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Antonio Fernández is a spaniard that somehow end living and working in the 
land of smiles for more than 13 Years with experience executing the digital 
strategy to Thailand brands in Thailand and abroad in different Digital 
Marketing agencies
From Strategy to Results.



There is not a best Digital Channel“ ”



Lets get some numbers done
The Digital Scenario in Thailand is still very impressive

Thailand had a population of 69.88 million in January 2021 with 48.59 million internet users in Thailand in 
January 2021

Thailand’s population increased by 163 thousand (+0.2%) between January 2020 and January 2021 however 
the number of internet users in Thailand increased by 3.4 million (+7.4%) between 2020 and 2021.

Internet penetration in Thailand stood at 69.5% in January 2021

51.4% of Thailand’s population is female, while 48.6% of its population is male [note: the United Nations 
does not publish data for genders other than ‘female’ and ‘male’].

51.8% of Thailand’s population lives in urban centres, while 48.2% lives in rural areas



Of Mobile connections in Thailand in January 2021. 
Equivalent of 129.7% of the population !



Thailand
Essential headlines for mobile, internet, and social media use.
changes to data sources for internet users and social media users mean that values are not comparable with 
previous reports.

TOTAL
POPULATION

MOBILE
CONNECTIONS INTERNET

USERS
ACTIVE SOCIAL
MEDIA USERS

69.88M 90.66M 48.59M 55.00M
Urbanisation: Vs. Population: Vs. Population: Vs. Population:

51.8% 129.7% 69.5% 78.7%



Annual Digital Growth
The year-on-year change in key indicators of digital adoption.
Changes to data sources for internet users and social media users meanthat values are NOT COMPARABLE 
with previous reports.

TOTAL
POPULATION

MOBILE
CONNECTIONS

INTERNET
USERS ACTIVE SOCIAL

MEDIA USERS

+0.2% -3.8% +7.4% +5.8%
Urbanisation: Vs. Population: Vs. Population: Vs. Population:

+163 Thousand -3.6M +3.4M +3M



Device Ownership
Percentage of internet users aged 16 to 64 that owner each kind of device

MOBILE PHONE
(ANY TYPE)

SMART
PHONE

NON-SMARTPHONE
MOBILE PHONE

LAPTOP DESKTOP
COMPUTER

TABLET
DEVICE

MOBILE PHONE
(ANY TYPE)

SMART
PHONE

NON-SMARTPHONE
MOBILE PHONE

LAPTOP DESKTOP
COMPUTER

TABLET
DEVICE

99.0% 98.9% 6.7% 48.5% 34.7%

8.4% 14.5% 5.0% 21.9% 3.4%



Daily Time Spent on media
The average daily time that internet users aged 16 to 64 spent on different kinds of media and devices

TIME SPENT USING THE 
INTERNET (ALL DEVICES)

TIME SPENT WATCHING TELEVISION 
(BROADCAST AND STREAMING)

TIME SPENT USING
SOCIAL MEDIA

TIME SPENT READING PRESS MEDIA
(ONLINE AND PHYSICAL PRINT)

TIME SPENT LISTENING TO MUSIC 
STREAMING SERVICES

TIME SPENT LISTENING
TO BROADCAST

TIME SPENT LISTENING
TO PODCASTS

TIME SPENT PLAYING VIDEO
GAMES ON A GAMES CONSOLE

8H 44M 3H 30M 2H 48M 2H 23M

1H 34M 0H 44M 0H 56M 1H 38M



Time spent using internet per day in Thailand!





















This is not a Trend
Behaviour has changed at all levels of our lives.

Consumer behavior has changed forever. Internet become the main place where you order 
groceries, order transportation, buy shoes without even trying before or have a date.



This is not a Trend
Behaviour has changed at all levels of our lives.

The Pandemic has pushed Retail in 
Thailand, with up to 48% more searches 
on retail keywords in Google compared 
to 2019.



This is not a Trend
Behaviour has changed at all levels of our lives.

Some of the verticals has really increased 
their demand online Pet Food, Sports, office 
Supplies and food & beverage lead the 
increase year on year during the pandemic.





Online Marketing 
Channels in Thailand

All channels contribute in certain level to the success of a 
brand online beside. 

Awareness channels like YouTube or Display advertising 
banners will help to other channels and strategies with focus 
on customer acquisition.



Online Marketing Channels in Thailand
There is not an exclusive channel

All types of industries. Mostly targeting top 
and mid funnel of conversions, Awareness 
and consideration 

Product discovery

High Intent Customer 
acquisition.

Branding, focus on certain industries 
(fashion, food, travel…)

Create community

Younger audience not that young 
anymore, product discovery

Awareness, very poor audience 
targeting

High targeted professional audience.

Reach 47M Facebook 

Reach 37.30M YouTube

Reach 16M Instagram

Reach 6.55M Twitter

Reach 18M TikTok

Reach 44M LINE

Reach 2.7M LINKEDIN



Facebook is a platform that is used for creating 
interests and attention to buy , so it is also best for 
building awareness and reach  campaign

Consumer behaviour in Thailand

Awareness 

Interest 

Consideration 

Convert

Google is a platform that is used  for  encouraging people in 
making decisions. Thais like comparing other information with 
other websites in order to make valuable decision before making 
purchase. 



Example Campaign for Business
Real estate industry

Facebook is used for 
awareness and reach 
campaign in order to build 
awareness and interests.

Once gaining more 
interests, 

Lead generation and 
traffic to website 
campaign will be 
adapted  

Google platform will be used for 
showing useful information for people 
who search for details to make decision.

Awareness Interest Consideration Convert



Recommend Advertising Channel

Facebook Google ads LINE ADs Tiktok Instagram

Real estate

Ecommerce

Rental

Service



The importance of localization
No matter what is the product or service, the language, appearance and functionality, structure 
need to be Thai Friendly and of course in Thai language.

Thai Language
in your website. No matter 
how skilled or educated your 
audience is

Payment methods
that everyone uses. Prompt 
Pay and Bank Transfer are 
the winners

Chat box 
Implement a Chat box either 
with LINE or Facebook 
Messenger

Mobile friendly
Desktop/laptop computers are only 
used to acquire expensive services. 
While mobile is where the business 
happens in Thailand.

ท







Search Engines, Social Networks and mobile apps are the main channels for Brand research.



Websites/Ecommerce versus MarketPlaces

The importance of controlling:

+ Your own customer base

+ Own your data 

+ Not sharing revenue

Marketplaces are good as one more 
source revenue but controlled.

Marketplaces (Lazada, Shoppee, JD Central etc.) are the way people shop 
online. Due to mostly two different factors:

+ Shopping experience is streamlined. They are software and 
marketing companies. Loyalty and trust.

+ Don’t have other options. Brands lack of vision and knowledge into 
adopting their own ecommerce platform

Source: Google Search Data



Websites/Ecommerce versus MarketPlaces
The importance of controlling your own customer base, your data and your revenue.

The new shift into online has made the brand to rethink their strategy and 
increase their direct brand engagement

Source: Google Search Data



Websites/Ecommerce versus MarketPlaces
The importance of controlling your own customer base, your data and your revenue.

Fulfillment Offerings Payment Options



Where to Start?
Start thinking what are your goals.  Cost per acquisition.

Digital Marketing doesn’t do magic, realistic goals 
need to be set in place for each channel, we live in 
multichannel marketing world, where customers 
get affected along their journey.

Each channel should contribute to a bigger picture 
on the main KPI. Sales or Lead generation.



Where to Start?

Choose one Main KPI and 
differentiate KPI’s for different 
channels.

Start thinking what are your goals.  Cost per acquisition.



This is what Management want to see at the end on all investment



Measurement and Tracking of Results
Everything is tracking in Digital Advertising.

Google Analytics integration

Don’t start any marketing initiatives before you have the 
right tools to analyze and track the results.

We are in “luck” that Google has a free reporting tool to 
measure all activities in your website or application.

Configuration of Google Analytics is a must to be able to see 
things like:



See how your 
ecommerce sales 
are doing:



See how your 
ecommerce web is 
performing. 
Cart Abandonment 
rate



Get demographic data from your web visitors:

Measurement and Tracking of Results
Everything is tracking in Digital Advertising.



What Investment 
should I start with?

ROI (Return on the Investment) is your target!  Why to limit your 
investment in advertising  if you getting return.

At corporate level they will always have a budget assigned. It is 
the task of the the marketing department to use the budget as 
efficiently as possible.

You can start by calculating the cost per acquisition target you 
want to achieve. 

Let's say you sell watches and you have total profit of 20 USD 
per watch after all costs, your cost per acquisition should be 
enough low to make profit on this.

Usually brand spend on average up to 10% of their revenue 
on advertising.



Convincing 
Management of the 

importance of 

Numbers, numbers and more numbers.



There are few ways that to make your stakeholders invest on advertising.
1.- Show advertising data or creatives from your competitor.

This been the main winner since ever. Imagine Adidas Thailand Marketing Manager feeling when 
they can only see other brands.



Convincing Management 
of the importance of 
Digital Advertising

2.- Compromise on realistic targets

Request from your marketing team in house or Digital 
Agency to compromise in some targets.

3.- Market research the investment of your competitors

With different marketing tools can find out how much your 
competitor is investing.

4.- Quantify your results with clear reporting

Everything is measurable and results are tangible with 
digital advertising.



Case study 



Goal
+ Increase Agents for their 

Rental Guarantee Program



New CRM UX optimization

02 03

05

Finding New Agents

Low the cost per lead Tracking in their system

No repeating agents 
from their database

01

04

Challenges



01
Targeting only people 
working as Real Estate 
Agent

02
UX advice to increase 
the form subscription 
on their website

03
Excluding their database of 
actual Agents to avoid 
wasting the ad spend

04
Right message with our 
own design tailored to 
Thai

How we solved it



Achieved

New Agents Quality Lead Get lead in 1 Day
We get more Agents Most of the agent are 

quality lead
We get more quality lead 
since day 1 running the 
campaign



“This is the most important 
takeaway that everyone 

has to remember”



Relevant Audience

51/9 Oasis Loft, Soi Pongwet Anusorn School, 
Sukhumvit Rd., Bang Chak, Phra Khanong, 

Bangkok 10260 Thailand

T: 02 038 5055

THANK YOU


