trading. 

 Nevertheless, in promoting three SME high growth sectors, the government sector 

needs to integrate more collaboration between agencies in order to support and help 

SMEs at every growth level and enable them to become leaders in developing the  

country’s economy and society to achieve continuous growth.
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SMEs Information: 
Financial Structure 

Chapter 7
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 The Office of Small and Medium Enterprises Promotion has collected data from the 

Department of Business Development. This data belonged to juristic entities submitting 

financial statements for the year 2012. The information specifically selected for  

consideration covers four aspects of major financial structure: the main income of the 

business, cost of sales, net profits, and total asset value. The data were gathered from 

three sample groups of SMEs operating in different economic activities:

 7.1  Manufacturing Sector: Category of manufacturing products made from sheet 

metals except machinery and equipment.

 7.2  Construction Sector

 7.3  Service Sector: Hotels and restaurants

 According to an analysis of the financial structure, it was revealed that each group of 

SMEs in this study had a financial structure in accordance with the size of similar  

enterprises. Simply put, large enterprises had higher proportions of net profits than small 

and medium enterprises since they had better capital management. Furthermore,  

consideration of the percentile rank of income, cost of sales, net profits and total asset 

value showed that concentration was found in large enterprises while most small and 

medium enterprises were below the average value.

SMEs Information: Financial Structure 

Chapter 7
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Analysis of the Construction 
Business based on the In-Depth 
Database of Sectors in  
22 Provinces

Chapter 8
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 This in - depth database is based on the in-depth database of SMEs categorized by 

province group from 2010 to 2013 as basic data or structural data of SMEs relying on the 

database mostly derived from the census of the National Statistical Office, registration 

database of the Department of Business Development, as well as a survey on the in-depth 

database of SMEs categorized by 18 provincial groups across the country. This in-depth 

database of SMEs can be used for classifying groups of SME entrepreneurs, and  

analyzing the amount and diffusion in each group, employment, and capability in  

operating the businesses of SMEs in each group, problems and obstacles, or needs in 

each aspect of SMEs. 

 This analysis selected the construction sector to study in respect of research and  

development, technology and innovation by considering the data derived from an  

analysis of research and development, science, technology and innovation of a complete 

version of a report, and an analysis of the structure of SME entrepreneurs in the  

consulting project in order to proceed with a survey of the in-depth database of sectors 

in 22 provinces. The Office of Small and Medium Enterprises Promotion or OSMEP, in  

collaboration with the Chula Unisearch of Chulalongkorn University, in 2013 compiled a 

survey of 19 categories. Six categories were in the manufacturing sector 1) planting and 

farming, hunting, and breeding and raising aquatic animals, as well as other relevant 

service activities; 2) forest and forestry and other relevant service activities; 3) fishery;  

4) service activities supporting the mining and production of petroleum; 5) electricity, gas, 

steam and air-conditioning supply; 6) catchment, water supply, and water distribution. 

The thirteen categories in the service sector were: 1) construction; 2) civil engineering; 

Analysis of the Construction Business based on the 
In-Depth Database of Sectors in 22 Provinces
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3) specialized construction activities; 4) financial service activities except insurance  

and pension funds; 5) insurance, insurance activities, re - insurance and pension funds 

except compulsory social security; 6) activities supporting financial service and insurance 

service; 7) education; 8) health activities of human beings and social work; 9) general 

maintenance of residential places with a regular caretaker; 10) transport and storage;  

11) telecommunications; 12) veterinarian activities; and 13) arts, entertainment and  

recreation. Information as regards enterprises in the trade sector was not included in the 

survey. The area of survey covered a total of 22 provinces: 1) Nonthaburi, 2) Ang Thong,  

3) Chanthaburi, 4) Prachinburi, 5) Sa Kaew, 6) Yasothon, 7) Chaiyaphum, 8) Bueng Kan, 

9) Nong Bua Lamphu, 10) Kalasin, 11) Lamphun, 12) Uttaradit, 13) Nan, 14) Uthai 

Thani, 15) Sukhothai, 16) Kanchanaburi, 17) Samut Songkram, 18) Krabi, 19) Phang Nga,  

20) Phatthalung, 21) Pattani, and 22) Narathiwat. 

 According to the survey of SME entrepreneurs in the project, including the project in 

phases 1 and 2, with a total of 196,590 SME entrepreneurs sharing information, there 

were only 0.05% of SME entrepreneurs with research and development expenses.  

A total of 52.12% of SME entrepreneurs in the service sector undertook research and  

development, and innovation activities themselves. Second was those purchasing  

products related to research and development, and innovative activities accounting for 

29.79%. Lastly, 18.09% of SME entrepreneurs copied the research and development, 

and innovation activities from others. As regards spending on research and development, 

and the innovation activities of SMEs entrepreneurs in manufacturing, it was found that 

50.00% undertook research and development and innovative activities themselves.  

Secondly, 30.00% copied research and development, and innovation activities from  

others and 20.00% purchased products related to research and development, and  

innovation activities.

 Results of the survey of the sample group as regards the proportion of expenditure 

cost on research and development and innovation activities showed that most SME  

entrepreneurs in the service sector had costs arising from  expenditures on research and 

development, and innovation activities running up to 7.94% of cost at the highest. Second 
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was undertaking research and development, and innovative activities themselves  

equaling 7.63% of cost and copying from others equating to 5.60% of cost. As for the 

manufacturing sector, the majority of SME entrepreneurs allocated costs to research  

and development, and innovation activities for their own inventions at 6.50% of cost. 

Second was copying from others at 4.33% of cost.

 As concerns the number of personnel specialized in science, technology, and  

innovation, the result of the survey of the sample group in 19 categories showed that in 

the service sector, specialized construction was the category employing most personnel 

specialized in science, technology, and innovation at 28 persons. Second was  

construction hiring 24 persons, and human health activities with 11 persons. Most  

personnel specialized in science, technology and innovation were Thai, accounting for 

3.06%. As for the manufacturing sector, the categories hiring the greatest number  

of personnel specialized in science, technology and innovation were electricity, gas, steam 

and air-conditioning supply employing 4 people. Second were planting and farming,  

hunting and other related service activities; fisheries, breeding and raising aquatic animals 

and service activities related to fisheries; service activities supporting mining and  

the production of petroleum, each of which hired 3 persons. 

 As concerns the applications of technology, innovation and new equipment in  

management classified by category, it was found that the majority of SME entrepreneurs 

both in the service sector and the manufacturing sector did not apply any technology, 

innovation or new equipment in management. Nonetheless, in the service sector, 35.76% 

of SME entrepreneurs made use of technology, innovation and new equipment primarily 

for the development of the management system. Second, 31.04% used them for  

improving products, and 8.84% for improving packaging. As for the manufacturing sector, 

46.15% of SME entrepreneurs applied technology, innovation and new equipment 

mostly for product improvement. Second were 19.23% applying them to the development 

of the management system and 19.23% to improving packaging. 

 As regards obstacles in enhancing science, technology and innovation, it was found 

that most problems the majority of entrepreneurs in the service sector encountered  
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concerned the development of scientific work, technology and innovation as well as a 

lack of sources of capital at 3.67 points. Second was the lack of technology and incentive 

creation from laws, rules and regulations at 3.38 points and 3.13 points respectively. As 

related to the manufacturing sector, most problems experienced by the majority of SME 

entrepreneurs in the manufacturing sector concerned the development of scientific work, 

technology and innovation, a lack of sources of capital as well at 3.64 points. Second 

was a lack of technology, and manpower in science, technology and innovation at 3.52 

points and 3.20 points respectively.

 Construction, civil engineering, and specialized construction activities were the  

business category with the highest investment in the research and development of  

technology and innovation with their own research and development of technology and 

innovation accounting for over 50.00%. However, this business category employed only 

1.40% of personnel specialized in science, technology and innovation. This issue,  

therefore, should be studied and researched in the area of development of technology 

and innovation of this business category in terms of the structure of a sector, the  

characteristics of the company, the number of personnel in a sector, the expenditures on 

the management and operations of the company including expenses on research,  

planning, and development as well. 

 Concerning the analysis of the structure of SME entrepreneurs in the in - depth survey 

of specific sectors in 22 provinces, the survey covered 22 provinces: 1) Nonthaburi,  

2) Ang Thong, 3) Chanthaburi, 4) Prachinburi, 5) Sa Kaew, 6) Yasothon, 7) Chaiyaphum,  

8) Bueng Kan, 9) Nong Bua Lamphu, 10) Kalasin, 11) Lamphun, 12) Uttaradit, 13) Nan,  

14) Uthai Thani, 15) Sukhothai, 16) Kanchanaburi, 17) Samut Songkram, 18) Krabi,  

19) Phang Nga, 20) Phatthalung, 21) Pattani, and 22) Narathiwat. Therefore, the sector 

of construction, civil engineering, and specialized construction activities in the 22  

provinces were selected for in-depth research. The Gross Provincial Product (GPP) of 22  

provinces were analyzed in order to find out what proportion of the GPP sector of  

construction, civil engineering, and specialized construction activities were able to add to 

the province’s overall GPP. In addition, the Boston Model: Boston Consulting Group 
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Table 8.1  Proportion of GPP and Growth Rate according to Boston Model in Sector  
  of Construction Service, Real Estate Service, and Related Business of 4   
  Provinces

Source: The Office of Small and Medium Enterprises Promotion (OSMEP)

1. High GPP proportion and  

 growth rate

2. High GPP proportion but low  

 growth rate

3. Low GPP proportion but high  

 growth rate

4. Low GPP proportion and 

 growth rate

Ang Thong 

Nonthaburi

Prachinburi

Lamphun 

12.15

15.05

2.63

4.40

75.70

-2.21

19.46

-1.51

Representative 
Province

Proportion of GPP of 
Sector/Province (%)

Growth Rate 
of Sector (%)

GPP Proportion and Growth Rate 
according to Boston Model 

8.1   An analysis of the general features of the sector of construction service, real     
      estate service and related businesses in 4 representative provinces

 8.1.1 Establishment pattern according to the laws of the sector of construction service, 

   real estate service and related businesses in the 4 provinces

 Considering the business structure for the sector of construction service, real estate 

service, and relevant business in the four provinces, it was revealed that the province 

with the highest number of construction service businesses was Nonthaburi with 1,073 

factories. This was followed by Lamphun, Prachinburi and Ang Thong respectively.

 In Nonthaburi, there were 650 construction service sectors. Second was specialized 

construction activities and civil engineering with 371 and 52 entrepreneurs respectively. 

As for the provinces with the least number of construction service sectors, Ang Thong 

Growth-Share Market Matrix was used to analyze each province. A proportion of the 

market expansion and the market share of business was calculated as the criteria for 

analyzing the sectors in the provinces in order to select the sectors in the construction 

service, civil engineering, and specialized construction activities in four provinces for study 

and research. 
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ranked first with only 63 entrepreneurs. Second was specialized construction activities 

and civil engineering with 23 and 5 entrepreneurs respectively. 

 As concerns the business structure, most were legally registered as limited companies. 

Second was limited partnership. The least common business structure was a  

non-registered ordinary partnership.

 8.1.2 Patterns in the business operations of companies in the sector of construction  

  service, real estate service and related business in the 4 provinces

The most common pattern in business operations was that the residences, shops 

and financial buildings were not located in business areas. Second was offices for rent 

also not being located in business districts as well. The construction sector primarily took 

the form of residences, shops and commercial buildings. Second were specialized  

construction activities and civil engineering respectively.

Regarding each province, in Prachinburi and Lamphun, more businesses were  

operated in business areas than non-business areas. For Ang Thong and Nonthaburi, 

more business operations took place in non-business areas than in business areas.

 8.1.3 Order of linkages of the sector of construction service, real estate service and  

  related businesses in the 4 provinces

When taking into account the overview of the sectors, the most common form of 

business was obtaining raw materials/parts/products/services with the construction  

business ranked first. Second was the furniture business followed by the real estate  

business. However, further consideration of each type of sector revealed more evident 

differences as follows:

For the construction sector in the 4 representative provinces most obtained raw 

materials/parts/products/service among themselves. Second to follow this pattern was 

the furniture business and real estate business.

For the civil engineering sector, most obtained raw materials/parts/products/service 

from the construction business and obtained raw materials/parts/products/service  

from other businesses to a very small degree.
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However, for specialized construction activities, they obtained raw materials/parts/

products/service from other various businesses. They obtained the highest amount of raw 

materials/parts/products/service from the construction sector. This was followed by  

the wholesale and retail trading sector, furniture, electrical appliance, and electronic  

equipment and computer businesses respectively.

Regarding the characteristics of the province, Ang Thong was the province that  

received raw materials/parts/products/service from other businesses in the lowest  

degree. Second was Prachinburi. As for Nonthaburi, they most received raw materials/

parts/products/service from other businesses.

As regards the distribution of raw materials/parts/products/service to other  

businesses in the sector of construction service, real estate service and relevant business, 

in general, the distribution of raw materials/parts/products/service was mostly to the 

construction service sector. This was followed by the wholesale and retail shop sector 

and real estate business respectively. Nonetheless, the following differences were found 

among each type in the sector:

For the construction sector in the 4 representative provinces, they most delivered raw 

materials/parts/products/services among themselves. This pattern was followed by  

wholesale and retail shop sector and real estate business respectively.

In the civil engineering sector, the distribution of raw materials/parts/products/service 

was carried out among the construction business to the highest degree and they  

transported raw materials/parts/products/service to other businesses to a very small 

amount as was the case for their obtaining raw materials/parts/products/service.

For the specialized construction activities, they distributed raw materials/parts/ 

products/service to various businesses. Raw materials/parts/products/service were  

distributed to the construction business to the highest amount. This was followed by the 

wholesale and retail shop sector, real estate business, electronic equipment, computers, 

furniture, and electrical appliances respectively. This sector obtained and distributed raw 

materials/parts/products/service to other businesses to the highest amount.

From the perspective of the provinces, Ang Thong was the province distributing the 

least amount of raw materials/parts/products/service to other businesses as well as  

obtaining the least amount of raw materials/parts/products/service from other businesses. 



72

Next was Prachinburi and Nonthaburi distributing the highest amount of raw materials/

parts/products/service to other businesses as well as obtaining the highest amount of raw 

materials/parts/products/service.

 8.1.4 Period of business operation of the sector of the construction service, real estate 

   service and related businesses in the 4 provinces

As concerns the number of companies classified by the length of business operation, 

the overview of the sector of the construction service, real estate service and related 

business in the four provinces showed that the most common period was between four 

to ten years. This was followed by one to three years and ten to twenty years  

respectively. 

 8.1.5 Use of raw materials from abroad by the sector of the construction service, real  

  estate service and related businesses in the 4 provinces

Regarding the overview of the use of imported raw materials by the sector of the 

construction service, real estate service and related businesses in the four provinces, they 

did not use much foreign raw materials. Such materials were used only in the construction 

business and specialized construction activities of Nonthaburi and Ang Thong. As concerns 

the civil engineering business, only Nonthaburi used raw materials imported from abroad  

at a proportion of 26 - 50% and 10 - 25%. 

As for the construction service, real estate service and related business, no raw  

materials were used from abroad in Prachinburi and Lamphun.

8.2  Analysis of the employees in the sector of the construction service, real estate  
   service, and related businesses in the four representative provinces
 
 8.2.1  Average number of employees of companies in the sector of the construction 

    service, real estate service and related businesses in the 4 provinces
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This sector employed the highest number of skilled workers in these four provinces 

with the construction business hiring the highest number of 6,330 skilled laborers. Second 

was the specialized construction business employing 2,442 skilled employees while the 

construction business hired the highest number of skilled employees from other  

provinces totaling 2,266. Second was the specialized construction business  

employing 901 people. 

As regards foreign employees, the construction business hired the highest  

number - 815 people. Second was the specialized construction business with a total of 

213 foreign employees. As for the civil engineering business, there were no foreigners 

being hired. 

 8.2.2 Average working period of workers in companies in the sector of the  

  constructionservice, real estate service and related businesses of 4 provinces

The average working period of workers in the companies of the business group was 

mostly between 0 - 3 years, followed by 5 -10 years. 

When considered by province, the average working period for all three business 

categories in Ang Thong was over 10 years. As for Nonthaburi, the average working 

period in these business categories was an average of 0-3 years, higher than other  

average working periods.

 8.2.3 Staff training with the objective of enhancing the skills of companies in the  

  sectors of the construction service, real estate service, and related businesses  

  of 4 provinces

As regards staff training with the objective of enhancing the skills of the companies 

in the sectors, most of them did not organize any. It was only in Nonthaburi where three 

business categories carried out staff training. None was carried out in Ang Thong. As for 

Prachinburi, there was specific staff training carried out in the construction service  

business, the civil engineering business and the specialized construction activities.
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 8.2.4 Staff training program with the objective of strengthening the skills of companies 

   in the sector of the construction service, real estate service and related  

  businesses

As concerns the staff training program aiming to strengthen the skills of companies 

in the sector, there was no information regarding this matter in Ang Thong. A comparison, 

therefore, could be done only among three provinces: Nonthaburi, Prachinburi, and  

Lamphun. The staff training programs that received great attention from companies were 

manufacturing skill, customer service, and finance and accounting. For the civil  

engineering business, they were most interested in training on marketing skills, followed 

by manufacturing skills.

8.3  Analysis of expenditure for the management and operation of the sector of 
    the construction service, real estate service and related businesses in four  
        representative provinces

  8.3.1  Expenditure on the management and operation of the sector of the construction 

   service, real estate service and related businesses in 4 provinces

According to the survey data of four representative provinces, it was found that only 

Nonthaburi had allocated expenses on research, planning and development as found in 

the construction business and specialized construction activities. The construction  

business had expenses in research, planning and development at 5.22%, and 24.64%  

for the specialized construction business. Primarily, the management and operation  

expenses of the sector were used on electricity, water supply, interest expenses  

and training. 
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 8.3.2 Expenses on the research, planning and development of companies in the  

  sector of the construction service, real estate service and related businesses  

  of 4 provinces

Expenses on research, planning and development were only found in Nonthaburi  

in the construction business and specialized construction activities. In the construction  

business, they designated research, planning and development by themselves at 57.14% 

and purchased research work and development at 42.68%. As for the specialized  

construction business, most were research, planning and self-development at 54.55%, 

purchase of research work and development at 40.90% and a copy of research work  

and development at 4.55% respectively.

  

 8.3.3 Personnel in the research, planning and development of companies in the  

  sector of the construction service, real estate service and related businesses  

  of 4 provinces

Companies in the construction business, real estate service and related businesses 

in Ang Thong, Prachinburi and Lamphun did not employ any personnel specialized in 

science, technology and innovation. 

In Nonthaburi, companies hiring no personnel in such fields accounted for 97.22% of 

the total number of companies. 

Companies hiring personnel specialized in science, technology and innovation were 

only found in Nonthaburi with a total of 69 Thais - 60 in the specialized construction  

business and 9 in the construction business. There were four foreign personnel all  

working in the specialized construction business. 

  

 8.3.4 Application of technology in companies in the sector of the construction service,  

  real estate service and related businesses of 4 provinces

Technology was applied in all four provinces, especially in Nonthaburi where  

technology was most used in the construction business, specialized construction and 

civil engineering respectively. In Ang Thong, the civil engineering business did not apply 

any technology in its companies, only in the construction business and specialized  

construction activities using technology. 
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 In Thailand, Small and Medium Enterprises (SMEs) are scattered throughout several  

industries and a large amount are found in and form a great proportion of the manufacturing, 

trade and service sector. Small enterprises accounted for over 90%. When combined with 

medium enterprises, almost all enterprises in the economic sector were small and medium 

enterprises (SMEs), with the total number higher than that of large enterprises. This makes 

SMEs significant to the country’s economic system, both in aspects of employment and 

production.

 Due to differences in conditions, industries experience different problems in the  

manufacturing, trade and service sector. Divided into various activity groups that may require 

different measures and promotion, it is necessary to study such problems in several industries 

in order to analyze the data which is also derived from drafting the SME promotion plan. 

 The Office of Small and Medium Enterprises Promotion (OSMEP) is an agency  

established under the SME Promotion Act, B.E. 2543 (2000) with the main responsibility  

of promoting SMEs and presenting policies and plans for SME promotion.

 In the fiscal year of 2013, OSMEP formulated the SME Promotion Strategic Plan and 

Action Plan by Sector in order to study the potential, capacity, and current situation of 

SMEs in three target industrial sectors: spa and health service, wholesale and retail trade, 

and information/digital content. The objective of this study was to specify the SME  

Promotion Strategic Plan and Action Plan by Sector as summed up below:

Formulation of the SME Promotion Strategic Plan 
and Action Plan by Sector 

Chapter 9
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9.1 Spa and Heath Service 

 The emphasis is on encouraging Thai spa and health service entrepreneurs to improve 

and provide spa and health service using the nation’s cultural asset in promoting health 

and creative business. The objective is to enable them to stand proudly in the global 

arena and create a clear identity of Thai spa and massage, and health service through 

the continuation, preservation and creation of the country’s culture as well as local  

cultural diversity. Another aim is to enhance the capability of personnel to acquire  

professionalism in providing excellent health promoting service at the international level 

and create a complete alliance to strengthen competitive capabilities sustainably  

using the “5F” promotion strategies:

 Strategy 1:   Strengthening Capacity (Fit) Eliminating weak points regarding  

   finance, personnel resource, procedures, cost reduction, and  

   ongoing improvement of spa and health service entrepreneurs.  

 Strategy 2:   Creating Long-Term Stability to Business (Firm) Creating added 

    value and innovation. Emphasizing the responding to customers’  

   needs and offering amenities to customers of the spa and health 

   service business. 

 Strategy 3:   Highlighting Fastness and Flexibility of Operation (Fast and Flexible) 

   Increasing speed of service provision in the spa and health service 

   business and enhancing flexibility according to the needs of  

   customers or changing technology.

 Strategy 4:  Creating Business Network and Having Alliance both in and outside  

   the Country (Friends) Creating an alliance in business categories 

   supporting each other such as tourism, beauty, sports, food and  

   medicine. Building a social network with customers and trade 

    partners in the spa and health service business. 

 Strategy 5:   Creating Brands for Thai Spas to Become International Brands  

   (Favorite and Famous) Pushing forward Thai spas to become a 

    world leader in the spa business. 
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 The SME Promotion Strategic Plan and Action Plan by Sector for the spa and health 

service sector aims to promote, support and push forward the spa and health service of 

Thailand to become a source of happiness accompanied by heritage and wisdom for the 

well-being of people around the world.

9.2 Retail and Wholesale Trade

 The emphasis is on encouraging retail and wholesale business entrepreneurs to achieve 

excellence in operating retail and wholesale, to create an identity and use their experience 

of running shops to present products and services creatively with local cultural diversity. The 

objective is also to enhance capacity in management, marketing and finance using cutting 

edge technology and innovation recognized at the international level, and to enable retail and 

wholesale operators to gain access to various areas. This will increase the chances for 

people to reach products. Furthermore, there is the integration of support from the  

government sector and the creation of a complete alliance to strengthen competitiveness 

sustainably employing the “5F” promotion strategies: 

 Strategy 1: Strengthening Capacity (Fit) Eliminating weak points in operation in 

   terms of finance, personnel resource, production factors, process and  

  cost reduction. Reducing storage of inventory and continually improving. 

 Strategy 2:  Creating Long-Term Stability to Business (Firm) Creating added value 

   and innovation. Emphasizing the responding to customers’ needs and  

  offering amenities to customers.

 Strategy 3:  Highlighting Fastness and Flexibility of Operation (Fast and Flexible) 

  Increasing the speed of service provision and flexibility according to the 

  needs of customers or changing technology. 

 Strategy 4:  Creating Business Network and Having Alliance both in and outside  

  the Country (Friends) With an alliance both in and outside the country  

  as well as being in an alliance with trade partners from upstream to  

  downstream, from agriculturists who own manufacturing factors to 

   modern trade partners helping distribute products. 
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 Strategy 5:  Creating Popularity, Fame and Story (Favorite and Fame) Bringing  

  a story about local culture and wisdom to reinforce the selling point  

  to create difference and sustainability. 

 The SME Promotion Strategic Plan and Action Plan by Sector for retail and  

wholesale trade is to promote, support and push forward SMEs in the retail and  

wholesale trade sector of Thailand to acquire more capacity, be able to meet the  

customer’s needs promptly, gain access to customers in all areas, select  

environmental-friendly products and service with identity and indigenous wisdom  

for the well-being of people around the world. 

9.3  Information/Digital Content

 The emphasis is on encouraging information/digital content entrepreneurs to become 

a leader in creating information/digital content in ASEAN, enabling the economic sector 

of Thailand to make the most use of digital information. The objective is to strengthen 

understanding among every sector, about each type of information/digital content in the 

economic sector such as finance, ICT, software, games, and so on to develop capacity 

in applying wisdom heritage as well as to continue, design and improve using excellent 

technology and innovation recognized at the global level. Furthermore, it is aimed at  

supporting business operations in the category of information/digital content to facilitate 

convenience by deregulating legal provisions, and rules hindering competition. The purpose 

of the strategic plan is also to facilitate entrepreneurs in gaining access to capital  

sources from banks by assessing value and converting intellectual property to capital, 

make investments using digital innovation funding or incubation subsidiary, and create  

a complete alliance in order to achieve sustainable competitiveness. The “5F” promotion 

strategies are:
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 Strategy 1: Strengthening Capacity (Fit) Eliminating the weak points in operation  

  for entrepreneurs in the information/digital content sector in terms of  

  finance, personnel, production factors and cost reduction. Encouraging  

  the ongoing improvement of business.  

 Strategy 2: Creating Long -Term Stability to Business (Firm) Creating added value 

   and innovation. Emphasizing customers’ needs and conveniencein  

  workingfor customers and organizations using digital information 

   and systems. Investing in research and development to respond to  

  future needs. 

 Strategy 3: Highlighting Fastness and Flexibility of Operation (Fast and Flexible) 

  Starting from developing new products rapidly, providing prompt 

   service and flexibility according to customers’ needs or changing  

  technology.

 Strategy 4: Creating Business Network and Having Alliance both in and outside  

  the Country (Friends) Having partners both in the country and in 

  other countries. Being in an alliance with major business categories 

  or industrial sectors of Thailand such as tourism, sports, and health 

  so that these business or industrial sectors become more digital.  

  Creating a social network with customers and trade partners.  

 Strategy 5: Creating Popularity, Fame and Story (Favorite and Fame) Having 

   a favorite story and characters, and brands gaining international 

   popularity.

 

 The aim of the strategic plan and SME Promotion Action Plan for the business  

category of information/digital content is to promote, support and push forward SMEs in 

this category of Thailand to acquire more potential and to be able to create digital online 

innovation and business patterns compatible with  digital trends, and give rise to  

characters and stories from the Thai arts, culture and wisdom through media to meet the 

lifestyle of the new generation and integrate with off-line experiences. 
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10.1   A Study on the Policies and Laws of ASEAN Countries 

 

 10.1.1  A Study on the Overall Policy and Laws of Six Countries

 1. Brunei started collecting corporate income tax from 2008. At present, the tax rate 

has reduced to only 22%. There is neither collection of personal income tax nor  

application of value added tax. The SME development plan according to Vision Brunei 

2035 places importance on personnel development, access to information, access  

to technology and news, finance and entrance to markets.  

 2. Cambodia highlights a policy promoting foreign investment parallel with accepting 

help from international countries. The government issued the investment promotion law 

of 1994 (revised in 2003). As regards tax, Cambodia first implemented a tax law around 

10 years ago. 

 3. Laos has an economic development plan from 2011 to 2015 with the objective to 

reduce the poverty rate and to prepare for economic consolidation. The rate for corporate 

income tax was reduced from 28% to 24%. SME promotion laws and development  

measures were enacted.  

 4. Myanmar announced the enactment of laws promoting investment from foreign 

countries in November 2012. The financial system in Myanmar is very strict concerning 

the business transactions of foreign companies. The tax collecting system has a simple 

structure, however, the rate is higher than that of ASEAN member countries.

A Study on the Impact of the Policies and Laws of 
Countries in the ASEAN Region on SMEs of Thailand

Chapter 10



84

 5. The Philippines has a development plan for investment from 2011 to 2016, and  

Republic Act No. 6977 for SMEs which was revised by Republic Act No. 8289 and  

Republic Act No. 9501 respectively. This act stipulates promoting, developing and  

support measures for SMEs. 

 6. Vietnam The government launched a policy for economic reform called “Doi Moi”. 

Vietnamese investment law is quite clear and beneficial to investors. Tax law was  

initially reformed in 1990. As concerns SMEs, the government set up a permanent  

committee of SME Development Council that was elevated to Agency for SME  

Development (ASMED) responsible for the overall scale.  

 10.1.2  An In-depth Study on the Policies and Law of Four Countries 

 

 1. Indonesia As regards investment, Indonesia has the “Law of the Republic of  

Indonesia Number 25 of 2007 Concerning Investments” that makes the investment process 

and license easier. The definition of investment is clear and global. As for tax, the regular 

corporate income tax rate is 25%. However, it will be reduced by half for companies 

acquiring income not over 50 billion rupiah. Developing SMEs has been emphasized 

through actions such as the loan provision for small entrepreneurs. There are also projects 

strengthening capacity, transfer of technology, market access as well as encouraging 

SMEs to participate in world-class product fairs.   

 2. Malaysia  Vision 2020 was announced specifying that “Malaysia must become a 

developed country by the year 2020”. Investment has been promoted through incentive 

measures for both domestic and international companies such as a policy reducing corporate 

income tax from 28% to 27%, exemption for income tax (70-100%) for 5 years, and  

permission for foreign shareholders to hold a 100% share. There are two financial systems: 

general financial system and Islamic financial system. As concerns tax, there is a tax  

measure assisting and promoting SMEs by not submitting an estimation for advance tax 

payment for the first two years and allowing SMEs to pay tax at the end of year. In addition, 

the stamp duty rate has been specially specified for SME loans.  
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 3. Singapore Singaporean and foreign investors are equal. Foreign investors can  

hold 100% shares in almost all types of business. As for finance, there is neither the  

specification nor a legal act controlling the import or export of money. The corporate  

income tax rate is 17%. In Singapore, SPRING is an organization under the Ministry  

of Trade and Industry with the main responsibility of supporting SMEs. 

 4. Thailand There is a tax measure to help and promote SMEs by reducing the tax 

rate exclusively for SME companies with paid registered capital not exceeding 5 million 

baht and income from sales or service not over 30 million baht. The tax rate is: exempt 

for net profits of 1-300,000 baht, 15% of net profits from 300,001-1,000,000 baht,  

and 20% of net profits from over 1,000,001 baht. In terms of SME development, there is 

the Office of Small and Medium Enterprises Promotion (OSMEP) responsible for  

promoting and supporting SMEs through the 3rd SME Promotion Plan (2012-2016). 

10.2   Policy Recommendations 

 10.2.1  Amendment and Improvement of Laws

  10.2.1.1 Finance Related Law 

   (1)  Business Security Act This act is in the process of consideration of the 

parliament. Once it becomes effective, it would be useful for SMEs to use their business, 

inventory, raw materials for production and right of claim as additional assets to apply for 

loan. SMEs, therefore, might help push forward this bill and adding “intellectual property” 

as another type of business security should also be pushed forward.

   (2) Small Industry Credit Guarantee Corporation Act, B.E. 2534 (1991) This 

act can only guarantee the credit that SMEs hold in commercial banks and Specific  

Financial Institutions (SFIs).  It cannot guarantee credit SMEs holding in non - bank loan 

companies, and SMEs gathering in sectors such as in a cluster or community  

enterprises. Furthermore, it cannot guarantee any other type of debt except loans  
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such as debt from compliance to contract, issuance of debt securities such as fundraising 

through the capital market by issuing debentures. SMEs, therefore, should push forward 

an amendment of such act in order to obtain a wider guarantee scope than nowadays. 

 10.2.1.2  Tax Related Law  

  (1) Tax Measures to Promote SMEs in the Country

 

   (1.1)  Adjustment of corporate income tax rate for SMEs and conditions 

Income tax rate should be specified for net profits over 1 million baht at 15%. Conditions 

on SMEs for being able to use their rights in such matter should also be readjusted. Paid 

registered capital should be adjusted to be over 5 million baht, which could probably be 

20 million baht. Income from sales and services should be over 30 million baht, which 

could be 100 million or over.  

   (1.2)  Exemption of corporate income tax for SMEs  which are juristic entities 

for the first three years starting from the first day of operation with the objective of  

promoting business start-ups. 

   (1.3)  Options for total expense deduction for SMEs at 75% of total income 

so that SMEs will be able to choose to deduct expenses realistically or in total.  

   (1.4)  Expense deduction at two times or over for SMEs’ expenses on invent-

ing innovation, registering intellectual property, and innovation.  

  (2) Tax Measures to promote SMEs to invest abroad 

   (2.1)  Expense deduction at 2 times or over for expenses on trips abroad with 

the objective of creating business or finding out information about doing business abroad.  

   (2.2)  Exemption for dividend tax from investments made by SMEs in foreign 

countries requiring no conditions with the objective of promoting SMEs to bring the profits 

gained from foreign investment back to Thailand. 
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 10.2.2  Promotion of collaboration and coordination of every sector and promotion  
    measures for Thai SMEs towards AEC

  2.1  The government sector should stipulate proactive and defensive policies as 

well as designating clear benefits.

  2.2  The Board of Investment of Thailand (BOI) should adjust direction and improve 

regulations to promote SMEs’ investment in other countries and enable SMEs to gain 

access to benefits more easily. OSMEP should have more authority in defining policy and 

measures for SME promotion (tax benefits and others) in the same manner as the BOI.

  2.3  Attention should be paid to the development of human resources in order to 

strengthen capability to keep up to date with changes in the world economy. 

  2.4  Participation and coordination among every sector of Thailand in terms  

of the framework of the AEC Blueprint. 


