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Bhumibol Adulyadej made many v
parts of the Kingdom to improve the livelihood of h|s subjects
to make them self-sufficient and self-sustaining according to the
Sufficiency Economy philosophy.

The first royal initiative project was actually initiated in 1952
in Ban Huay Mongkol, Hin Lek Fai subdistrict, Prachuap
Khiri Khan province - the construction of “Huay Mongkol Road”
to facilitate the transportation of agricultural products
from Hua Hin market to other places. This project further
led to more than 4,000 royally initiated projects to improve
the living conditions of his subjects in all areas of the
Kingdom. It was thus said that,

“There is no place in this land not visited by His Majesty.”

His Majesty visited the northern part of the Kingdom in 1969
and observed his subjects’ hardships and opium growing
problem. His Majesty viewed that opium cultivation not
only caused a negative impact on the environment but
also posed a serious threat to national security. Therefore, the
“Royal Hill Tribe Assistance Project” was carried out
to solve the problem of opium production and shifting
cultivation by encouraging hill tribe people to grow
alternative cool-season vegetables and fruits such as peaches,
lychees, apples, potatoes, red kidney beans, sweecorns, and
tomatoes. However, since the growing areas were far from
town areas and consumers, the intermediaries lowered the
prices of the products. His Majesty then suggested the
establishment of the first “Hill Tribe Cooperative” and the
“Royal Food Processing Plant” to provide price support for
products and prevent exploitation from other plants.
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His Majesty founded the Royal Project Foundation as a
legal entity to purchase products from hill tribe people
and market them. However, for more solid and efficient
management, a private limited company under the
Crown Property Bureau, named as Doi Kham Food Products
Co., Ltd., was established. It was set up to operate
business by buying agricultural produce from the Royal
Project Foundation under the concept “Agriculture for
the Community, Products for the Thai People.” It had
four processing plants with high standards and eco-friendly
production processes in Fang district, Chiang Mai province;
Mae Chan district, Chiang Rai province; Tao Neoi district, Sakon
Nakhon province, and Lahan Sai district, Buriram province.

His Majesty always emphasized the development and
promotion of agricultural knowledge alongside the adoption
of technologies and innovations with consideration
to social geography. This was mainly to enhance
Thailand’s agriculture sector to get access to technologies
and innovations and improve its competitiveness, and
drive the country’s economy growth. He also promoted
agricultural product development so that Thai agricultural
products could compete in the international arena.

“Doi Kham?”, for example, is contracted to produce
products such as canned fruits, canned vegetables, canned fruit
juices, and dehydrated fruits to be exported to Japan, USA,
Canada, Australia, New Zealand, and Europe under brands
such as LIBY’S and ROLAND (its customers’ brandnames).

Currently, “Doi Kham” achieves a 20% market share in the fruit
juice segment, ranked third after Tipco and Malee; while it earns
an 80% market share in the tomato juice segment, ranked first
in the market. His Majesty’s contribution to the Royal Projects
not only adds value to Thai agricultural produce but also creates
a number of employment opportunities, replaces imports of
agricultural products, reserves foreign currencies, and generates
sustainable revenues for the farmers and the country.

KCG Corporation Co., Ltd., a leading importer and distributor
of finished food products from overseas, is another good
example of a business operator that adopted the Sufficiency
Economy philosophy as guidelines for managing its
organization and applying innovations to its product
development for differentiation and value creation, thereby
creating trade opportunities and increasing competitiveness.
Its executives followed the approach of “Knowing Yourself”
as mentioned in His Majesty’s remarks, which encouraged
the company to look into itself and find its own strength-
expertise in dairy products.

With its state-of-the-art innovations and technologies,
the company then developed its finished food products
in different forms such as a substitution of wheat flour
with riceberry flour which provides higher nutritional
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properties, low sugar, and sgluten-free that causes allergic
reactions to some consumers like in wheat flour.
This innovative product provided an alternative to new age
consumers concerned about health and wellness as well as
generating revenues for the farmers, adding value to the
‘broken’ riceberry, and reduced imports of wheat flour from
overseas, thus yielding positive impacts on the country’s
economy as a whole.

A further example is Medifoods (Thailand) Co., Ltd.,
a producer of natural and organic health products. It has
operated a business based on the philosophy of life which
suggests a way of living through faith and love and a healthy
life along the path of Dhamma. This brings about innovative
products from organic rice under the Hugpun brand.

The company is committed to adopting innovations to develop
Thai rice into ready-to-eat food products such as all-in-
one brown rice extract powder by soaking the carefully
selected species of rice grains in water to generate Gamma-
Aminobutyric Acid (GABA) and whisking the powder with hot
water, which allows the absorbtion of nutrients from the rice
as superfoods.

The Department of International Trade Promotion (DITP),
Ministry of Commerce, in cooperation with the Federation of
Thai Industries and Kasetsart University, held the Thailand
Tractor & Agri-Machinery Show (THAITAM) 2016 during
December 2-11, 2016 at Kasetsart University, Kamphaeng Saen
Campus, Nakhon Pathom. The event was aimed at promoting
the agricultural machinery cluster to meet global standards and
compete in the international marketplace, positioning Thailand
as an agricultural machinery trading hub in the world market,
and expanding trade towards potential target markets,
especially in Africa, South Asia, and ASEAN countries. The
Ministry of Commerce assigned Thai commercial attachés
worldwide to invite over 60 current or potential buyers with
high purchasing power to participate in the business matching
activity between Thai entrepreneurs and their foreign
counterparts. The total value of purchase orders was estimated
at over 1.2 billion baht.

In this event, the exhibition “King of Agriculture” in remembrance
to the passing of His Majesty King Bhumibol Adulyadej and the
exhibition “Farm Mechanics Sufficiency Village” featuring the
royal initiative projects on agriculture, were also organized.

In this regards, from the past to the present, a number of foreign
visits, made by His Majesty and members of the royal
family, have not only aimed to foster diplomatic relations
with foreign countries but also enhance economic trade, and
investment cooperation with various countries. This greatly
symbolizes His Majesty’s boundless benevolence to the
country and his subjects.
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The global economy has undergone rapid structural changes
and has been increasingly fragile, ushering in the slowdown
of the global trade volume and necessitating unprecedented
reform and adjustment by all stakeholders to promptly
deal with the ensuing changes in business environment.
As one of the main trade and economic agencies, the Ministry
of Commerce (MOC) has set out reformation scheme for
its operations under the slogan “Commerce 4.0” with the
vision “Quick, Clean, Outward, Engage”. The scheme focuses
on technological application, operating system enhance-
ment, database improvement and modernization, speedy
and efficient service provision, and last but certainly not
least, zero tolerance against corruption and fraud (Zero
Corruption).
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As the main government agency directly responsible for
promoting Thailand’s international trade and having a
worldwide trade and commercial network, the Department
of International Trade Promotion (DITP) takes great pride in
playing a central role in implementing the “Commerce 4.0”
initiative that brings about Thailand’s ever-expanding
trade and investment. Throughout the years, the DITP has
coordinated with all relevant stakeholders — both public
and private-through several pro-active measures to develop
and promote Thailand’s international trade and enhance
competitive advantages of Thai businesses.
on in-depth information and intelligence, the DITP has

Leveraging

led Thai entrepreneurs to successfully expand their markets
for trade and investment throughout the world.

Furthermore, through the “Pracharat” initiative that promotes
close cooperation between the people, the government
and businesses, the Committee on Export and Overseas
Investment Promotion (D4) was established. The Committee
convenes regularly to address the issues of unlocking,
unleashing, upgrading, and expanding Thailand’s trade and
investment opportunities promotion
schemes championed by the Committee include (1)

abroad. Several
“Strategic Partnership” between Thailand and her neighbors
(CLMV in particular) and other emerging markets and (2)
“The Big Brother Coaching” project with an aim to promoting
information and knowledge sharing between large and
experienced Thai enterprises to the small and medium
counterparts in order to “go global” together without
leaving anyone behind.

On this special occasion, | would like to express my gratitude
to the DITP officials and staff for their dedicated support
and commitment to their very important duties. Moreover,
| would like to offer my best wishes and encouragement
to all DITP staff to continue their good work in promoting
Thailand’s international trade and economic development
in a stable, prosperous, and sustainable manner.

Gl

Mrs. Apiradi Tantraporn
Minister of Commerce



l s19vuUs=91U 2559 | nsuaddlasSuN1SAS:HIUS:INA
I

d1SSTUUMNSHEIYIINISNSNSIIWITUTBE
Message from Deputy Minister of Commerce

yhunansuIunmsiUAsuLas Sjualdmsemindsmnudidnuas
anuinduvesnisufsulassasramaesegiavesusaine
neldufa “Uszndlng 4.0” lnewduadanudundesszuy
\riswgAaviesiu (Local Economy) LafuadeslinAnuansngnves
AUsznauns SMEs gnsilu Smart Enterprises daia3uiamia
sUsuulval v3e Startup 8nIEAULATYEAINITAIVBIUTENA
dirsugiaasisassayanLaznIAuinig Ineyandslviinaiy
ImUTeulustuvesussmakaranunsainmUssmal iy
nnfudnsrgldunan Fsmsudndunlevnedanailidunyd
naegudugusssutu Aesendenisiausiuiuedidlngdn
serinamiigunglukasneuennseNTINIaivd

Amidst rapidly changing business environment, the

government has realized the importance and need of the
country’s economic reform under the “Thailand 4.0” policy,
which places emphasis on strengthening local economies,
enhancing SME entrepreneurs’ capabilities to become
smart enterprises, promoting startups, and developing
the country’s economy into the value-based and
service-driven economy. The policy is aimed at building the
national competitive advantages and pulling the country
out of the middle income trap. The successful policy
implementation mainly depends on close collaboration
between internal and external agencies of the Ministry of
Commerce.
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The Department of International Trade Promotion (DITP)
is a key driving force in continuously connecting the
internal economy to the world. The DITP has adjusted
its roles and operations and cooperated with the private
sector through the Civil-State mechanism to concretely
yield positive outcomes, including value creation of
products and services by adopting innovations which
satisfy the market needs, promotion of entrepreneurs to
build their own brands, promotion of entrepreneurs’ use
of digital technologies and new types of distribution
channels, especially E-commerce, for business expansion
in the digital economy, and promotion of new types of
enterprises with high values such as startups, etc.

In addition, the DITP still places importance on promoting
trade in services in a continuous manner. The service
sector is becoming increasingly important, especially in the
potential areas such as Wellness & Medical Services, Trade
Logistics, and Creative Economy. These are high-value
services which generate considerable revenues to the country.
The DITP is committed to enhancing Thailand’s service
standards as well as building confidence and recognition
of products and services at both regional and global levels.

Lastly, | am very pleased to be part of the country’s
trade promotion. | would like to express my appreciation
to all officials and personnel for their dedication and
collaboration in performing duties. May | wish all of you great
blessings for strength and encouragement to further
develop Thailand into the strengthened and progressive
economy.
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Mr. Sontirat Sontijirawong
Deputy Minister of Commerce
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Message from the Permanent Secretary, Ministry of Commerce
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Today the global economy is faced with rapid changes
and becoming more complex in all aspects. The changes
have produced a profound impact on Thailand’s trade and
economic environment as well as on the growth of the
domestic economy.

This poses a challenge and reflects the necessity to adjust
fundamentals and the way in which the country trades
internationally to catch up and deal with changes at the
global level and continue to enjoy steady and sustainable
growth.

The Ministry of Commerce plays a crucial role as the key
agency that drives the country’s trade and economy. It
has a vision and a roadmap to shape Thailand’s trade and
economic landscape for the next 20 years, positioning the
country to become the hub of “trade for the quality of life”.
In order to achieve this, it requires a tangible change in terms
of mandate and organizational structure of the Ministry.
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The main responsibility of the Ministry of Commerce is
keeping a tight rein on the cost of living and promoting
price stability. It is in charge of capacity building for Thai
business operators every step of the way. It negotiates
trade liberalization to ensure that the national economy
is integrated into the global supply chain. It also raises
the standard of trade rules and regulations including
the protection of intellectual property to facilitate
commercialization of intellectual property rights, add value to
the goods and services, increase the country’s international
competitiveness, and promote trade and outward investment.
On top of that, in response to the sovernment policy which
gives importance to agricultural products, the Ministry has
set a comprehensive strategy for Thai rice, from production
to marketing. The strategic measures undertaken may well
cover other important agricultural products such as cassava
and products from trees with a view to transforming
traditional farmers into smart farmers and eventually farmer

entrepreneurs.

The Department of International Trade Promotion (DITP) is
an important arm of the Ministry in propelling continued
expansion of trade and investment with Thailand’s trading
partners. The mission of the DIPT is getting more challenging.
Hence, the need to further build the institutional capacity
including the capabilities of its personnel. They have to
quickly adapt themselves in accordance with the changing
global environment. They also have to support the exporters
to gain market access overseas more effectively and build
strong networks and business alliances at all levels for
Thai business operators, leading them to new commercial
opportunities.

Thailand is turning the corner. The policies and strategies
of the Ministry of Commerce can bring about concrete and
positive outcomes only through cooperation, collaboration
and dedication of its officials, employees and the private
sector. May | wish all the officials, employees and Thai
business operators and exporters great blessings, happiness,
success and good health to continue the good work for the
benefits of the country.

N R

Miss Wiboonlasana Ruamraksa

Permanent Secretary of the Ministry of Commerce
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Throughout the past 65 years, the Department of
International Trade Promotion (DITP) has played a key
role in stimulating the continuous expansion of the Thai
economy. International trade, in particular, has been
bolstered through several activities to promote, propel
and improve Thai products and services in order to gain
acceptance in the global markets. Particularly, as the current
global economy is facing several challenges and risk factors
from economic downturn of main trading countries to the
unprecedented plunge in oil prices, the DITP has improved
capabilities of Thai entrepreneurs to compete against
overseas entrepreneurs in the international markets.

In 2016, the DITP has strived to maintain its pro-active
measures launched in the previous year through
integration of collaborations with relevant agencies in both
public and private sectors. The pro-active measures have
been used to penetrate and expand trade in goods, to
promote Thai potential trade in services in new high
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potential markets focused on crucial cities as well as
to penetrate niche markets, along with maintaining
market share of Thai products in main markets. In addition,
the DITP has created amongst several investors and trading
partners, has assisted Thai exporters to more efficiently
access overseas markets and has built trade networks for
Thai entrepreneurs. We have also attached high priority
to product and service development based on value
innovation, creativity, brand building and
environment-friendly manufacturing. Simultaneously, we

creation,

have promoted outward investment, which facilitating
trade links for Thai entrepreneurs in overseas countries.
E-commerce, also has been encouraged via our E-market-
place called “Thaitrade.com” to extend from business to
business (B2B) sales to business to consumer (B2C) sales
under “Thaitrade.com Small Order OK” (SOOK) project in
order to increase comprehensive distribution channels for
Thai products in the digital economy era and in order to be
consistent with the Thai government’s current policy called
“Thailand 4.0” which corresponds to global trade trends.

The DITP is proud to be part of successful international
trade of Thailand serving as a key mechanism in creating
national economic stability. Work of the DITP has been
accepted in both public and private agencies in domestic
and overseas countries. It has also performed its duties
with careful consideration to the benefit of the nation.
This 2016 annual report shows the determination and
professionalization of the DITP’s officials and personnel
in performing duties to make Thailand stable, prosperous
and sustainable.

On this occasion, | would like to express my gratitude to
our alliances in both public and private sectors for their
cooperation as well as to the DITP’s officials and personnel
for their dedication in performing duties. May | wish all
officials, personnel and Thai entrepreneurs great blessings
for happiness, success, prosperity and healthiness to
continue the good work for the benefit of the country.

. €T

Mrs. Malee Choklumlerd
Director - General
Department of International Trade Promotion
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Department of Commercial Relations
Ministry of Commerce
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Department of Economic Relations
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September 20, 2012
Department of International Trade Promotion
Ministry of Commerce
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Mrs. Apiradi Tantraporn
Minister of Commerce
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| believe that many of you have now become aware of and familiar with

The year 2016 was an exciting

“Thailand 4.0” policy of the government. Thailand 4.0 is described as an economy

driven by value creation, innovation, and creativity to move the country out of the
middle income trap. Various initiatives have been put in place to achieve Thailand

period of serious transformation

4.0 by turning traditional farmers to smart farmers, enhancing competitiveness of

Thai entrepreneurs, promoting high-valued services, and upgrading labour skills.

The Ministry of Commerce (MOC) is one of the main government agencies to steer
the country towards Thailand 4.0. Our missions are multi-faceted, from pursuing
pro-active management of Thailand’s major agricultural coommodities, promoting
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with an aim to driving the
ministry towards Commerce 4.0.
In this regard, the vision

“Quick, Clean, Outward, Engage”
was chosen.

demand-driven value creation of agricultural products,
lessening cost-of-living burden of consumers to enhancing
efficiency and fairness of the country’s trade and business
environment that meet the global standard, It also holistically
develops entrepreneurs at all levels with a particular emphasis
on transforming farmers and traditional business owners
into smart entrepreneurs, promotes international trade and
investment by raising customer acceptance of Thai products
and services, and expands trade and investment cooperation
in all forms between Thailand and its partners.

As the Minister of Commerce, | have provided high-level
executives and all of the Ministry’s staff the policy
directions and guidance that stress the importance of
upgrading the country’s long-term trade competitiveness and
economic development. To this end, the 20-year Ministerial
Strategic Plan has been developed. The Plan was the first
one of its kind that has been acknowledged and approved
by the cabinet on the September 6, 2016. Accordingly,
and long-term strategies were then
developed that give importance to ensuring market

short-, medium-,
fairness, equity, and sustainability, promoting local economy,
developing smart entrepreneurs, promoting value creation,
supporting internationalization of Thai businesses, pursuing
strategic partnership, and modernizing the Ministry (MOC
4.0). All of the above policies are in full compliance with the
20-year Strategic Plan and the 12" National Economic and
Social Development Plan. Most importantly, the Philosophy
of Sufficiency Economy is respectfully placed at the heart of
policy formulation at all levels.

and concrete reform in the Ministry
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The year 2016 was an exciting period of serious transformation
and concrete reform in the Ministry with an aim to driving
the ministry towards Commerce 4.0. In this regard, the vision
“Quick, Clean, Outward, Engage”
“Quick”,
management is achieved through adoption of modern

was chosen.
responsive, and efficient operation and

technology and best practices. “Clean” organization is
created by strictly adhering to good governance and
zero-tolerance policy against corruption. Through accurate
and information-driven trade foresights, “Outward” policy
measures and strategies are adopted, which include,
inter alia, promotion of trade in services, demand-led
trade promotion approach, Agriculture 4.0 development
plan, establishment of Mini MOC in 7 regions nationwide,
enhancement of ASEAN cooperation frameworks, and
pursuance of strategic partnership. “Engage” policies
are implemented to ensure that the real demand of the
general public is satisfled and that pre-emptive measures
are put in place against any future difficulties.

Going forward, the Ministry is planning to implement the
following strategies as a means towards achieving Commerce
4.0;

- MINI MOC 7: The scheme emphasizes close and holistic
cooperation between provincial governors, private sector,
the Thai Chamber of Commerce, the Federation of Thai
Industries, National Farmers Council, and all related stake
holders. The primary objectives of the scheme are to foster
sustainable collaborative local economy development and
to turn traditional agriculture workers into “smart farmers”
by introducing them to information and modern technology
as well as understanding market demands. Leveraging on
its 62 regional offices in 44 countries, MINI MOC constitutes
a better mechanism to monitor the changing prices of
major agricultural commodities.

- New Economy Academy: New-Economy Academy (NEA)
has been established with a mission to turn small and
medium-sized enterprises (SMEs) to “Smart Entrepreneurs”
and farmers to “Smart Farmers” by enabling them to use
modern trading platforms including online and social
media, so they can sell to wider customer bases directly.
The Academy will function as a learning centre providing
training courses covering important areas such as
e-commerce, online marketing, trading via social media
and logistics management to SMEs and local farmers
throughout the country.

- Strategic Partnership: The Ministry is implementing a
strategic partnership policy to reduce and/or eliminate
barriers to trade and investment through bilateral
discussion and cooperation on sectors/issues of mutual

interests. Such sectors for Thailand could include those
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specified as priority sectors for Thailand 4.0 and S-Curve
and New S-Curve as well as the promoted sectors under
BOI and EEC. This approach will expeditiously promote
economic activities as well as foster mutual learning and
exchanges of technology between Thailand and her major
trading partners and new fast-growing markets.

- Trade in services: The Ministry aims to promote trade
in services by, first and foremost, observing and collecting
data on relevant obstacles and barriers to service sector
development through several consultation processes with
all stakeholders. Workshop and Symposium on Service
Thailand 4.0 will also be held to raise awareness of the
importance of the service sector among the general public
and to serve as a forum for formulating and coordinating
National Service Sector Policy & Strategy which is to be
evaluated under the Public-Private-Civic partnership
scheme.

- Trade Big Data: The Ministry aims to collect and gather
data, indicators, and intelligence on trade and economic
development from within and outside the Ministry and
get them processed using latest processing, data analytics,
and visualization technology in order to provide responsive
and timely policy recommendations.

- MOC Talents Management: The initiative is implemented
by using competency modelling and individual development
plan (IDP) and developing clear career path as well as
assigning individual talent a task that directly fulfills the
government policies. This will give the Ministry’s promising
talents a chance to showcase their potentials and
capabilities and to create a learning organization within the
Ministry.

- Appointing Trade Representatives: The appointed trade
representative is responsible for promoting trade and
market expansion of Thai goods and services as well as
supporting overseas business operations of Thai
entrepreneurs in secondary cities where Thai trade centre
does not exist.

| strongly believe that the Commerce 4.0 initiative and the
abovementioned strategies will successfully drive the country
towards Thailand 4.0. The most important factor of all for
moving the country forward to our ultimate goal is the close
cooperation between the public and private sectors.
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Thailand’s Development Model towards Stability, Prosperity and

Sustainability
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Thailand experienced the greatest reforms of its systems during the reign of King Rama
V. Its current economic and political transitions coupled with structural change in
the 21* Century have all highlighted the need for more radical reforms. If the reforms
succeed, Thailand will be transformed into the first world nation. On the contrary,
if the reforms fail, Thailand will face lost decades which will last far longer.
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By Mr. Suvit Maesincee

Minister Attached to the
Prime Minister’s Office
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Thailand 4.0 is an economic model
which can pull Thailand out of the
middle-income trap, the inequality
trap, and the imbalance trap as well
as concretely transform Thailand

into the first world nation
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The world is irreversible. Without changes in our mindset,
skill set, behavior set, and tool set, the world cannot be
viewed differently.

Thailand is currently facing three traps.

From the past up to the present, Thailand has passed through
three economic models. In the first model “Thailand 1.0”,
emphasis was placed on the agricultural sector. The second
model “Thailand 2.0” focused on light industries. In the third
model “Thailand 3.0”, the country is currently emphasizing
heavy industries.

In the initial stage of Thailand 3.0 model, growth rate was
recorded at 7-8%. It was then expected that Thailand would
become one of the newly industrialized countries (NICs).
However, the model was in fact “fragile” since it had adopted
a “careless” propagation method which was called “cutting”
to produce lateral roots. Technologies and foreign capital
inflows were then not seriously propagated which caused
a lack of capital accumulation, especially for human capital.

Without its own robust root and strength from within, Thailand
eventually experienced the Asian financial crisis referred to as
the Tom Yum Goong crisis in 1997. After the crisis, Thailand’s
growth rate has fallen to 3 - 4% for almost 20 years up to
the present. This was clearly the middle income trap.

Besides the middle income trap, Thailand is facing two more
traps: the inequality trap which means greater income
dis-parities between the rich and the poor and the
imbalance trap. Over the past decades, Thailand
has focused on economic prosperity, while neglecting
environmental conservation, social well-being, and knowledge
and competency enhancement, thereby resulting in negative
impacts in different dimensions.

All three traps underlying Thailand 3.0 model, therefore,
impede Thailand’s stability, prosperity, and sustainability.
This can best explain why the jump from Thailand 3.0 to
4.0 is necessary.
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Thailand 4.0 Model

Thailand 4.0 is an economic model which can pull Thailand
out of the middle-income trap, the inequality trap, and the
imbalance trap as well as concretely transform Thailand
into the first world nation with stability, prosperity, and
sustainability in the context of the digital economy. To be
in line with the 20-year national strategic plan drawn up by
the government, this economic model has been
implemented by building strength from within and connecting to
the world through the “Philosophy of Sufficiency Economy”,
driven by “Public-Private-People Partnership” mechanism.

Strength from within and Connect to the world

Thailand 4.0 model has adopted the sufficiency economy
philosophy as a guideline for sustainable development.
Referring to H.M. King Bhumibol Adulyadej’s remark at
the ceremony of bestowing degrees upon graduates who
completed their studies at Kasetsart University held on
Wednesday, July 18, 1974, the philosophy of “sufficiency
economy” was first mentioned that,

“National development must proceed in stages. First of all,
there must be a foundation with the majority of the people
having enough to live on by using methods and equipment
which are economical but technically correct as well.
When such a secure foundation is adequately ready and
operational, then it can be gradually expanded and
developed to raise prosperity and economic status to a
higher level by stages. If one focuses only on rapid
economic expansion without making sure that such a plan is
appropriate for the condition of our country and our people,
it will inevitably result in various imbalances and eventually
end up as problems and failures.” By adhering to the
above-mentioned royal remark, Thailand 4.0 model is to
translate this philosophy into two major strategies, namely

1. Strength from Within
2. Connect to the World

The government has therefore set directions for Thailand 4.0
model through the sufficiency economy philosophy which
comprise five main steering agendas as follows:

1. Preparedness of the Thais 4.0 for the move towards the
first world nation

2. Creation of innovation-driven enterprises
3. Development of agriculture, industry, and targeted services

4. Strengthening of domestic economy through 18 provincial
clusters and 76 provinces

5. Connecting Thailand to the Global Communitywhich can be
illustrated by the following comparisons:
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. Preparation of new seeds by preparing the Thais 4.0 for the

move towards the first world nation

. Change fromroot cutting to promotion of healthy tap roots

by developing innovation-driven enterprises such as Smart
Farmers; enhancing SMEs’ capabilities; building an
ecosystem which supports the incubation of startups, etc.

. Promotion of healthy tree trunks and branches by improving

the manufacturing sector including agriculture, industry,
and targeted services; formulating a national manpower plan;
reforming the research system; and strengthening the national
economy through 18 provincial clusters and 76 provinces

. Involvement in the global ecosystem by integrating ASEAN

economies to connect to the World Community

In each agenda lies a strategic framework and practice
guidelines for all parties. As national development is a
duty that everyone has to perform to achieve the common
goal towards sustainable development, the only way to
survive in the 21% Century is then to do it now, otherwise
all die.
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Given that the global economic environment continues to change, Thailand has,
thus, gone through different economic developments models, from “Thailand 1.0”
model that focused on the agricultural sector, to “Thailand 2.0” model
that emphasized light industries, to “Thailand 3.0” model that is currently
highlighting heavy industries, and finally to “Thailand 4.0” model that is moving
towards a valued-based economy to pull Thailand out of the middle income
trap with an emphasis on such key drivers as technology, innovation, and creative
thinking. In response to “Thailand 4.0” model, the Ministry of Commerce, as the
government agency that plays a significant role in driving Thai economic growth,
has therefore introduced “Commerce 4.0” policy together with its vision “Quick,
Clean, Outward, Engage”.
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By Mrs. Malee Choklumlerd
Director - General

Department of International
Trade Promotion
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To pull Thailand out of the middle
income trap with an emphasis on
such key drivers as technology,

innovation, and creative thinking.
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Medical Services (WMS)/ Creative Economy Industry/ Trade
Logistics & Facilitation/ Institutional Services & Related/
Trade Supporting Services/ Digital Business

- WAHUIENBUNTAIUNITANTENIUTEINATIUAULUY
360° Tislugaunans way dauginia ilewmIeunnumion
’LumammuqamsmaN‘Uivmﬂamammms lnsianiy
san1sviinisAeaulal swudsenszduanuaiuisalunis
gshakavvenesispanluiamsluusenaugsialusiisUssme
ileunsesu Supply Chain YesnALAswgAalne

. WGNU']‘Uﬂﬂ']ﬂi“UENﬂS&J ‘qummsmmmmm Ve LLa“’
ﬁiﬁiﬂ‘uuﬂ/ﬁﬂLU‘L!I‘UﬂWi‘UaUG]\‘I’]‘USIJEJQﬂﬁJ@L‘L!E’Jﬂ@ﬁ]VIa W'iEJLI‘VN
AviruaRNG Nﬂmﬁiiuﬂiﬂﬁiiu
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Enhance Ensure
il
==DITP74.0%r4E
4 3

E-facilitation Empower
N

€ e

a

The Department of International Trade Promotion (DITP),
as the government agency under the supervision of the
Ministry of Commerce, has also harmonized its working
methods with the government and ministry policies with
consideration to global and domestic factors through the
mechanism of “DITP 4.0 : 4E”, comprising:

1. Enhance: Raise support and development in all
dimensions of international trade

« Support start-ups and enhance the presence of Thai
entrepreneurs in global markets through value-added
products and services

« Promote trade in services, especially in six major
businesses including Wellness & Medical Services (WMS),
Creative Industries, Trade Logistics & Facilitation,
Institutional Services & Related Industries, Trade
Supporting Services, and Digital Business

» Provide a 360 - degree development of entrepreneurship
in international trade for both central and regional
offices to prepare for comprehensive international trade,
especially online businesses as well as enhance the
potential of entrepreneurs to operate overseas businesses,
thereby improving efficiency of Thailand’s supply chain

« Enhance DITP personnel knowledge, capabilities,
skills, good attitudes, and morals and ethics required
in the digital economy

2. Ensure: Build positive image and trust in Thai products
and services to be well-known and internationally
accepted

« Promote branding and innovation Entrepreneurs build
product and service brands to transform Thailand into a
more creative economy-Creative Thailand

« Heart-made quality Encourage entrepreneurs to
deliver ‘heart-made’ quality products with social and
environmental benefit communicated through the
T mark campaign which will make Thai products and
services more recognized in the market. The more value
the T mark creates, the more the products and services
referred to it are to be bought. This particularly applies
to the products with global potential, namely food,
gems and jewelry, and fashion. Thailand’s image for being
an internationally accepted trading partner is also to be
enhanced.
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2. Ensure: a§NMWANLNIAWIBOUUAUAY/SSTIUSNIS
vavlnglidungdnia:eousulus:nuana

daa3un1sadiausun (Branding) wazn1sliuinnssy
(Innovation) atuayuusznaunisaiunisaiianusus
HeAuA AT U LWE)?Ii’N%’]‘lJUiuL‘VIﬂl‘V]EJﬁﬂ’]iL‘Uu Creative
Thailand #3aiAsHgNIES19E95A

Heart-Made Quality dsia3uifusznaunislindndudn
feANuLe el mamwmﬂiuwmumaumimam sl
ausuinveUsednuwarasnndey Insderunsdydnual
SusesnmnMEUA1 T mark Lwaasflquaﬂﬂwﬂummmmu
mam"l,ﬂamiamalmmsh Lualiﬂmwmamuamaﬂwmu
axsilaldmaninneg | §uauduas mimmi‘wmmm‘wm
ma@wﬂivmﬂlmmmuaiw ImaLawwvluﬂauaumwmnamw
sedtulan o o1 Souduaviadesseiu LA naonay
aiwmwaﬂwmﬂiuLwﬂl‘wa“l,umuunmmﬁimmmmmmﬂu
frensuluszaulan

. Empower: 1a5ua$uwusins/InSav1gnuavAns
nulunazsinvus:inA

[

N3N Trade Representatives Tuuszine/iilosd gy
dialaRumainsinuvesanidydinenilande

A¥19vudUTENSANEAS (Strategic Partnership) e
Iamamimmsawu asennuduiusidusieUssina
onaUselomidaiu

duaSugusznaunsingluaniiugsialusiesuszma (Outward
Investment) lngiamzlunguuszing CLMV

YsansMsvineuiniunnaadiuatadieusing viduy
uagmeUsEing

Trade Representatives

Strategic Partnership

Outward Investment

3

Alliance Intergration

3. Empower: Foster partnerships/networks with both

domestic and international organizations

Increase Trade representatives in major countries/
cities to strengthen functions of Thai commercial
attachés overseas

Form a strategic partnership to seek trade and investment
opportunities and build relationship with individual
countries for mutual benefits

Encourage Thai entrepreneurs to make outward
investments, especially in CLMV (Cambodia, Laos,
Myanmar, and Vietnam) countries

Alliance Intergration with both domestic and international
partners

. E-facilitation: Facilitate and support entrepreneurs to

conduct online businesses through global e-commerce
platforms

Increase e-commerce channels to expand trade
opportunities for Thai products by directly connecting
Thai SMEs with both domestic and international importers/
buyers/consumers as well as comprehensively improving
the potential of Thai entrepreneurs in e-commerce and
promoting the use of digital tools in online businesses
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4. E-facilitation: N1S81U28AUE=AINIA: a\nasquJs naunns
dmsfoaulaulus-Auaina Bouleindovasluiu Platform
s-ﬂUIan

- vgnetasen1sineaulall E-Commerce 3jsgiAsughandiia
Lwaai'mLLawumaiamawmmﬁﬂﬂml,ﬂauﬂ'fLmJImsJmjauim
AUsENBUN1S SMES "Lwamummwm/mawa/wuﬂm Taomsaraly
LazeeUEne T wwmﬂﬂamwmawﬂsuﬂaumﬂm
Srunsdneeuladernsuins uardnasunsldiadede
ARvialun1sUsEnaUssia

- msliusnisvasnsuluga “DITP 4.0” limaswuazdul
Luaqmma:uaLLawu'n'mil,ﬂmmmmmmwma‘mmi
mmuﬁimﬂivaum'ma’m ﬂimﬂs’fhiﬂiviﬁmumﬂLwﬂiuiaa
ansaumneegadud Tnewmuwazduasudomniseesulad
Wruduled Thaitrade.com dadudulesivassuasainy

azanbii@eniilanaiunsafnsedevieiugdsesninela

9819LANY NENIEANNATAINAUTRYANITATENNI
n15lsfu3n1s Mobile Application (DITP Connect) iials
uszneumsineansnsaintisdoya 91as dunsiszing
‘USuLVIFWIﬁ’]ﬂEU Igrazmnsingataty sauka DITP Touch:
Live Chat tesmdliuinslyivesnsuiieneuaussiusznounis
maqmisuamﬂiﬂmmumiwmaﬂuwzjmsmmiul,mavmam
Teiviud

» DITP provides fast and prompt services in the age of
“DITP 4.0” as it considers news and information as keys
to business success. DITP has made use of information

technology by developing online trade channels such as
its website: Thaitrade.com which facilitates trade
between international buyers and Thai exporters, mobile
application (DITP Connect) which provides Thai
entrepreneurs with easy access to in-depth information
on international trade, and DITP Touch: Live Chat,
DITP’s latest service channel, which provides entrepreneurs
with prompt advice by specialists in each market.

DITP is confident that its commitment to continuously
improving services will further strengthen Thailand’s
economy towards stability, prosperity, and sustainability.

il nsuflanudesiuin nsssshuiamunnsliuinnansueegn
maLuawwmmsaaqLaiumiwwmmeﬁmlmimmmwmm
anunsavenesiegadiidiasnmn mﬂﬁvmﬂlﬂﬂmmuum RGE
wazddusoly
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Office of Digital
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Bureau of International
Trade Promotion Strategy
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Office of Overseas
Market Development 1
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Office of Overseas
Market Development 2

dinduiasumsaAn
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Office of Lifestyle

Trade Promotion
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mismgalhl

New Economy
Academy

diinusmisnaw

Office of General
Administration
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dnlinansauinAnazn1susnis
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Office of Information Technology
and Service Development

grunvudaiasunisAn
Tusinaus=inA

Office of International Trade
Promotion (Overseas Office)

dinaviasuudnnssuna:
asyaAnwuivon1sA

Thailand Office of Innovation
and Value Creation

danssiousnisiia:
[aganndnsein
Office of Service Trade
and Trade Logistics

dinUs=s1duWusiia:
Hod1souAns

Office of Public Relations
and Corporate Communication
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10urL289UENIASUNSATS:HINUSINABULN
TundmAlaIde na:wseuususalAnuaoiuilasy
IavioasuyarIwL IaswiuniaRILEILISD
Tumsiisvuvesyus:naunsingliduainana:
NG

To be one of Asia’s leading international trade
promotion organizations with service excellence
standards and readiness to change, ensuring
sustainable value creation and competitiveness
of Thai entrepreneurs in the global arena.

Luouwsuunacunwgnouiduiaafumstiusnis
Ingus:=naunsinglumsANTUSSAINISAS=HIW
UszinAlngdrusgnaua:naN anAunu 1asuas
yaAIWuvovauAIa:ssaausnisvading Bius
anumsiinnanAlia-snyInaIAMSATUANUS=INA
nazsoudanuniAensuluniswaunliineidu
Us:pmsArdrAtyvavniinAIoIzy

The DITP is committed to providing excellence
service to Thai entrepreneurs in international
business, including trade facility, cost
reduction, value creation of goods and services,
provide consultation for overseas market
access and maintenance, as well as close
cooperation with private sector to promote
Thailand as a major gateway of Asia.
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To proactively and constantly promote
international trade.
()
Uszinu
gNSANAnNS
STRATEGIC FOCUS

Dedicated

ulu vau annu

AN09UOVANS

enthusiastic,diligent, and endurable
CORPORATE CULTURES

Responsive

waawsauly

prompt results

s1su138uAruSSSU
virtue upholding

asdassAavinl
create new things

Excellent

WonsAIneduiaa
excellence of Thai trade
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STRATEGIES FOR INTERNATIONAL TRADE PROMOTION AND DEVELOPMENT

. wanaumsvengmsiia-msasnunuwusnsluadeu mels AEC a-auiasumsidus:Tosuan FTA

WrUIazduIasugnannnssuomsiazinymsiussy

duiasumsidu Trading Nation na:wsuungiusznounisingiianuisnsintussnatusingus:ine (Internationalization)
er;Uuw||a:9i\1|a§umsa§wLUJaﬂ"]|v‘v'u||a:a§'m||Usuﬁ?iuﬁ'ma:u§ms (Value Creation, Innovation & Branding)
Weuunnazduiasuausiia:usnsidunduaguasuauds (Clusters) lla:sodsulualivaousiodnstils vednaialan

asumwanusnius:inAlugIuguaniasasoanauda:usmsniatunIw bnsgiulainouLGotio
(Country and Industry Image)

. a\l|aéumsit§Us:TazﬁLJmnﬁaﬁ6moana:§U||UumsmaUEJThU5'uq (Digital Commerce and New Trading Models)

. WALUAAINS S:UUMSHIU RaoAgUS:UUTaYansAMIian1sUSNIs athinAlulagaietiuiunwuus:ansniw

MsiugEaItaY

. Propel trade expansion and investment with alliances in ASEAN under AEC and optimize the FTA benefits.

Develop and promote food and agricultural products processing industry.

Promote Thailand as the Trading Nation and enhance the capabilities of Thai entrepreneurs in conducting

overseas businesses (Internationalization).
Develop and promote value creation, innovation and branding.

Develop and promote the complete product and service clusters which are capable of serving the trends of
new global demands.

. Create country and industry images as the manufacturer and exporter of products and services that meet the

standards and international trustworthiness.

. Promote the utilization of digital commerce and new trading models.

Develop human resources, working system, as well as trading information for service system and employ

modern technology to continually improve working efficiency.
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RESPONSIBILITIES

1. 1auaulsugiasgaridnunemsdooniasiuuuguanms soumIAUIUINILIASNISAUNSAIA=MSAAR

2. FITUMSITOEANIESY WU Ila=aluauumsdsoonaufazssiausnisvodlngmiluls=inAnazsals=ina

3. dnrhia:tiusmsveyamsiiiazavasuinalulagansaunludounineaiosiumsddoon
Ingwangdvooning Wus:noussnausns ia=guinvntusinuds:ineA

4. 1wgIwsIa:Us:nauWusaumiasssaousmsvadlngiioduiasumsadoan

5. WALNAYIWSAUAWISOInMAINBUILFUNSASHINUS:INA IWoIaSUESITAAEAISOTUNISINGTU
la=aussnu:Tunisavean masnauus=aununa-lianusoudanianduiazogAnssg Nufunazsgus:ine

6. dvlasuna=wruusUiuuwannuria-nsiausiiaivuyariinuaudinenaAdulumunouiodnis
Vouna1negus:InA

7. auuayuna=weuns=uulaganndniunisan

8. URuAMsaulamuAnqruemkualfdugunantinivednsud KEomUASTUURSHSOANU:STUURSUOUALY

1. Propose policies, set goals and action plans for export. Provide suggestions
on the direction of marketing and trade measures.

2. Engage in activities, both domestically and internationally, to promote, develop,
and support Thailand’s export of goods and services.

3. Produce trade data and provide trade information service. Provide support for Information Technology
related to export for the use of Thai manufacturers, exporters, service providers,
as well as offshore importers.

4. Undertake public relations activities to promote the export of Thai goods and services.

5. Educate the private sector with international business in order to advance its competitiveness and
export efficiencies, as well as provide assistance and coordinate with local and overseas organizations.

6. Support the development of products in terms of design and brands so that Thai products could achieve
value creation and meet international market demand.

7. Support the advancement of trade logistics system.

8.  Perform activities within the scope required by law or as assigned by the Minister or cabinet.
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Executives

unw1a Tsadian
9SUANSUENIASUNISATS:nIUS:INA

Mrs. Malee Choklumlerd
Director - General

uUWAUMST BUISIR FTRLSAU
WRSI9S1BNMSNS:NSIWUBE (Jo90U)
SOUOSUANSUENIASUNISANS=HIUSINA
(W.F. 2557 - 2559)

Mrs. Chantira Jimreivat Vivatrat

Inspector General (Present)
Deputy Director - General (2014 - 2016)

U8GWWR dovlidvAm
SoVOSUANSUAVIaSUNISANS:

Mr. Supapat Ongsangkoon
Deputy Director - General

ugauIAe aauysni
SOVOSUANSUAVIASUNISANS:nIUSINA
Mr. Somdet Susomboon

Deputy Director - General
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Assistant Director - General

UNYNITIWIA Yryasy
UndBINISWArIBEIBEBIY
Mr. Natapong Boonjing
Assistant Director - General

WNELIREINA dUIRENA
UndsINswruseideasny

Mr. Matyawongse Amatyakul
Assistant Director - General

urgdnsuns Inuads
IndsINISWArIBEIBEBIY

Mr. Chakarin Komolsiri
Assistant Director - General

ueWaug Nodse:
UndsINISWAIBEIBE9BI0Y
Mr. Pisit Kijviriya

Assistant Director - General
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UndBINISWARIBEIBEBIY

M.L. Kathathong Thongyai
Assistant Director - General

uNeIRsT 130Us:IaSy .
SNBINSIUFNIKLITINIBINISWARIBEIBEIBIY

Mrs. Chittra Uerprasert
Acting Assistant Director - General

unIsA1 IWaunay .
SnEMSIUFMKLITNIBINISWABEIBEIBIY

Mrs. Arada Fuangtong
Acting Assistant Director - General

uwaesin idnanade :
SnuMsIuFIKUIINIBINSWAIBEIBEBIY

Miss Orathai Leksakulchai
Acting Assistant Director - General
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Directors

uwaan1 99:Uunus:ai
WougNIsaMUUWRILN
us:znoumsmisignliii

Mrs. Lalida Jivanantapravat
Director, New Economy Academy

wendn Sauna 1asisIONS

ousemsdUndNIaSuNISANAUANINYAS
llazomannssy

Mr. Phusit Ratanakul Sereroengrit
Director, Office of Agricultural and
Industrial Trade Promotion

urglondns ARSSAL
Wauvgn1sdrUnusHISNay

Mr. Ekachat Seetavorarat
Director, Office of General Administration

uWVIyun Woua
ousemsdrungnsAansnIsAs:nauUs:InA

Mrs. Kwanapa Phivnil
Director, Bureau of International Trade
Promotion Strategy

ugIuUNWIE Is:IaAway
wahusemsdrunansauindia:
N1SUSNISNISANS:zMINUS:INA

Mr. Nantapong Chiralerspong
uassrunsni INAMRA Director, Office of Information
gousgmsainwiunalAiazssnalng Technology and Service Development
TusigUs:=InA 1

Mrs. Vannaporn Ketudat
Director, Office of Overseas
Market Development 1
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ueginRdsud Jeaulun
Wauvgnisdrnssnousnisiia:
[aamndnisin

Mr. Kittiwat Patchimnan

Director, Office of Service Trade and
Trade Logistics

UNA9UNISE 1995AU
gousgdinadviasumsiraufnlawalnd
Miss Napajaree Weoratana

Director, Office of Lifestyle Trade Promotion

urednsuns Inuafs .
wauvgnsdrUnUs=s1auwusiia-aoa1savrns

Mr. Chakarin Komolsiri
Director, Office of Public Relations and
Corporate Communication

riljournasyAnInay navlknj
gowoemsainaviasuuInNSsUIIa:
asyaAwuIWen1sA

M.L. Kathathong Thongyai

Director, Thailand Office of Innovation
and Value Creation

unanoesin idnanade
WaugnIsdUNWUIRAIANASSNINg
Tusius:inA 2

Miss Orathai Leksakulchai
Director, Office of Overseas
Market Development 2

uwensm Waunod
ousemsdinaanAwIrisgaINa

Mrs. Arada Fuangtong
Director, Office of Digital Commerce Market
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Major Projects for International
Trade Promotion
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The Strategic Acceleration of Export Market

the value oﬂrade between Thall\n¢and ASEAN accounted for )
in 2015 Ua F

\\“‘**ASEAN is Thailand’s ' g " .

- of the trade value ofThalland and thegl bal

’ the value of Thal trade
~ with the ASEAN reached
|

mSFl'ﬂan O'“UEJUUUE]F]'] billion US dollars / Wua1uInsgryansg«

ManoTIBaU

.ﬂllﬂ?ﬂ‘i]']L‘UEJ‘L!&W]TWEHﬂiﬁiiu’ﬁﬂm%ﬂaﬂﬂ‘lﬂaﬂﬂLLﬂ aﬂmuusm 919 Unlal eudiu mmu
AYFITULIR LLSﬁ'W] E)fUlIfu EW]’JLH QJLLSQ\‘HNVIﬂ’]LL‘NﬂﬂLLﬁ“@EJI‘l«!’JEJVI’N']Uﬁ]']u’JUM’m
U’]\‘iﬂi“mﬂmmﬂiuiaﬂ LLa“ﬂ’J’]ﬂJiﬂ’J’]ﬁJL°1]EJ’J°11"I£U®’]‘L«I£‘]']\‘1"] i’)llﬂ\‘iﬂ’]iUi‘Vi']i‘ﬂﬂﬂ']i
ﬂﬁﬂ‘lﬁ/ﬁwEJ’Wﬂ51‘1.!ﬂ’ﬁNafﬂi’Jllﬂ‘u’ﬂl”‘IJ'JElaﬂGINVIUﬂ’WiNaWﬁUﬂ'1LLa”‘Uiﬂ’ﬁ LWQJ‘Uﬂﬂ'ﬂlI
?1’11.]’]5ﬂIUﬂ’1iLL‘lNSUuiun"/lﬂ’]’iﬂ'ﬁu‘lﬁ’ﬂ\‘lﬂiuL‘VlﬂIﬂﬁﬂiuU’JUﬂﬂiNaﬁlﬁUﬂ’ﬂ,uLLi‘lau‘U‘Llﬁl’e)‘u
11]’%]’1L‘U‘L!GIENQWLu‘IJﬂﬁ‘Lu‘Ui"WlﬂLﬂEJ’JE]ﬂC‘lE]‘lU LLG]?I'liﬂiﬂﬂ’lLu‘IJﬂ'1§11JWa'1EJUi“LVIﬂ ‘U‘UE]EJ
ﬂ‘Uﬂ'J’]iJﬂﬂJﬂ'm’]EJIG]WNI‘Uﬂ’]iNaGmu‘] I'Uﬂ’]‘iu E’J']L%EJ‘L!lﬂﬂ']LTJUﬂ’]’ii’JiJﬂaiJVI’NLﬁ‘i‘l‘:}ﬁﬂ‘ﬂ
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ASEAN Market

ASEAN is home to a great variety of abundant natural resources, such as forest,
coal, gems, aquatic animals, etc., as well as labor, which is cheap and aged within
working age ranges. Certain countries are ideally equipped with technologies,
specialization and administration. Joint utilization of resources will bring down
the production cost of goods and services and, in turn, help to boost the competitive
advantage of Thailand in the international trade arena. Each production stage
is no longer limited within one country, but can be operated across countries,
depending on the worthiness of such supply chain. In this regard, ASEAN was
established as a group of economies and unified common market with respect
to benefit from the aforementioned positive factors.
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Usemnelungu CLMV (fumen auy.a deuan wuagdeen) §alasu
ansfmwnisnngraninslunisdseanluvssimanauingds
EJ’]L"ZJEJ‘u’«NiJﬂﬂEJﬂ’]WIUﬂ’]iLUU%’IUﬂ’ﬁNaG]Lwaﬂﬂaaﬂlﬂﬂi‘“mﬂ
gy venniiSansaiuransesiuaudilng wndy
fndniiiovigliiufuilanluvssina 1Wuveliiuuilan
Tuedeou FailUszonssiudunii 600 d1uau Fesuau
nsuAnfiunTulztisandunueviae Aanisuszudaain
YU (Economy of Scale)

‘LJE]ﬂ‘-\]']ﬂ‘ﬁl’e]’]L“?JEJUETQLﬂuma’]@]ﬁﬁﬁﬂﬁﬁ%@ﬂdsﬁuﬂ’]ﬂﬂ'IiLa‘UIGW]’N
mwaﬂﬂuam'}maaNmamm dsnalfiAnnnseeives
Putunanauay nsngdenuilas (urbanization) i l#iAn
mmLﬂaauLL‘UaﬂaWalmamimiwmLLawmmmaamiaum
vannuaeiiinunin Judulemadmivauduazuinsvedlne

n3gNITmIaYg lanIuagnsaansnizdnnaine e
(Deepening ASEAN) 18330 fnuanguussine CLMV 1Ty
Wmaneusnaenagns CLMV as our home market lngwiaun
Foyaidadnifiozaanlidnfmginssunisuslanvesiuslag
Tusgduidles aaSuadidnenmvesfuszneunisineriieriu
ummmwnﬂmwuumaaumau’mmﬁu yauiy SMEs
m’lumuﬂammumummﬂIﬂswmmﬂﬂamwwﬂimaumiaem
ATUIAT mumnﬂuwmmmaqsnm WAUNBIARINT WaIuFUA
wazu3IN1stagliAUEIAYAUNTATIIUTUA N1900NKUY LAz
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The CLMV countries, comprising Cambodia, Lao PDR, Myanmar
and Vietnam, have continued to benefit from privileges on
custom duties in terms of the export to developed countries.
Clearly, the ASEAN possesses the potential to serve as the
manufacturing base for exporting goods to developed countries.
Further, it also acts as the secondary market for Thai products,
previously produced for domestic consumers, which can now
be marketed to the population of ASEAN that totalled more
than 600 million. These factors have resulted in a larger
manufacturing volume that helps to reduce the unit cost
and has thus enabled the economy of scale.

In addition, the ASEAN market has a high spending power from
its high economic growth that kept on growing and
led to increases urbanization. Thus, changes of lifestyle
and demand of quality products with variety have emerged,
creating opportunities for Thai products and services.

The Ministry of Commmerce has stipulated the dynamic strategy
called Deepening ASEAN that prioritizes CLMV countries with
the ‘CLMV as our home market’ notion. By basing on the
development of in-depth information with regard to penetrate
the market and reach the behavior of consumers on urban
levels, the strategy was designed to accelerate the
competencies of Thai entrepreneurs to soar as the warriors
who fight the new economic battle with innovations. Under
this outlook, SMEs, of central and regional segments, will
be focused with key concentration on the improvement
of entrepreneurs’ competencies in a comprehensive way.
Coaching will be emphasized in terms of the development of
knowledge, products and services by placing prime concerns
on branding, design and innovation, alongside with the vision
to penetrate urban markets of secondary cities with certain
economic potential (City Focus). Moreover, Thai businesses
will be encouraged to operate overseas, whereas Thai
entrepreneurs will be bolstered to explore new opportunities
via electronic marketing channels through the advancement
of Thaitrade.com website, which serves as Thailand’s prime
e-commerce site. A dedicated working group was established
for the promotion of export and overseas investment (D4),
working under the Public and Private Steering Committee,
for the projection of Thai economy having the Civil State D4
as key mechanism.

Operating Results and Key Activities

In 2016, the Department of International Trade Promotion
(DITP) held the Thai-Cambodia elite networking event,
during May 26 - 28, 2016, with the aim to create
opportunities for public and private agencies of Thai and
Cambodia and strengthen the relationship between the
two countries. The event had greatly achieved through
activities designed to promote business and companion
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networks in pursuit of future opportunities in trade,
investment and tourism in a sustainable way. Additionally,
the networking has enhanced the understanding and positive
attitudes of Thai entrepreneurs toward the new wave of
Cambodian businesspeople, as well as the awareness of
Cambodian tycoon’s potential.

The Ministry of Commerce has initiated the collaboration with
Tourism Authority of Thailand (TAT) and the Board Of Investment
(BOI) with regard to implement the aforementioned project.
DITP had coordinated with the Office of Commercial Affairs in
Phnom Penh in the holding of this exclusive event. Featuring
the invitation of Cambodian multi-millionaire business
people to join in the caravan of approximately 80 supercars
and big bikes, the pack had travelled from Phnom Penh -
Koh Kong - Pattaya - Bangkok and back to Phnom Penh.
Expected to strengthen the networking relations between
Thai businesspeople basing in the East (Chonburi, Chanthaburi
and Trat), the Cambodian elites had a great time enjoying
fun-filled business-oriented activities at one of the best
hotels in Pattaya before joining the Thailand-Cambodia
Networking Gala Dinner at a Bangkok hotel. The prestigious
event had featured the participation of more than 50
elites from Cambodian public and private sectors who
flew in to join, alongside with over 200 Thai business
leaders who sought opportunities to strengthen the relations
and initiated business negotiation. Mr. Somkid
Jatusripitak, Deputy Prime Minister, together with H.E. Mr. Pan
Sorasak, Minister of Commerce of the Royal Government

of Cambodia joined to deliver their speeches.
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Representatives of Cambodia’s private sector comprised
leaders from various industries, including real estate
development, infrastructure, power plant, automotive industry,
motorcycle dealers, consumer goods importer, money
exchange, cinema, liquor dealer and beer brewer, gems and
accessories, fuel importer, port operator, palm oil producer
and industrial agricultural business, etc. Further, members of
Thai private sector also ran trade show booths at the Gala
Dinner to showcase Thai products and services.

As a result, the activity successfully connected more than
300 elites who are from Thai and Cambodia’s public and
private sectors, creating benefits across several parties through
business networking activities. Mutual understanding and
trust have been enhanced. Thai entrepreneurs have gained
positive insights of Cambodian businesspeople and learned
about actual potential of Cambodian multimillionaires.
This way, business matching will be promoted and extended
to trade and investment between Thailand and Cambodia.
Satisfactorily, Cambodia’s representatives were impressed
with the event and preferred to host this sort of exclusive
event in Cambodia in the following year.

Another remarkable project was the sales promotional
scheme, which is a joint project with department stores
in Myanmar. The project featured sales promotions with 8
leading department stores in Myanmar, particularly in Yangon
and Mandalay, during July to September 2016. A wide variety
of product lines was covered, ranging from health-related
items, fashion, shoes, instant food products, beverages,
construction materials and machinery, agricultural machinery
to auto parts, with regard to promote Thai goods via modern
trade in order to penetrate into Myanmar market. The volume
of purchase from 8 participating department stores totalled
4,650,000 US dollars.
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Held on September 16, 2016, during the CLMVT Forum,
the Doing Business Overseas project comprised several
knowledgeable topics, including Opportunities and Success
of Business Operation in ASEAN and in England/Russia;
Business Operation in Asia, ASEAN, Europe and America.
A total of 503 participants had joined the session held
alongside the overseas business operation promotion
exhibition.

The Mini Thailand Week 2016 was a trade show that the DITP
organized with the objective to promote Thai goods with
potential in order to penetrate ASEAN market using the City
Focus strategy. The Thailand Week / Mini Thailand Week
was held 16 times across 16 cities in 7 countries in the fiscal
year 2016, comprising Mandalay and Taunggyi (Myanmar);
Siem Reap, Kampong Speu, Svay Rieng, Tbong Khmum and
Kampong Cham (Cambodia); Luang Prabang, Vang Vieng
and Champasak (Lao PDR); Can Tho, Hai Phong and Hanoi
(Vietnam); Cebu (Philippines), Selangor (Malaysia) and Jakarta
(Indonesia). Totally, there were entrepreneurs representing
651 companies joining in the event. The value of immediate
purchase of 227.8 million baht, whereas purchase value
expected to receive in 1 year was foreseen at 1,864.8 million
baht. A wide variety of consumer goods showcasing at the
event included food, beverages, health and beauty items,
clothing/fashion, home appliances and so on.

The Top Thai Brands 2016 was the cooperation between
the DITP and Tourism Authority of Thailand (TAT), Board
Of Investment (BOI), the Federal of Thai Industries (F.T.L.),
The Thai Chamber of Commerce (TCC) and Thai National
Shippers’” Council (TNSC). Designed as an overseas trade
show, the Top Thai Brands 2016 expects to promote the
expansion of Thai products and services to international
market, as well as to publicize and showcase the potential
of Thai brands in the ASEAN market. The Top Thai Brands
2016 was held 5 times at the following cities: Phnom Penh
(Cambodia), Manila (Philippines), Yangon (Myanmar), Ho Chi
Minh (Vietnam) and Vientiane (Lao PDR). Totally, there
were entrepreneurs representing 670 companies joining the
event. The value of immediate purchase of 207 million baht,
whereas purchases expected to receive in 1 year was
foreseen at 1,154.4 million baht. Consumer goods
showcasing at the event offered a great variety, ranging from
food, beverages, health and beauty items, pharmaceutical
products, construction materials, kitchenware, electrical
sports
equipment, clothing/fashion, shoes, medical business,

appliances, car and motorcycle accessories,

construction and so on.
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DITP AEC CLUB &2

Business Matching and Networking

PHILIPPINES

During July 10 - 12, 2016
12 construction
material companies.

)

Purchases expected to receive in 1 year %

930,000 US dollars (32,550,000 baht)

CAMBODIA

During September 19 - 21, 2016

14 companies
representing furniture and l%§|

home decorative items

Purchases expected to receive in 1 year %

426,500 US dollars (14,927,500 baht)

Additionally, Thailand had joined in the 10" CAMBODIA
Import-Export & One Province One Product Exhibition 2015
(CIE & OPOP 2015) in Phnom Penh, Cambodia, which was
an exhibition showcasing the ASEAN goods. Held during
July 15 - 18, 2015, at Diamond Island Exhibition Center in
Phnom Penh, the show had pooled a total of 37 companies
which ran 50 trade show booths. The value of immediate
purchase of 301,000 baht, with purchase value expected to
receive in 1 year of 9.73 million baht.

The 2016’s project for the development and networking of
Thai entrepreneur for AEC market had seen several activities.
For example, the “AEC Smart Move: Conquer the Asian market
opportunities into sustainable”, which was held in 8 provinces,
including Chiang Mai, Trang, Udon Thani, Nakhon Si Thammarat,
Chiang Rai, Ubon Ratchathani and Rayong. In pursuit of
accelerating the potential and competitive advantages for
Thailand to sustain in the ASEAN market, seminars were held
across regions, alongside the specialists who joined to share
their experience, provide advice, guide and suggest trade
opportunities with the attendees. A total of 875 regional
entrepreneurs had joined, resulting in 261 business matching
transactions.

The Think Smart Move Fast Beyond AEC was another inspiring
event to note. Held on August 30, 2016, the forum expected
to create channels for the meeting and discussion among
entrepreneurs. Experienced business leaders or the AEC
Guru were invited to share their experience and talk about
opportunities in trade and investment for Thai entrepreneurs.
Totally, there were 350 entrepreneurs joining the event.
Moreover, the “DITP AEC Club Business Matching and
Networking” was held specifically for ASEAN distributing
agents (intertraders) and Thai entrepreneurs. The session
had achieved 126 business matching transactions, generating
purchases expected to receive in 1 year of 8,300,000 baht.

Held in Manila, the Philippines, during July 10 - 12, 2016, the
DITP AEC CLUB Business Matching and Networking featured
12 construction material companies. The value of immediate
purchase of 100,000 US dollars (3,500,000 baht), with
purchase value expected to receive in 1 year of 930,000 US
dollars (32,550,000 baht).

Finally, the DITP AEC CLUB Business Matching and Networking
was held during September 19 - 21, 2016 in Phnom Penh,
Cambodia. A total of 14 companies representing furniture
and home decorative items had joined, side by side with 38
Cambodian companies. Purchases expected to receive in 1
year was foreseen at 426,500 US dollars (14,927,500 baht).
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Brands

Thailand Week/
Mini Thailand Week

The direction of the scheme/project/activity

In order to achieve its goal in ASEAN markets in the future,
DITP will embrace the followings: the holding of Top Thai
Brands in Phnom Penh, Yangon, Ho Chi Minh, Vientiane
and Hanoi; the holding of Thailand Week/Mini Thailand
Week in Pailin (Cambodia), Khammouan and Xiangkhoang
(Lao PDR), Manila (Philippines), Hai Phong (Vietnam); Cebu
(Philippines), Mandalay (Myanmar), Can Tho (Vietnam) and
Selangor (Malaysia); the arrangement of trade representatives
of construction-related products and services (construction,
real estate, furniture, home decorative items, architecture,
design) from Cambodia, Myanmar, Lao PDR, Philippines
and Indonesia to visit Thailand for trade negotiation;
the holding of activities with the aim to expand trade
in major economic city (Danang); the holding of sales
promotional campaign featuring Thai food products at NTUC
Fair Price and Isetan in Singapore; the holding of sales
promotional campaign at leading department stores
in Myanmar (Yangon/Mandalay); the holding of Thailand
Total Solution with the prime goal to enable Thai franchises
to expand to Malaysia and enhance business networking in
pursuit of expanding Thai consulting service specializing
to penetrate
Malaysian market; the arrangement of trade representatives

in engineering-related products/services

relevant to service business, design, construction, building
decoration, network installation, health and beauty, printing,
filming and TV media, game and software, to visit Myanmar
fortrade negotiation;the arrangement of Thai businesspeople
to prepare for outward investment in Vietnam, Cambodia
and Lao PDR.
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Markets with Medium to High Potential
CHINA

Chinais the world’s hd
largest economy

China, Hong Kong and Taiwan

Among emerging global markets, there are certain targets
with medium to high potential to focus. First, China, which
is the world’s second largest economy. The GDP value of
China in 2016 had amounted to 74.4 trillion dollars with 6.7%
economic growth. Its per-capita GDP approximately averaged
8,866 dollars. It was expected that Chinese economic growth
in 2016 could reach 6.2%. In addition, China is Thailand’s
number one trade partner country, having Export as the
primary market. Main export goods from Thailand to China
include thermoplastics, Para rubber, cassava, computer,
chemical products, wood and wood products, integrated
circuits, automobile, rubber products and so on.

China

In 2016

GDP Value

74.4 tiliion dollars

GDP (based on current prices)

In 2016

GDP Value

Economic growth 6.7 and

with the average earning of

8,866 dollars.

Main export goods

thermoplastics, Para rubber, cassava,

computer, chemical products,
wood and wood products,
integrated circuits, automobile, rubber products

321 billion dollars
GDP (based on current prices)
Economic growth 1.9and

with the average earning of

43 y 600 dollars.

Main export goods

computer, gems and accessories,
integrated circuits, electrical appliances,
food products, thermoplastics

In 2016

GDP Value

530 billion dollars

GDP (based on current prices)
Economic growth 1.5and

with the average earning of

22 y 530 dollars.

Main export goods

integrated circuits, computer, air conditioner,

chemical products, automobile, engine,
thermoplastics
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Second, Hong Kong SARis the heart of commerce, investment
and business of Asia, with its high-potential deep sea ports
that perfectly fit international trade activities. Hong Kong is
a special administrative region of China that has been ruling
under the One Country, Two Systems principle. The 2016 GDP
was worth 321 billion dollars with 1.9% economic growth.
lts per-capita GDP approximately averaged 43,600 dollars.
Main export goods from Thailand to Hong Kong SAR include
computer, gems and accessories, integrated circuits, electrical
appliances, food products, thermoplastics and so on.

Third, Taiwan, as a special economic zone, has highly
progressed in terms of advanced industrial sector, particularly
the Information Technology. The 2016 GDP was worth 530
billion dollars with 1.5% economic growth. Its per-capita GDP
averaged 22,530 dollars. Main export goods from Thailand to
Taiwan include integrated circuits, computer, air conditioner,
chemical products, automobile, engine, thermoplastics and
SO on.

Operating Results and Key Activities

DITP had arranged the attachment of Ministry of
Commerce’s executives to the group of Mr. Somkid
Jatusripitak, Deputy Minister of Commerce, to a visit to
China (Beijing and Shanghai). The visit successfully stirred
the interest about investment in Thailand of Shanghai
Yuantong Jiaolong Investment & Development (Group),
which is a logistics company related to China’s largest
E-Commerce empire, i.e., Alibaba, as they recognized the
role of Thailand as the crossroads of ASEAN. Meanwhile,
Alibaba has also interested to pour more investment into
Thailand. Additionally, the visit gracefully strengthened
the relations and initiated new trade networking between
public and private sectors participating in the journey.

At the same time, the Offices of Thai Trade Center in China
have collaborated to expand Thai export to secondary cities
to serve the urbanization emerging across fast-growing
cities, including Fuzhou, Foshan, Xi-an, Chongging, Chengdu,
Jinghong, Nanjing and Nanning. During the progression of
8 projects, the value of immediate purchase reached 32
million baht, whereas purchases expected to receive in
1 year were foreseen at more than 200 million baht.
Popular Thai goods included fruits, jasmine rice, processed
agricultural products, snacks, Para rubber pillow/mattress
and health and beauty items.
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Department store or modern trade serves as a privileged
distribution channel for it could reach consumers of all
segments. Offices of Thai Trade Center in China had
organized a total of 6 sales promotional campaigns across
5 cities (Kunming, Nanning, Wuhan, Chengdu and Hong Kong).
The campaign achieved with the value of immediate
purchase of 83 million baht, whereas purchases expected
to receive in 1 year were foreseen at more than 120
million baht. Popular Thai goods included fruits, jasmine
rice, processed agricultural products, snacks, Para rubber
pillow/mattress and health and beauty items.

With more than 600 million internet users in China, online
commerce has continued to flourish here. DITP had joined
pact with a leading department store in Nanning City,
which serves as a potential secondary market in southern
China to hold a sales promotional campaign via E-Commerce.
As a result, the sales volume of Thai products surged by
50%, while the number of customers increased by 45%
compared to normal period. Thai goods gaining high
popularity included fruits (durian, mangosteen), beverage
(juices), snack (coated peanuts, dried fruit), Para rubber
pillow, etc.

Furthermore, Thai entrepreneurs and related agencies had
attended the 13" China ASEAN Expo 2016, during September
11 - 14, 2016 in Nanning City and the Top Thai Brands,
held during June 12 - 17, 2016 in Kunming City, China.
Totally, there were 321 exhibitors from various segments,
ranging from food and beverage, fresh fruits, cosmetics
and spa products, furniture, home decorative items to
clothing and accessories. The value of immediate purchase
was 38.4 million baht, whereas purchases expected to
receive in 1 year were foreseen at more than 240.4 million
baht. Popular Thai goods included food and beverage,
health and beauty items/natural spa products, Para rubber
pillow, accessories, crocodile and stingray leather products,
Thai-style ready-to-wear clothing, wood carving items and
home appliance/home decorative items.

The direction of the scheme/project/activity

DITP is committed to open new doors toward trade and
expand economic collaboration through close discussions
with trade promotion offices across various regions in
China, participation in regional trade shows in China and
arrangement of trade representatives from various regions in
China to visit Thailand and vice versa. In addition, strategic
export will be accelerated to tap into secondary cities, while
primary markets will be maintained and stimulated from
time to time. In pursuit of achieving the goals, consumers’
demand and potential will be responded strategically,
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basing on the behaviors of consumers in each market, such
as highlighting Halal goods for western China. Meanwhile,
the In-store Promotion corresponding to the urbanization
will be encouraged in collaboration with department stores
and key importers, such as AEON Mall in Tianjin, Carrefour in
Liaoning, Hebei, Shandong and Yunnan, Isetan Department
Store in Chengdu and so on. Enhancement and promotion
of the image of Thai goods will be conducted through the
holding of events, such as the Top Thai Brands trade show
(Kunming), the exhibition and prototype stores highlighting
items labeled with the Thailand Trust Mark (T Mark), etc.

Concurrently, trade with China will be accelerated via
E-Commerce by featuring Thai products on high-potential
Chinese websites, including Alibaba, Yihaodian, Womai and
Jindong, as well as certain local websites. Moreover, other
endeavors have been spent to win in Chinese markets.
For example, the plan to launch Thai e-shops, brand
building on highly popular websites and business matching
between Thai products and Chinese online entrepreneurs
and the promotion of Thai service businesses. In pursuit of
the achievement, strategies were designed specifically to
promote the image of Thai service businesses, such as the
selection and awarding of ‘Thai Select’ standard to Thai
restaurants in China; the holding of Thai Cuisine Festival;
the promotion of Thai soap opera among Chinese audience;
the arrangement of trade representatives from Thai
health-related segment to visit China, etc. Additionally,
new relations with lodging network will be built and
strengthened. Discussions will be raised with relevant
Chinese agencies to multiply opportunities to promote Thai
service businesses.

Moreover, the value creation will be emphasized widely
in Thai export industry. Thailand will move fast to foster a
new wave of economic warriors using the Innovation-Driven
Enterprises: IDEs, which will be exercised through the
holding of projects designed to exchange information
and technology on Para rubber processing between Thai
researchers and public sector and Chinese Para rubber
processing companies.
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Main export goods : primary products of automotive and electronics industries.

South Korea

As the world’s 11" largest economy, the GDP of South
Korea in 2015 had amounted to 1.42 trillion dollars. Its
per-capita GDP ranked 30" with the average earning of 28,524
dollars. In 2016, it was foreseen that the economic growth of
South Korea will increase from 2.6% in 2015 to 2.7%.
South Korea’s economy mostly depends on the export of
automobile, electronics and cultural products. Main export
goods from Thailand to South Korea include primary products
of automotive and electronics industries.

The economic slowdown has curbed the export of South
Korea and, in turn, affected Thai export. While automobile,
electronics and cultural products are the major exports of
South Korea, the import of food has accounted for 60% of
its GDP. Therefore, food product export offers opportunities
for Thai goods to flourish in South Korea.

Operating Results and Key Activities

During March 22 - 26, 2016, trade representative from
Thailand had visited the Republic of Korea for trade
negotiation or the One-on-One Business Matching. Totally,
there were 78 South Korean entrepreneurs and 58 Thai
entrepreneurs joining from several segments, including
food, lifestyle, digital content producer, pet products and
franchises. Thai goods gaining special interest were digital
content-related works, pet products, food, snacks, fashion
and lifestyle. Purchases expected to receive in 1 year were
foreseen at 8,167,000 US dollars. Moreover, a discussion
was raised with the Business Development Manager of
Hyundai Department Store on the [+D Style Café and
the working team of Thai goods in the Seoul Fashion Week
Fall/Winter 2016.
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The 1st Meeting of

Korea-Thailand Committee on Economic Cooperation

Meanwhile, the Deputy Prime Minister in Charge of Economic
Affairs of Thailand (Mr. Somkid Jatusripitak) and the Deputy
Minister of Commerce (Mr. Suvit Maesincee) had met and
discussed with certain organizations related to creativity
of South Korea, comprising the Korea Creative Content
Agency (KOCCA) and the Korea Craft and Design foundation
(KCDF) on the direction of Thailand’s creative economy
promotion. A number of successful cases, contributing
by strategic collaboration of South Korea’s central
government, local government and large-scale companies,
were studied. The results of the visit were brilliant in
terms of official cooperation as two MoUs were signed
with regard to support Thailand’s creative economy,
comprising the first one between the Thai Chamber of
Commerce (TCC) and Korea Creative Content Agency
(KOCCA) and the second between The SUPPORT Arts and
Crafts International Centre of Thailand (SACICT) and Korea
Craft and Design foundation (KCDF). Additionally, there
was the signing of MoU between the Department of
International Trade Promotion (DITP) and organizations
related to trade and investment of South Korea, including
Korea Importers Association (KOIMA) and Korea Trade and
Investment Promotion Organization (KOTRA). The ceremony
was witnessed by Thailand’s Deputy Prime Minister and
distinguished guests.

The direction of the scheme/project/activity

DITP will implement in South Korea’s market,
DITP is committed to accelerate the expansion of strategic
export to secondary cities (City Focus), which are Seoul
and Busan. Prospective products and services include food,
fashion, rubber products and digital content. Additionally,
the penetration into niche market and entertainment
business will be commenced.

o th Oesion of,

Offcial B2B Matchi
H.E. Mr. Somkid Jatusripitak, Deputy Pn% 1 Visit to South Korea
P e
w20t omr
5 > o 0
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India

After China and Japan, the economy of India is the
ninth-largest economy in the world. In 2016, it was foreseen
that the economic growth of India will slightly increase from
7.4% in 2015 to 7.5%. The surge is due to major factors
directly propelling India’s economic growth, i.e., strong
domestic consumption, increasing inbound investment
and the decrease of world oil prices. Stable economic
growth, which has continued to average 7% approximately
per year, has brought analysts to foresee that India will
soar as the world’s third-largest economy by 2020.

With the population of more than 1.2 billion people,
India is home to more than 350 millions of consumers
with medium to high spending power. Interestingly, the
diversities of geography, culture and religious belief affect
the demand for products and services that offer variety and
differences, from region to region. Government of India has
hastened the development in all aspects, particularly in
economic, trade and investment through the stipulation of
policies necessary for the promotion of inbound trade and
investment. For example, the make in India and the Smart
Cities, which were designed to propel and facilitate trade and
inbound investment with the aim to make India one of the
world’s most important manufacturing base. Additionally,
connectivity with the ASEAN has become another key focus
in order to secure trade and investment relations between
India and the ASEAN using the Look East, Act East policy.

Operating Results and Key Activities

The executives of Ministry of Commerce and Thai trade
representative were arranged to visit the Republic of India
during June 15-18, 2016. The project had attached the
Minister of Commerce to the group of Prime Minister
(General Prayuth Chan-O-Cha) in the participation of the first
[TJBF: India-Thailand Joint Business Forum. The meeting had
agreed upon the increase of mutual trade value of by two
folds or 16,000 million US dollars. The Prime Minister had
emphasized the policy with Thailand’s team to accentuate
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strategic move into India’s markets. Representatives of
Thai government agreed and have committed to help
Thai entrepreneurs who encounter problems from
operating business in India. Overall, the penetration into
India’s markets will be achieved onlywith the collaboration
from public and private sectors.

Furthermore, the Prime Minister had emphasized the
policy with Thai private sector to accelerate the value of
trade between Thailand and India basing on the propelling
of mutual agreement. The PM insisted the provision
of benefits to India is particularly necessary in order to
build confidence and trust toward Thailand by which will
smoothen mutual business relations in the future. In
addition, the New S-Curved business model will be
examined for expansion in India, as well as the training of
competent chefs, waiters and waitresses, which will be
conducted to serve Thai restaurants in India. Large-scale
public companies will provide support and assistance to
Thai entrepreneurs with regard to successfully penetrate
into India’s markets.

Designed to strengthen the relations of Thai and Indian
businesspeople, the India-Thailand Business Creation
Reception offered opportunities for business discussion and
networking. Totally, there were more than 100 participants
from various segments, such as processed food, heavy
industry, plastic industry, finance and banking, construction,
etc. Another important event to note was the India-Thailand:
Partners in Progress for Economic Cooperation whereby
Thailand’s Prime Minister had delivered a special speech,
alongside with the Deputy Minister of Commerce who
also joined to deliver a lecture on Thailand 4.0. The
event had welcomed more than 250 Thai and Indian
businesspeople.

Simultaneously, the Department had organized the
Thailand Week in 3 cities of India, including Chandigarh,
Bangalore and Chennai, participated by 30, 31, and 34
Thai entrepreneurs, respectively. This generated 14.6
million baht worth of immediate purchase whereas
purchases expected to receive in 1 year were foreseen
at 82.8 million baht. Popular Thai goods included gems
and accessories, food, home decorative, wood carving items,
lifestyle goods, beauty products, animal feed and cosmetics.

AP
G

INDIA-THAILAND BUSINESS
CREATION RECEPTION
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The direction of the scheme/project/activity

DITP will implement to achieve in Indian and South Asian
markets in the future, DITP is committed to join forces with
the Offices of Thai Trade Center in four cities of the south
Asia, including Mumbai, New Delhi, Chennai and Dhaka. Three
strategies for successful market penetration will feature
approaching primary and secondary cities through the
holding of Thailand Week/Mini Thailand Week; supporting
Thai entrepreneurs to pursue outward investment in the
south Asia and conducting sales promotions with importers
or department stores in the south Asia, the latter of which
will cover the following target countries: India (Chandigrah,
New Delhi, Chennai Bhubaneswar, Mumbai, Assam and
Manipur), Bangladesh (Karachi, Lahore), Sri Lanka (Colombo)
and Maldives (Male).

There is another strategy to note. The expansion of
service-related business will be implemented through
the arrangement of trade representatives from southern
Asia (India, Bangladesh, Pakistan) to Thailand for trade
negotiation covering the clusters of construction service
and health and beauty service business.

In addition, strategic partnership will be established and
strengthened. For example, the participation of Thailand
in the Vibrant Gujarat 2017, held during January 10-13,
2017, which was the event in which the government of India
seriously emphasized. The Market Access is another project
designed to arrange trade representatives from Sri Lanka
to Thailand for trade negotiation and cooperation on trade
between Thailand-Sri Lanka by which has contributed by
positive results of the official visit to Sri Lanka of the Deputy
Prime Minister (Mr. Somkid Jatusripitak).
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The economy of Russia
is the largest economy
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in the world

Europe and the CIS

As one of the world’s top three economic hubs, the GDP of
European Union has amounted to approximately 17 trillion
US dollars. The population of more than 500 million people
has made the EU a region with high spending and negotiation
power. Not only plays a crucial role in determining the
direction of international trade, but the EU is also the
leader of trade and non-trade regulations and policies.
The EU has been the world’s most important commodity,
services and financial markets and investment base.
Moreover, economic forces are trending due to the
continual expansion of EU membership, the advancement
in accordance with economic and monetary frameworks,
the development of mutual policies and the reformation
of institutional and management structures. The EU has
preferred Thailand as a key partner representing the
Southeast Asia, especially in the realm of politics and
security. The EU also realizes Thailand’s vital role in other
frameworks in Asia as well, including the ASEAN-EU and the
ARF (ASEAN Regional Forum). The EU is looking forward to
receiving Thailand’s cooperation in terms of regional issues
that the EU prioritizes, i.e., the situation in Myanmar, the
betterment of democracy, the promotion and protection
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of human right. Thailand’s support for the role of EU in
Asia, such as the ASEAN / EAS, tripartite partnership, was
also expected.

As the world’s eleventh-largest economy, Russia is the
connection of trade, investment and transportation from
which can be used to distribute commodities further to
11 CIS countries. Russia and the CIS countries are home to
250 million residents. Moreover, Russia has continued to
enhance its commercial development, generating massive
revenue into the country. Russia has a wide variety of
business development, ranging from large scale business to
SMEs. The country has not actively engaged in trade with the
western world. While the country does not depend much
on technology from others, Russia has its own advanced
technological development at a respectable level. Russia
has strict policies in the promotion of domestic products
and outbound investment. Nevertheless, with the impact
of western sanctions, particularly in economic, opportunities
have arisen for Thailand to serve as a partner country qualified
as food entrepreneur. With our strength in food production,
Thailand has joined Russia’s food business sector using our
own manufacturing facilities. Having CP Group and ZuTech
Group as existing strong players, Thailand’s investment
in Russia can be expanded further to Eurasia and China.

Operating Results and Key Activities

With regard to promote trade and investment and to
strengthen relations with different countries, the Department
of International Trade Promotion (DITP) had arranged trade
visits of the Ministry of Commerce’s executives to various
countries. The visit included meetings and discussions with
Thai entrepreneurs who operate business overseas in order
to propel trade activities and fulfill established missions.
For example, the arrangement of Ministry of Commerce’s
executives, led by the Minister of Commerce (Mrs. Apiradi
Tantraporn), to visit the Swiss Federation and Federation
Republic of Germany, during October 8 - 12, 2015.

The executives had visited Manor, which is the largest
department store in Switzerland with 92,000 million baht
sales volume. The store’s major income depends on
Non-Food items. Manor has imported a variety of food
products from Thailand via its subsidiary firm that sources
and purchases goods from Asia, i.e., Herman Co., Ltd, which
is situated in Bangkok.

In Italy, the Minister of Commerce had delivered a special
speech, “THAILAND an ASEAN Hub, a World of Opportunity”,
for Italian businesspeople to understand the policy of Thai
government and the determination roadmap of Thailand on
international cooperation in terms of trade and investment
in all dimensions. Further, the group had visited the EXPO
Milano 2015 to study slobal food trends and observe the
competitors, as well as to learn about packaging development
in order to adapt with Thailand’s food promotion strategy in
the future. The result of business matching was interesting
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as there were more than 50 large-scale importers from Italy
joining trade negotiation. Popular goods include processed
food. The value of immediate purchase reached 360,000
baht, whereas purchases expected to receive in 1 year were
foreseen at more than 198 million baht.

Moreover, there was the arrangement of a visit of the
Ministry of Commerce’s executives, led by the Deputy Minister
of Commerce (Mr. Winichai Cheamchaeng), to Germany,
during October 8 - 12, 2015. The certification of ‘Thai Select’
standard was granted to 26 restaurants, as well as to 111
premises with existing Thai Select badges. Discussion panel
was held with Thai restaurant entrepreneurs in Germany. The
visiting group had learned the problems and obstacles, while
Thai entrepreneurs had requested for support and solutions.
Additionally, Thai restaurateurs in Germany requested for
more extensive promotion of Thai Select badge. In this
occasion, the Thailand Pavilion was launched at the ANUGA
2015, which is the world’s largest international food and
beverage event, among more than 7,000 exhibitors and
160,000 visitors from 180 countries. DITP had brought Thai
entrepreneurs from food sector to join the event for 21
consecutive years. The total value of trade exceeded 480
million US dollar worth of purchases, which can be divided
into the immediate purchase of 150 million US dollars and
330 million US dollars of purchases expected to receive in
1 year.

Later in October, the arrangement was made for the
executives of Ministry of Commerce, led by the Deputy
Minister of Commerce (Mr. Suvit Maesincee), to visit
France during October 14 - 17, 2015. Here the discussion
was held between Thai private companies and France’s
large-scale companies to propel various ambitions on
trade and investment in Thailand that are of French private
sector’s interest, specifically obstructions on trade to which
Thailand must urgently attend. Moreover, discussions were
held at the Royal Thai Embassy in Paris with Casino Group -
France’s large-sized retail which operates Big C in Thailand,
as well as the manufacturer of Michelin tire, which is looking
forward to building the tire testing center in Asia, and a
Thai-based France’s fund manager. The meeting achieved
its goals in strengthening economic, trade and investment
relations between France and Thailand. Moreover, the
Networking Reception session had brought Thailand a chance
to discuss with Carrefour Group on the resume of investment
in Thailand by shifting to use Thailand as a base for the
expansion to ASEAN, particularly the CLMV countries and
50 other potential cities in Thailand.

Meanwhile, business matching was held for Thai trade
representatives and French businesspeople. The session
successfully generated more than 16.2 million US dollars
or 583.2 million baht of purchases expected to receive in
1 year. Goods gaining high interest and receiving estimated
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purchases included auto parts, rubber products, inverter,
suspension part, frozen food and instant food items, energy
business, renewable energy, leatherwear, shoes and so on.
In addition, there was a discussion with a large Thai food
importer ‘Tang Freres’, Thai restaurateur association and
the French culinary school ‘Ferrandi’ with the aim to enhance
the image of Thai food in Europe. The Ministry of Commerce
has determined to produce Thai chefs at Ferrandi for the
benefits of Thai restaurateur association and promote the
import of Thai food via a large scale importer. All of which will
enable the enhancement of image of Thai food industry, so
that Thai food products will soar as the Globally Competitive
Cluster in France and the EU in the near future.

Another project worth noting was the arrangement for
the executive group of Ministry of Commerce, led by the
Deputy Prime Minister in Charge of Economic Affairs of Thailand
(Mr. Somkid Jatusripitak), to visit Russia onFebruary 22 - 28,
2015. A discussion was held with Mr. Sergey Mukhin,
Executive Director of FESCO, which is a large port and
logistics management company based in Vladivostok.
FESCO has systematically planned to join hands with
Thailand. Its short-term phase will see the connection of
Thailand with China, Mongolia and Russia using the
Trans-Siberian rail routes and the establishment of distribution
center at Maptaphut Port. The long-term plan will include
the formation of ASEAN’s logistics system network in Thailand
bound for St Petersburg via Vladivostok whereby Thailand
can use Vladivostok Port as the center to forward Thai
goods to the eastern Russia, China and the CIS countries.
Currently, FESCO is undergoing the preparation of MoU
settlement with Laem Chabang Port in order to connect
Thai and Russia logistics systems and to serve market
expansion in Vladivostok.

There was a significant trade negotiation held with another
large-scale retail as well. OJSC Magnit owns and runs
department stores with more than 10,000 branches of
supermarket. The company is pleased to deal directly with
Thai food exporters to purchase food (dried food) and
non-food items. Beside Thai food transportation, the
company is specifically interested in dealing with rice
manufacturers in Thailand for rice distribution via its
supermarket chains. Moreover, the company is attracted
to investment and expansion of cooperation in advanced
food manufacturing technology with the ultimate goal
to recruit reliable Thai investors, especially for producing
goods to distribute via its Russia’s chains.

During such visit, the Ministry of Commerce’s executives
had met and discussed with the Vice President of Russia
Chamber of Commerce with the aim to establish the
collaboration between Thai and Russian businesspeople.
Representatives of Thai private sector emphasized the
readiness and determination to conduct business and
investment in Russia. With our abundant resources,
Thailand is capable of serving as food security supply for Russia,
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which is home to more than 140 million residents. However,
complicated regulations of Russia have worried Thai private
sector that a request was made with the Russia Chamber
of Commerce for assistance. At the visit, business matching
session was also held, comprising a total of 67 Thai
entrepreneurs from various segments, such as food,
construction materials, fashion, gems, spa, home decorative
items, medical devices and supplies, electrical appliances,
cosmetics, etc., alongside with 97 Russian business operators
who joined in the session. Estimated purchases totaled
100 million baht approximately. Goods gaining high interest
and showing positive trend in Russia’s markets include
vegetable, fresh and canned fruits, spa products, medicines
and medical supplies. It is worth noting that canned vegetable
and fruit that have gained high popularity in Russia include
pineapple and sweet corn, whereas the sales of auto parts
have continued to expand.

Another distinguished event to note was the MoU signing
ceremony between Thailand and Russia, which was
witnessed by the Deputy Prime Minister in Charge of
Economic Affairs and the Minister of Commerce. The
four new MoU agreements included: the MoU between
Construction Institute of Thailand and the OPORA Russia
for the collaboration on construction industry, technology
trade and investment; MoU between Suan Dusit University
and Moscow State University of Technologies on food and
cultural studies; MoU between Suan Dusit University and
Moscow Educational Complex im. V, Talaikhin on food
studies and human resources development and MoU
between the Department of International Trade Promotion
(DITP) and RESTEC Exhibition Company on the provision
of support for Thai private sector and Russia in the
participation of trade shows and the exchange of
information of exhibitions being held by each party.

Concurrently, the ASEAN-Russia Summit: Plenary Session
was running during May 17 - 21, 2016. A bilateral discussion
was organized for the Deputy Prime Minister of the Republic
of Belarus and Thailand’s Commerce Minister with the
requisition for the government of Belarus to consider the
increase of Para rubber import from Thailand, alongside
with the acceptance to invest in the Rubber City project
for production and export to ASEAN. Additionally, Thailand
has proposed the increase of food import, such as dried
seafood, canned food, etc., as well as requested the
Republic of Belarus to support Thailand in the settlement
of FTA signing with the EEU. In addition, Thailand had used
this opportunity to hasten the signing of agreement on trade
and economic cooperation between Thailand and Belarus.

There was another interesting session worth noting. A
discussion was held with Belneftekhim, which is the largest
tire manufacturer in Belarus and the world. The company
exports to Russia and 40 other countries across the globe.
Each year, more than 25,000 tons of tire, which was made
from natural Para rubber, are imported from Vietnam,
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Philippines, Indonesia and Thailand. The sales volume
totaled 800 million US dollars in 2015. Nevertheless,
there has been a major barrier that curbed the import
of Thai rubber. With the rise of import duty on rubber
products to 35%, Thailand is no longer able to compete
with others. Belneftekhim has hence lifted its purchases
to Vietnam, which offers better privileges due to its
FTA settled with the EEU. In either way, if Thailand is
capable of expanding payment duration, the company will
be pleased to consider resuming purchases to Thailand.
Meanwhile, Belshina, one of Belarus’s leading tire
manufacturers, is currently negotiating with Thai
entrepreneurs, including Thai Hua Rubber Public Company
Limited, Von Bundit Co., Ltd. and Thai Eastern Rubber
Co., Ltd. The company has planned to place purchases
worth more than 5 million US dollars of Para rubber
from Thailand. DITP had invited Belshina to attend a
business matching session for rubber segment held during
February 28, to March 2, 2016 in Thailand.

The participation of Thailand in the ASEAN-Russia Summit:
Plenary Session, led by Prime Minister General Prayuth
Chan-O-Cha, running during May 17 - 21, 2016 was another
occasion to remark. The Ministry of Commerce had arranged
the business negotiation and networking with the Chamber
of Commerce and Industry in St Petersburg. Representatives
of the Ministry of Commerce had visited Mr. Vladimir
Katenev, Chairman of the Board of Chamber of Commerce
and Industry. Thai and Russian businesspeople had
exchanged the information on overall picture of economic
and opportunities in trade and investment between
Thailand and Russia. Additionally, in regard to build relations
and cooperation in trade promotion of Thai-Russia, business
matching and networking were conducted with Russian
businesspeople from 50 companies. Highlights included
products from various segments, such as food, Para rubber,
electronics equipment, financial institutions, hospitals and
spa. Moreover, a visit to LENTA, one of Russia’s largest retail
chains, was arranged to view sales promotional activities
held for Thai products. Representatives of the Ministry of
Commerce had met Mr. Herman Tinga, Commercial Director
(CCO). Members of Thai press had joined the opening
ceremony of sales promotion campaign of Thai products
approved by the Ministry of Commerce. The campaign
was the collaboration of DITP and LENTA with regard to
implement the strategy set to expand Thai products to
secondary cities. In addition, Thai cooking demonstration
was held by chefs from Suan Dusit University, encouraging
the interest of LENTA in importing poultry and pork from
CP Group, tuna from Thai Tuna Industry Association and
sugar from Mitrphol Sugar Corporation Limited. LENTA is
interested to directly import tuna for which can worth up to
10 - 20 million baht per year if the deal is settled.

Further, a business negotiation took place with the
representatives from Sistema, which was looking forward
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to inviting Thai investors to join pact with the company.
Representatives from various parties of Thai private sector
had joined the discussion. Business segments proven to
gain better opportunities included spa and hospitals, having
a representative from Kluaynamthai Hospital and a
committee member of the Thai Chamber of Commerce
acknowledged the projection and agreed to proceed.
Representatives of Thailand also participated in the
ASEAN-RUSSIA Business Forum held by Russia’s Chamber
of Commerce as a Back-to-Back activity. The government
of Russia had invited large-scale members of private sector
from the ASEAN countries to join the ASEAN-Russia Summit:
Plenary Session in the form of panel discussion. On the side
of Thailand, the government of Russia had invited Dr. Sombat
Teeratrakulchai, Vice President of CP Group, to participate
the discussion. Results of the discussion were fruitful as it
had raised the direction for the expansion of collaboration
between the ASEAN and Russia to expand to Asia Pacific,
as well as the cooperation between the ASEAN and Eurasia
Economic Union (EAEU) and Shanghai Cooperation
Organization (SCO). All of which were the expectation that
Russia has toward a successful pact between Thailand and
the ASEAN because the free trade zone will be ultra large
with the number of population of more than 2 billion people.

Later in July, the executives of the Ministry of Commerce,
led by the Deputy Minister of Commerce (Mr. Suvit
Maesincee), was arranged to visit the United Kingdom
on July 11 - 14, 2016. The Deputy Minister of Commerce
had witnessed the agreement signing ceremony for the
establishment of Thai - UK Business Leadership Council in
Lancaster. The rapport expects to serve as the frame of
collaboration on mutual promotion of trade and investment,
as well as to guide and support the two governments in terms
of creating a business atmosphere that fits mutual trade and
investment by which will open new doors to Asia and Europe.
In addition, a discussion took place with Dr. Zoe Webster,
Head of High Value Manufacturing Innovate UK, Department
for Business Innovation & Skill, regarding the propelling of
economic growth, as well as investment in skill development
and education in order to promote trade, increase
innovation and enable entrepreneurs to grow with their
own competencies. Each party had agreed to emphasize
the development of research and funding support.
Additionally, talks were held with the president of
Association of Thai Businesses in the UK and 20 other
members. The discussion had brought the problems on
skilled worker shortage in Thai service business and the
impact of Brexit into light. The Minister of Commerce had
suggested the emphasis of Service Industry and Service
Investment using the new framework of Thai-UK Business
Leadership Council as the system approach. Lastly, the
group had visited the Farnborough International Airshow 2016
to view the innovation of aviation industry.
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Latin America

Latin America is a new market with trade potential. The number
of population of exceeds 600 million people who reside
across countries in Central America, Caribbean and South
America. The continent is the sources of abundant natural
resources, ranging from oil, iron, copper, forest and marine
resources. Not only serves as the source of raw materials,
Latin America is also one of the world’s key trade markets.
In addition, Latin America is an emerging market with high
economic growth, along with a large proportion of middle
class with high spending power.

Moreover, there is a number of key economic groupings,
including the Southern Common Market : MERCOSUR; Union
of the South American Nations: UNASUR; Forum for East Asia
- Latin America Cooperation: FEALAC and the Latin America
Integration Association: LAIA.

Operating Results and Key Activities

Department of International Trade Promotion (DITP) had
arranged trade visits of businesspeople from Chile to Thailand
for trade negotiation with Thai entrepreneurs during April
6-12,2016. Led by Chilean President Edurado Frei (currently
the Special Envoy to the Asia Pacific Region), the group
comprised 15 Chilean importers from 12 companies, including
the importers of food, fashion, gems and accessories, home
decorative item and auto parts. Additionally, a seminar,
which was a collaboration of DITP and DTN (Department of
Trade Negotiations), was held to enhance the understanding
in the utilization of trade benefits of Thai-Chile Free Trade
Agreement (TCFTA). During the seminar, the former Chile
President Edurado Frei had delivered a special speech,
alongside the participation of key speakers from Thailand
and Chile with regard to enhance the understanding of
Thai entrepreneurs in the utilization of TCFTA’s benefits.
In this occasion, problems and trade barriers were lodged
as well. More than 200 Thai entrepreneurs had joined the
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seminar. Moreover, a trade negotiation was organized for
Chilean and Thai businesspeople. Totally, there were 48 Thai
entrepreneurs from various companies representing different
products, ranging from food, beverage, spa, beauty and
personal care, clothing, accessories, furniture to auto parts
and accessories. There was the immediate purchase in the
sesment of spa product and oil scrub, while purchases
expected to receive in 1 year were foreseen at 30 million baht.

In regard to the direction of the projects that the DITP will
initiate in Latin America, DITP is committed to launch several
projects that fit Latin America’s in the near future. For example,
the exploration of Latin America’s markets, particularly
in the segment of heavy industrial products, to fulfill the
ambition to accelerate market pioneering of target goods
according to the established missions. Business partner
and trade networks of Thai entrepreneurs will be formed.
New opportunities will be sought for Thai entrepreneurs to
pursue business, trade and investment in Latin America.
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Trade representatives from the segment of heavy industrial
goods will be arranged to visit South America for trade
negotiation with the aim to seek opportunities to expand
their business through local sales representatives, as well as
to meet companies that are considered targets. The image
of Thai goods in heavy industrial segment will be enhanced
in order to expand export market to South America, which
is eenuinely Thailand’s new prospect.

Further, the group of high-level representatives will be
arranged to visit Latin America to strengthen trade relations,
seek new channels and create more opportunities on mutual
trade and investment, propel cooperation on trade, promote
the utilization of Free Trade Agreement (FTA), create a
business atmosphere that suits economic activities of private
sector, as well as encourage the value of Thai export to grow
at its fullest potential.
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The number of population exceeds one billion people.
Natural resources are abundant, including oil, natural
gas and gems.

Africa

Africa is the world’s second-largest continent. Altogether, the
number of population exceeds one billion people. Natural
resources are abundant, including oil, natural gas and gems.
Africa has met basic requirements in terms of infrastructure
that serves the growth of economic and inbound investment.
Sea, air and ground transportation systems are well developed
and have met international standard. Moreover, there has
been the development of agricultural sector to serve export
and tourism in order to generate revenue into the country,
side by side with the export of oil and commodities.
Undoubtedly, Africa is a new potential market for Thailand
in the realm of trade, investment and as the source of raw
materials necessary for Thailand’s manufacturing industry.

DITP has organized activities designed to expedite the
expansion of export to Africa, which will embrace trade and
rice promotion, agricultural machinery, mutual development
of real estate project and construction materials, alongside
the cooperation in energy, fisheries and Africa-bound tourism.

Africa is a new potential market for
Thailand in the realm of trade,
investment and as the source of raw
materials necessary for Thailand’s
manufacturing industry
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Operating Results and Key Activities

A group of 22 trade representatives of agricultural machinery
segment from African countries had visited the Thailand
Tractor & Machinery held at Kasetsart University. African
countries had purchased 100 walking tractors, 20 small rice
mill machines, 1 rice combine harvester and a number of
tractor attachments (soil conditioner). Future purchases
were foreseen at a later time. Meanwhile, the group of
representatives of real estate development segment from
East African countries had visited the architect’16 at IMPACT,
Muang Thong Thani, during July 9-16, 2016. Representatives
from Rwanda expressed their purpose to include Thailand
in a residential design project in Rwanda, as well as to seek
Thai construction companies which will depend their projects
on materials exported from Thailand.

The group of executives of Ministry of Commerce, led by
Permanent Secretary (Mrs. Chutima Boonyapraphasara), had
visited the Republic of Kenya and Republic of Mozambique
during July 9-16, 2016. Business outcome is worth noting.
Mozambique declared its purpose to purchase 300,000 tons
of 5% and 15% rice from Thailand and invited Thailand to
invest in rice farming in Mozambique. Thailand expressed the
interest to expand mutual trade and investment in various
segments, including solar power and biopower, construction
of infrastructure of transportation and housing project,
fisheries in Mozambique’s special economic zone, inland
fishery and tourism.
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including natural resources,
oil, gas and natural minerals.
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Iran

After the lift of sanctions on July 14, 2015, Iran has resumed
as a country with its own trade and investment potentials. Not
only does the country have strong economic foundation, Iran is
a trade warrior with vast business networks in the Middle East,
Central Asia and the CIS. Additionally, Iran is rich with natural
wealth, including natural resources, oil, gas and natural
minerals. Department of International Trade Promotion
(DITP), Ministry of Commerce, realized the opportunity and
has hastened the networking to fulfill trade and investment
missions. The group of high-level trade representatives
was arranged to visit Iran. Custom seminars were held to
strengthen mutual relations.

Operating Results and Key Activities

With the objectives to educate Thai entrepreneurs on trade
potential and the penetration into Iran’s market after the
lift of sanctions, as well as to propel international trade
activities of Thai private sector toward a new potential market,
a series of custom seminars were held. The Iran Day 2015 :
Thailand-lIranTrade and Investment Opportunity took place
on September 4, 2015, having the honor of presence of H.E.
Mr. Hossein Kamalian, Ambassador Extraordinary and
Plenipotentiary, Embassy of the Islamic Republic of Iran Bangkok,
who delivered a special speech on “Overall Economic
Condition and Trade Opportunities in Iran”. More than 450
Thai entrepreneurs had joined. Goods showing distinct
possibility to enter Iran’s market ranged from agricultural
produce like rice, fresh and processed fruits, palm oil to Para
rubber, gems and accessories, automobile and auto parts.
Petrochemical and oil industry has gained high interest as
well.
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Another forum worth noting was the “Iran: Golden
opportunities that Thai investors can’t miss” seminar held
on January 14, 2016. The Deputy Minister of Commerce
(Dr. Suvit Maesincee) had joined to deliver the speech on
“Economic propelling policy and Thai business sector toward
new market region”. The seminar had attracted more than
300 participants.

The group of high-level executives of Ministry of Commerce
(led by the Deputy Minister of Commerce Dr. Suvit Maesincee)
was arranged to visit Iran during November 20 - 25, 2015. The
visit expected to strengthen the relations, establish trade
and investment network, solve trade-relevant problems and
barriers, as well as to seek new opportunities in trade and
investment and provide mutual support on trade promotion.

The group of high-level executives of Ministry of Commerce,
led by the Minister of Commerce (Mrs. Apiradi Tantraporn),
together with the group of the Deputy Prime Minister
(Mr. Somkid Jatusripitak), had visited the Sultanate of
Oman and the Islamic Republic of Iran during January 31 to
February 4, 2016. Discussion was organized with topmost
representatives of public and private agencies of Oman
and Iran. Thai and Iran have agreed to increase the value
of mutual trade by 10 folds or 3,000 million US dollars in
5 years. Both parties have agreed to strengthen trade and
investment relations, as well as cooperation in various
aspects, particularly the industrial segment that mutually
benefits one another, including processed food, Halal food,
chemicals, auto parts, digital devices, nanotechnology, drugs
and medical supplies, development of SMEs and cooperation
of gems production. Iran encouraged Thai investors to invest
in its Special Economic Zone for which the privilege of
25-year tax exemption was offered.




ANNUAL REPORT 2016 | DEPARTMENT OF INTERNATIONAL TRADE PROMOTION

GDP in 2015

412

VUIRIASBIND
Tnnjiluduau
Japan is the

world’s largest
economy

rd

vovlan/

2(6):

mUuLUuUﬁvmmnmmmLﬂwﬁﬂﬂwmwuaumu 3 gaslan GDP
ImJ 2558 mﬂummam GDP asm 4.12 SMUAUMBHYENST by
GDP Per capita ;J“am 32,485.545 L‘Vliaiyamgﬂ (auﬂ‘lm 26
voslan) Tul 2558

NANAKANIURAY

paAcgUu

TuthsfhuniaswgRagiunsszaudygmnnziuiln meuilan
ARSI wasnITawuveInIalenulivenedy Ussnauiu
Adueuiiuiernegsdaiien v‘iﬂﬁ';ﬁﬂixﬂaumizﬂﬂugwﬁ&
AuanIatunswistuiuguwisddsy W nvdld laeanie
Tugnannssudidnvseiind

mﬂuLﬂuuﬂawuaumw 1 LLﬁ”L‘LJ‘lJﬂﬂ’]EJUﬂUV] 2 vl lugas
‘mmumlmmumumsmamammmimmuﬂumLLauaLaﬂmauﬂa
AdAryvosdiiu QmammiumuaumLLawaLaﬂmauﬂamaﬂw&J
Wlaanenfasdanmsanuduinidusseznant 40 Y edls
faw aaunnsaliisvgialaniivzass Ifdsmansgnusanis
vhidhvesdUulunguaudidangn
waAnssunsuilnavesyaduuyaiududfifiaudnduuay
PONLUUANE WIUAMATWLAZINATEIY waziTudanugeens nsu
ﬁ]ﬂsuﬂaawsmimvmmm Niche Market leiuri ngufgeeny &udn
Hufinsfuauandon nanfasidniiaes ssianuusiay Wudu
lul 2016 iﬁmazyﬂqu"l,ﬂaqzymmLsumumqwuqmmmeaw
TwaatiudanUsenalnena

auduInsgryansyd
trillion US dollars

lla= GDP Per capita yaf1

32,485.545

InSgryansgd / dollars

in the world

iUutinasnuduau/
Investor

naziugfduAui/
Trade partner

waAnssumsusInavevsoluuitivaufntaudilu
llazeanIuuIawI: |l]uF]rumw||a:u'1nsg'lmlazlﬂua'\lﬂuq\lmq
Behavior of Japanese consumers involves the
preferences of essential goods that feature specific
design, quality and standard. Interestingly, Japan is a
complete aging society.

Matured Market

Japan

With the 2015 GDP of 4.12 trillion US dollars, Japan is the
world’s third-largest economy. Its per-capita GDP ranked
26" with the average earning of 32,485.545 dollars in 2015.

Japan has continued to encounter chronic deflation. Household
consumption and private investment have stagnated.
Japanese yen appreciation has remained, deteriorating the
competitiveness of Japanese entrepreneurs against key
competitors, i.e., South Korea, particularly in electronics
industry.

Through the years, Japan has been Thailand’s number one
investor and number two trade partner. Thailand has long
served as Japan’s main base of industrial manufacturing for
automobile and electronics goods. For over 40 years, the
growth of Thailand’s automobile and electronics industry
has been significantly contributed by Japan’s investment.
Nevertheless, global economic slowdown has affected
Japan’simport of products in the aforementioned segments.

Behavior of Japanese consumers involves the preferences
of essential goods that feature specific design, quality and
standard. Interestingly, Japan is a complete aging society.
Having realized the nature of Japan’s current market, DITP will
use strategic plans to penetrate into Japan’s niche markets,
which include aging society, environmental friendly, pets,
wedding and so on. Additionally, in 2016, the government of
Japan approved the import of Keaw Savey and Chok Anan
mangoes from Thailand.
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Operating Results and Key Activities

In the fiscal year 2016, there was a series of positive
consequences worth noting. The arrangement was made
for the visit of the Deputy Prime Minister (led by Mr. Somkid
Jatusripitak) to Tokyo, Japan, during November 25 - 28, 2015.
The “Thailand’s New Economic Policy: Moving Forward to
Sustainable Growth” business forum was held and successfully
attracted more than 1,000 Japanese businesspeople
and investors. Exchanges of opinion were made among
businesspeople and investors representing 45 prime companies
in Japan, whereas business matching session was organized
for Thai businesspeople from 30 leading companies, 69 SMEs
and Japanese businesspeople. Purchases expected to receive
in 1 year were foreseen at approximately 2,050 million baht.

Moreover, there was a project for the development of pet
products in Japan. The project expected to improve the
competencies of Thai entrepreneurs specializing in pet
products with the aim to market in Japan. Experts from
Japan also joined to educate about product development
and marketing for 14 Thai entrepreneurs participating in
the project. Thai entrepreneurs were selected to join trade
negotiation at lkeman Hall, Osaka, during April 4-8, 2016.
Totally, there were 131 Japanese importers joining in the
negotiation session, including distributors who are interested
to resell Thai pet products and placed orders of product
samples to test the market.

Other projects were also worth noting, i.e., senior lifestyle
products. There was an arrangement of visiting specialists
who flew in to provide advice for Thai entrepreneurs on a
one-to-one basis, as well as assistance in terms of making
successful market entrance with marketing promotional
campaigns. Designed as the project for the development of
furniture for the elderly in Japan, the Active Senior featured
the participation of Mr. Kohei Takata, a specialist in furniture
design, who delivered the lecture and provided suidance
for participating companies. Finally, the finished pieces were
showcased at TIFF 2016. Mr. Mitsushiro Sumimoto, a specialist
in furniture design for seniors, also joined as a key speaker
and provided guidance on a one-to-one basis. Totally, there
were 120 companies participating in the seminar, having 7
companies being selected to receive guidance from the
specialist.

The direction of the scheme/project/activity

DITP is committed to enable Thailand to penetrate the market
with high spending power by customizing suitable channels
to access niche markets, including institutional, metrosexual,
seniors, animal lovers and environmental friendly segment,
through high value added products. Moreover, Thai
branding will be propelled in international markets,
particularly fashion segments.
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The value of automobile export
accounts for
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Australia/New Zealand

Australia/New Zealand is a core market for the export of
automobile, especially pickups. The value of automobile
export accounts for 40-50% of the total value of Thailand’s
export to Australia/New Zealand. Additionally, Australia is a
lucrative market for Thai food products, particularly canned
tuna, which has been number one in terms of market share
for canned tuna in Australia. The proportion of Thailand’s
canned tuna export to Australia has been 80% of the total
value of canned tuna import of Australia. Asian residents
living in Australia/New Zealand accounts for 20% and are
considered Thailand’s main target for food products.

Australia is rich with a massive amount of natural resources,
such as mineral resources, coal, gold, etc. Therefore, it is
essential for Australia to serve as the land of investment, as
well as the base for energy and mineral sourcing. Not only
are they geographically close to the Pacific Island countries,
but Australia/New Zealand has also maintained close
relationship with these nations. Necessarily, Australia/
New Zealand perfectly serves as excellent bases for the
distribution of goods for the progression of trade activities
with these islands.
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Operating Results and Key Activities

Thailand had participated in the Fine Food Australia 2016 held
during September 12 - 15, 2016 in Australia. The respectable
event showcased food and beverage products, foodservice
and innovations from related industries. Totally, there were
40 Thai entrepreneurs joining in the trade show.

The direction of the scheme/project/activity

DITP is committed to strategically expand Thai export
market, using the City Focus approach, to major cities
of Australia and New Zealand. DITP has planned to
penetrate into markets with high spending power by
customizing suitable channels to access niche markets,
including institutional and environmental friendly
segment, through high value added products. More
promotional campaigns for Thai food will be conducted
through a variety of media in order to create awareness,
especially among white people. Furthermore, Thailand will
be joining more major export exhibitions, such as food and
automobile.
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America

America has long served as a major export market for
Thailand. Department of International Trade Promotion (DITP)
has depended on specially formulated strategic plans for the
penetration of niche market by accentuating commodities
for Hispanics, which is the population or Americans whose
ancestors were Spanish, as well as natural and organic
products.

As a potential market, the growth rate and value of Hispanic
market have significantly increased. Currently, the proportion
of U.S. Hispanics has accounted for one-sixth of the U.S.
population. It is expected that the Hispanics will make up
to one-third of the U.S. population in 2020. Hence, the
segment is considered highly important for U.S. market and
economy. California, Texas and Florida are home to the
Hispanics by which, altogether, account for 55% of the whole
U.S. Hispanics. California has the highest number of Hispanics
(15 million, with approximately 4.9 million residing in Los
Angeles). Inherently, the U.S. Hispanics give prime priority
to original culture and traditions. They have higher spending
power than other minorities because the nature of their
consumption behaviors generally clings on spending with
food purchases, fashion and entertainment without much
concern in making saving.

Natural and organics markets have high potentials with
constant growth rate. The U.S. consumers place high importance
on their living, food and skincare that promote good health.
The value of natural and organics markets is worth 131.8
billion US dollars a year. Distribution is divided into 3
channels, including Natural Retailer, Specialty Gourmet
Retailers and Conventional Retailers, the latter of which
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accounts for 42% of the total sales. Food products with highest
sales volume include vegetable and fruits, dairy products,
beverages, instant food, bread and grains, whereas
supplementary food accounts for 2% and 5% for personal
care. Personal care products with highest sales volume
comprise skincare (39%), hair care (25%) and soap (13%).

Operating Results and Key Activities

In pursuit of successful penetration into the U.S. Hispanic
market, DITP arranged the projects with the aim to improve
Thai entrepreneurs’ competencies to be able to tap into
Hispanic market. The THAIFEX 2016 was held to create the
awareness in the potential of U.S. Hispanic consumers among
Thai entrepreneurs, as well as to promote Thai products
in food and beverage segment among Hispanic importers
abroad. For example, Thai food exhibition, partnering and
networking activities and the seminar “Thailand’s Next Big
Opportunity : The US Hispanic Market”. All of which expected
toportray the overall picture of U.S. Hispanic market. Furthermore,
advice was provided to participated companies on a one-
to-one basis. Feedback from the importers was excellent.
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Thai food has the potential for U.S. Hispanic marketing. There
were also importers who expressed their purpose to display
Thai goods at supermarkets in the United States. Thai goods
gaining high interest included rice tortilla coconut chips, coconut
flower sugar, coconut juice, soft drink and Aloe Vera drink.

In addition, the Thai food festival was running, during June
to September 2016, for Hispanic and Asian consumers in the
United States. Sales promotional campaigns were held via
retailers, importers and distributors of Hispanic and Asian
products with more than 20 branches in the U.S. In addition,
Thai cooking demonstration was organized to showcase the
making of Thai recipes that are the most favorites in the U.S.
by using the ingredients available at supermarkets in the U.S.
under the “Thai food made easy” concept.

In the segment of organics market, the project for the
development of Thai entrepreneurs’ potential and readiness
was organized with the objective to penetrate into organic
agricultural market, as well as the market for health and
natural goods. A specialist from the U.S. also joined to provide
advice to Thai entrepreneurs for the betterment of their
potential and to prepare Thai entrepreneurs to be able to
develop products that meet market demand and comply
with U.S. regulations. Thereafter, a promotional event was
held for Thai entrepreneurs from food, health and beauty
segments selected by the U.S. specialist. The qualified
entrepreneurs had joined in the Natural Product Expo 2016 in
Anaheim, U.S.A., during March 11 - 14, 2016. The show is the
world’s largest exhibition for organic and healthy goods, as
well as environmental friendly and natural products. More
than 77,000 visitors had participated in the trade show to
view the market for organic and natural goods with the aim
to seek business opportunities and distribution channels.
The result of business negotiation included the immediate
purchase of organic jasmine rice cereal, whereas purchases
expected to receive in 1 year were foreseen at more than 50
million baht. The most popular goods were coconut juice,
organic rice, organic noodle, organic sugar and organic soaps.
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The direction of the scheme/project/activity

DITP is committed to organize projects uniquely designed for
Thai products to prosper in Hispanic and Asian markets in the
U.S.in 2017 through activities that will enhance the image of
Thai rice and products at Hispanic trade shows. In addition,
more promotions will be made via TV programs, featuring
a celebrity chef who will be showing off his magical recipes
using Thai jasmine rice to create Mexican and Thai food via
Hispanic TV shows airing across the U.S. Market expansion
will be implemented further to Mexico, Central America and
South America. Sales promotional campaigns will be jointly
held with Thai food importers and more than 200 branches
of Hispanic department stores.

In the segment of natural and organic goods, the project
for the development of Thai entrepreneurs of natural and
healthy goods, as well as organic products, will be held for
the second year. The project will cover training, product
development and participation in the Natural Product Expo
West 2017, to fulfill Thailand’s ambition to expand the market,
propel the export of natural and organic goods to the U.S.
market and commercially create constant sales volume in
a successive manner.
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Modern Day Trade

Department of International Trade Promotion (DITP) has
strictly responded to the policy of the Ministry of Commerce
by giving priority to Thai SMEs, which were formed with new
business models, as well as the Startup. With the ambition
to enhance the capabilities of Thai SME to soar as smart
enterprise, new business model has been formulated using
innovations, creativity and technology. Direction for the
development of SMEs and Start-up will involve the synergy of
Department of Business Development (DBD), the Department
of International Trade Promotion (DITP) and the Department
of Intellectual Property (DIP).

Early phases will see the project for the promotion of Thai
product and service brands in the global market, basing on
the direction for the development of Start-up entrepreneurs
to grow as global brands through 3 strategic levels. Level 1
- Inspiration, which features the collaboration between DITP,
DBD and DIP to create inspiration and fine-tune entrepreneur
mindset, using demand-driven approach to achieve market
expansion and cling on to technology trends of products/
services in the form of symposium and knowledge-building
activities set to be held all year round. More than 2,000 target
participants who are SME entrepreneurs/Startups joined the
project. The training has started since September 2016. New
entry can be made through the year.

Level 2 — Incubation, which has begun in December 2016
with the aim to foster the entrepreneurs with Branding
Strategy & Design Thinking, as well as utilization of Technology
Scouting, creation of new business model and the operation
of business with creativity in 4 product segments, including
Food & Agriculture, Health & Wellness, Hospitality & Service +
Franchise and Lifestyle Product and Startup. Design concept
will be used for the creation of business procedures with
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regard to achieve differentiation. Each cluster was targeted to
serve 30 - 40 participants for which will total 120 altogether.
These targets are entrepreneurs with trademarks of their
own and have a decent level of understanding in brand
building, but lack business development or brand building
strategy to accelerate growth, as well as product development
with systematic R&D and the image of modern brand
communication. The operation will begin in December 2016
and complete in 3 - 6 months.

Level 3 - Implementation, which will commence in January
2017 and continue for 6 - 10 months with the objective
to develop customized and Thai brand heroes in order to
expand to targeted countries with true strength. Products/
services and business category and will be adapted
according to the demand of each market, basing on the
utilization of IP (Intellectual Property) Strategy. All of which
will be implemented with regard to achieve the creation of
10-20 Thai brand heroes.

Thaitrade.com / E-Commerce

Department of International Trade Promotion has run the
E-Market platform on Thaitrade.com. Having served as an
electronic marketplace for B2B segment since 2011, the site
connects Thai sellers, particularly SMEs, and international
buyers. In the fiscal year 2016, the Thaitrade.com has 24,211
new members (1,191 of which are new sellers, while 23,020
are new buyers). The number of active users of Thaitrade.
com has amounted to 1,123,611 in 2016 (totally, there were
5,661,004 users since the launch until the fiscal year 2016).

The operating results of Thaitrade.com have reflected a series
of DITP’s endeavors on online trade development. Buying
requests have been systematically managed to assist the
browsing of items that meet users’” demand and offer the
best attributes among goods of similar category. The activity
designed to provides support and guidance on members’
business transactions, or Smart Sourcing Service: 3S, was held.
Additionally, the site connects buyers and sellers via business
matching activities held online and offline at trade shows
and via walk-in. Results are monitored to ensure smooth
transactions between buyers and sellers, ranging from buying
to payment settlement. In the fiscal year 2016, the number
of business matching via Thaitrade.com totaled 766 deals
made by buyers from 61 countries. The value of business
transactions derived through business matching reached 693.9
million baht. Goods receiving high interest include food and
beverage, automobile and auto parts, souvenirs and home
decorative items, furniture, gems and accessories.
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With the ambition to accelerate the competencies of Thai
SMEs to achieve comprehensive online commerce, the Smart
Online SMEs (S.0.S) of Thaitrade.com received a nomination
for the WSIS Prizes 2016 (World Summit of Information
Society) in the category of Capacity Building. The nomination
was selected by the WSIS Forum, which comprises experts
and specialists in IT and communication technology from
across the world, as the project that benefits the society
through the use of IT in the category that escalates the
competitiveness of SMEs that achieved distinct online
commerce results. Granted by the United Nations: ITU
(International Telecommunication Union), the award
recognizes ideas, works or projects that benefit communities,
nations or humankind through the use of information or
communication technology.

Thaitrade.com SOOK

As changes of online shopping trends never end, the
Department of International Trade Promotion has never
ceased to enhance and improve our online marketplace.
The Thaitrade.com was uplifted from the B2B
(business to business) to B2B2C (business to business
to consumer) in order to facilitate purchases of
small lot orders. The Thaitrade.com Small Order OK
(Thaitrade.com SOOK) has expanded the scope of
online services in a more comprehensive way, ranging
from online payment to delivery. DITP is committed
to enable the Thaitrade.com SOOK to fully serve as a public
service that helps Thai entrepreneurs to sell a small quantity
of products internationally via online platform with the aim
to answer the need of buyers who might want to try the
product before placing a large order at a later time, basing on
the development of “Endless SOOK. We Export Happiness”.
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Seminars

S.0.S. Seminars attracted all walks
of life under one roof. Specialised
speakers in related fields are invited
to share the tips and techniques
which are essential to use ICT to
generate income to the communities.

Participants are divided into small
groups to cover all aspects of each
individuals.

KNOWLEDGE
SHARINGSESSIONS —

Photography Workshop

Professional photograhers are
brought together from across the
country to highlight the key factors
to successful photographs for
online sales.
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Online
Trade Clinics

Clinic participants can pre-register
to receive one-on-one consultations.

Incentive prizes are granted to Thaitrade.com sellers who are
active in posting good quality product descriptions.

— INSPIRATION
BUILDING CAMPAIGNS —

Success stories are created and
campaigns, including to young cd
unforseable future.

DITP has join hands with several partners in delivering
comprehensive online shopping service, which comprises 3
core elements. First, online payment system is in place with
support from Bangkok Bank, whereas other payment channel
will be added to answer the need of international buyers with
PayPal. Second, delivery can be ensured of precision through
collaboration with professional delivery service providers who
have efficient worldwide networks, including DHL Express and
Thailand Post. Third, customer relation is prompted to handle
disputes via the “TalkDD” service operated by the Thailand
Arbitration Center (THAC). Moreover, our powerful alliance,
i.e., Google Inc. has joined to assist us in the improvement
of capabilities of Thai SMEs in the realm of SEO (Search
Engine Optimization) which features techniques formulated
to enable the website name to appear to searchers in the
best positions of search results. The technique will assure
the quality of entrepreneurs’ websites and the positioning
among top search results.

In the fiscal year 2016, Thaitrade.com SOOK has 518 new
members. Project designed to encourage and promote brand
awareness and business transactions on the Thaitrade.com
Small Order OK (SOOK) was organized in the form of activities
and promotion among the targets. Totally, there were 157
participants joining in the project.
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“The Development of Competencies of SMEs for Complete
Online Commerce : Smart Online SMEs (S.0.S)” Project

With the aim to serve the improvement of Thai entrepreneurs’
competencies in the realm of online commerce, especially for
the SMEs, to be capable of benefiting from online channels
through the expansion of trade opportunities and the
generation of revenue, the project was established to provide
training, workshop and consulting service. Available in central
Thailand and across regions, Thai SMEs will be developed in
terms of comprehensive and systematic online trade with
the Smart Online Exporter project.

The implementation aiming to enable Thai SMEs to create
genuine trade value will be executed through 3 core activities.
First, learning and developing skills on online commerce, side
by side with attending workshops. Second, providing in-depth
consultant to entrepreneurs representing their company.
Third, enhancing brand building for SME entrepreneurs to
gain recognition in a wider scale through various channels.
For example, participating in business matching held at
domestic and international events, marketing the products
through efficient channels which are YouTube and Facebook,
joining Thai Trade Center’s networks available in 60 countries
worldwide. In addition, DITP will learn to benefit from the
demand of buying requests made on Thaitrade.com in order
to jointly develop products together with entrepreneurs to
correspond to global demands.

Operating results in the fiscal year 2016 included the holding
of trainings in the form of seminar, lecture and workshop,
held by Thaitrade.com in central Thailand and across regions.
Totally, 8 trainings were held. The number of participating
entrepreneurs amounted to 1,266. The activities expected
to prepare and create strength for Thai entrepreneurs,
especially the SMEs, so that Thai entrepreneurs will be able
to genuinely generate revenue from online commerce.

SMART ONLIN= SMEs 50 s, x

The “Smart Online SMEs” (S.0.S.) programme was established to reduce the gap between the rich and the poor in Thailand

operated byThaitrade.com under the Department of International Trade Promotion (DITP). It was identified that the provision

of an e-marketplace, Thaitrade.com, did not fully address the problem due to the lack of understanding of the online trading

importance and the ability to utilise the online tools. A series of knowledge-sharing sessions and inspiration building

campaigns were conducted in 5 provinces. During 2010 - 2015, the programme catered over 4,000 people,

where approximately 2,700 of them are from the rural areas.

“Smart Online SMES (S.0.S.)” by Ministry of (Digital) Commerce

2 Million SMEs
Natural Person  sugema tiing (10 s por Yo

-7
1)

é.% E-Department Stores

|www| E-Commerce

Aupqipeid / uoupusiBey

4 Topthaibrands

600,000 SMEs
Logal POrson  sma Onine Exporer (4 Seres par Yoar)

-

A
Thumade com ‘

Kingdom of Digital Market (3-Year Goal)

50,000
smes Go Online

Thaitrade.com
PV SOOK (smoll Order oK)

1 00 000

ngnsmzs

LR

10 Million
Local + Global
Buyers

= Join Hands

-
= H

sdeys100 s10W04snD o} 10AIIeQ



s19vUUs=91U 2559 ‘ NSUaIasuN1IsAS1IUS:INA
I

nisaviasugus:=naunisingluandussnalusnus=inea
Promotion of Thai Entrepreneurs’ Foreign Trade and Investment

Sa8y lwanad

99497 Business Matching

o Iy y
ffusznaumsinediisan 37 918 waN131RIINITAT
1aA1323 100 duum

dUINY

unsisusUIROSITSN lidoulud

1Wnsauianssu Thai Russia Business Aanssu ASEAN-RUSSIA
Business Forum #iffusznaunislveidinsan d1uau 27 vin

ININTTUIUFTIND
uwﬂsunaumilwwmsau 40 579
uamawamuw 444 duum
LLawaJammﬂmimawa

el 19 2,050 &1uUm

ffununisAnduau 58 UsEm
ﬁuammiawawwﬂi“mm

10 &rwumuazaadnazdedo
anelu 1 Y Yszana 300 Sruum

WisauuamInstunaeuanusadie
MN9N13AT UAZNNTANUTENINNY
fin1s9ananssy India-Thailand Business
Creation Reception lagiingshalng

W39 30 518

ANU:GUSKISS=AUIgaUR1US:INA (Good Will Mission)

s

nsudasunIsAsEnIIsemalaaiuauduius iudiu
gNSANANSHIUNITEOUA U TEIMAYDITUIMNTTEAUEY N19LdN
FIUANTUIENSFUUAT/FOIUENTTUUNS IneiiniAlenyutisy
AziiuMeie elaiuaismudiusiazairanieiody
MIFAINITAWUUAZIATITIAY F11unT1 18 Ay Tuaudszann
2559 flyadnsdsdoniuil 1,400 Fuum uazaInTaiyaAT
Msdade 5,396.93 &vuum aelu 17 lneilusznaunisiingy

U 511 518 919

AMEEUIMITTEAUgINTENTInIalYd dilag Sguun3danis
ASENTIWIENYY (U198ATA AUATIATAL) LAUNINIINAUANY
seaueniguuns dieiAsugia (Wedufn 919ASATNY)
Laauﬂivmmﬂu sewinetuil 25 - 28 noAdnien 2558 iiead
Anuduiusnenisdn taeladnsdafanssudugssia wasd
mﬂimaumﬂmaauﬂwmmmaumsaﬂu NARNA I BN
walsuu laflaled wagAdtanownud $1u7U 40 S1819159u
fyaadetenuil aaa druvim waryar1Aan1saidete
aelu 1 9 2,050 d1uvm Audaiilasuniiuaula wu
yzndan ualdounis emsndousuuseniu inuwedudu
NARSauei ALy wood pallet

Foreign Trips of Senior Executives (Good Will Mission)

DITP strengthened its strategic partnerships through over
18 foreign trips made by the senior executives. The Prime
Minister’s team/Deputy Prime Ministers and private sector
also joined the trips to enhance relations, build trade and
investment network, and conduct business negotiations.
In the fiscal year 2016, the order value of products was
immediately recorded at 1,404 million baht and it was
forecast to reach 5,396.93 million baht in a year. There were
511 entrepreneurs participating in the trips, including:

The senior executives of the Ministry of Commerce, led
by the Minister of Commerce (Mrs. Apiradi Tantraporn)
together with the Deputy Prime Minister, in charge
of economic affairs (Mr. Somkid Jatusripitak), visited Japan
during November 25 - 28, 2015 to enhance trade relations
through business matching activities which were attended
by 40 Thai food and beverage, rubber tree product,
fashion, lifestyle, and digital content entrepreneurs.
The order value of 44 million baht was immediately
obtained and it was forecast to reach 2,050 million baht.
Interesting products included fresh coconuts, dried fruits,
ready-to-eat food, games, animations, and wood pallets.
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The senior executives of the Ministry of Commerce, led
by the Minister of Commerce (Mrs. Apiradi Tantraporn)
together with the Deputy Prime Minister, in charge of
economic affairs (Mr. Somkid Jatusripitak) and the Deputy
Prime Minister, in charge of national security (General
Prawit Wongsuwon), visited Russia and Belarus during
February 23-27, 2016 to discuss the establishment of
relations and cooperation in Thailand-Russia trade
promotion and the search for trade and investment
opportunities with Russia’s senior executives as well as
public and private agencies. Participating in the business
matching fair were 37 Thai entrepreneurs under the
categories of food, fashion, gems, spa products, home
decoration, IT products, medical devices and supplies,
and cosmetics. Trade negotiations resulted in a total
investment value of 100 million baht. Four MoUs for
cooperation in trade, investment, culture, construction
industry, and food knowledge were also signed between
the two countries.

The senior executives of the Ministry of Commerce, led
by the Assistant to Minister of Commerce (Mr. Suvit
Maesincee) together with the Deputy Prime Minister,
in charge of economic affairs (Mr. Somkid Jatusripitak),
visited Seoul, South Korea during March 21 - 24, 2016
to strengthen cooperation in trade, investment, and
creative economy. This enabled 58 representatives from
fashion companies to have an opportunity to negotiate
with South Korean entrepreneurs. The order value was
recoded at 285,000 US dollars (around 10 million baht)
and it was forecast to increase to around 8.17 million
US dollars (around 300 million baht). The top five most
interesting products were food, digital content and mobile
game, pet, fashion, and lifestyle products.

The senior executives of the Ministry of Commerce, led
by the Minister of Commerce (Mrs. Apiradi Tantraporn)
together with the Prime Minister’s team, visited St. Petersburg
and Sochi, Russia during May 17 - 21, 2016. The activities
included participation in Thai Russia Business and
ASEAN-RUSSIA Business Forum which were attended by 27
Thai entrepreneurs under the categories of food, rubber
trees, electronic devices, and financial institutions.
Regarding business matching activities, Thai business
operators fostered relations with Russian operators of
shopping malls, supermarkets, and LENTA, the first largest
hypermarket in St. Petersburg and Russia’s fifth largest
hypermarket in Russia. It turned out that shopping mall
operators were interested in importing chicken and pork
from the C.P. Group, tuna fish, in particular, from Tuna
Association, sugar from Mitr Phol Sugar Corp., Ltd. If this
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succeeded, the minimum investment value would be 10 - 20
million Baht per year. The negotiation was also conducted
with the SYSTEMA Group, a real estate business, and a
leading hospital. Russia also invited Thailand to invest in
land, agriculture, telecommunication, IT, hospital, spa, and
seafood. The Kluaynamthai Hospital Group was interested
in investing in health care and took responsibility for further
coordinating with the hospital members.

The senior executives of the Ministry of Commerce and
Thailand trade representatives, together with the Deputy
Prime Minister, in charge of economic affairs (Mr. Somkid
Jatusripitak), visited India during June 16 - 18, 2016 to
attend the India Thailand Joint Business Forum (ITJBF) to
discuss approaches to trade and investment cooperation.
The forum aimed at doubling trade expansion or amounting
to 16,000 million US dollars by 2021. The “India-Thailand
Business Creation Reception” activity was also held, with
30 participating Thai business operators from different
areas such as processed food, heavy industry, plastic
industry, finance, banking, and construction industry.

The Big Brother Coaching Project in Cooperation with the
Private Sector

The Government has established an Export and Outward
Foreign Direct Investment Promotion Group (D4) under the
Public-Private Collaborative Committee, co-chaired by
the Minister of Commerce (Mrs. Apiradi Tantraporn) and
Mr. Sanan Angubolkul, as a driving mechanism to drive the
private sector to penetrate the CLMV (Cambodia, Laos,
Myanmar and Vietnam) markets following the government
policy “CLMV as our home market” through the implementation
of the strategy “Friends Helping Friends”. On August 19, 2016,
Berli Jucker Public Co.Ltd.,
Ministry of Commerce, piloted an activity to provide in-depth

in cooperation with the

knowledge on the penetration of Vietnam market to 51
potential SME entrepreneurs of food and consumer goods
and direct business matching with Vietnam distributors
which yielded a great success and Thai products would
further be placed for sale through retailing channels.

Bangkok Bank and Siam Cement Group (SCG) in cooperation
with DITP held the same kind of activity in the Myanmar
market on September 21, 2016 and the Cambodia market
on September 22, 2016 to provide SME entrepreneurs
with in-depth knowledge on business expanding channels
and investment in such markets. A project to promote
Thai handicrafts to the world was also initiated by the
D4 and DITP to develop and add value to handicraft
products, of which Thailand had design know-how, such
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as textile products and Krajood mats to be placed for
sale in the international lifestyle markets. This would help
generate income for local entrepreneurs and maintain
Thai local wisdom of traditional handicrafts.

Moreover, the D4 assigned a subcommittee to consider
the forms and approaches to the establishment of AEC
Town in Phnom Penh, Cambodia and Viet-Thai Commercial
Center in Ho Chi Minh City as wholesale and retail centers
of high-quality products under Thai brands to help Thai
SME entrepreneurs to gain access to the Cambodia and
Vietnam markets, respectively.
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Services Business

The 20-year National Strategy (2017 - 2036) has clearly set
directions for Thailand to transform itself into a “Value-based
Economy”. To conform to the national strategy, the Ministry
of Commerce has therefore determined its strategic plan
to upgrade the country’s economy into the value-based and
service-driven economy by expediting the development
of trade in services, which has increasingly becoming more
important, to increase in value along the value chain and
become a new mechanism for driving economic growth.
Focus has been placed on 3 service business groups,
comprising Value Creation Services, Pure Income Generating
Services, and Next Generation Services. Operational
performance in 2016 was as follows:

Group 1: Value Creation Services Focus is placed on the
business group, which is an important factor for promotion
of Thai entrepreneur competitiveness, comprising logistics,
software, printing and packaging, and advertising businesses.
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Logistics Business

The DITP has implemented a policy according to the strategy
on promotion of service development and network
expansion of logistics service providers to accommodate
the new economy model by promoting an aggregation
among logistics service providers (LSPs) as well as with
international trade entrepreneurs in both Thailand and overseas,
and establishing logistics service standards for Thai
entrepreneurs to gain international recognition through
diverse activities. TILOG-LOGISTIX 2016, for example, was
a leading logistics trade show in the ASEAN region with
134 participating companies and 305 booths and purchase
order value of over 285 million baht. The Excellence
Logistics Management Award (ELMA) was also held for
the 10" consecutive year to enhance standards for
Thai logistics management to be acknowledged and
reliable. The project to increase efficiency and reduce
costs for logistics operators and international trade operators
was conducted for eight consecutive years with 30
participating companies, which could reduce costs of over
252 million baht and increase an average of 39.68% in
efficiency. The LSPs Meeting & Matching 2016 activity was
held in cooperation with the Siam Commercial Bank to
create a network between Thai logistics operators and
entrepreneurs in different industries with 268 participants
and 85 business matching activities. The activities to enhance
image and expand logistics networking were held in both
border provinces, namely Mukdahan, Nakhon Phanom,
Nong Khai, and Lao PDR, and overseas in Singapore and
Vietnam and attended by 36 Thai entrepreneurs. A symposium,
attended by over 1,600 participants, was also held to enhance
preparedness and capabilities of logistics operators by inviting
world-class logistics experts to present concepts/directions of
future logistics and upgrade Thailand’s logistics into a green
business which demonstrated corporate social responsibility
and gain satisfaction and acceptance from foreign customers.

ELMA

Excellent Logistics
Management Award

Pathway to Excellence
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Software Business

The software business has been expanding along with the
growth of the digital economy. In 2016, it had a market cap
of 375 billion baht which was expected to increase to 1,120
billion baht in 2017. While Thailand’s software business
had a market cap of around 62 billion baht, grew by 12.8%
with the total value of exports of 5 billion baht, grew
by 6.1%. DITP led Thai entrepreneurs to participate in the
CommunicAsia 2016, Asia’s largest trade show of products
and services related to innovations of telecommunications
and information and communications technologies. There
were 13 Thai entrepreneurs participating in the event with
total value of purchase order of 3 million US dollars or
around 105 million baht.

Printing and Packaging Business

Thailand is known for its advanced printing technology and
as ASEAN’s hub for printing. The printing and packaging
business is a major contributor to value creation of other
industries such as food industry, cosmetic and pharmaceutical
industry, etc. In 2016, the printing and packaging business
had a value of exports of 67.29 million US dollars or around
2,422.44 million baht, and 215.01 million US dollars or around
7,740.36 million baht, respectively. DITP participated in two
events, namely Frankfurt Book Fair 2015, the world’s largest
trade show of printed books, printing, electronic media, and
copyright trade, in Germany and Taipei International Book
Exhibition 2016, Asia’s leading and the world’s famous book
exhibition. There were 31 Thai entrepreneurs participating
in the event with a total value of purchase order of
400,000 US dollars or around 14 million baht and
copyrighted contents sold. DITP also brought 19 Thai
entrepreneurs to visit Myanmar with a total value of
purchase order of over 1.355 million US dollars or around
47 million baht.
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Advertising Business

Thailand is acknowledged for both its quality and creativity.
The DITP brought Thai entrepreneurs to attend the 19"
ADFEST held in Thailand. It received worldwide attention as it
served as a forum/platform for presentation of new types of
advertising production. There were 33 participating countries
and 6 Thai entrepreneurs with a purchase order value of
no less than 300 million baht.

Group 2: Pure Income Generating Service comprises
entertainment, health and beauty, hotel, and construction
businesses.

Entertainment Business

In 2014, revenue from the movie and video industry in
Thailand accounted for 57.7 billion baht. However, after
the government had approved the strategy on promotion of
movie and video production industry phase 3 (2017 - 2021),
it was then predicted that the movie industry would yield
higher economic value. In the previous year, DITP
promoted the entertainment business through participation
in 2 international film festivals, including the American Film
Market & Conference 2015 in the United States and the
Cannes Film Festival 2016 in France as well as arrangement
of a Thai Night activity in both events to enhance the image
and potential of Thai Film business as well as promulgate
the reputation of Thai film and entertainment industry.
There were 19 Thai entrepreneurs participating in the event
with purchase order of 29 million US dollars or around
1,015 million baht, 397 business matchings, and over 20
MoUs. There were 655 participants in the Thai night activity.
For ASEAN and Asia’s markets, a Thai Film Festival was
held in Cambodia with a total value of purchase order of
17 million US dollars or around 595 million baht. DITP also
attended the Taipei Golden Horse Film Festival, one of
the most influential film festivals among Chinese-speaking
markets, and Taipei International Queer Film by projecting
Thai films and holding a press conference/seminar between
film directors and mass media. There were 94 participants
with over 81 news reports.

DITPZA_

C A NN E S 6

THAILAND

ETLMS

COME ALIVE



s19vuUs=91U 2559 | nsuddlasSuN1SAS:HIUS:INA
|

$PA

(\Qﬁg

ganvguamuazAunu nsuldhduszneunmsidnsanauuans
AuanlusnaUseme 2 $1uma Cosmoprof Asia 2015 @15150453
Usz1TUIU wag Beautyworld Middle East 2016 ﬁ‘m%mm‘u
LE)lILW]a Nﬂﬁvﬂ@Uﬂ731V]8L7Jq3?3J 1UIU 83 51¢ wﬂaﬂqﬂqﬁaﬂ"?ja
334 8 aquLMiﬁJmﬁWiﬁ‘"} Vﬁaﬂiymm 280 a'TL!‘U'W]

ﬁiﬂﬁﬂ.ﬁ\iLLﬁ%JLLa“’e)ﬁﬁ']‘VlﬂﬁSWILﬂEJ’JLuEN NFUTIAAILEUNUNITA
1ﬂwimmiﬂﬂumqﬂi LA 2 ASe o Uﬁvmmmum hay
ans1sasgiaamavsiu fuszneunsiverinsu Su 36 518
mammiawaim 1 UMSYEnSTY visoUseanal 35 a1uUm
uaﬂmﬂumﬁmiﬂiﬂmi Capacity Building for Thai Entrepreneurs
on Hotel Management and Related Hospitality Services
$afu JETRO o ngamnm ussenelaggidoamnasnunisiiass
msuImslsausuvesdu wazduimsssiawulsusuludgiy
wiauRanssulimuinwluseusen ifusznaunisivedis
70 979

ﬁiﬂ’\]ﬂaﬁi%‘iLLﬁ“aﬂﬁ’]‘ViﬂiiﬁJ%LﬂEJ’JL‘U?N ﬁ]ﬂﬂmuNLWIUH’ﬁﬂ'lLEJE]u
Uszinasade 9auau 12 57 uammiawaim 901,700 L’VﬁEJiU
ﬁﬂii“’l W3aUsEann 32 a1UUM Lﬂﬂﬂ?iﬁ]U@Lﬁ]if\ﬂﬂ’liﬂ"l 130 ﬂ

nguil 3 ngugsiauinisTusia (Next Generation Services)
Usenaudme §3n9RRviaReuwIuY Startup kag Creative & Culture
1wl 2559 nsulalvimnuddiuRdaneumusidundn

gsnaRdNanaumud Uszneudie 2 sinandniid1Ande
Animation waginy Jagtunseaatulnediyaduseuna 12,745
AUUM Imaﬁ;&ammamdaaaﬂagjﬁ 1,545 duum nsulaysannis
334U SIPA 9911 Bangkok International Digital Content o ngasim
a3 nedgingsiaanvAivianounudnsssmaisy
40 138 910 15 Usewarialan AusznouMsnedisin uiu
70 978 AANSIUANTIINTGA1 523 @ LLa“’lJlJaﬂ'lﬂ’]iﬁd“UE]VbJWm’ﬂ
780 d1uu M warddUsenaun1siiiTINaIuLanIduAn
TusingUszng 2 R MIPCOM UszinadSara uaz Game
Connection America 2016 UsenFamigaisni Nﬂﬁvﬂa‘umﬁl‘m
17 519 Ann153UgasaIn1san 213 4 mammsmfﬂa 20.8 41U
WA yioUszanas 728 &uum LLaw‘LJ’IH"LJiuﬂEJ‘LIm'i 5519
WN5LEUENaUlUIU Asian Animation Summit g Useine
NMEL 1AAN5TUARTIINITAT 47 ¢ ﬁ;gammié"q%ai’mndw

Health and Beauty Business

The DITP led Thai entrepreneurs to participate in 2
international trade shows, namely Cosmoprof Asia 2015 in
China and Beautyworld Middle East 2016 in United Arab
Emirates. There were 83 Thai entrepreneurs with a total
value of purchase order of 8 million US dollars or around
280 million baht.

Hotel Business and Related Industries

The DITP brought a team of trade representatives to make
negotiations in 2 countries, namely Myanmar and Iran.
There were 36 participating Thai entrepreneurs with a
total value of purchase order of 1 million US dollars or
around 35 million baht. The project on Capacity Building for
Thai Entrepreneurs on Hotel Management and Related
Hospitality Services, was also conducted in cooperation
with JETRO in Bangkok. The lecture was given by the
expert in analysis of Japan’s hotel management and the
executive of hotel chains in Japan. An advice-giving activity was
conducted for each individual company with 70 participating
Thai entrepreneurs.

Construction Business and Related Industries

The business trip to Russia was arranged for 12 trade
representatives with a total value of purchase order of
901,700 US dollars or around 32 million baht and 130
business matchings.

Group 3: Next Generation Services comprise digital
content start-up and creative & culture businesses.
In 2016, DITP placed emphasis on digital contents.

Digital Content Business

This comprises 2 major businesses, namely animation and
game. The current market capitalization of the business in
Thailand is around 12,745 million baht with the value of exports
of 1,545 million baht. DITP formed an integrated cooperation
with Software Industry Promotion Agency (SIPA) to arrange
Bangkok International Digital Content in Bangkok by inviting
40 business people from digital content companies from
15 countries worldwide and 70 Thai entrepreneurs which
resulted in 523 business matchings and purchase order
value of no less than 780 million baht. DITP also brought
Thai entrepreneurs to participate in 2 international trade
shows, including MIPCOM in France and Game Connection
America 2016 in the United States. There were 17 Thai
entrepreneurs, 213 business matchings, and purchase
order value of 20.8 million US dollars or around 728 million
baht. 5 Thai entrepreneurs also attended Asian Animation
Summit in South Korea with 47 business matchings and
a total value of purchase order of over 2 million US dollars
or around 70 million baht. DITP brought 5 trade
representatives in digital content to visit Japan to sign an
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MOU between Thai Animation & and Computer Graphics
Association (TACGA) and Fukuoka Creative Content
Association, Japan’s Animation Association, with the aim to
jointly develop creative contents between Thailand and
Japan.

For the licensing business, DITP brought Thai entrepreneurs
to participate in 2 trade shows, namely Hong Kong
International Licensing Show 2016 in China and Licensing
Japan 2016 in Japan. In these events, there were 20 Thai
entrepreneurs, 453 business matchings, and a total value
of purchase order of 5 million US dollars or around 175
million baht. The Showcase Thai Character in BIG&BIH
fair was also held twice with focus on business matching
to buy copyrighted characters for advertising purposes,
mascots for product brands, etc. In these events, there were
22 entrepreneurs, 47 business matchings, and a total value
of purchase order of 35 million baht.

In the future, after the government’s approval of the
strategy on promotion of movie and video production
industry phase 3 (2017 - 2021), it has been predicted that
this will increase economic value of related industries.
The survey on commercial electronics, conducted by
the Electronic Transactions Development Agency (Public
Organization), showed that revenue value of movie and
video industry (including online games, songs, and movies,
e-books, and applications) was over 400 billion baht.
The mentioned strategy will enable these service
businesses to have clear goals and directions to move towards
being ASEAN’s hub and important manufacturing base in
the world market as well as generate revenue and
enhance the country’s good image.
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The Thailand Trust Mark is much
more than a guarantee of the
product quality... It also assures
buyers the company’s standards
for labour, environmental and CSR.

SOCIAL RESPONSIBILITY

Thailand Trust Mark or T Mark

Thailand Trust Mark (T Mark) is the symbol of trusted quality
of products and services. This is to emphasize Thailand’s
strengths in standards and quality of products and services
as well as create good attitudes and image towards
T Mark products and services developed by the companies
with good environmental management, social impact
consideration, and fair labor management.

The T Mark symbol was officially launched in 2012 through
the DITP’s promotional activities, both online and offline
public relations on a continuous basis.

In 2016, the DITP introduced a campaign under the concept
of Thailand Heart Made Nation, stating that the quality of
Thai products and services was not outstripped by any
other nation in the world since we manufactured heart-made
products and services which differentiated from those
of counterparts due to heart plus craft matters. DITP
then arranged activities to promote Thai entrepreneurs
as Thai brand heros to enhance readiness and strength
in five clusters, comprising food, beauty/well-being,
fashion, lifestyle, and creative services to be exported to the
markets of the top-ranked countries with qualitative index
and in flavor of quality products. The Thailand Heart Made
Nation Exhibition, for example, was held in April during the
Milan Design Week 2017 in Milan, Italy, for example,
was held to provide chinese consumers with ‘heart-made’
quality products and services. The distribution center
of Thai products with the T Mark symbol was established
in Guangzhou to propagate Thai T Mark products in the
chinese markets.
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Moreover, DITP enhanced entrepreneurs’ strengths by
incubating and building the Thailand Brand Roadmap : Over
the great wall to enable T Mark and Thailand as ‘Thailand
Heart Made Nation’ to be recognized and accepted in the
international trade arena.

Currently, there were 696 Thai entrepreneurs that have
received the T Mark symbol in 6 groups, namely food industry,
heavy industry, lifestyle industry, fashion industry, and other
industries (medical equipment, pharmaceutical products,
cosmetic, and spa products) and service businesses
such as medical treatment service, health promotion service
(spa), and international study service.

The examples of successful entrepreneurs due to receive
the T Mark included Joe-Ry Family Co., Ltd. (freeze-dried
fruit product business), Erawan Food PLC (canned fruits
and vegetables and canned coconut milk business), and
Thai Habel Industrial Co., Ltd. (Home Audio & Visual
products).

THAILANDHEARTMADENATION

#WEAREHEARTMAKER

IN 2016, DITP INTRODUCED A CAMPAIGN OF THAILAND TRUST MARK
UNDER THE CONCEPT OF THAILAND HEART MADE NATION

U 2559 nsudviasunasA1s:nawuszina TananuanuINY
nsUs:31dUWusS as1dryanuend Thailand Trust Mark n1elAnusan

Thailand Heart Made Nation
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(Home Appliances /
Equipment and
Facilities for Office/
Etc.)
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(Food packaging /
Health & Beauty

Packaging)

nduaumnsinalou

(Font / Graphic on Surface,
Digital Media/
Identity Design)

Design Excellence Award (DEmark)

In 2016, DITP held the 9" Design Excellence Award
(DEmark) to promote outstanding Thai product designs to
be widely acknowledged in the world market. DITP received
cooperation from Japan External Trade Organization (JETRO)
and Japan Institute of Design Promotion (JDP) to provide
support of Japanese experts from the G-Mark award
in japan, a slobally recognized design award, to be judges
for the award as well as other forms of cooperation.

Products which were eligible for this award must fall
within 6 product groups, including industrial process/
industrial craft; ¢ift & decorative items/household items;
fashion apparel/leather goods/jewelry/textile; home
appliances/equipment and facilities for office/etc.;
food packaging/health&beauty packaging, and font/
graphic on surface/digital media/identity design.
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Privileges for the winners of the DEmark award included
trophies and certificates from the DITP a special
opportunity to participate in G-Mark fair (products
which received DEmark award were immediately
entitled to the second round of the G-mark contest)
in Japan, Milan Design Week fair in Italy, and Maison &
Objet fair in France, advertising of awarded products in
publication media and domestic and international
exhibitions; product sales promotion in the DEmark
Concept Store in international trade fairs organized by
DITP such as Thailand International Furniture Fair (TIFF),
Bangkok International Gift Fair and Bangkok International
Houseware Fair (BIG+BIH), and Thailand Innovation
and Design Expo (TIDE).

In the fiscal year 2016, there were 67 product items that
were granted the DEmark award; and 34 product items that
obtained the G-mark award. From 2008 - 2016, there have
been 635 product items that have received the DEmark award
and 390 product items that obtwareained the G-mark award.

Designers’ Room & Talent Thai Project

DITP has promoted and supported Thai designers to be
recognized in the world market since 2002. The designers
can be classified into 2 product groups: fashion under
Designers’ Room, and lifestyle under Talent Thai. The project
is aimed at providing potential designers, who wish to
develop their business, with trade and marketing knowledge
and opportunities, presentation of products, direct trade
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negotiations with international buyers, and self-
development of own brands which are widely known
and recognized at the international level.

In the fiscal year 2016, DITP conducted major activities
such as recruitment and selection of potential designers
who had their own brands and wished to expand their
businesses into international markets, enhancement of
capacity and preparedness for new generation designers of
lifestyle and fashion products under 59 brands through
seminars, special lectures, and workshops on brand
creation, marketing, and international business operations
by lecturers and experts in different areas.

In addition, DITP supported designer participation in
domestic trade fairs such as Bangkok International
Fashion Fair & Bangkok International Leather (BIFF&BIL) 2016
(March 9 - 13, 2016), Bangkok International Gift Fair and
Bangkok International Houseware Fair (BIG+BIH) October
2016 (October 19 - 23, 2016). DITP, in cooperation with
Who’s Next fair which is the world’s leading fashion trade fair,
also brought designers to participate in international trade
fairs by selecting 10 fashion designers from the Designers’
Room project to present their works and make trade
negotiations in Paris, France (September 2 - 5, 2016) and
MQ Vienna Fashion Week in Vienna, Austria; 4 fashion
designers from Designers’ Room project to attend the fashion
show (September 12 - 18, 2016); and 5 lifestyle product
designers from Talent Thai project to present their works
and make trade negotiations in Maison & Objet in Paris,
France (September 2 - 6, 2016).



ANNUAL REPORT 2016 | DEPARTMENT OF INTERNATIONAL TRADE PROMOTION ﬂ

N1SIWUUNUINVaY SMEs Tun1swanaunisAn na:
asnaunsuiAsugNAlhuNTUIRADUA28UIANSSU

Growing Roles of SMEs as Drivers of Trade and

Innovation-Driven Business Warrior

THINK THAILAND

Lifestyle

IAUIUtY “Think Thailand”

yhunasanzmIusTus U sEr s sEmaiividfiuty
n1suanAududlLazuInisvedinelilinudnvasuand1auay
nevauDIeRIFEINIYesiin fleuaziuslnaiiudsuntas
U wowvhaduauidersulugnmuaztinisvasing asiillg
nsadenmdnuaifivesdudnlneuazvinliAnauldiuiou
Tun1sudedunismn nsuduasunisAsenInlseinadadnigi
wawley “Think Thailand” Wleduasunmdnuaiusemea dudn
wazuinisveslnedddneninlunainfisszine naonau
WiuyarinsdseentiluudUinuuazyaaogas b

naulddnvdeussenduiuslunwsududiuazuinig 4 ngu
(nguduAgaamnssy nguduilafalad wasnguaudinuns
WazeIn13) wazUsznduiusiuiunisasiauiessnn (story)
warAULANGNS (differentiation) lugiugAnandufuazuInig
Afdnenmlidufiandregresieiies uazausenuidile
Tusgavannalu 7 nau Euadninasndndniing ngudufe1ms
nguAuAenaIa naugana Wellness nguAufudu nauaudi
819157 kagnaugsNa Creative Services)

“Think Thailand” Campaign

Amid increasingly intense competition in international
trade, differentiated and trusted quality products and
services that can satisfy the changing needs of importers,
buyers, and consumers, will build a good image of Thai
products and strengthen the country’s trade competitiveness.
The Department of International Trade Promotion (DITP)
therefore initiated a PR campaign titled “Think Thailand”
to enhance the image of potential Thai products and
services in the international marketplace as well as
increase the value of exports in terms of volume and
sustainability value.

DITP developed PR media for 4 product and service
categories (Industrial Product, Lifestyle Product, Agricultural
Product, and Food Product), and continually reinforced
Thailand’s position as a notable manufacturer of products
and services through storytelling and differentiation.
To achieve international perception, 7 product categories
(Rice and Rice Product, Food Product, Halal Product,
Wellness Product, Fashion Product, Rubber and Rubbers and
Creative Services) were also promoted.
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Prime Minister’s Export Award (PM Award)

First introduced in 1992 during the term of Prime Minister
Anand Panyarachun, the Prime Minister’s Export Award or
PM Award was launched to present the image on quality
and standards of Thai products in the global marketplace.
It was also aimed at supporting Thai exporters with
product and service excellence as well as initiatives and
efforts to establish their presence in the international
market under their own globally-recognized brands and
designs,
competitiveness in the global market. The PM Award was

thereby leading to their sustainable

regarded as the highest award that the government
bestowed upon exporters and would be presented to
winners every year. The year 2016 marked the 25" award
presentation ceremony with DITP serving as the judge of
awards.

The PM Award 2016 comprised 7 award categories:
1. Best Exporter 2. Best Green Innovation 3. Best Thai Brand
4. Best Design 5. Best Service Enterprise Award 6. Best
OTOP Export Recognition 7. Best Halal.

The PM Award 2016 presentation ceremony was held at
Queen Sirikit National Convention Center on September
15, 2016. Tthe Minister of Commerce presided over the
ceremony to present 50 PM Awards to 43 companies with
export excellence.
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Start-up

International Pavilion
Innovation Network
Innovation Highlight

Design Bazaar

RETAIL

Thailand Innovation and Design Expo (T.I1.D.E) Project

DITP held the 4" Thailand Innovation and Design Expo 2016
(T..D.E. 2016) during September 15 - 18, 2016 at Queen
Sirikit National Convention Center under the concept
of “Better Life: Innovation for Tomorrow” by targeting
products and innovations to demonstrate Thai capacity
in design and innovation to be recognized in the international
marketplace. The event served as a platform for linking
manufacturers, designers, and innovative creators with
investors, entrepreneurs, and exporters. This created
opportunities for business and market expansion
of innovative design products and services as well as
developed a better understanding of manufacturing
trends of innovative design products and services to
accommodate international markets for the private sector,
students, and general public.

Featured in the event were 2 sections: showcases and
exhibitions, comprising Innovation Showcase, presenting
innovative, eco-friendly, and energy-saving products. The
most interesting product group was fashion and lifestyle

DEmark

Asia Talent

l+D Style Cafe+TIM
Design Service Society

DEWA (Design from

Waste of Agriculture)

Asia Design and Innovation Conference 2016 “BREAKING NEW

FRONTIERS : Foster Innovation and Drive Fast Growth”

iin Aging Well : The New Frontiers of Creative Service

Waz¥iadia CEO Talk The Key to Creating Value in Business
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product.

Start-up Showcase was assigned to start-up entrepreneurs.
The most interesting product group was lifestyle and
service product.

International Pavilion showcased innovative technologies
of public and private international organizations.
Participating in the event included 3 organizations: Taiwan
External Trade Development Council (TAITRA), Japan
External Trade Organization (JETRO), and European
Association for Business and Commerce (EABQ).

Innovation Network was a section for strategic partnerships.
Both public and private strategic partnerships joining
the event were Electronic Government Agency, Faculty of
Engineering: Thammasart University, Thai National Shippers’
Council (TNSC), Asian Institute of Technology, Thailand
Research Fund (TRF), Faculty of Architecture and Planning:
Thammasat University, Department of International Trade
Promotion, Geo-Informatics and Space Technology
Development Agency (Public Organization) (GISTDA),
and artdd Magazine, etc.

Innovation Highlight showcased innovations of private
companies or innovative organizations such as Mahidol
University, National Innovation Agency (Public Organization)
(NIA), National Science and Technology Development
Agency (NSTDA), Thai Toy Industry Association (TTIA), Eat & East,
iTAP, Thailand Institute of Scientific and Technological
Research (TISTR), and Thai Invention Association.

Design Bazaar was a sector for showcase and business
negotiation of lifestyle and fashion products, and
innovative and eco-friendly products. Sales volume
accounted for around 67,200 baht.

RETAIL was a showcase for products and trade negotiations
of entrepreneurs. Sales volume accounted for around
2,563,508 baht.

Exhibitions, which were organized by DITP, comprised
Demark exhibition together with DEmark Concept Store
presenting Design Excellent Award or Demark 2016 awarded
products. The best-selling products were HOLDER Folder
#A4 Bag and the BARCODE Metal Comb. Sales volume
accounted for around 74,002 baht.

Asia Talent was an exhibition of creative products of Asia’s
new generation designers including Thailand, Indonesia,
South Korea, Philippines, Hong Kong, and Taiwan by
selecting designers whose designs/products conveyed
creative culture. The most interesting product was
Nympheart, a home decoration made from wood with
natural defects or unworkable wood. Sales volume accounted
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for 87,000 baht.

[+D Style Café + TTM exhibition showcased and sold
eco-friendly innovative products and design products
appropriate for urban lifestyle. Sales and purchase
volume totaled around 100,000 baht. Workshops were also
organized for innovative and eco-friendly products such as
marbling art, ramie weaving, bamboo weaving, and drawing
on ceramics, etc.

Design Service Society exhibition was a showcase of
design products and a design consulting service center for
entrepreneurs. There were 104 entrepreneurs filing requests
for consultation. The most requested product group was
intellectual property for service trademark.

DEWA (Design from Waste of Agriculture) exhibition
showcased prototypes made from agricultural waste
materials and developed by experts, and new innovative
products for other purposes under the project to develop
agricultural waste materials into creative products to the
global market. In 2016, the most interesting products were
banana leaf products, coffee paper bag products, and
cassava fiber products.

Trainings and seminars were also held on various topics
such as Asia Design and Innovation, Conference 2016
“BREAKING NEW FRONTIERS: Foster Innovation and Drive Fast
Growth”, Aging Well: The New Frontiers of Creative Service,
and CEO Talk The Key to Creating Value in Business. There
were 2,530 participants in total.

For T.I.D.E, there were around 14,000 visitors, with the total
value of purchase orders and trade negotiations of around
2.8 million baht and it was estimated to reach around
211.5 million baht within one year.
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developing knowledge on international trade management,
creativity, value creation to the products or brands, and
establishment of domestic and international trade partnerships.
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Thai SMEs to Global Market Promotion Project (Ton Kla to
Goal)

The project is initiated to prepare Thai SMEs entrepreneurs
for the ASEAN Economic Community (AEC) by developing
knowledge on international trade management, creativity,
value creation to the products or brands, and establishment
of domestic and international trade partnerships.

In the fiscal year 2016, DITP developed new SMEs
entrepreneurs of 78 businesses (2 entrepreneurs per
business) in 6 regions of Thailand (namely Central,
North, South, North East, East, and West) to enter into
international trade of processed food, drink, cosmetic/s
kincare/herb, agricultural, utensil and home decoration
products. Participating entrepreneurs were entitled to
international trade knowledge enhancement, development
of strategic marketing plans, workshops and consultations
provided by international trade experts, development of
new products/services that met market requirements in
terms of appearance, quality and packaging as well as
establishment of business networks between Thai SMEs
entrepreneurs and investors and importers/exporters in the
neighboring countries to test the markets and create trade
opportunities.
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SMEs Pro-active Program

The project, called as the SMEs Pro-active project, was
aimed at strengthening capabilities and competitiveness
of Thai SMEs in the penetration of overseas market. DITP
implemented the project in collaboration with private
sectors, comprising Thai Chamber of Commerce, Federation
of Thai Industries, Thai National Shippers Council, and
Thai Bankers’ Association, to implement the project. Thai
SMEs were supported in terms of marketing activities
through participation in international trade shows held
in potential countries to conduct trade negotiations with
trade partners in both existing and new markets. This was
an important agenda incorporated in the “Civil State”
concept and as in line with the government policy which
focused on supporting and promoting SMEs entrepreneurs
by virtue of their economic importance.

In the first phase of the project (fiscal years 2013 - 2015),
DITP supported over 2,600 entrepreneurs to attend trade
fairs and make foreign trips to conduct over 427 business
negotiations, causing the total economic value derived
from exports of over 269 million US dollars or around 8,600
million baht.

The SMEs Pro-active project is currently in the 2™ phase
(fiscal years 2016 - 2018) with budget support of 400
million baht by encouraging new SMEs entrepreneurs to
participate in the project and be able to develop their
capacity to expand into more international markets as well
as determining the entrepreneurs who can participate in
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To implement the project. Thai SMEs were supported in terms
of marketing activities through participation in international trade shows
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The first phase 2 as of February 28, 2017 (fiscal year 2016-present)
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policy of the Ministry of Commerce and strategy of DITP,
focusing on penetration into new potential markets.
Service businesses and innovative products were classified
into 4 areas comprising new potential markets such as
ASEAN, China, South Asia, Middle East, Russia, CIS, East
Europe, Africa, and Latin America; major markets including
Japan, South Korea, the United States, EU-15, Australia,
New Zealand, and Canada; service businesses; and innovative
products with eco-friendly designs.

In the fiscal year 2016 - present (February 28, 2017), the
Committee on SMEs Pro-active supported 1,092
entrepreneurs to participate in 293 international trade
fairs, totaling 191.30 million baht of financial amount.
Major trade fairs attended by the entrepreneurs
also included Ambiente in Germany (the world’s
largest international trade fair for gifts,
home decorations, and home appliances), Premiere
Vision Paris in France (the leading and most popular
international trade fair for fashion materials among
worldwide fashion entrepreneurs), IDEM Singapore in
Singapore (the biggest international trade fair in Asia-Pacific
region for dental technologies), Propak Myanmar 2016
in Myanmar (the main international trade fair for the
machinery industry in Myanmar), Cambodia Architect &
Decor 2016 in Cambodia (the international trade fair for
construction equipment and materials and home
decorations), World Food Moscow in Moscow (the
international trade fair for food and drink products).

souvenirs,

The results of the project phase 2in 2016 - present (February 28,
2017) contributed to economic value added advantages,
including the total value of purchase orders of 130.53
million US dollars or around 4,568.55 million baht,
divided into immediate purchase orders of 4.84
million US dollars (around 169.55 million baht) and
continuous purchase orders of 125.69 million US dollars
(around 4,399.43 billion baht) within one year.

Moreover, the participant satisfaction survey on company/
plant visits indicated that the entrepreneurs were very
satisfied with the project since it allowed them to make
choices about participation in international trade shows that
were appropriate for their product capacity and responsive
to the needs of their target customers, thereby enhancing
their trade competitiveness and export opportunities in an
efficient and sustainable manner.
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DITP was responsible for sales, marketing, and formation of international
networks, while DIP for product development, and KTB for financial support

and risk management in international trade.
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SMEs Genius Exporter Batch 1: Explore Chinese Markets

It was a tri-party cooperation project, comprising Department
of International Trade Promotion (DITP), Department of
Industrial Promotion (DIP), and Krungthai Bank PCL (KTB). The
MOU was signed on March 21, 2016 in the ceremony marking
DITP 64th Anniversary with an aim to jointly hold trainings
and develop training courses to improve the capabilities of
entrepreneurs and lead them to conduct trade negotiations
in target markets. DITP was responsible for sales, marketing,
and formation of international networks, while DIP for product
development, and KTB for financial support and risk
management in international trade.

A trainee must be an executive of a juristic person of his/her
own brand with sales volume of up to 100 million baht.
The 54 entrepreneurs nationwide, who were selected to
participate in the project, came from various businesses
including agriculture, food and drink, medical supplies, and
automotive equipment. The trainees who passed the training
had an opportunity to attend the trade show in China where
a large number of purchase orders were made.



s19vuUs=91U 2559 | nsuaddlasSuN1SAS:HIUS:INA
|

msaswyaAnwulunIAgnannssudyaan
Value Creation in Exports

WrIU1duA1 OTOP VvavIng fibsuivuna:anunawassasiusissms vesnanasiaus:ing

To develop OTOP products with forms and quality that meet the needs of
international markets
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The Department of International Trade Promotion (DITP)
has been conducting the One Tambon One Product
(OTOP) project for over three years to develop OTOP products,
especially fashion and lifestyle products, with forms and
quality that meet the needs of international markets.
The project aims at enhancing export potential of both
entrepreneurs and products in international markets
which will lead to more income generation for their OTOP
businesses.

DITP has organized in-depth training courses and workshops
in export business management and international
marketing for potential entrepreneurs, conducted by
international experts and Thai designers, to provide
guidance on the development of products that best satisfy
the needs of international target markets and the market
testing, and increase entrepreneurs’ confidence to enter
the international marketplace.
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Major operational performance in 2016 included the
arrangement of the TOP of OTOP exhibition at BIG + BIH
fair in every April and October to promote OTOP products
produced by the entrepreneurs. International buyers
from Japan, Australia, Taiwan, Vietnam, Iran, India, and
Singapore were interested in products such as rattan bags,
banana leaf bags, luffa products, batik clothing, leather bags,
scented candles, bamboo trays.

This also comprised entrepreneurs’ participation in the
“Tokyo International Gift Show Autumn”. Immediate
purchase order totaled 14,570 US dollars (around 506,638
baht) and it was forecast to reach 852,186 US dollars
(around 29,632,264 baht) within one year.

Moreover, the trip to Osaka, Japan of 16 fashion and OTOP
trade representatives was organized for business negotiations.
Immediate purchase order totaled 7,550 US dollars (around
264,250 baht) and it was forecast to reach 130,000 US dollars
(around 4,550,000 baht) within one year.

The market testing results, conducted domestically and
internationally, indicated that the entrepreneurs gained
real-world experience from participation in the trade fairs
and exhibitions for business negotiations, self-learned
the market trends, created entrepreneurial networks in
exchange of information, raw material sources, tools and
machines, and learned from their mistakes and flaws for
future improvements. This was far more important than
the measurement of the value of purchase orders for the
entrepreneurs. The project success was evaluated by
international buyers’ immediate purchase orders of products
and ongoing site visits in Thailand after the completion of
project.
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Thailand: Kitchen of the World

The Department of International Trade Promotion (DITP) has
organized a wide array of activities to promote Thai products
to be exported to the global market and compete with other
countries in a sustainable way. For food products, the DITP
implemented the Thailand: Kitchen of the World Project
covering the development and promotion of agricultural
and food products, and Thai restaurants overseas. The
project was aimed at creating value-added products
and services, exploring new markets and expanding new
distribution channels, developing new products to satisfying
the needs of the global market, enhancing capabilities of
entrepreneurs in international trade, establishing both
domestic and international networks, enhancing image,
and building an integrated trade database.

In the fiscal year 2016, target products and strategies for each
target market were determined based on analysis of Thai
food import value, number of Thai restaurants, and consumer
behaviors as well as the possibility of success from activity
arrangement. The activities were divided into 2 parts, namely
domestic and overseas activities.

For overseas activities, target markets for the Thailand:
Kitchen of the World 2016 Project included Japan,
Australia, China, Singapore, South Korea, Germany, USA, Russia,
Hong Kong, and Africa (medium and high-level markets).
This was to create confidence and raise awareness of the
quality and potential of Thai food products, Thai food
service, and reliable kitchen of the world. The DITP
participated in over 10 international trade fairs by
showcasing processed agricultural and food products
such as the ANUGA 2015 (October 10 - 14, 2015) in
Germany; the SEAFEX 2015 (October 27 - 29, 2015) in Dubai,
United Arab Emirates; the GulFood 2016 (February 21 - 25,
2016) in Dubai, United Arab Emirates; the Foodex Japan
2016 (March 8 - 11, 2016) in Japan; the Natural Product
Expo West 2016 (March 9 - 16, 2016) in USA; the Fine Food
Australia 2016 (September 12 - 15, 2016) in Melbourne,
Australia; and the 13" China-ASEAN Expo (September 10 - 12,
2016) in Nanning, China.

The participation in those international trade fairs resulted
in the total value of purchase orders of 11,586.71 million
baht (immediate purchase orders of 1,101.36 million baht)
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which was estimated to reach 10,485.35 million baht
within one year, and the number of 739 participating Thai
entrepreneurs.

The DITP also implemented a project to promote
Thai restaurants overseas that received a “Thai Select”
mark through arrangement of fairs/participation in
international trade shows, and arrangement of activities
to promote Thai food and Thai restaurants overseas
such as in Russia where the activity to introduce the Thai
SELECT mark and the award presentation ceremony
for restaurants receiving the mark were held. In addition,
some activities were conducted in cooperation with the
Thai SELECT restaurants such as a special Thai food week and
a Thai cooking demonstration. The project outcome was
that the Thai SELECT mark had been increasingly recognized
and that there were over 10 restaurants labeled with the
Thai SELECT mark.

The DITP also attended the Madrid Fusion, the food
festival held in Madrid (January 25 - 27, 2016) by setting
up a Thai food product booth and arranging a Thai cooking
demonstration activity by chefs from famous Thai
restaurants. Moreover, authentic Thai food along with
regular menu items was sold in canteens (during November,
2015 - April, 2016). The sales volume of Thai food
throughout the event was between 15-40% of the total
sales volume.

In addition, the DITP cooperated with HelloFresh, the
leading meal-kit company, to develop Thai food menus
to be further placed for online sale. This marked a good
start to increase the recognition of Thai food in the daily life
of the Germans.

Currently, there are 14,908 Thai restaurants overseas;
1,284 of which received the Thai SELECT from the DITP,



$19vuUs=91U 2559 \ NSUENIASUNISATS=HINUS=INA
I

Yagduswemisinglusisseina fd71uiu 14,908 518
Fensuldueunst Thai SELECT Tunsuomisineslanluuda
U 1,284 57 Tusunudl wuadu Thai SELECT PREMIUM
97U 240 578 waz Thai SELECT 117U 1,044 57

dusunanssuludseine Jn159AULEAIEUA1ID1MIS 2559
(THAIFEX-World of Food Asia 2016) s¢inaTuil 25 - 29 Wﬁ]iﬂmﬂu
2559 AuduaniduAuaznIsUseguduuia Wewmessnd
edaaiumsdienn Wandhenwlumsuteduy wasaiuade
mwaﬂwmﬂﬁzmauwuﬁqmammﬁuammmzmsamu wialulad
wazUINIINY vastive aaenvunandulilsemalneduaudnans
N139AIULARSEUAIBINITIZAUUIUIVIAVDILDLTY Laedl
AUsEnauN1s T (Exhibitors) 91uau 1,919 us¥n (Ing
964 US¥Muazsinewi 955 U3Tn) fgminuandufuazu3nig
97UU 4,507 A TummumﬂuwLmi’mmumﬂmﬁﬂivmﬂ
N1 38 Useine

yuziiafunsudsladaianssufivauiiuraulanisluay
THAIFEX 8191 Gnssan1suseandunusaunoimiserata (Halal
Exhibition “Thailand : Producer of the World’s Best Quality
Halal Food”) n15dnuansdudiemsuinnisuuasniseusnyg
BREDLLATNAR TS NITALLETensLazLnzadn
n3¥nutsfurentunlng Baristas dutiivelan n1syaue
Handusio M sE UL USInANquateny HERSMT Anti-aging
wag Functional Food nisuiauawuiliy (Trend) 8uA191919
vaalan swinuvanragveseImsessiniln Tusu Organic
supermarket

uennifaiinisdnfanssuduaiundndusiomnsineddagy
#lé5unsn Thai SELECT melusuuansdudn THAIFEX 2016
Tnednuansuan e Trnumsinnsantfldng Thai SELECT Shunu
36 U3 332 Hansua uariidaulavuiingsanis Thai SELECT
§IUTaEY 904 18 mABRIUNNSIARANSSUEIL BN
gmsingliidedodlussdulan (Thai. Table.Talk - Driving
Thai Cuisine towards World Class Recognition) lneiiingins
'1'7iL‘fluLé?’]suaﬂﬁqiﬁw'%mimmﬂmamﬂm%’gaLu'%m BRGIGHRE
wazldnvesanuaousine i sineuazliAusnwinun1sde
Srensinelulsewneduy iauﬁﬂﬁu’%mimﬂﬁﬁwﬁﬁwﬁmﬁm%
wim‘umﬁusm Thai SELECT msaﬂwuaua Inedlfiinsansuits
SLEUITIELNTN 90 518 LLﬁ”NL‘U’]iU@Jﬂ%ﬂiiM%W@ULL‘U’UaE)‘Um&J
mmwmmswlmummmuﬂﬂﬂi“EJﬂsﬂﬂiﬂumiﬂsmamim
lmgnmﬁaaau 95.65

HANTHNSINULARSEUA 1w (Visitors) 31w3u 140,255
518 Usgnausie §LlNvuuiuesagsna (Trade Visitors)
31U 40,488 518 leednvuauadan 5 Usemeusn loun
Wawy Ju dealus mUuLLaumeaIm LLaummwmumaUaﬂ
MUY 99,767 57 uamawaﬁmma‘lmmmw 9,643.69 AU
U (i 17.75 %) Imammamawamm 1,559.80 AUV LAy
ANANI50] 7,999.12 Summetu 17 e mamﬂmaﬂaﬂ 83.77
AUV

divided into 240 Thai SELECT PREMIUM and 1,044 Thai
SELECT restaurants.

For domestic activities, the THAIFEX - World of Food
Asia 2016) was held, during May 25 - 29, 2016 at Impact
Exhibition and Convention Center, Muang Thong Thani, to
promote exports, improve competitiveness, enhance the
images of Thai food and drink, technology, and service
industries, as well as drive Thailand to become the Asia’s
hub for international food exhibition. The event was
attended by 1,919 exhibitors (964 Thai and 955 foreign
companies). There were 4,507 booths showcasing products
and services, among which there were over 38 participating
countries.

At the same time, the DITP arranged special activities in
the THAIFEX, including the Halal Exhibition “Thailand :
Producer of the World’s Best Quality Halal Food, food
innovation and food product exhibition, cooking and carving
competition, coffee brewing competition by the world’s
leading baristas, introduction of food products for senior
consumers and anti-aging and functional food products, and
presentation of the trends of the world’s food products as
well as a variety of organic food in the organic supermarkets.

The activity to promote Thai finished food products with
the Thai SELECT mark was also held in the THAIFEX 2016
by showcasing 332 Thai SELECT products from 36
companies with a total of 904 visitors. The Thai. Table.
Talk - Driving Thai Cuisine towards World Class Recognition
was conducted by the lecturers, including the owners of
Thai food service business from USA and Australia, the
owners of Thai cooking schools and Thai restaurant
consultants in China, as well as the executives from
the companies with Thai SELECT products, with over 90
participants. In addition, 95.65% of the questionnaire
respondents viewed that the knowledge gained from this
activity could be applied to business operations.

nsulfAuaumsn Thai SELECT
Thunsauaanmasinenslaniunas
F1uau 1,284 s1e Tudrusuil nuividu

Thai SELECT PREMIUM

~240..

Thai SELECT #1udu
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The participation resulted in 140,255 visitors, comprising
40,488 trade visitors from the top five countries, namely
Malaysia, China, Singapore, Japan, and South Korea, and
99,767 retail visitors. The value of purchase orders totaled
over 9,643.69 million baht (increase by 17.75 %), with
immediate purchase orders of 1,559.80 million baht and
estimated to reach 7,999.12 million baht within one year.
The value of retail purchases was 83.77 million baht.

The DITP conducted the PR activity to enhance the image
of Thai food and Thai SELECT restaurants, and create
recognition of the Thai SELECT mark through PR media phase
2 of Thai Airways International PLC (THAI) by projecting
a 30-second PR advertising film for the Thai SELECT mark
(during May - June, 2016) before watching the THAI in-flight
entertainment channels. Another PR activity for Thailand:
Kitchen to the World was also conducted within the
Concourse D of Suvarnabhumi Airport, the first area where
arriving passengers would observe the PR sign.

Development and Promotion of Halal Products Project

The government has a policy to promote Halal products
by developing a national strategy to promote and
develop the potential of the Halal business and products
(2016 - 2020). The DITP has been assigned to be responsible
for implementing the strategy with an aim to strengthen
Thailand’s  Halal industry and drive Thailand to become

one of the world’s top five Halal product exporters and
service by 2020.
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For international activities.

There were both domestic and international activities.
For domestic activities, the Thailand Pavilion booth was
held in the Gulfood (February 21-25, 2016) in Dubai, United
Arab Emirates with 140 entrepreneurs’ booths and DITP’s
PR and business matching center booth. Immediate
purchase ordered accounted for 13.6 million US dollars
(around 488.6 million baht) and were expected to reach
48.9 million US dollars (around 1,761.8 million baht) within
one year. The most interesting products were basil
seed drink, coconut juice, fruit juice, canned fruits and

vegetables, and rice, etc.

The Thailand Pavilion was also set up in the MIHAS 2016
(March 30 - April 2, 2016) which Thailand attended for the
first time. There were 20 participating companies, around 160
inquirers, 48 out of which were potential and serious ones
visiting the DITP’s booth. The purchase value within one
year totaled 5.3 million US dollar. The most interesting
products were snacks, a variety of drinks, condiment
finished recipes, canned food, rice, flour, cosmetic (eye
cream), and drug (acriflavine), respectively.

In addition, the DITP brought a team of trade
representatives of Halal food products to visit Egypt and
Morocco (July 24 - 31, 2016) to establish trade networks
and conduct business with 10 participating Thai
entrepreneurs. The purchase value accounted for around
1.1 million US dollars (around 37.5 million baht) within one
year. The most interesting products included seasoning
sauce, crab stick, and canned tuna.

For domestic activities

The exhibition for Halal food/PR booth for Halal food
products under the theme of Thailand: The World
Halal Best Choice were held in the Thaifex 2016
by showcasing a list of entrepreneurs and product
samples and standard recommendations for Halal
products provided by the Central Islamic Council of
Thailand. These activities were aimed at showing the
potential of Thailand’s Halal foods and goods which were
of high quality and standards with production process
based on the religious principles, thus enhancing

confidence of both domestic and international buyers.

The DITP also implemented the Halal entrepreneurs in the
five southern border provinces for exports development
project by recruiting and selecting 21 Halal food
entrepreneurs in those areas to attend the training aimed
at building understanding and preparedness for the
participation in the Thaifex and exportation. Training
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subjects were, for example, basic guide to exporting, and
packaging development, and production process based
on the religious principles. There were around 141 trade
negotiators with the value of immediate purchase orders of
10,157 million US dollars and estimated value of purchase
orders of 602,283 million US dollars within one year. However,
there were 4 entrepreneurs who received purchase orders
from Malaysia, Japan, Korea, China, and Indonesia, and 2 trade
representatives from Indonesia interested in doing business
with coffee entrepreneurs.

On March 21, 2016, the MOU was signed between the DITP
and the Siam Commercial Bank in the seminar on Thailand
Halal to the World with an aim to promote and develop the
entrepreneurs to engage in international trade.

The DITP also provided logistics service providers (LSP)
for exports with the training on the Halal logistics system
(September 22, 2016), during the TILOG - Logistix 2016 held
at Bitec, Bangna, to enhance knowledge and understanding
of Halal logistics system, Halal logistics certification, and
importance of Halal logistics system, etc. There were over
90 trainees attending the training.

Heavy Industry

For internatiponal activities

In the fiscal year 2016, the DITP held both domestic and
international activities. For international activities, Thai
manufacturers and exporters of heavy industries such as
auto replacement parts and accessories were brought to

participate in 7 international expositions such as the EQUIP
AUTO 2015 (October 13 - 17, 2015) in France; the AAPEX
2015 (November 3 - 5, 2015) in USA; the MEDICA 2015
(November 16 - 19, 2015) in Germany; the Taipei AMPA 2016
(April 6 - 9, 2016) in Taipei, Taiwan; the Automechanika Dubai
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(May 8- 10, 2016) in United Arab Emirates; the Phar-Med 2016
in Myanmar (July 10 - 16, 2016); and the Automechanika 2016
in Frankfurt, Germany (September 13 - 17, 2016). The value of
purchase orders accounted for 150.2 million baht and was
estimated to reach 5,326.1 million baht within one year. There
were 153 participating entrepreneurs in total.

Five teams of trade representatives were also brought to
make foreign trips to carry out business matching, establish
trade networks, and conduct PR campaigns for Thailand’s
heavy industries such as Japan (February 17 - 25, 2016),
Myanmar (July 10 - 15, 2016), Kenya and Mozambique (August
26 - September 1, 2016), Russia (August 30 - September,
2016), Argentina, Colombia, and Peru (September 19 - 29,
2016). The value of immediate purchase orders accounted
for 6.94 million baht and was estimated to reach 545.42
million baht within one year.

For domestic activities

The Thailand Auto Parts & Accessories 2016 - TAPA 2016 was
held every two years. In the fiscal year 2016, the 7" TAPA
under the concept of “World Auto Parts Sourcing Hub,
The Green Innovation and High Quality Product for
Sustainable Growth” was held during April 7 - 10, 2016
at Bitec, Bangna 2559. State-of-the-art and eco-friendly
manufacturing innovations were introduced in this
internationally renowned fair to strengthen Thailand’s
position as the world’s manufacturing base for auto
replacement parts and accessories. This ASEAN’s leading
auto parts and accessories fair was aimed at developing
increased competitiveness of the business sector in
response to the official establishment of the ASEAN
Economic Community (AEC). There were 575 participating
entrepreneurs (259 Thai and 316 foreign companies) and
5,525 visitors. The value of immediate purchase orders
accounted for 72.41 million baht and was estimated to reach
1,623 million baht within one year.

The three teams of international trade representatives
conducting business negotiations in Thailand comprised
a team of the government’s trade representatives and
importers of agricultural machinery from Africa (Nigeria,
Kenya, and Egypt) (December 4 - 13, 2015), a team of trade
representatives from China (December 16 - 19, 2015), and a
team of executives of real estate development companies
from East Africa (Kenya and Rwanda) (April 26 - 30, 2016). The
value of immediate purchase orders accounted for 196.6
million baht and was estimated to reach 14,700 million baht
within one year. There were 173 participating entrepreneurs.
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Lifestyle/Fashion Industry

The 60+ project

The 3-5 year project (2014-2018) has been continuously
implemented. In the fiscal year 2016, the DITP hired product
and market development experts from Japan, including
Ms. Yoko Miyake (fashion and lifestyle, cosmetic/spa, and
food products) and Mr. Kohei Takata (furniture products) from
the cooperation project with JETRO on the development of
furniture products for the seniors in Japan, and held the
seminar under the topic of “Furniture Trends of Seniors in
Japan”.

At the same time, seminars were held under different topics
such as “Anti-Aging Food Market in Japan” (by Ms. Yoko Miyake),
“Packaging Design Trends of Seniors in Japan” (by Mr. Mitsuhiro
Sumimoto, Chairman and Advisor of Sumimoto), “Trends and
Needs of Hobbies/Skill Toys/Games of Seniors in Japan (by
Mr. Chihiro Tada), “Food Products for the Seniors” (by ABF
magazine), and “Explore, in Depth, the Lifestyle of Seniors in
France” (by Carlin International, with over 1,398 attendees.
Live broadcasts and reruns of seminars, available on Youtube,
were viewed 3,623 times. An online knowledge base,
available at www.60plusthailand.com, was viewed 189,917
times. There were 583 member companies, 71,180 fans of
Facebook Fan Page, and over 4,677 views on www.youtube.
com/the60+project.

The products, arising from the product development project
for senior markets, were awarded international awards such
as Hong Kong Design for Well-being Awards, Thailand green
design awards, etc. The DITP also arranged the promotional
activities in marketing for the project participants such as
establishing the Pop up Store in Japan and bringing a team
of project participants to conduct trade negotiations in Tokyo
and Osaka, Japan.

Six exhibitions to promote the 60+ project with trade
negotiation booths were also held. For example, the BIG+BIH
2015, the TIFF 2016, the BIG+BIH 2016, the Thaifex 2016, the
BGJF 2016, and the Thailand Innovation and Design Expo
2016. The value of immediate purchase orders accounted
for 99,150 million US dollars and was estimated to reach
1,885,382 million US dollars within one year.

Pet Parade

The DITP hired a team of specialists from Rookcran Co., Ltd.
in Japan to provide product development consultation
services to 15 entrepreneurs and bring the developed
products to Osaka for trade negotiations (April 4 - 8, 2016).
Three Thai pet product entrepreneurs were selected to
attend the Tokyo Gift Show in Tokyo (September 7 - 9, 2016).
The value of immediate purchase orders accounted for
300,000 million US dollars and was estimated to reach
650,000 million US dollars within one year.
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The lecture on the market for pet products in Japan and
trade opportunities (by Mr. Takafumi Ito and Mr. Takafumi
Tai) and the exhibition to promote Pet Parade jewelry for
pet lovers were also held in the Bangkok Gems & Jewelry
Fair (September, 2016).

Other successful performances were that Devon & Drew
Co., Ltd., the manufacturer and designer of fashion clothing
for pets, placed its products in 23 Japan’s shops and
prepared to place its products in the Fukuoka Mitsukoshi
Department Store, and that the Sit Stand Stay Co., Ltd.,
the manufacturer of pet collars, was prepared to place its
products in the shopping malls in Hong Kong and Singapore.

Thai Lifestyle Product Development for Hotel and
Wedding Businesses in Japan Project

The DITP hired product and market development
specialists from Japan (Mr. Yuchi Maetani) to provide
advice and recommendations on product development
and showcase the products in the exhibition of the World
Service (August 24 - 25, 2016). There were 17 participating
companies. The value of immediate purchase orders
accounted for 222,713 million US dollars and was estimated
to reach 2,078,500 US dollars within one year.

Another success was that The Westin Rusutsu Resort, the
new and first resort under the management of Starwood
Hotels & Resort Group, chose to use “Panpuri” Thai
branded spa products as amenities provided for guests
staying in suite rooms.

“ThaiSense” Pop-up Store Project

The project was implemented to enable entrepreneurs
to build Thai fashion brands and implement marketing
activities in Japan. The procurers selected 13 Thai fashion
brands such as Greyhound, Asava, Issue, Munchu’s, Iconic,
Surreal Objects, FoxPixel, London Brown, Leisure Project
Store, TuTTi, Q Design and Play, TIMO, and Painkiller
to test the market by establishing “ThaiSense” pop-up
stores during June 16 - 30, 2016 at the department stores
and fashion shops in Tokyo and Osaka.

More importantly, the media wrote up to 53 PR articles for
this project through fashion magazines, websites, TV media,
Instragram, Facebook, and Twitter.

Thailand International Furniture Fair (TIFF)

The Thailand International Furniture Fair is annually held
in cooperation of the DITP, the Thai Furniture Industry
Club of the Federation of Thai Industries, and the Thai
Furniture Industries Association. In the fiscal year 2016,
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the 20" TIFF was held during March 9 - 13, 2016 with 180
participating entrepreneurs and 39,524 visitors. The value
of immediate purchase orders accounted for around 83
million baht and was estimated to reach 981 million baht
within one year, and the value of retail sales represented
36 million baht. The top five best-selling products
comprised 1) Living Room Furniture 2) Garden/Outdoor
Furniture 3) Dining Tables & Chairs 4) Upholstered
Furniture 5) Interior Furnishing & Accessories. Also held
in the TIFF were the exhibitions such as the exhibition
of Demark Thai products and DEmark concept stores, the
exhibition of Japanese-style furniture products for the
seniors, and the exhibition of products from young designers
etc.

Bangkok International Gift Fair and Bangkok International
Houseware (BIG+BIH)

The DITP holds the BIG+BIH twice a year.

The BIG+BIH October 2015 was held during October 19 - 23,
2015 with 491 participating entrepreneurs and 57,047 visitors.
The value of immediate purchase order accounted for around
127.08 million baht and was estimated to reach 1,116.06
million baht within one year, and the value of retail sales
represented 75.05 million baht.

The BIG+BIH April 2016 was held during April 19 - 23, 2016
with 418 participating entrepreneurs and 45,613 visitors.
The value of immediate purchase orders accounted for
around 443.62 million baht and was estimated to reach
283.73 million baht within one year, and the value of retail
sales represented 62.48 million baht.

The top five best-selling products were gifts and home
decorations, home appliances, eco-friendly products, artificial
flowers and plants, and tablewares. Also held in the BIG+BIH
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were the exhibitions such as the exhibition of Top of OTOP,
showcasing outstanding OTOP products, the exhibition of
lifestyle, health, and beauty products appropriate for the
active seniors in Japan, which were selected by a team of
Japanese specialists, and the exhibition of kid products, etc.

Kid Product Exhibition Project in the BIG+BIH 2016

The exhibition was held during April 19 - 23, 2016 with
36 companies showcasing their products. The value of
purchase orders was estimated to reach around 3,000,000
US dollars within one year.

Bangkok Gems & Jewelry Fair

The Bangkok Gems & Jewelry Fair was held during September
7 - 11, 2016 with 791 participating entrepreneurs, 2,107
booths and 16,562 visitors. The value of purchase turnover
totaled 16,695.81 million baht, with immediate purchase
orders of 2,424.85 million baht and it was estimated to
reach 14,270.96 million baht within one year. Purchase
orders mainly came from major country customers, namely
England (37%), Sri Lanka (18%), India (8%), USA (7%), Thailand
(5%), United Arab Emirates, Egypt, Lebanon, Jordan,
China, and Japan (2% per country). The interesting products
included diamonds, gems, silver jewelry, gold jewelry, and
pearls.

The main feature of this event was the showcase of
products in special zones such as gems and jewelry for
the seniors zone (Jewelry for 60+), Pet Parade zone,
spiritual power gems and jewelry zone, etc. The exhibition
was also held, in cooperation with The SUPPORT Arts and
Crafts International Centre of Thailand (Public Organization),
to celebrate the 7" Cycle Birthday Anniversary of Her Majesty
Queen Sirikit on August 12, 2016. Held in this event were
seminars and business matching activities for 275 couples
were arranged. The value of purchase orders was estimated
to reach 38.2 million baht within one year.

Men’s Jewelry Exhibition Project in the Bangkok Gems
& Jewelry Fair 2016

The DITP held the exhibition during September 7 - 11, 2016
by hiring Mr. Marcello Massarente (for the Italian market)
and Mr. Yuchi Maetani (for the Japanese market) to
provide advice and recommendations to 11 participating
companies, and showing the products in the New Showcase
(Gemstlemen) in the BGJF 2016.
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International Trade Information/Consultation Services
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DITP provides international trade information and consultation
services to the entrepreneurs, for example preparation for
doing business overseas, procedures for international business
transactions, import/export regulations, list of exporters
and foreign importers, information of DITP’s activities for
international trade development/promotion, and raw
material supply for exports though the following channels:

AEC Business Support Center

As a center for Thai entrepreneurs who wish to start a
business, invest, and procure raw materials in the AEC
market, AEC Business Support Center provides in-depth
information and advice services, including marketing, trade,
investment, laws, and important business networks, to
enhance efficient services delivered to Thailand’s private
sector and foreign business people interested in doing
business in Thailand and facilitate exporters/Thai business
people through their business trips in ASEAN countries,
coordination and appointment arrangement with other
organizations.
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In the fiscal year 2016, there were 6,611 service users at AEC
Business Support Centers available at Offices of International
Trade Promotion in the ASEAN region (9 offices, 8 countries)
and DITP central office.

DITP AEC Club also provides its members of over 1,800 SME
entrepreneurs with timely and up-to-date information on
the ASEAN markets on a Facebook fan page: www.facebook.
com/ditpaecclub which is currently getting over 6,000 likes.
Additionally, the AEC Business Support Center has
prepared in-depth information on trade and investment in
the ASEAN countries necessary for entrepreneurs’ decision
making via the website: http://www.ditp.go.th

One Stop Export Service Genter (OSEC)

One Stop Export Service Center (OSEC) is responsible for
facilitating exporters by issuing export certificates and
licenses as well as giving in-depth export advice/suggestion
by locating 17 related agencies in one place such as
Department of Foreign Trade, Department of Business
Development, Department of Livestock Development,
Department of Agriculture, Food and Drug Administration,
Thai International Freight Forwarders Association, etc.

OSEC’s services are included provision of advice on customs
formality for import-export, trade preferences, and solutions
to trade barriers as well as provision of online information
via E-knowledge, email, Facebook, and Frequently Asked
Questions (FAQ).

In 2016, there were 67,473 service users at OSEC, 2,490 advice
receivers, 12,024 advice receivers by phone, and 138,236
certificates/licenses issued.

DITP Call Center 1169

International trade advice service is also provided
through DITP Call Center 1169 and Service Counter which is
located at the Ministry of Commerce, Nonthaburi province
and at 22/27 Ratchadapisek Road, Chatuchak, Bangkok.
In 2016, there were 20,312 service users, 672 service
receivers through service counter, and 9,653 users via
Interactive Voice Response (IVR).

DITPZ_

call center
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Mobile Application: DITP Connect

DITP Connect is a mobile application which provides
users with international trade information on smartphones
and tablets. The information is included, for example,
in-depth international market report, global market trends,
noticeable products, international trade activities, and
international trade statistics. In the fiscal year 2016,
there were 2,284 downloads.

DITP TOUCH

DITP TOUCH is a new online tool of our service released
in September 2016, through live chat, operating
Monday to Friday from 8.00 hrs. to 20.00 hrs. DITP TOUCH is
available in both browser (www.ditp.go.th) and mobile
application. We expect to have 15,000 users/year.

Settlement of International Trade Disputes

DITP received such complaints as failure to deliver
products according to the agreement, default in payment
of products, deceptive purchases and sales, deception
in purchases and sales, company credit checks. In the
fiscal year 2016, there were 159 complaints, 109 of which
could be settled, accounting for 2.3 million US dollars (around
82 million baht).

Mobile Unit

Mobile Units are provided to reach the entrepreneurs in
urban areas in various international trade fairs, and seminars
organized by DITP and our partners. There were 4,230 service
users in 2016.
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DITP’s Corporate Social Responsibilities (CSR) Activities

nsudLasuNIsANTERINUsEmAla iR udAgdunisadufanssuausuiaveu
Aadinu (CSR) uanwmileannisaiiuaiumunisiandnlunsasasuuaz Waudnenim
Aumsisznitedssimavaslve Ingluteuuszana 2559 asue ldduduianssy
nsfiduulunistieviouasnouwnudiny lnedin1sdalasinis Juuila Wuauge
Lﬁ:aﬁam UIUS19MARGe “1adunssifesAduifanszunadnm wizususdtunn
Wedlulamaumuspaladunssyuanssswl 7 5o 12 Snau 2559”7 lnonsue
IddsuputunazAwasndnduliunianiinismeaneuazdaygn g Trusviands
fnaunauasesgulanuilan uenanifdimsueuinesnonfianesiiunlsaden
TaudeASduiius (aluasannagiie) Janinuunys 9w 15 1ATes

The Department of International Trade Promotion (DITP) has placed great
emphasis on Corporate Social Responsibilities (CSR) apart from its major duties
to promote and develop Thailand’s international trade potential. In the fiscal
year 2016, DITP conducted CSR activities as follows: Organized a project “Share
your Kindness and Fulfill Happiness for Children of Baan Rachawadee Ying in
Honor of Her Majesty Queen Sirikit’s 7" Cycle Birthday Anniversary on August
12, 2016” and provided money and necessities to mentally disabled children
(girls) of Baan Rachawadee Ying. The DITP also donated 15 computers to Wat Chaeng
Siri Samphan School (Samoson Sakon Uthit) Nonthaburi.

(109 UIOMALKILOAAIIALWS:0uL w220 ¢
ol sou ob AvKIAL b’

nsu IfiduuauRunazauvay
AdudulAIRIENWN1SNvauey
lazUryrya (Mryv) UIus1s1dARYY
mnirauinSadauInAUSInA

DITP provided money and
necessities to mentally
disabled children (girls)
of Baan Rachawadee Ying
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Project “Share your Kindness and Fulfill Happiness for Children of Baan Rachawadee Ying”
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Donation of 15 computers to Wat Chaeng Siri Samphan School (Samoson Sakon Uthit)
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FuniliunyuIsu
nilduliviyuieu
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niaulinyudowdu
A
saunilaulainguiey
aa
Funildu
Aunndgs/daunu

AunIndgus/daunu

selegandaliineazan

FUFUNTWIGNS/dunu

184,753,469.92
22,714,424.80

3,943,712.64

131,112,856.41
18,688,162.21

3,559,171.42

211,411,607.36

153,360,190.04

123,340,551.42

127,189,519.12

9,224,314.92 19,263,207.84
132,564,866.34 146,452,726.96
343,976,473.70 299,812,917.00

59,141,407.47

92,396,519.14

= 200.00
176,354,360.95 120,795,432.49
235,495,768.42 213,192,151.63
5,800,000.00 5,800,000.00
1,196,926.72 492,865.29
6,996,926.72 6,292,865.29

242,492,695.14

219,485,016.92

101,483,778.56 80,327,900.08
9,944,145.57 9,944,145.57
91,539,632.99 70,383,754.51
101,483,778.56 80,327,900.08
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A Financial Statement
— As of the 30 September 2016

---------------------------------------------------------------------------------------

(Unit : Baht)

2016 2015

ASSETS
Current assets
Cash and cash equivalents
Short-term account receivable
Inventory
Total current assets
Fixed assets
Property, plant, and equipment (net)
Intangible assets (net)
Total fixed assets
Total assets
LIABILITIES
Current liabilities
Accounts payable
Payable transfer and short-term subsidies
Short-term deposit
Total current liabilities
Non-current liabilities
Receipt of government advanced payment
Other non-current liabilities
Total non-current liabilities
Total liabilities
Net Assets/Equity
NET ASSETS/EQUITY
Fund
Income higher than accrued expense

Total Net Assets/Equity

184,753,469.92 131,112,856.41
22,714,424.80 18,688,162.21
3,943,712.64 3,559,171.42
211,411,607.36 153,360,190.04

123,340,551.42

127,189,519.12

9,224,314.92 19,263,207.84
132,564,866.34 146,452,726.96
343,976,473.70 299,812,917.00

59,141,407.47

92,396,519.14

- 200.00
176,354,360.95 120,795,432.49
235,495,768.42 213,192,151.63
5,800,000.00 5,800,000.00
1,196,926.72 492,865.29
6,996,926.72 6,292,865.29
242,492,695.14 219,485,016.92
101,483,778.56 80,327,900.08
9,944,145.57 9,944,145.57
91,539,632.99 70,383,754.51
101,483,778.56 80,327,900.08
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(W2 : un)
s1ela
s18ldannsuysEane 2,443,147,760.17 2,204,235,985.21
31aié’mmwaqﬂmgmmw%mﬂ 576,974.22 735,645.80
s1eleu 885,994.00 60,834.00
squs18la 2,444,610,728.39 2,205,032,465.01
Algane
Alddngymans 478,769,182.80 497,059,344.14
ATty 88,022,071.11 69,053,803.81
AMBULNU 26,733,375.99 25,345,466.58
Al 1,723,266,025.22 1,567,577,549.47
A Tain) 11,586,681.45 13,631,580.85
FanssegUlne 41,733,748.63 40,870,566.05
ALdeusIALaEAFRS NG 52,392,740.51 56,554,434.86
AlTAERUEANLULAEUTANA - 425,160.00
Anldanedu 1,155,482.24 1,140,063.08
SUAIIRY 2,423,659,307.95 2,271,657,968.84
seldga (o) nindldsegms 20,951,420.44 (66,625,503.83)

Income Statement

For the year ended 30 September 2016

(Unit : Baht)

2016 2015

INCOME
Income from annual and central budget
Income from subsidisation and donation
Other incomes

Total incomes

EXPENSES
Personnel expense
Pension
Remuneration
Administrative
Supplies
Utilities
Depreciation and amortisation
Subsidisation expense and donation
Other expenses

Total expenses

Income higher (lower) than net expense

2,443,147,760.17 2,204,235,985.21
576,974.22 735,645.80
885,994.00 60,834.00
2,444,610,728.39 2,205,032,465.01
478,769,182.80 497,059,344.14
88,022,071.11 69,053,803.81
26,733,375.99 25,345,466.58

1,723,266,025.22
11,586,681.45

1,567,577,549.47
13,631,580.85

41,733,748.63 40,870,566.05
52,392,740.51 56,554,434.86

= 425,160.00

1,155,482.24 1,140,063.08
2,423,659,307.95 2,271,657,968.84
20,951,420.44 (66,625,503.83)
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auU Small and Medium Entrepreneur (SME)

Branding and Organizational Development
Under Branding 4.0 era for Small and Medium Entrepreneur (SME)

FNFiovs

1. TanJ990u: gusInAAsulU ssiivfovilasuniy

wuﬂmmﬂamwiumiusﬁaLﬁ'mmaaqamammaa (Self Actualization) n1s.du
Nﬂiwﬂauﬂ’]i (Enterpreneur) R 11mﬂmmsaqamuu

amwmnmwsmﬂuﬂ drnveusiindeinidigan 4.0 WiefilSunin “R3va”
e ANy Tl T,msmmﬂiuiaaLﬂuwﬂﬂmﬂmiuﬂﬁﬂumﬂaau laidnazdunsiiulnves
aﬂmmmmaWﬂwmmaImﬂwmuaﬂamaaﬂﬂﬁmmﬁmamﬂammﬂ’mLﬁ’lmavli
Innniuansdouse (Connected) miwsuwuaaﬂaﬂssmmwaiuaﬂwmummmiama
m%aai%nwsmmumma«m avpaniu $1edu maulandguuuunisaniuiin
dﬂl a

fideulUlargeiu au‘wﬂwaﬂnsmﬂaﬁawnmnmmﬂu@uﬁlsm (Hub) #Efuslan
fiunalumsaruguuazeanuuuiinvasiiles

What we have to know.

1

. Today: As consumers change, businesses have to change.

Consumers have potential to achieve their self actualization. To be an
entrepreneur is one of their highest goals.

We all know that our society is moving towards 4.0 or “digital” era with
technology as a key driver. The expansion of digital mobile devices such as
mobile phones and wearable digital devices has been more than just a linkage.
The development of digital activities in form of some tools has eased out
lifestyles regarding all the changes. The digital devices have become a hub
where consumers have power to control and be able to design the life they
want.

Ino ureUo:=s1m dASNNA
Us:zsqulRntanusnns
nguusen nusua rasuaisdu 9111A

By Mr. Piyachart Isarabhakdee
Chief Executive Officer
BRAND:I Corporation Co., Ltd.

NISWRUUIVaINYNSSUAING
TuanuruzveuinSovije
NgoalkmMsAITuEIRVNIST
a=nonvu evu naulangsuiuu

v —

nmseItuZIRRIUAgUTUTRRBIVU

The development of digital
activities in form of some tools
has eased out lifestyles regarding

all the changes.
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. LlJEWNﬁENﬂR]‘\]EJiJﬂ’J’]NWiE]@J MlAnINITI9UILLIN (Lagn1as  « According to the aforementioned two factors, many of us

mﬂmmmuamwmuaa) naneiduusyyinsdyAndia
(Digital Native) mLUumummaanamuqumﬂssﬂums
Weulewnanaia (Always Connected) 0UNENBAFDII1?
Y9IRULBINILAIIFENT “Content” uazyinefign o1de
paAUsznoUvRsdInuAdTiathwmuesg i msgegalutin
(Self Actualization) Tugnuganugaunis

vildluthmnegaanluiinveauiazeu aseuilliviumsUszay
AudEalunuuiiuesdesnis wiueuInsvhgsiadu
wuﬂ,uLmaquamﬂmwma‘mmmimussaLﬁ’mmamﬂan
et (amquawamwuﬂmﬂﬂmwuu) WNaesAN®I9IN
ANADARI0) VlﬂiuiVlEJLLauGYNU'iquﬂf\]uWU’J’] Ture 5 Ui
mmumﬂsvﬂaumsmmawuamﬁmamﬂm fudumnegaia
awrsavilginendilusionn amﬂuwammmﬂwaauuayu
FOUMU

lainag Lﬂumwﬂamum (Funding) R]WﬂL@JJ‘I/IN‘U'iuﬂ@Uﬂ”Ii
mmquwwmmmamaamnﬁmmsmwaﬂ ‘i‘]ﬂwumaamq
IuﬂﬁLsiﬂmLmadNu%lﬂiﬂ%mﬂﬁﬁm*ﬂ‘iﬂ WUV U Venture Capital
'1/|ﬁ]ma&maamiamaiumiawuiumwmLﬂmemmmmmmw
PuUMIIAIALAZANIUY (Sale and Marketing) o8 Lﬂwuﬂumum
wawaﬂumimaim Lmesmﬁsumsm’mm Social Network
iﬂ‘ﬂ’sﬂiﬁﬁiﬂﬁ]aﬂu’liaL‘ZJWNVNLF‘I':TE]%J’]EJ%G]ULEN&J@EJLLa’JLLav
Lmasmwlmmai%ﬂmamummmaamn wwiﬁaawaiumsmm
ﬂauL{]mmammmwmmwnﬂu

have become digital natives (and more are becoming).
Digital natives are people who always connect themselves
to an online world, enjoy sharing their stories through
“Content” and harness the digital society for self

actualization as a human.

One of each person’s ultimate goals is definitely called a
success individually defined. Running a business is what
they perceive as one of the vital tools helping them reach
their achievement more easily. From the past 5 year
studies, the number of entrepreneurs have significantly
increased due to the fact that today, businesses can be
operated more simply by many supports.

In response to funding, in the old days, entrepreneurs had
to rely mainly on banks whereas there are many channels
for financial aid these days such as Venture Capital, an
investor looking for novel and highly potential companies.
Sale and Marketing which cost the most in doing a business
also benefit from social network. It helps businesses
to reach existing and unknown networks with much lower
cost. Therefore, the opportunity to access target groups
is there for everyone.

As can be seen, more consumers have turned themselves
into SME entrepreneurs, Startups, or Digital entrepreneurs

Adaptation leads to collaboration, or you are going to
face the competition.

fﬂ’)EJL‘M@]I’AIaﬂJﬂa’]’J WWIM&JNUﬁIﬂﬂQ’]U’JUl&JH@EJWL‘UaEJuWJLEN
NWLUuNUﬁwﬂE}Uﬂﬁ‘UU’mLaﬂLLau‘U‘u’lﬂﬂaN mm%aﬂmﬂma
984 Start Up waz Digital Entrepreneur Wudy » The essence of this circumstance is that what the existing
ARRIAN Vo . TN T businesses should respond when more consumers become
flaiusuadeauaaduy (Competition) d1usuaansauiianu }
. entrepreneurs. Should they compete with them? It does
(Collaboration) . .
not seem a good idea to do so because of two major
reasons. First, new entrepreneurs can satisfy more specific

needs in terms of customization and personalization

£
Y v

Us%ﬁuéwﬁmﬂuaﬂmmmizﬁﬁﬁa Freiusinanaeundy

Y
a

NUS ﬂEJ‘UﬂWSlIWﬂGUU mﬂﬁsmmmvmamaamlﬁ w9y

N‘Uiiﬂﬂ7 LMUQ”LUULLU’JW@V]l@JﬂEJEJ@Uﬂ WARNALIN ﬁ‘iﬂ‘iﬁ]‘\]ﬁmu
L?{EJLUiEJUNUiuﬂE]Uﬂ']{LVIQJE]EJ’]QiJ?ﬂIULi@Q%@Qﬂ’ﬁWE]UﬁUEN
F’T]’]MG]BQﬂWiVILQW'] 91299 (Customization) LLa‘“Eﬂﬁ‘u‘Uﬂﬂa

because most of them are small, agile, and adaptable
Second, consumers tend to support new entrepreneurs
who once used to be consumers more than to support

(Personalization) meymﬂsmaumﬂmmLﬂuamﬂﬂmmaﬂ existing brands or businesses.

laifisyuugugou Lﬂaaumma Usuml LLauWiﬂNa‘VlﬁEN ‘Uﬂﬁ’]ﬂm
liuiufe NUSIﬂﬂEJ?JlIG]@\Tﬂ’ﬁW"U auuauuwﬂivﬂaums
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mﬂwmimﬂﬁqamumizﬁﬁLﬁm%uLLaummméﬂﬁﬁamﬁ
“Tona” a]umu"Lm']ﬂalﬂmﬂmaaaﬂulﬁlﬂummaa‘mmmmm
maqmmauw&mmmu mmmuaqlﬂwmsaai'mnuu,au
mwaﬂiamaqmimu (Indusweness) LWi%WNBJ’]EJG]’NﬂJ
amaauﬁ]mmwmaﬂu ﬁiﬂwmaammmmwmmmuau
mmwsaﬂumsmmuaim mumﬂuawmﬂivﬂaumﬂw
29 (:umemmhLLavlamsmwﬁim)

1u‘UmuVIN‘U§uﬂE]UﬂﬁIMiJGZNJJ’H]’]ﬂEjQNUiIﬂﬂﬂiJLﬂi@‘U’]EJLLau
mmmﬂamawuﬂmamwmw mmmmﬂwwﬂmsﬂa
‘vmaamu FRINTITIAINNITHUUITU (Competition) mamﬁaw
AU (Collaboration)

mnudausuilievsiindulaiu fusenaunimslusduas
memmvmaqivumaumamum (Positioning) ‘Lwnmwu
L:Jammsmww,ﬂmu DT o NP W,

When considering what has happened and focusing on
“opportunity”, it can be seen that the significant
mechanism of this age is not merely a success of oneself
but as a whole (Inclusiveness). Everyone has different
shortcomings and strengths. Existing businesses are
sophisticated and capable of operation while
the new ones are mostly not (but they have strong
intention and business ideas.)

On the other hand, the new entrepreneurs who used to
be only consumers have networks and precise understanding
towards consumers affecting existing businesses to shift
their focus from competition to collaboration.

Collaboration will occur when both existing and new
entrepreneurs clearly positioned themselves. Once their
position is unwavering displayed, the collaboration will
be efficient and mutual achievements will be reached.

It is more than a product. It is a brand. (when relationship
wazthandsauad§asiuiu
) changes, sale changes)

1 a < = v
waslvinnndum sedliviuwu g (W guuuuvesnuduwus

I o 0 en Y I « Basically, positioning is often aimed attention at the
wWasy vinlwIsnisvedaalae)

question “What is the best product to sell?” This has

. miiuwfﬂBuimﬂwuﬁ’luuﬂmLuuvL‘imemﬂ,nW “UWEJEJJ{LWUT&JW been a classic question. In the past, selling products is the

ﬂ'mmmnmwamﬂmaaﬂmwmﬁawu Tuafntiu §3n9
sniululnenisviedusidundn LLavmwsummmmmwu
ﬂmﬂﬂwﬂuaum LLmiu{]ﬁ]auuﬂauluLﬂuLﬁjuuu NUiIﬂﬂL‘UaE‘J‘u

main idea in doing businesses and having a brand will help
adding values to the products. While presently, consumers
convert from the question

N0 77 “What are we going to buy?” to

them?”

“Why do we have to buy

(%

“axoRufnogls (What)” snginuiti “vludestoaudni
(Why)” As you can see, roles of a brand and product are more
differentiable. Products link to price (Market Values), sales,
and profit while brands link to “values”. No matter what
those values are, they are determined by brand actualization.
Similarly, consumers look for the values and consider
them prior to purchasing products or services. It is

imperative for the business sector to see itself as “a brand”

uum‘tfmwmmumwu,mumﬂuaumusmaaﬂmﬂﬂulma&m
Fauanndeay audndudsidouloadifusian (Market
Values) aiwaammaLLauuﬂUamlﬂmUﬁiﬂaIuﬂumymusum
Judsidenloadiu “AouA” 1m’mﬂu:umimnmu szjmmm
f9N8129% z:mm‘mumimEJLﬂmsza&ameuaaLLUium (Brand
Actuallzatlon) mummﬂuﬂumuﬂm ﬂmmma’mua“mumw
N‘UﬂﬂmJENWILLa”‘Wf\]’]im’lﬂEJUWW’JﬂL‘IJ'H] gooudnoduiiede
AuAarusng uumﬂmmﬂﬁiﬂwamaﬂmumLﬂu “UUTUR”
RIRRNGHIRY

completely.

What we have to do.

2. Strategy: Deliver values and sell brand experience by
having a product merely as a part of the process.

Better than meeting demands is creating demands.

« Because the competition is inevitably getting intense, both
existing entrepreneurs and consumers as new
entrepreneurs are looking for values which will help to
create “difference” and eventually lead to
competitiveness. However, brands will lose their capacity
to create difference if they concentrate at the market based
business model because everyone will head to the same
direction. For example, if it is obvious that rice demand in
a market is very high, every entrepreneur will want to
satisfy that market until eventually, rice will exceed the
market demand and there will be the products which look

Market

Value

alike everywhere.
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ﬁ\]ﬁﬁﬂ\]ﬁ'] In contrast, to be able to compete in the market,

9 naans U’12T\]F1[Um VigUs-aunisninibsionusus IneEud entrepreneurs have to pay more attention to themselves

IUUIWEJ\]ETOUHU\]IH']UU
ANJINISIANHIAUADINIS D ﬁé’]\]UUﬁUU']

T,uaﬂﬁmﬂlfdﬁumﬁuaﬂwwﬁﬂL?iaqlﬁléf HUsENaun15aIN
mﬁiﬂmmm mﬂNUﬂﬂrﬂ,umu“Nﬁi“ﬂaumﬂmmmmm
ﬂmmm“mﬂaiﬁa “AMUUANATS” auaumuwamwmmia
Tunsuseduld eghslsiany mﬁmmuaim}mmawuwu
lunuuisrdemiudasnisvesmaindundn (Market based)
nauriusuAgdsauauise lunsasennuunneing
WSy wnmaﬂﬂawmmmwm amuﬂmwmaq U NINAAA
uanseanod1ednlaudn desnstednn gUsneunyne
Aavriulundndn @ mmwaﬂ Aafnanoonulaidunatnuas
niawslounulunum

Tumanduiu ielvwususanansousiilunanald fuszneuns
szdoanduunliaudrAgyiudioanasfnuvoanusud
1NBITY Laaﬂiuaqmﬂmﬂ’mmaaaamaumsumLaﬂ (Brand
based) a’1iJwamﬂ’mmstmuuLwaawmiim ﬁ]ummﬂu
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and brands. A brand’s ultimate goal should be focused
and passed on to create awareness to consumers until
it becomes experience that consumers have towards the
brand. Given that rice demand in the market is high, the
brand which masters selling spaghetti can share its stories
with consumers until they associate something with the
brand. This will eventually lead to the demand for spaghetti
from only the same brand with the mutual connection.
After all, the brand create and satisfy the need itself

Therefore, the brand can stay competitive or even above
the competition.

Brand Experience = Value Perceptions (through Corporate
Brands) + Functional Perceptions (through Product
Brands)

« The accomplish the above objective, it is critical for the
brand to understand the strategy in 4.0 era. Now a business
no longer sells products but experience with a product
as a part of that experience. When considering conditions
of online and offline worlds which are completely
interconnected, the challenge to build customer
experiences has shifted from how to reach
consumers to how to link them with the brand.

Brands mainly deliver experience to consumers through
their corporate brands. A brands as a human being will be
able to access needs and problems when it becomes
a part of consumer life. After consumers trust the brand,
they will eventually become its customers.



s19vUUs=91U 2559 ‘ NSUaIasuN1IsAS1IUS:INA
I

Uszaunsalaauusun (Brand Experience) = Value Perceptions
(through Corporate Brand) + Functional Perceptions
(through Product Brand)
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In conclusion, brands have to associate their values with
consumers first. Then, the brands will offer products or
services which can satisfy consumers needs as well as

solve their problems through product brands.

Brand values together with responsive product brands will
create unique experience to consumers.

Communicate brand values through Purpose Process
Project + Product

 There are 3 approaches to create brand values in line with

fundamental mechanism of the business.

Firstapproach: Focus on communicating brand’s purposes
to all stakeholders so that they have an idea what the
brand is as well as its concept and belief. This will lead
to participation and co-creation.

Second approach: Focus on the whole business processes
of the brand including supply chain management.
Connecting brand equity as a part of business-operating
mechanism in strategic level enables the brand to achieve
business’s goal (to generate profit) and human being’s
goal (to create social and public values).

Third approach: Focus on operation which is indeed
corresponding to brand values. It might not directly involve
business, yet, it relates the brand belief based on outcomes
not just an image.

The three approaches above along with products will
convert those values to revenues and develop the
relationship between brands and consumers. This will drive
to present and future business accomplishment and further
leading to a brand with sustainability.
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Knowing oneself is important
for sustainability.
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3. A sustainable brand knows its “moderation”.
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« Today, sustainability is mentioned by a large number of
people. It is crucial for a brand to understand the whole
picture having itself as one part instead of aiming at the
brand success only. Knowing yourself is very essential
for sustainability. Building a brand in 4.0 age has shown
that there are plenty of values that can be delivered to
consumers besides products with price tags. There is a
saying | subjectively favour, “The more you seek profit,
the further the profit is away, the more you seek merit,
the closer the profit is.” Therefore, if you identify success
only in a profit area, your business will succeed temporarily
and your brand won’t get any stronger. It is indispensable
to find balance among profit, people, and planet for the
brand so that it becomes credible and lovable.
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Doing business in moderation is doing business with
self-conquest

» Today’s challenge in doing a business is becoming
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broader. It does not matter what size of the business is
because consumers expect every business to have some
impacts on people, planet, and be able to make profit.
As a result, brands cannot see people and planet as the way
to create good image or add more values for themselves.
The brand has to be identified its roles towards these
matters as an objective.

Given that we have a million baht and we are going to
invest it all on profit-based business. It does not seem
like “moderation”. However, if we allocate the money into
3 shares, one is for profit, another one is for better living
of stakeholders, and the last one is for better
environment. If these all three correspond to brand
actualization, the brand will be able to genuinely and
sustainably reach its goal. This can be simply learnt through
Sufficiency Economy Philosophy.

Be the brand with values not only with prices.
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Quite a lot of Thai people may now become familiar with the word
“Thailand 4.0” and know its meaning.

To pull Thailand out of the middle income trap, we need to conduct
research and development of our own technologies and products to
meet global standards. Business owners must first agree to adapt themselves
to new attitudes including creativity, problem solving, and adoption of
technologies for our businesses. In my opinion, | believe that building an
innovation-driven economy calls for cooperation from all sectors, including
entrepreneurs, manufacturing processes, products and services, and all stages
of the product life cycle. Good new product development ideas sometimes
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By Mr. Warin Thanathawee

Design Director
Cordesign Studio Co., Ltd.
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Starting a business in the
smart industry age requires a
comprehensive knowledge
platform which is designed to
best respond to the user needs.
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SMART INDUSTRY

come from the consumers; however, they are only
communicated to the sales representatives at the point
of sale. Therefore, the entrepreneurs should adopt
methods or technologies to collect customer feedback
which will increasingly benefit new product development

and establishment of good relations with the consumers.

Starting a business in the smart industry age requires a
comprehensive knowledge platform which is designed to
best respond to the user needs. Individual behaviors are
taken into account in more detail. Products and services
are closely tied. Technology capacity is enhanced for fast
data processing. Being the owner of the product may
not be the desired result; instead the quick access to
the desired result is probably what the users in this era

hope for.

It may seem difficult and complicated. Perhaps
cooperation from the members in the organization may
not be enough to achieve the goal. Cooperation among
organizations with expertise in specific areas is therefore
crucial to the success of the linkage between software and
hardware designs, and manufacturing and service sectors.
The government should also support joint ventures in
industries and technology transfer among the group
members to enable the private sector to develop Thai
brands into international brands. In the very near future, | am
expecting that there will be more Thai brands with design
and usage quality which are comparable to the long-
established foreign brands.

If everyone in the country cooperates to develop
businesses which respond to the consumer needs in the
new era and create innovative products or services which
are internationally recognized, the chance of Thai brands
to be established in the global markets will no longer be
impossible as the case happened to Japan, South Korea,
and China. Also, the saying “Thailand is becoming a
developed country” will not be just a dream.



l s19vuUs=91U 2559 | nsuaddlasSuN1SAS:HIUS:INA
I

Wus:znaunisdavaangn 4.0
Exporter 4.0

@

EASTERN POLYPACHK CO.,LTD.

‘-/

guaNNTIU 4.0 138 Industry 4.0 gnszylunsugnsmansy@ 20 U n.A. 2560 - 2579 Lag
UiﬁﬂgaaiuumuwmmLﬂswﬁﬂmmwamuLmqﬁmmuw 12 Faduwnuiamn 5 Jusn
YDINSTULAROUENTFANEN TY1A a’1nammum{hwumsﬂgmamamnismawivmﬂ"lma
lﬂmmﬂaauuﬂmmm 4 g o

1. gAusN msu,;]mamamnssuﬂﬂﬁ 1Y w.a. 2327 - 2412 szpz13a1 85 U Llugansly

waamulam (Steam- Hydro Power) LLV]Uﬂ'ﬁI‘ULLiN'mﬂu ERG(R) ‘Vﬁ’e)Wﬁﬂx‘l’TUﬁiiiJ‘U'Wl
‘L‘ﬁumﬂammmﬁm WNYATATIN NITVUES VN‘G‘UL! IN LLﬁ‘“V]'N‘I.J'I

Industry 4.0 is mentioned in the 20-year National Strategy (2017 - 2036) and
appears in the 5-year 12" National Economic and Social Development Plan.
From the past up to the present, Thailand has gone through 4 eras of industrial
revolution as follows:

1. The first Industrial Revolution (1784 - 1869), which lasted 85 years, was
the era of steam-hydro power replacing human or animal or natural power in
industrial, agricultural, and transport (road, rail, and water) sectors.
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By Mr. Teerawat Vitoorapakorn

Managing Director,
Eastern Polypack Co., Ltd.

WWww.eppcup.com
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In the future the market trend
will focus on Eco-Products

by 2050. We have studied new
innovations to create competitive
advantages in the global markets
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2. The second Industrial Revolution (1870 - 1969), which
lasted 99 years, was the era of electric power replacing
steam-hydro power and mass production resulting in
cheaper prices of products which were easily accessible
to the consumers.

3. The third Industrial Revolution (1970 - 2016), lasted
46 years, was the era of computer and information
technology with the application of automated machines
and robots replacing human power.

4. The fourth Industrial Revolution (2013 - 2033), lasted
20 years, was the era of smart industrial and digital society.
Digital technology and the Internet were used in the
production process which could produce a large number
of diverse forms of products based on specific needs of
consumers in a short period of time. Much attention was
paid to the environment to move towards a value-based
economy or innovation-driven economy.

As for the Eastern Polypack Co., Ltd. that produces plastic
packaging products for exports such as Polypropylene (PP),
Polystyrene (PS), and Poly Ethylene Terephthalate (PET)
we have prepared for the changes arising from the move
towards Industry 4.0 by implementing the following actions:

1. Human resource development at all levels, from
employees to executives; skill enhancement; and
development of smart employees to work in cyber
production

2. Application of automation technology which involves
an autonomous production combined with computer
systems, ranging from order receipt, procurement,
production process, storage, product delivery. This helps
reduce labor costs and losses caused by human errors.

Management systems such as ISO 9001, ISO 14001,

OHSAS 18001, TIS 18001, GMP, and HACCP are also
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implemented. Since Thailand have not yet been a
producer or creator of advanced technologies compared
to the western countries, therefore, what can be done
is to know how to select and import technologies that
are appropriate for businesses or industrial characteristics.

3. Application of intelligent robotics to work in conjunction
with human workers with information technology system
as a medium to increase productivity and quickly
respond to more diverse needs of the consumers. Robots
serve as trimmers for delicate products that require high
accuracy. The application of robotics will be expanded
into many production processes.

4. Future trend in biotechnological application to reduce
global warming according to Thailand’s intention to
reduce greenhouse gas (GHG) emissions by 7 - 20% below
business-as-usual (BAU) by 2020 and 20-25% by 2030.
In this area, we will use biodegradable materials to reduce
the degradation time and mitigate environmental impacts.

5. Being eco-friendly is 1 of the 4 frameworks for stable
and sustainable economic growth according to the 20-year
National Strategy. It is a quality-based and green growth
as in line with the 12" National Economic and Social
Development Plan Re: Promotion of eco-friendly
Production and Consumption. We have implemented
ISO 14001, environmental governance, Green Industry
level 4, Life Cycle Assessment (LCA), carbon footprint
assessment of products, and global warming reduction
label or carbon reduction label.

The above-mentioned actions are regarded as strategies
to expand the export base to each region and each
country that has different laws, rules, and regulations
and conform to the innovation manufacturing. Nowadays,
food technology has been developed and has become
1 of the 5 major technologies and target industries in
Thailand 4.0 model. Therefore, packaging goes together
with food production and in the future the market trend
will focus on Eco-Products by 2050. We have studied new
innovations to create competitive advantages in the global
markets and used distribution channels and communication
systems and networks to make Thai products recognized
worldwide while not overlooking eco-friendly behaviors
and human rights.
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Retail Business 4.0: New Age Retail Business in CLMV Markets
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The official launch of the ASEAN Economic Community (AEC) on December 2015
has made trade and investment easier between the 10 member countries. The
CLMV countries - Cambodia, Lao PDR, Myanmar, and Vietnam - are lucrative
markets attracting a number of foreign and Thai investors looking to make
investments in retail business segment. These potential markets enjoy the
advantage of the population structure, comprising mostly working age middle
class population, leading to higher purchasing power and increasing needs for
higher-quality products. New age retail businesses, which provide faster and more
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Chief Executive Officer and President
Berli Jucker PLC.

and Big C Supercenter PLC.
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BJC has focused on production
and selection of quality and
innovative products to meet
market needs in each country,

as well as increasing its
distribution channels to easily and
quickly access the consumers.
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convenient delivery of products, and a broader access for
buyers, are businesses with potential for future expansion
into CLMV countries.

For over 134 years BJC has operated its business with integrity
and transparency, following good governance principles, and
its vision to be a leading provider of excellent products and
services to accommodate the needs of the consumers, not
only in Thailand, but also around the world.

BJC is committed to continuously expand its wholesale
and retail businesses. Besides the acquisition of Thai hyper-
market operator Big C Supercenter PLC, BJC has also foreseen
such business potential in the CLMV countries. Vietnam,
in particular, experiences the highest retail business growth
due to its government’s attractive policy on foreign investment
in retail business since 2009. This has led foreign companies
from countries such as Korea, Japan, Thailand, etc. to invest
into businesses in shopping mall, supermarket, and convenience
store sectors. BJC entered into retail business in Vietnam
over 20 years ago. Currently, BJC has wholesale operations
in Vietnam, including 19 MM Mega Market (formerly as
METRO Cash & Carry) branches nationwide and 169 B’smart
convenience store franchises in Ho Chi Minh City. However,
the local retailers still remain strong and hold a majority of
retail market share in Vietnam, which has made the retail
business even more competitive.

While Lao PDR is a relatively small but growing market,
especially for supermarkets and convenience stores, and
has a small population compared to other CLMV countries,
the government of Lao PDR has welcomed more foreign
investors to invest in retail business. However some legal
constraints have made the retail business less competitive.
BJC currently has M-Point Mart convenience store franchises,
which are recognized as the most modern ones in Lao PDR.
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Myanmar has also lately opened its doors to foreign
investments, with the exception of wholesale and retail
businesses in certain products categories to protect local
entrepreneurs. In addition, higher land prices in big cities,
especially Yangon, for the past 2-3 years, compared to lower
purchasing power of the population, may obstruct retail
business expansion in Myanmar.

Cambodia is one of the CLMV countries in which both foreign
and Thai investors are interested in making retail business
investments. Most of the investments are joint ventures
with local investors. BJC has lately fostered good relations
with many local investors to create strategic partnerships
in Cambodia, and explored opportunities for future retail
business expansion in Cambodia.

With its long experience in wholesale and retail businesses,
BJC has now a broader network of businesses covering
upstream-to-downstream processes, including manufacturing
plants, distributors, distribution companies, wholesalers,
and retailers. As customers buying behavior changes and
purchasing power rises, the demand for better-quality and
more diversified products will also increase. BJC has focused
on production and selection of quality and innovative
products to meet market needs in each country, as well as
increasing its distribution channels to easily and quickly get
access to the consumers.

Due to the current government’s civil state policy, BJC had
an opportunity to participate in “Coaching Ministry (Friends
Helping Friends) Project” of the Ministry of Commerce.
BJC acted as an intermediary to lead potential Thai SME
entrepreneurs to conduct negotiations and present products
to the two BJC Group companies, MM Mega Market, a leading
wholesaler in Vietnam, and M-Point Mart, a convenience store
in Lao PDR, to expand SME products into those countries.
In turn, BJC imported Vietnamese products, especially
vegetables and fruits, and planned to import products
from Lao PDR and Myanmar for sale in Big C Supercenter in
Thailand, to further enhance regional connectivity and trade
flows among the CLMV countries in a sustainable way.
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The world is now moving towards Industry 4.0 - or “smart” manufacturing -

which digital technologies are key driving forces influencing the economy and
society and play a role in almost all aspects of human lives, including business
operation, manufacturing, industry or even their livelihoods. The Industry 4.0
policy was firstly implemented in Germany by introducing robots, machines,
digital technologies, and Internet to the overall manufacturing process.
The United States also adopted such a policy, which created what has been
called a smart factory, to increase its productivity and competitiveness.
In addition, many countries placed great emphasis on Industry 4.0 and strived
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Shippers’ Council
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Logistics 4.0 — is where data is
highly important. The data determine
and control the whole logistics
system on the same platform to
ensure real-time collaboration and

data exchange and sharing.
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to adapt themselves to an era of Digital Disruption where
technologies were key driving forces.

Given the world’s move towards the era of Digital
Disruption, Thailand therefore needs to adapt itself to
the rapidly changing world driven by digital technologies.
In fact, Thailand has established a policy to develop its
economy and enhance operational efficiency of all
sectors, called “Thailand 4.0” which is an economic
development policy to change the production structure
and focus on the adoption of technologies and innovations
to create added value to products and services. The policy
brings about changes in three dimensions, namely (1) to
change production of “commodities” into “innovative
products” (2) to transform industry-driven activities
into those driven by technology, creativity, and innovation
(3) to shift the focus from making products to providing
services. The policy is also aimed at ensuring that actions
taken by all sectors are in alignment with the civil state
policy based on the collaboration among public, private,
and people sectors so as to increase people’s revenues
and further pull Thailand out of the middle income trap.
To achieve the goal of Industry 4.0, both public and
private agencies strive to push forward the implementation
of the policy 4.0 in different contexts to promote and
enhance Thailand’s development.

Logistics 4.0 then significantly plays a supporting role in the
implementation of the policy 4.0 of all sectors, especially
Industry 4.0 which means an efficient combination of
manufacturing technology and logistics technology.
The success of Logistics 4.0 depends on data exchange and
sharing to ensure efficient management and create mutual
interests. In view of the first era of logistics development
up to the fourth era, it appeared that the first era of
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logistics development mainly focused on transportation.
In the early stages, many people often perceived logistics
as transportation, in fact, it involved more than just
that. Later, the second era involved mass production
to achieve economies of scale. Logistics in the second
era - called, Physical Distribution - then embraced
warehouse management and inventory management.
The third era - called Supply Chain Management - included
the use of automation due to an increasing number of
differentiated products and stock takeing units which
made warehouse management even more complex.
The current era - Logistics 4.0 — is where data is highly
important. The data determines and controls the whole
logistics system on the same platform to ensure real-time
collaboration and data exchange and sharing. It can be
said that Logistics 4.0 is the era of Global Value Chain
Management.

However, the concept of Logistics 4.0 in the future will
involve the increasing role of machinery. Also, the
information sharing will not be limited to people-to-people
only but shared to machines and equipment to ensure
operational efficiency. Data will become much more
important and be used in different processes, including
decision making and analyses. Even the concept of
adoption of robots to replace humans will be implemented.
Therefore, digital technologies have played a significant role
in driving the future of the world. However, three factors
affecting global changes are as follows:

1. Internet of Things (I0T) is a scenario in which anything
in the world can be connected and communicated to. In the
past, communication took the form of Internet of people,
i.e. people-people, machine/equipment-people. However,
future communication will take all forms. Machines will
function autonomously and can communicate with each
other through technologies. This will contribute to
a major change in logistics - Connectivity - which is
a circular data network system that links data from all
directions which will make IOT logistics more convenient.
Logistic will automatically connect with each other and
systematically co-work such as the use of IOT in warehouse
management and the connection of transport vehicles
to the Enterprise Resource Planning (ERP) system.

2. Big Data refers to a large volume of data that is applied in
operations relating to manufacturing, logistics, and sales.
In the future, larger amounts of information will be stored
and applied in many aspects and activities. Once IOT is
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applied, all information will be stored in Big data formats.
Big Data will facilitate logistics activities such as
demand planning and forecasting which will be
accurate and correct and linked to machines to
manufacture products according to the quantity and
quality that meet the customers’ needs as well as
transportation to deliver products to the customers
at the right time, thereby establishing real-time
warehouse management system. The information
derived from Big Data will allow for individual prediction,
thus creating value to the logistics system.

3. Artificial Intelligence (Al) refers to the intelligent agents
that can perceive, analyze, and determine forms of work
on their own as well as work in conjunction with humans
and robots. Al has been developed to achieve a high
degree of flexibility and real-time adaptation to changing
conditions. Examples of Al, that will be developed and
adopted in the logistics system in the near future,
include self-driving cars or driver-less cars which will
be realized by many supporting components, including
IOT, Big Data, and Smart City, etc.

Those three factors will play a role in changing the
world’s economic model to enter into the smart era.
In the context of logistics, those factors are necessary
for the move towards Logistics 4.0 since they respond to
the customer needs in terms of speed and flexibility with
focus on value creation from the customer’s point of
view. Therefore, it is obvious that the smarter the world
is; the less a role humans play. The interesting point
of Logistics 4.0 is whether Thailand’s business sector is
ready to adapt itself to such change. The most important
thing is that entrepreneurs must develop themselves
to be smart as well as adjust their attitudes towards
digitalization. Moreover, transparency will play a significant
role in future trade. Entrepreneurs must then be prepared
for real-time data exchange and sharing within the
supply chain and information disclosure for their strategic
partnerships and trading partners. Essentially, the
operations conducted by entrepreneurs must meet the
global standards based on the same platform. The public
sector also needs to support the establishment of the
appropriate environment and facilities to further drive the
private sector and the country towards the era 4.0 which is
called Smart World in a sustainable way.
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Role of Honorary Trade Advisors to Ministry of Commerce
of Thailand (HTAS)

f;]gﬂl,w;]'lﬂ 2544 aufiatlagiu nsuduasunismseninlssmalanidunisdnassuasiaus
wissgnzasiiofswiumiivnuRnfudnAveansensamndudiumsissming
Useine (Honorary Trade Advisors to Ministry of Commerce of Thailand : HTA) e
mih7dusunufauauntemaussleriniimsaivesing nieuadernudonles
WiAan1swsngsivseninduszneunisineuwassinaUsene aaenauluduszaiuau
waziedurgauazaInlunsAiufanssumamsin sadsliiesedionianisn
N mves HTA udagvidlunisaiislentanienisantuge iuaguseneunsive
Tun1svgngnanduiuwazusnisgaanalan

Since 2001, the Department of International Trade Promotion (DITP) has
selected and nominated qualified persons to be appointed as Honorary
Trade Advisors to Ministry of Commerce of Thailand (HTA) who shall serve as
representatives of Thailand in the protection of trade benefits and building
of the connection that could lead to international business negotiations. The
HTA shall also coordinate and facilitate trading activities, as well as assist Thai
entrepreneurs to explore new opportunities and increase their presence in the
global marketplace.

HTA 10uIASoV1gN1INSAY
Tunsvenenan
aufna:usnisgnaialan

HTA is trading networks and
managed to increase their

presence in the global marketplace.
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Honorary Trade Advisory to the Ministry of Commerce: HTAs

alusSnIKtanazloIBgIte: North America and Oceania

Mr. Ralph P. McMurray

Address:

10343 Oakmont Street Shawnee Mission,
Kansas 66215

Tel: 913-269-9959

10635 E. Becker Lane Scottdale, Arizona 85259
Tel: 480-409-1313

E-mail: ralph@phillipworth.com

Mr. Pramook Jirdpongsatorn

Address:

3583 Investment Blvd., Hayward, CA94545, USA
Tel: 510-931-5030

E-mail: Pramook@pjusgroup.com

Mrs. Pat S. Charnveja

Address:

9602 Farrell Drive, Houston, Texas 77070, USA
Tel: 832-607-2857

E-mail: prapatip2493@yahoo.com

Mr. John F. Sammons, Jr.

Address:

Mid State Services Inc. 580 North Beach St.,
Forth Worth, Texas 76111, USA

Tel: 817-838-8600

E-mail: midstatesservices.com

Mr. Mark Towery

Address:

7840 Roswell Rd. Building 300, Suite 350
Atlanta, Georgia 30350, USA

Tel: 770-650-8495

Mobile: 404-372-3686

Fax: 678-441-9417

E-mail: mark@geostrategypartners.com

Mr. Mark Phillips

Address:

916 Finch Avenue, Hight Point, NC 27263
E-mail: mark@phillipscollection.com

Mr. Somchai Ansuj

Address:

Rua dos Andradas 917, Apt.1001, Centro, Porto
Alegre, 90020-005, BRAZIL

E-mail: ansuj.s@gmail.com
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alsnkdionazloIgoitie: North America and Oceania

Mr. Kenneth K. E. Ziegler

Address:

600-105 21° St. East Saskatoon, Saskatchewan
STK OB3, CANADA

E-mail: kzee@gpconline.ca

Mr. David Wong

Address:

DK Wong & Associates Inc. Suite 408-55 Water
St. Vancouver, B.C. V6B 1A1

E-mail: d.wong@dkwongassociates.com

Mr. Barry Hellberg

Address:

58 Bridge Street, Mirimar, Wellington,
NEW ZEALAND

E-mail: bhellbergassociates@xtra.co.nz

Mr. Eberhard J. Trempel

Address:

Burggrafenstr. 3, 10787, Berlin, GERMANY
E-mail: berlin@germanglobaltrade.de

Mr. Victor Papazov

Address:

1 Macedonia Square, 1000 Sofia, BULGARIA
E-mail: vpapazov@creativebg.com

Mr. Andrei Chistov

Address:

10 Gorodetsky str., Kiev, UKRAINE
E-mail: apveonline@ukr.net

Mr. Keerachai Kittiyadisai (KIM)

Address:

Nejin 6, Kaya Sir, 8/2, #40, Moscow 119517,

RUSSIA

E-mail: kim@fennel.ru
kimkitiyadisai@yahoo.com



ANNUAL REPORT 2016 ‘ DEPARTMENT OF INTERNATIONAL TRADE PROMOTION

M:=Judonnany: Middle East

Mr. Albert G.Aoun

Address:

P.O.Box 55576-Beirut, LEBANON
E-mail: aaoun@ifpexpo.com

Mr. Naji R. Kalpakji

Address:

Parliament St., Thai Consulate Bldg., P.O. Box

7836-Damascus, SYRIA

E-mail: nkalpakji@yahoo.com
thailux@net.sy

Mr. Cemil Cakar

Address:

Kopru Sokak Tunc Sitesi 6, Blok D8, Tarabya,
Istanbul, TURKEY

E-mail: cemil@karex.com.tr

lowsn: Africa

—\
Mrs. Tanya Seksum

Address:

5, Duke of Edinburgh Ave,
Port Louis, MAURITIUS
E-mail: pmsl@intnet.mu

Mr. Tiago Joao Pires Antunes
Address:

Rua Albano Machado n 6,

2 Andar, Porta n 5, ANGOLA
E-mail: tiago_antunes@ymail.com

Mr. Jean-Louis Rabeharisoa

Address:

P.O Box 12044 Ankorondrano 101, Antananarivo,
MADAGASCAR

E-mail: rebeharisoa_il@wanadoo.mg

Mr. Alieu Badara Mohamed Coteh
Address:

6 Avenue Kasongo,

Quartier Socimat Gobe, Kinshasa,
Republique Democratique du Congo (R.D.C.)
E-mail: -
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JszInFu: China

Mr. Lin Sun Mo, Willy

Address:

11/F Milo’s Industrial Bldg,

2-10 Tai Yuen Street, Kwai Chung, NT,
HONG KONG

E-mail: willy lin@milos.com.hk

Mr. Lino Weng Cheong Ho

Address:

Avenida de praia Grand

No. 815, 1-andar, Edf. Centro Com. Talento,
Macau, CHINA

E-mail: lino@ho-chun-kei.com.mo

Mr. Xie Ming Qiang

Address:

No. 8 Tongguling Road, Qingxiu District, Nanning,
Guangxi, CHINA

E-mail: thainanning@126.com

Dr. Chainarong Ittipanuvat

Address:

88-58-29 Chengbai Rd., Chengdu, Sichuan,

610211, P.S. CHINA

E-mail: cnrthailand@163.com
cnrthailand@hotmail.com

Mr. Thong Sae-Tern

Address:

No.469 Meihe San Rd.,

Light Industrial Food Park, TongAn District,
Xiamen, Fujian, CHINA

E-mail: chokchai@day-bright.com

b8
v 4
a
H

19I8gM=Iu00N; East Asia

Mr. Norihito Tanaka

Address:

35-20 Matsugaoka, Kanagawa-ku Yokohama
221-0843, JAPAN

E-mail: notanaka@aol.com

Mr. Stanley PARK

Address:

104-406, SK M city 195, Bangmaro,
Ilsan Dong Gu, Goyang City,

Gyeonggi Province, Republic of Korea
ZIP Code : 410-839

E-mail: stanpark@coman.or.kr

Mrs. Pimjai Matsumoto

Address:

4-9-6 Kinshi Sumida-ku, Tokyo 130-0013 JAPAN
Tel: 813-5608-3694

E-mail: pimjai@pk-siam.com
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1018916A: South Asia

Mr. Arif Suleman

Address:

304 Progressive Centre

Shahrah-e-faisal Karachi 75400, PAKISTAN

E-mail: arif.suleman@hotmail.com
arif.suleman@thaicarkopk.com

Mr. Jose T. Ng

Address:

C-30, H. Cortes Street, Cabancalan,
Mandaue City, THE PHILIPPINES
E-mail: josetng@gmail.com

Mr. Adisai Prasertsri

Address:

60/26 Yen The Street, Ward 2,

Tan Binh Dist., HCMC, VIETNAM

E-mail: adisaipra@yahoo.com
management@cacvietnam.com

Mr. Nattawin Phongsphetrarat

Address:

22(A), Kaba Aye Pagoda Rd., Bahan Township,
Yangon, MYANMAR

E-mail: awasuwat@gmail.com

Mr. Oknha Thai Tino

Address:

No. 5, Street International School, Toekthla,
Phnom Penh, CAMBODIA

E-mail: infokth@kth.com.kh
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563 9.UUVYT 7.UNNTEED 9.409 3.uWNY3T 11000
Inséwii: 0 2507 7999

Insans: 0 2547 5657

fwa:  ftiditpe@ditp.go.th

NONTHABURI OFFICE

563 Nonthaburi Rd., Bang Kra Sor,
Amphur Muang, Nonthaburi 11000
Tel: +66 (0) 2507 7999

Fax: +66 (0) 2547 5657
E-mail:  tiditp@ditp.go.th

NSUAIASUNMSANS=HIWUSEINA
(SsAniun)

22/77 2.5%A AN WARINT ATUNN 10900
Insdwit: 0 2513 1909

Insans: 02511 5200

dwa:  ftiditpe@ditp.go.th

RATCHADAPHISEK OFFICE
22/77 Ratchadaphisek Rd.,
Chatuchak, Bangkok 10900

Tel: +66 (0) 2513 1909
Fax: +66 (0) 2511 5200
E-mail:  tiditp@ditp.go.th
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Office of International Trade Promotion (Overseas Office)
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Address of Overseas Offices

HIANCOUVER
I ‘ TORONTO
CHICAGO
FNEW YORK
¢
LOS ANGELES
‘ MIAMI
MEXICO CITY

SAO PAULO

~

SANTIAGO BUENOS AIRES



ANNUAL REPORT 2016 | DEPARTMENT OF INTERNATIONAL TRADE PROMOTION .

]. MOSCOW

OPENHAGEN
LONDONrc

| VIENNAI PRAGUE
PARIS X BUDAPEST
MILAN
ROME MisTANBUL
MADRID
‘ TEHRAN CHENGDU F ! si)UL OKYO
| o S sAKA
F TEL AVIV KUNMING SHANGHAI HIROSHIMA
XIAMEN
CAIRO r NEW DELHI GUANGz%U
‘. DUBAI - [ NANNING mx mTAIPEI
JEDDAH [ DHAKA HANO!I "HONG KONG
MUMBAI F YANGON VIETIANE FEMANILA
CHENNAI PHNOM PENH
B NAIROBI HO CHI MINH CITY
KUALA LUMPURm
FABU i SINGAPORE
JARKATA

4
PRETORIA

F

SYDNEY



m s19vUUs=91U 2559 ‘ NSUaIasuN1IsAS1IUS:INA
I

drinuudaiasunismiusitvds:zina (Address of Overseas Offices)

AFRICA ASEAN

EGYPT

Cairo

Thailand Trade Office, Cairo

59 Mosadak Street, 4" Floor,
Apartment No.10,

Dokki, Giza, Greater Cair

Arab Republic of Egypt

Tel: +20 2 376 20901, 333 87292
Fax: +20 2 333 63062

E-mail:  ditpcairo@gmail.com
Director:  Mr. Thalerngsak Vongsamsorn

KENYA

Nairobi

Office of Commercial Affairs,

Royal Thai Embassy, Nairobi

Rose Avenue (off Denis Pritt Rd), Nairobi
P.O. Box 58349-00200

Republic of Kenya

Tel: +254 20 2919133, 2919131
Fax: -
E-mail: info@ocanairobi.co.ke

Director:  Mr. Thanit Ngansampantrit

CAMBODIA

Phnom Penh

Office of Commercial Affairs,

Royal Thai Embassy

196, M.V. Preah Norodom Boulevard,
Sangkat Tonle Bassac, Khan Chamkar Mon
Phnom Penh, Cambodia

Tel: (007 or etc.(855-23) 726304
Sattlelite: (02) 3546191-3 ext. 208

Fax: (007 or etc.)(855-23) 726305
E-mail:  thaicompnh@gmail.com

Director:  Mr. Jirawuth Suwann-Arj

MYANMAR

Yangon

Office of Commercial Affairs,

Royal Thai Embassy

86 (A) Shin Saw Pu Road, Sang Chaung
Township, Yangon, The Republic of the
Union of Myanmar.

Tel: (95 1) 510 731

Fax: (95 1) 510 731

E-mail:  ditpthailand9@gmail.com
Director: Mr. Pakainay Leng-ee

NIGERIA

Abuja

Office of Commercial Affairs,
Royal Thai Embassy, Abuja

3 Osun Close, Off Osun Crescent,
Maitama, Abuja,

Federal Republic of Nigeria

Tel: +(234) 7039 0523 13
Fax: +(234) 9413 5193
E-mail:  ditpabuja@gmail.com
Director:  Mr. Thum Niemskul

INDONESIA

Jakarta

Office of Commercial Affairs,

Royal Thai Embassy

JL. DR. Ide Anak Agung Gde Agung Kav.
E3.3 No.3, Kawasan Mega kuningan
Jakarta 12950, Indonesia

Tel: 001-62-21 2932-8217-18
Fax: 001-62-21 2932-8219
E-mail:  enquiry@thaitrade.co.id
Director:  Miss Siribhusaya Ungphakorn

PHILIPPINES

Manila

Office of Commercial Affairs,
Royal Thai Embassy

107 Rada Street, Legaspi Village,
Makati City 1229, Metro Manila,

Philippines
Tel: 001-63-2-8940403, 8940406
Fax: 001-63-2-8160698

E-mail:  thaicommnl@ymail.com,
thaicommnl@pldtdsl.net
Director:  Miss Khankhanit Amphuprapa

SOUTH AFRICA

Pretoria

Office of Commercial Affairs,

Royal Thai Embassy, Pretoria

248 Hill Street, Arcadia, Pretoria,

South Africa

P.O. Box 95459, Waterkloof 0145,

Pretoria, Republic of South Africa

Tel: +27 12 342 0835, 342 0850

Fax: +27 12 342 0855

E-mail:  ttcpretoria@telkomsa.net,
trade@thaiembassy.co.za

Director:  Mr. Aphirak Paepuang

LAOS

Vientiane

Office of Commercial Affairs,

Royal Thai Embassy

028 Ban Phonsay, Kaysone Phomvihane

Avenue Saysettha District,

Vientiane Capital, LAO P.D.R. P.O.Box 128

(P.O. Box 7 Muang, Nong Khai 43000)

Tel: +856-21-413704, 413706

Fax: +856-21-412089

E-mail:  vtditp@hotmail.com,
vtditplaos@gmail.com

Director:  Miss Yanee Srimeechai

SINGAPORE

Office of Commercial Affairs, Singapore
370 Orchard Road, Royal Thai Embassy
Singapore 238870

Tel: 001-65-6737-3060, 6732-7769

Fax: 001-65-6732-2458
E-mail:  enquiry@thaitrade.sg
Director:  Miss Thitinuntana Tonsrisakul

MALAYSIA

Kuala Lumpur

Office of Commercial Affairs,

Royal Thai Embassy

206 Jalan Ampang

50450 Kuala Lumpur, Malaysia

Tel: 007-603-21424601, 21458545
Fax: 007-603-21489818

E-mail:  enquiry@thaitrade.my
Director:  Miss Patcha Wutipan

VIETNAM

Hanoi

Office of Commercial Affairs,

Royal Thai Embassy

No.801, 8" Floor, Hanoi Central

Office Building

44B Ly Thuong Kiet Str. Hanoi, S.R.Vietnam

Tel: 001-844-39365226, 39365227

Fax: 001-844 39365228
E-mail:  thaitchanoi@ditp.go.th
Director:  Mrs. Ponpimon Petcharakul
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Ministry of Commerce, THAILAND :
563 Nonthaburi Rd., Muang, Nonthaburi 11000 THAILAND

Department of International Trade Promotion \ .

.
_ ]\
Tel: Website
+66 (0) 2507 7999 : www.ditp.go.th m] o
Fax: : www.thaitrade.com VISIT OUR FAIRS B2B ONLINE
+66 (0) 2547 5657 - www.thaitradefair.com

Find your potential partners and more information on
our upcoming trade fairs, please scan QR codes above.




