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Executive Summary

The Global Entrepreneurship Monitor (GEM) 2023 Research Project Report is a
collaboration between the Office of Small and Medium Enterprise Promotion (OSMEP) and the
School of Entrepreneurship and Management (BUSEM), Bangkok University. Its objective is to
study and evaluate the entrepreneurial status quo and the level of the entrepreneurial ecosystem
in Thailand. It also aims to explore the attitudes, aspirations, and participation of the population
in entrepreneurial activities, categorized by different groups and regions. Furthermore, it delves
into understanding the external factors supporting the growth of enterprises, supporting policies
and measures to promote an entrepreneurial development, as well as enhancing quality
entrepreneurship in the new-generation entrepreneurs and start-ups. The study compares
entrepreneurial activities in Thailand before the global outbreak of COVID-19 (in 2018) and after
it (in 2023). It investigates attitudes and aspirations of Thai entrepreneurship among various
demographic groups, broken down by population characteristics, regions, and business sectors
such as agriculture, manufacturing, retail and trade, and services. The study also compares
Thailand's entrepreneurial landscape with ten GEM member countries, namely China, India,
Indonesia, Japan, South Korea, Germany, the United Kingdom, Sweden, Poland, and the United
States. The significant findings are as follows:

Scope and Research Methodology

The Global Entrepreneurship Monitor (GEM) 2023 Research Project consists of two main
surveys: the National Expert Survey (NES) and the Adult Population Survey (APS). For the
National Expert Survey (NES), in-depth interviews are conducted with experts from 9 fields of
expertise, namely: finance, governmental policies, governmental support, education and training,
research and development transfer, commercial infrastructure, internal market openness, physical
infrastructure, and cultural and social norms. In total, 36 experts are interviewed to study the
status quo and receive recommendations and strategies for fostering entrepreneurs in Thailand.
The Adult Population Survey (APS) employs a survey research approach, utilizing a questionnaire
as its tool. This survey targets the Thai working-age population between the age of 18-64 who are
involved in entrepreneurial activities. A sample of 2,200 individuals from across Thailand was
collected and studied with the objective of understanding the level of the entrepreneurial society
in Thailand. In addition, the GEM 2023 Research Project also includes a comparative study of
entrepreneurial activities, categorized by five regions within Thailand and different sectors of
production. Furthermore, a comparative study is conducted with other countries. The criteria for
selecting these countries for the comparison is based on their Gross Domestic Product per capita
(GDP/cap) from the World Bank. Countries in category A (with a GDP/cap higher than $40,000
USD) include Japan, South Korea, Germany, the United Kingdom, Sweden, and the United
States. Category B countries (with a GDP/cap between $20,000 and $40,000 USD) feature
Poland. Lastly, category C countries (with a GDP/cap less than $20,000 USD) consist of China,
India, Indonesia, and Thailand.
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Entrepreneurial Activities in Thailand in 2023

The percentage of Total Early-stage Entrepreneurial Activity (TEA) in Thailand was
22.4% in 2023. This shows an upward trend compared to the period before the global COVID-19
outbreak in 2018, when the Thai TEA rate was 19.7%. However, the percentage of entrepreneurs
with businesses older than 3.5 years (established businesses) in 2023 decreased to 14.2% from
19.6% in 2018, respectively. The decline in the percentage of established entrepreneurs can be
attributed to the impacts of the COVID-19 crisis during the period between 2019 and 2023,
spanning roughly 3 ' years, the time span some of these businesses needed to become established
(>3.5 years).

On the other hand, considering the increased rate of nascent entrepreneurs with businesses
less than three months old of 11.1% and of potential entrepreneurs (39.6%) in 2023, entrepreneurs
in both categories have increased from 2018. This indicates an overall positive outlook for
entrepreneurial activities in Thailand following the global outbreak of COVID-19.

I / Total Early-stage \ I

I Entrepreneurial Activity (TEA) I
22.4%
I (19.7%) I
4 )
.P otent_:ial / I Nascent New I Established
intentional entrepreneurs businesses businesses
entreprel;urs 11.1% 11.3% 14.2%
39.6% (7.3%) (13.2%) (19.6%)
(35.5%) I \
I Less than 3 I more than 3 up I More than 42
months I to 42 months months
Concept Development Firm Birth Establishment

Figure 1: The annual entrepreneurial activities for 2023 based on the GEM approach.
Source: GEM Adult Population Survey (APS) 2023.
Note: The values in parentheses indicate data from the year 2018. The percentage is compared to
the total sample.
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Comparative Study on Obstacles to Entrepreneurship in Thailand and Other

Countries in 2023

The table below summarizes the obstacles to entrepreneurship in Thailand and other

countries in 2023.

Table 1: Summary of obstacles to entrepreneurship in Thailand and other countries in 2023

Ranking 1 Ranking 2 Ranking 3
Thailand i S Capacity for‘ Lack of some types
entrepreneurship of professionals
China . . . Political, institutional
Financial support Government policies .
and social context
India Cultural and social Education and Capacity for
norms training entrepreneurship
Indonesia Commercial and .
. . : Capacity for
Financial support professional .
: entrepreneurship
infrastructure
Japan Cultural and social Educqtlgn and Work force features
norms traimning
South Korea Government policies | Cultural and social . .
Financial support
norms
Germany Government policies | Cultural and social . .
Financial support
norms
Poland Government policies Capacity for Political, institutional
entrepreneurship and social context
UK . . Government Education and
Financial support .
programs training
Sweden .. Cultural and social . .
Government policies Financial support
norms
USA Political, institutional

Financial support

and social context

Government policies

28



Hindering Factors to Entrepreneurship in Thailand in 2023

The summary of the survey results from in-depth interviews with national experts (NES)
for Thailand in 2023 as diagram:

Hindering factors for entrepreneurs in Thailand in the year
2023

Financial support for entrepreneurship IS 20.0%
Capacity for entrepreneurship GGG 10.9%
Lack of some types of professionals HEEEEEEEGEGNNNNN O.1%
Government programs NI 9.0%
Political, institutional and social context NI 3.0%
Information I 5.5%
Education and training I 5.5%
Government policies I 5.5%
Economical climate HE————u 3.6%
Digital transformation —m 2.7%

Corruption N 2.7%
Market openness I 2.7%
R&D transfer . 2.7%
Women's entrepreneurship HEE 1.8%
Labor costs, access and regulation HEE 1.8%
Different performing of small, medium and large... R 1.8%
Physical and services infrastructures M 1.8%
Sustainability, social responsibility B 0.9%
Internationalization M@ 0.9%
The ongoing crisis M 0.9%
Work force features m 0.9%
Cultural and social norms M 0.9%
0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Figure 2: Hindering factors for entrepreneurs in Thailand in 2023

The top three hindering factors for Thai entrepreneurs are (1) lack of financial support for
entrepreneurship (20.0%), (2) lack of skills and capacity for entrepreneurship (10.9%), and (3)
shortage of certain types of professionals (9.1%).

Hindering Factor No. 1: Lack of Financial Support for Entrepreneurship in Thailand in
2023

The challenge stemming from a lack of financial support is a common factor among many
countries in GEM. In the case of Thailand, the survey results indicate that this factor has a moderate
to high impact, compared to 8 other countries. The lack of financial support is similarly apparent
in Indonesia and China.
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Financial support for entrepreneurship

25.0%

ooy 1% 21.8% .
20.0% _ 19.8% 18.9%

16.6%
15.0%
9 9.6% 10.1%

10.0% 8.9% 9:3% ’ 8.2%
- I I I
0.0%

Thailand  China India  Indonesia Japan Korea Germany Poland UK Sweden

percentage of obstacles

Figure 3: Lack of Financial Support in Thailand Compared to Other Countries in 2023

The figure displays the percentage of lack of financial support as an impact on new and
starting businesses in each country. The term "lack of financial support" here refers to the
challenges in sourcing capital or loans for business operations or startup activities, which often
plays a significant role in the success or failure of a venture. The top three countries with the
highest percentage of financial support challenges are Indonesia (21.8%), China (21.1%), and
Thailand (20.0%). This suggests that entrepreneurs in these countries face the most significant
difficulties in acquiring financial resources or support.

Hindering Factor No. 2: Entrepreneurial Skills and Capabilities in Thailand in 2023

The challenge stemming from the lack of capacity for entrepreneurship, meaning
entrepreneurial skills and capabilities, in Thailand is moderate to high when compared to other
member countries, as Thailand is among the Top 3 countries in the country comparison.

Lack of Entrepreneurial Skills and Capabilities

14.00%
11.9% 11.9%
12.00% 10.90%

10.009 9.1%
0.00% o 615
8.00% :
5.6%
6.00% °
4.00% 2.8% X% 3.2%
2.00% 1.0% I
0.00%

Thailand  China India  Indonesia Japan Korea Germany Poland Sweden USA

percentage of obstacles

Figure 4: Lack of Entrepreneurial Skills and Capabilities in Thailand Compared to Other
Countries in 2023
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The figure illustrates the obstacles in each country (in %) due to a lack of entrepreneurial
skills and capabilities, such as business management skills, marketing planning skills, analytical
thinking abilities, etc. The top three countries with the highest obstacles in lacking entrepreneurial
skills and capabilities are India (11.9%), Indonesia (11.9%), and Thailand (10.9%). This means
that entrepreneurs in these countries face the largest challenges in developing or possessing the
necessary skills and capabilities for business management compared to the other countries.

Hindering Factor No. 3: Lack of Some Types of Professionals in Thailand in 2023

A shortage of skilled workers or professionals required in Thailand is an issue affecting
both small and large businesses, especially in a rapidly growing economy with technological
changes and increasing specialized skills demand. Thai entrepreneurs face this problem directly.
They might struggle to find and retain skilled labor due to a deficit of necessary skills in the
industries they operate in.

To address this issue, it is crucial for the government to revamp the education and training
system to align with industry and economic demands. At the same time, business owners must
employ innovative methods to attract and retain quality employees, such as offering competitive
compensation, fostering a positive working environment, and providing opportunities for skills
development and career advancement. Moreover, businesses who are unable to find or hire
necessary skilled individuals will likely suffer in product output, service quality, organizational
competitiveness, and internationalization. A decrease in professional job roles reflects the
imbalance between labor demand and capabilities of the existing workforce. This might necessitate
a reconsideration of education and training curriculums in schools and universities to develop
professional labor, by designing education and training plans that focus on these specific skill sets
and adapt to economic and technological changes.
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Survey Results on Attitudes and Aspirations of Thai Entrepreneurs in General.

Proportion (%)
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Figure 5: Attitudes or enthusiasm towards being a Thai entrepreneur in the overall picture.

An overview of the attitudes of entrepreneurs in Thailand shows that confidence in business
opportunities (OPPORT) and knowledge and skills in entrepreneurship (SUSKILL) have the
highest perceptions. Meanwhile, networking among entrepreneurs and knowing other
entrepreneurs who started a business (KNOWENT) and actual hands-on work (PROACT) have
lower perceptions. The survey results indicate, that there is potential to develop and support skills
and entrepreneurship in Thailand to foster a favorable business environment and support future
entrepreneurial endeavors.
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The entrepreneurial pipeline in Thailand by gender in 2023

Key points for the entrepreneurial pipeline in Thailand 2023, divided by gender, are as
follows:
A diagram comparing the percentage of TEA 2023 by gender.

Total Early-stage Entrepreneurial Activity (TEA) rate in Thailand
for 2023, by gender

30.0%

24.70%

25.0%

19.0%

20.0%

15.0%

10.0%

5.0%

0.0%
Male Female

Figure 6: Comparison of the percentage of early-stage entrepreneurial activity (Total early-stage
entrepreneurial activity: TEA) for the year 2023, categorized by gender.

The 2023 GEM Thailand research revealed that the proportion of women in total early-
stage entrepreneurial activity (TEA) in Thailand exceeds that of men. The percentage of early-
stage entrepreneurial activity (TEA) for men stands at 19%, while for women, it is at 24.7%.

A female to male TEA ratio of 1.3, meaning 13 women compared to 10 men are TEA
entrepreneurs, is an outstanding feature globally as the global average of the female to male TEA
ratio was 0.79 in 2022.

33



The Pipeline of Entrepreneurial Activities in Thailand by Region

Overall, Thailand shows high entrepreneurial activities, with nearly 1 in 3 of the adult
population starting up businesses, be it as sole proprietors or with one or more partners. These
start-ups are in their initial first three months of operations. Businesses older than three months are
classified in the operating business category, accounting for over 41%. The South of Thailand is
the hub of entrepreneurial activities, followed by the Bangkok Metropolitan Region (including
Bangkok, Nonthaburi, Samut Prakan, and Pathum Thani).

Proportion of TEA entrepreneurs in Thailand in 2023 by region

S

m Bangkok and Vicinity = Northern Region = Northeastern Region = Central Region = Southern Region

Figure 7: TEA Entrepreneurs in Thailand in 2023 by region
The results find the highest proportion of early-stage entrepreneurs (TEA) in the

Northeastern region (31%), followed by the Central region (23%), Bangkok Metropolitan Area
(22%), the North (14%), and the South (10%), respectively.
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Established businesses (EB) in Thailand in 2023 by region

&

m Bangkok and Vicinity = Northern Region = Northeastern Region = Central Region = Southern Region

Figure 8: Proportion of Established Businesses (EB) in Thailand in 2023 by region
According to the data, the highest proportion of established businesses (EB) is found in the

Central region (30%). This is followed by the Northeast (27%), the North (24%), Bangkok
Metropolitan Area (11%), and the South (8%), respectively.
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Analysis of the Early-stage Entrepreneurial Situation (TEA) in Thailand for
the year 2023 revealed interesting key points as follows.

Key Point 1: There is a trend towards new businesses being established as partnerships
rather than sole proprietorships.

How many people own and manage this new
business, including yourself?

50.0%

45.0% 43.2%

40.0% 36.0%

35.0%

30.0%

25.0%

20.0%

15.0% 10.8%

10.0% 5 2%
5.0% 1.8% . 0.9% 0.9% 0.9%
0.0% - - - -

1 2 3 4 5 6 9 10

Figure 9: Proportion of individuals owning and managing new businesses.

Key Point 2: Revenue or sales of the TEA entrepreneurs primarily depends on domestic
purchasing power.

Do you have customers outside of your country?

90.0%
70.0%

60.0%

50.0%

40.0%

30.0% 23.6%

20.0%
10.0%

0.0%
Yes No

Figure 10: Percentage of customers abroad.
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50.0%
45.0%
40.0%
35.0%
30.0%
25.0%
20.0%
15.0%
10.0%

5.0%

0.0%

What percentage of your annual sales revenues will usually come
from customers living outside your country?

45.3%

)
17.2% 15.6%

9.4%

6.3%
3% 3% l
1 1 L]

More than 90% 76 - 90% 51-75% 26 - 50% 11 - 25% 10% or less than None

Figure 11: Percentage of annual sales revenue from international customers

Key Point 3: The products or services of TEA entrepreneurs predominantly have a low
level of innovation. Only a minor portion of these entrepreneurs introduces products or
services that are novel and previously were unavailable in the market.

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%

Percentage of novelty (innovation) of products/services

69.1%
22.7%
7.4%
[
Not a new product or New to people in the area New to people in your New to the world
service you live in country

Figure 12: The level of novelty (innovation) of products/services — TEA entrepreneurs
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Key Point 4: The majority of TEA entrepreneurs still rely on existing technology or
traditional production methods.

Percentage of the novelty level of production technology or

process
70.0% 66.4%
60.0%
50.0%
40.0%
30.0% 24.7%
20.0%
10.0% /8% 1.1%
. (1]
0.0 ]
Not a new technology or New to people in your local New to people in your New to the world
process area country

Figure 13: Novelty level of production technology or process for TEA entrepreneurs

Key Point 5: Most TEA entrepreneurs operate without hiring employees, but there is a
trend towards hiring in the future, within the next S years.

Employment by TEA entrepreneurs

30.0%

24.8%
25.0% 23.1%

20.0%

15.0% 14.0% 14.0%

10.0% 8 39% 9.1%
I 6.6% I
5.0% I
0.0%
1 2 4 5

3 More than 5

Figure 14: Employment by TEA entrepreneurs
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Future employment expectations of TEA entrepreneurs
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Figure 15: Future employment expectations of TEA entrepreneurs

Key Point 6: For TEA entrepreneurs, starting a business has become significantly more
challenging in the current year compared to the previous year.

Opinions on the difficulty of starting a business

Much harder, 14.5% B Much easier, 8.5%

,

® Much easier ~® Somewhat easier = As difficult as last year = Somewhat harder = Much harder

Figure 16: Opinions on the challenges of starting a business
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Key Point 7: TEA entrepreneurs (TEA) have optimistic expectations for business growth
compared to the last year.
TEA business growth expectations compared to the past year.
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Figure 17: TEA business growth expectations compared to the past year
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Business Exit Rate

According to the findings of the 2023 GEM Thailand research study, Thailand's business
exit rate stands at 5.6%. Primary reasons are the Covid-19 outbreak (30.5%) and financial losses
(29.3%).

Percentage of respondents who have closed a business or discontinued
businesses they own and manage, any form of freelancing, or sales of
products or services to someone in the past 12 months.

5.6%

m Yes mNo

Figure 18: Business closure rate: discontinuation of businesses that were owned and managed,
any form of freelancing, or sales of products or services to someone in the past 12 months

Reasons for business discontinuation

Issues related to sourcing products [l 2.4%
Other business opportunities [l 1.2%
Coronavirus outbreak | 30.5%
others NG 7.3%
Tax/government/regulatory policies [ I 3.7%
Personal or family reasons | NI 11.0%
Retirement [l 1.2%
Other job opportunities [l 2.4%
Issues in capital procurement | NNRNRDEN 11.0%
Business was not profitable [ NN 003%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Figure 19: Reasons for discontinuing this business.
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Youth Entrepreneurs

The special topic study 2023 was about attitudes, aspirations, perceptions, and behaviors
of Thai youth and youth entrepreneurs towards starting a new business, sustainable
entrepreneurship, and the use of digital tools for initiating or conducting business, and revealed
the following insights.

Youth entrepreneurs perceive the use of digital technology for selling products or services
as crucial in today's business landscape, scoring an average of 4.49 out of 5. However, they also
believe they still have room for improvement in understanding and skillfully using digital tools for
business initiation or operation, rating themselves an average of 4.05 out of 5. As the digital era
poses new challenges, they must understand the importance of digital technology in selling
products and services and possess the skills, plus be capable of using digital tools.

The resulting policy recommendations to enhance youth entrepreneurship in Thailand are:
(1) Education and Training: Develop training programs and seminars to enhance digital skills,
teach essential tools and methods of online business. This will provide new-generation
entrepreneurs with knowledge and confidence in using digital technologies. (2) Technical Support
and Services: Establish support centers offering technology consultation and support, enabling
youth entrepreneurs to adapt and effectively use technology. (3) Education Scholarships and
Financial Support: Allocate funds or support investments in digital education and training and
help start-ups to enter the digital sphere. (4) Networking: Promote networking between youth
entrepreneurs and tech experts, facilitating knowledge sharing and collaboration. (5) Education
System Enhancement: Incorporate digital business content into the general school and university
curricula and introduce related elective courses to prepare students and interested individuals. (6)
Promotion and Campaigning: Highlight and promote the significance of digital technology in
businesses through various media channels.

In terms of sustainable organizational development three main responsibilities need
consideration - Environment, Social / Societal, and Good Governance. It was found that current
youth entrepreneurs pay considerable attention to these principles, especially in terms of
governance impacts (4.30), social impacts (4.28), and environmental impacts (4.24) respectively.

The findings demonstrate the vision and values of youth entrepreneurs with an emphasis
on sustainable business practices, social and environmental responsibility, and the efficient use of
digital technology. This also showcases their adaptability and growth according to current and
future societal and global changes.

In conclusion, respondents from the youth entrepreneurs’ group value sustainable and
socially responsible businesses and possess good digital skills. They recognize the importance of
digital technology in a quality enterprise and in modern businesses. This highlights a business
trend emphasizing the development of products and services that are socially and environmentally
responsible and sustainable, and include the use of technology to enhance efficiency and
competitiveness of the youth enterprises.
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Reasons why youth are hesitant to start their own business
(more than one answer possible)

Unable to access support from the government | NNGQNN 7%

If unsuccessful, afraid it will be a burden on family due to
debt

Fear of unforeseen circumstances, e.g. disease outbreak,
natural disasters

Unsure about what business to start || NRNRRBDEEEEE °%

I 5%
I 7%

Lack of support from those around, e.g. family, friends | N 5%

Lack of knowledge and expertise in business | NN 12%

Unable to access external funding sources, e.g. banks | NN 7%
Fear of failure, fear of loss | EGTGTczczEIEE 17
Not enough capital | R 26

0% 5% 10% 15% 20% 25% 30%

Figure 20: Reasons for not daring to start a business.

The findings above summarize the reasons why young entrepreneurs (youth
entrepreneurship) are hesitant to start businesses. The details are as follows:

» Lack of sufficient capital (26%): Most young entrepreneurs face financial problems as
the main obstacles in starting a business.

* Fear of failure and loss (17%): Fear of failing or incurring losses is another obstacle that
makes youth hesitant to start a business.

* Lack of knowledge and expertise in business (12%): Specific knowledge and expertise in
business management are required and are lacking.

To address these issues, collaboration from government and other supporting sectors is needed,
such as:

1. Lack of sufficient capital (26%): Create support funds: The government can establish a
special fund for youth to support loans or provide capital at low-interest rates. Promote
private sector investments: Encourage and promote private companies or investors to invest
in youth-led businesses.

2. Fear of failure and loss (17%): Risk insurance: Implement insurance schemes related to
business startups to reduce worries about failure. Incubation programs: Offer assistance,
consultations, and other support to boost confidence and risk management skills.

3. Lack of knowledge and expertise in business (12%): Training and support programs:
Conduct specialized training in business management, finance, and marketing. Mentorship
support: Promote experienced entrepreneurs to mentor young entrepreneurs.
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With the policy directions from the government, obstacles for young entrepreneurs in
starting their businesses can be minimized which would at the same time support sustainable
growth of their businesses. The implementation of these policies requires collaboration between
the government, the private sector, and other organizations to encourage and support young
entrepreneurs to create and expand their businesses efficiently and sustainably.
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Potential for an entrepreneurial society in Thailand: Recommendations and
measures to promote the development of Thailand's entrepreneurial society in
the future.

From the in-depth interviews with experts in the country regarding the potential of
Thailand's entrepreneurial society, it was found that Thailand has a conducive environment for
small businesses in terms of 1.) Economic, social, and various institutional contexts (Political,
institutional, and social context) 2.) Government policies 3.) Government support measures. The
results from the in-depth interviews with country experts (NES) for Thailand in 2023 is
summarized below.

Supporting factors for entrepreneurs in Thailand in the year
2023

Political, institutional and social context 28.2%
Government policies 10.7%
Government programs 8.7%
Financial support for entrepreneurship NG 7.3%
Capacity for entrepreneurship I 7.3%
Market openness I 7.3%
Digital transformation I 6.8%
Physical and services infrastructures [N 4.9%
Information [ 2.9%
Labor costs, access and regulation [ 2.9%
Work force features I 2.9%
Economical climate [ 2.9%
Commercial and professional infrastructure [l 1.9%
Education and training Il 1.9%
Lack of some types of professionals [l 1.0%

Internationalization [l 1.0%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

Figure 21: Supporting factors for Thailand in the year 2023

Supporting Factor No. 1: Economic, Social, and Various Institutional Contexts (Political,
institutional, and social context) in Thailand in 2023

The results from the in-depth interviews with national experts (NES) indicate that the main
supporting factors for doing business in Thailand revolve around its economic, social, and
institutional environment. The key components, as outlined by experts, include:
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o Creativity: The ability to think creatively allows entrepreneurs to identify new opportunities and
find innovative solutions to problems.

o Growing Asian Economy: The rapidly expanding economies in the Asian region presents
significant business opportunities for investors.

o Strength of the Private Sector: Thailand's private sector is competitive and can adapt to the
changing economy.

o Entrepreneurial Education: There is support for business education at both the high school and
college levels, preparing the next generation of entrepreneurs.

o Tourism Business Recovery Post-Covid: Given that Thailand is a popular tourist destination, its
tourism sector has the potential to rebound after the Covid crisis.

o Facilities: There are robust infrastructural systems in place, such as access to finance, capital,
and educational support, making doing business in Thailand convenient and uncomplicated.

0 Agricultural Resources: As an agricultural country, Thailand has the resources suitable for
agricultural production and consumption.

0 Attention to MSMEs: The Thai government prioritizes and supports Micro, Small, and Medium
Enterprises (MSMES) in terms of establishment, funding support, and fair taxation.

0 Basic Knowledge and Technology: There's an emphasis on learning and adopting modern
technology in business operations.

The political, institutional, and social context shows that the Thai economic environment
is growing in a business-friendly manner with stable financial conditions, high consumption, and
diverse investment options due to the existence of both foundational industries and new startups.
Socially, Thailand is stable with no severe conflicts, allowing entrepreneurs to operate businesses
without concerns about social unrest. Furthermore, Thailand has institutions which promote and
support businesses, has laws protecting intellectual property and trade conventions promoting
diverse business activities. Educational and research institutions play a role in promoting research
and in developing new skills. For these reasons, the economic, social, and institutional
environments are factors that facilitate and promote business operations in Thailand.

Additionally, the economic environment is recovering from a re-bounding tourism sector.
Following China's official reopening and relaxation of COVID-19 measures, signaling an "end of
the COVID-19 crisis™ that impacted the tourism sector, Thailand announced its official reopening
in June 2022. This led to increased tourism revenue in 2022. The resurgence of domestic tourism
has reached 89% (compared to 2019), while international tourism shows signs of recovery at 28%.
However, there is an imbalance in both the number and the income from tourists. Revenue from
Thai tourists re-bounced only by 59.5%, which is lower than the increase in the actual number of
Thai tourists. On the other hand, revenue from foreign tourists returned to 31.7%, which is higher
than the actual number of foreign tourists increased. This reflects changed behaviors and spending
patterns of Thai and foreign tourists.

Projects to stimulate tourism to revive Thailand's economy focus on promoting domestic
tourism for both Thai and foreign travelers. Initiatives include:

(1) Encouraging tourists to travel to Thailand from abroad by emphasizing soft power, such as
‘Thainess’, through digital marketing and promotional activities. Remark: Thailand ranked 35%
in the 2022 Soft Power Global Index (out of 120 countries, ranking Thailand also No. 6 in Asia
and No. 2 in ASEAN)

(2) Stimulating Thai domestic tourism by encouraging frequent travel within the country.

(3) Communication and public relations campaigns to promote domestic travel under the
campaign "Amazing Thailand, Amazing New Chapters".
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(4) Upgrading the quality of products to stimulate tourism. The project aims to support and
achieve the targeted tourism revenue.

Political, institutional and social context
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Figure 22: Political, institutional, and social context

Thailand receives by far the highest support from economic, social, and institutional
environments among the compared countries, with a score of 28.2%. This suggests that doing
business in Thailand is more favorably supported by these factors compared to other nations.
Meanwhile, countries such as China, India, Poland, and Sweden have a support factor of 0%,
implying that the economic, social, and institutional environments in these countries do not
significantly or specifically support business operations. Other countries with lower support
factors than Thailand, such as Indonesia, Japan, Korea, Germany, the United Kingdom, and the
United States, can be interpreted as having a business supportive environment, which is not as
strong as in Thailand. In conclusion and in this comparison, Thailand has the most beneficial
economic, social, and institutional environment to support entrepreneurship and businesses in
general.

Supporting Factor No. 2: Government Policies in Thailand in 2023

From in-depth interviews with domestic experts (NES), it is evident that government
policies play a pivotal role as the second most crucial supporting factor for Thailand, accounting
for 10.7%. The Thai government's policies have significantly fostered and enhanced the business
environment in the country over the recent years. The government has various policies promoting
diverse business endeavors, from tax benefits, investment supports, business competition, to the
advancement of technology and innovation, all designed to boost business activities and overall
economic growth. In addition, the Thai government has policies focusing on Small and Medium-
sized Enterprises (SMEs) and startups, offering financial services, education, and other support to
ensure they have access to resources and business opportunities. In practice, such policies have
provided businesses with more growth opportunities, making Thailand an attractive destination
for both domestic and international investors.
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For instance, the draft of the 5th Promotion Plan for Medium and Small Enterprises
(2023-2027 or 2566-2570 BE) outlines three promotional issues and 15 strategies. The first issue
promotes inclusive growth for all groups. Strategies range from strengthening early-stage
businesses to elevate businesses to compete globally, revitalizing struggling businesses,
supporting elderly entrepreneurs, and promoting professional agricultural business endeavors.
The second issue aims for targeted growth with strategies that expand domestic market shares
and promote global market entry. The third issue focuses on enhancing the environment to
support business growth with strategies that include easing access to capital sources, technology
and innovation development, human resource preparation, centralizing information, and services,
revising obstructive laws and regulations, and improving data systems to aid policy determination.
Moreover, the 5th SME Promotion Plan added two more strategies: supporting elderly
entrepreneurs and promoting farmers to conduct professional business.

Governmental policies
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Figure 23: Supporting factor governmental policies compared to other countries

In a country comparison however, Thailand has government policies that support business
operations at a lower level than the majority of countries, with 10.7%. Only India which stands at
only 5.4%, and the United Kingdom at 3% perceive lower support from governmental policies.
However, it is still lower than Sweden at 14.8%, Indonesia at 15.2%, Japan at 18.2%, South
Korea at 13.8%, Germany at 17.5%, and the United States which ranks highest at 40%. This
indicates that -even though the Thai government places high importance on policies that promote
and support business operations- other countries’ efforts apparently are perceived as stronger by
the experts. Therefore, development and refinement efforts to enhance the efficiency and
effectiveness or implementations of these policies are still possible. Moreover, there should be
initiatives to review and measure the outcomes of the current policies to identify and address any
potential issues arising specifically from their implementation.
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Supporting Factor No. 3: Government Programs in Thailand for 2023

The in-depth interviews with domestic experts (NES) reveal that government programs are
the third most important supporting factor in Thailand, with 8.7% significance. Government
support can take various forms, such as offering low-interest loans, funding technology and
innovation, organizing training and education, granting exclusive product or service rights, and
allocating essential resources for business operations. Additionally, the Thai government has
schemes and policies to promote business undertakings, like fostering and supporting SMEs (Small
and Medium Enterprises), setting up Venture Capital funds for early-stage investments, enhancing
access to capital resources, and facilitating access to government services.

Overall, these government initiatives can enhance and elevate the image of Thai
businesses, leading to sustainable growth in the long run. The national strategy (from 2018-2037)
serves as a long-term roadmap for the country, envisioning Thailand as a "stable, prosperous, and
sustainable developed country, thriving on the principles of a self-sufficient economy”. This
strategy encompasses six major strategies, with the second one focusing on building competitive
capacities. The strategy's key points related to SME development include: (1) Fostering smart
entrepreneurs, (2) Enhancing access to financial services, (3) Expanding market access, (4)
Increasing access to information, (5) Streamlining roles and access to government services.

Every year, the agency will formulate operational plans in collaboration with related central
and regional entities. These plans consist of projects and main responsible units. The
transformation of the promotional plan into the MSME operational plan involves multiple
initiatives, like direct budget-funded programs/projects, such as standardizing products for
MSMEs, setting up deep-market information centers for MSMEs. Funding for promoting MSMEs
can come from various sources. Non-budgetary policies/measures include legal and regulatory
adjustments to facilitate businesses, tax incentives encouraging MSME development in various
areas, like tax breaks for research and development, digital business transformation incentives, and
financial measures such as loans and credit guarantee limits.
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