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Introduction 
 

Despite rapid digital disruption, organizations in Thailand’s media industry 

managed to deal with the changes and at the same time finding a way out 

and the position that suits them.  For some organizations, having to      

carry on amidst changes in consumer behavior and constant arrivals of 

new technologies, new business models, new ways to develop content and 

several other factors prompt them to ponder, plan and review their stance           
and role. This latest edition of Thailand Media Landscape puts together 

overviews and highlights of different types of media like newspapers, 

magazines, social media, digital TV, radio, search engines, OTT TV, 

websites and news agencies.  
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Social Media 
Social Media in Thailand 
 

According to the Electronic Transactions Development Agency’s (EDTA) survey on internet users 

in Thailand in 2018, internet usage among Thai people increases every year. Thais spend 9 hours and  

48 minutes surfing the internet during work days or school days and spend an average of 10 hours and 

54 minutes during the weekends and holidays. In 2017, Thais spent only 6 hours and 30 minutes on  

the internet during work days or school days and an average of 6 hours and 48 minutes during  

the weekends and holidays. The average time spent on the internet in 2018 is 3 hours and 41 minutes 

higher than in 2017.  

 

Generation Y internet users (aged 18–37 years) spend 11 hours and 7 minutes on the internet  

per day, the most among any age group, but only 1 minute more than second-place Generation Z  

(aged below 18 years).  

 

Social media is the most popular platform for Thai internet users. The most popular platforms in 

2018 are Youtube (98.8%), LINE (98.6%), Facebook (96%), Facebook Messenger (88.4%), Instagram (67.2%), 

Pantip (64.2%), Twitter (43%) and WhatsApp (10.6%). 1  

 

 

 

 

 

 

 

 

 

 

 

 

                                                           

1 Electronic Transactions Development Agency (ETDA). 2018. ETDA reveals 2018's survey on internet users in Thailand, showing a daily 

average of 10 hours and 5 minutes in internet usage [Online] From https://www.etda.or.th/content/etda-reveals-thailand-internet-user-profile-
2018.html.    



 
4 

 

In 2017, the most popular social media platforms were Youtube (97.1%), Facebook (96.6%), 

LINE (95.8%), Instagram (56%), Pantip (54.7%), Twitter (27.6%) and WhatsApp (12.1%)2.  

 

LINE surpassed Facebook in 2018 to become the second most popular social media platform 

among Thais. Facebook Messenger, which was included in this year’s rankings, earned a popularity rating 

of 88.4%, sitting ahead of Instagram in fourth place. The usage of nearly every social media platform 

increased with the exception of WhatsApp whose popularity fell.  

 

Despite WhatsApp’s popularity around the world, ranking third behind Facebook and YouTube3, 

the opposite is true for WhatsApp in Thailand. The popularity of WhatsApp in Thailand has been steadily 

falling because Thais prefer LINE’s stickers feature, which can be used to express their emotions and 

feelings better than emojis. In addition, LINE users have much enjoyed better privacy protection than 

WhatsApp because LINE uses the LINE ID system to add contacts whereas WhatsApp uses phone 

numbers to add contacts.  

 

As for Twitter, the platform has become much more popular, with its popularity rating up by 

55.8% from last year, particularly during when the popular Love Destiny TV series was on-air and during 

report and rescue operation of the Wild Boars football team who were trapped in Tham Luang Nang 

Non Cave in Chiang Rai’s Mae Sai district. Twitter was the platform with the quickest and most accurate 

reporting.  

Changes in marketing trends: When marketers shift from 

traditional media to social media 
 Asira Pattanaveerangkul, senior researcher, head of digital advertising spending survey project at 

Kantar TNS (Thailand), said Thais now have easy and widespread access to the Internet. A total of 70% of 

the Thai population uses social media everyday, averaging 4.2 platforms per week. 

 

Due to the change in market trends, digital ad spending in Thailand has seen steady growth in 

line with the growing popularity of social media. Digital ad spend is expected to grow 21% year-on-year  

in 2018 to 15 billion baht in investment value, a record high. Facebook and YouTube remain the two 

most popular platforms for advertising, accounting for 30% and 18% of the overall digital ad spend, 

respectively4. 

                                                           

2 Electronic Transactions Development Agency (ETDA). 2017. ETDA reveals survey on internet usage and e-commerce value with Thailand 

ready to lead ASEAN's e-commerce [Online] From https://www.etda.or.th/content/thailand-internet-user-profile-2017-and-value-of-e-
commerce-survey-in-thailand-2017l-press-conference.html. 

3 Digital Advertising Association (Thailand). 2018. Press Report Thailand Digital Advertising Spend Mid Year 2018 [Online] From https://static-
daat-prod.s3.amazonaws.com/DAAT-Mid-Year-2018-Press-Release-Aug-30-v2.pdf. 

4 Digital Advertising Association (Thailand). 2018. Press Report Thailand Digital Advertising Spend Mid Year 2018 [Online] From https://static-
daat-prod.s3.amazonaws.com/272404774-DAAT-Mid-Year-2018-Press-Report-Aug-30.2-v2.pdf. 

https://static-daat-prod.s3.amazonaws.com/DAAT-Mid-Year-2018-Press-Release-Aug-30-v2.pdf
https://static-daat-prod.s3.amazonaws.com/DAAT-Mid-Year-2018-Press-Release-Aug-30-v2.pdf
https://static-daat-prod.s3.amazonaws.com/272404774-DAAT-Mid-Year-2018-Press-Report-Aug-30.2-v2.pdf
https://static-daat-prod.s3.amazonaws.com/272404774-DAAT-Mid-Year-2018-Press-Report-Aug-30.2-v2.pdf
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By examining digital ad spend growth, the three platforms that enjoyed the strongest growth 

were Twitter at 275%, LINE at 83% and Instagram at 77%. However, actual ad spend on these platforms 

were relatively low with LINE accounting for only 8% of the overall digital ad spend while Twitter and 

Instagram account for less than 2% of the overall digital ad spend combined5. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           

5 BrandInside. 2018. 12 things to know about Thailand's digital media in 2018 by DAAT [Online] From https://brandinside.asia/12-things-daat-
day-2018/. 

https://brandinside.asia/12-things-daat-day-2018/
https://brandinside.asia/12-things-daat-day-2018/
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“Twitter” says Thailand sees fastest user growth in ASEAN, 

teens and working-age people are top users 
  

Twitter is considered as one of the most popular social media platforms in Thailand. Twitter 

executives recently announced interesting statistics and marketing campaigns that have proved to be 

successful in Thailand at DAAT Day 2018, an annual festival for digital marketing that wrapped up in 

August 2018.  

 Arvinder Gujral, managing director, Twitter APAC, said 

Twitter enjoyed double-digit user growth rate worldwide  

in the second quarter, which was quite impressive.  

In Thailand, user growth was remarkable. The country 

delivered the fastest growth rate in Southeast Asia6,  

with teens and working people aged 16–34 years old 

making up 68% of all users. 

 

 

Singapore-based Gujral also revealed last year’s top 10 most popular hashtags in Thailand, all of 

which were entertainment hashtags and most were K-Pop-related. The top hashtag was #Got7, a famous 

South Korean boy band. The second most popular hashtag was #เป๊กผลิตโชค (#PeckPalitchoke), the only Thai 

singer to make the cut. The third most popular hashtag was #Missuniverse. The rest were #WannaOne, 

#iheartawards, #bambam, #bestfanarmy, #EXO, #BTS, and #mtvema, in order of popularity.  

 

These hashtags suggest most Twitter users in Thailand are teenagers, 

which is in line with the information from Gujral, and teens often enjoy 

entertainment content, especially K-Pop. 

                                                           

6 InfoQuest News Agency. 2018. Twitter reveals number of users in Thailand sees fastest growth in ASEAN; teens, working-age people top 

users [Online] from https://www.ryt9.com/s/iq03/2879964. 

Photo credit: InfoQuest Ltd. 
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 Another interesting point Gujral made at the event was on Thai users’ video viewing behavior on 

Twitter. The data as of May 2018 showed a 69% viewership increase year-on-year. The rise was attributed 

to the fact Twitter users choose to follow content that they like as opposed to the more aggressive 

approach on Facebook or Instagram. This means video content that appears on the feed of Twitter users 

are content that they follow or like. 

 

Chanachai Chaipanya from Twitter (Thailand) weighed 

in on what makes Twitter special. He said Twitter is a 

platform where users can talk about their interests  

and not about themselves. It is also a platform whose 

content show up in other social media sites like 

Facebook. We often see a screen-grabs of tweets 

shared on Facebook but not the other way around.  

This points to the immediacy of Twitter as a social 

network site.  

  Photo Credit: InfoQuest Ltd. 
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“LINE” and “Facebook” on the cusp of an aging society :  
2 popular social media platforms for the elderly 
 

           Currently, every country around the world is entering an aging society, and Thailand is no exception 

because the number of the elderly is on the rise. The data from the National Statistical Office published 

on the brandinside.asia website indicates that “Thailand entered the aging society in 2014 with the 

number of the elderly accounting for 15% of the total population. The number is increasing every year 

and will rise to 20% in 2021 and 28% in 2031”7. In Thailand, a large number of the elderly believe that 

they are still physically strong and able enough to perform activities, similar to teenagers or working-age 

people. One of the activities that have caught the elderly’s attention include staying in touch with their 

acquaintances and monitoring news updates via social media.     

 

            A marketing research by the Mahidol University’s College of Management found that the two 

most popular social media platforms among the elderly are LINE (50%) and Facebook (16%). The data 

suggests that LINE was the most popular platform among senior citizens because of the ease of use  

for communication. The LINE app lets the elderly use stickers and images to communicate despite not  

being familiar with typing. Facebook is less popular because it is difficult to use and has many command 

buttons. Posting a status on Facebook is comprised of several steps, and guidance is required 

occasionally. As a result, the elderly do not like to use Facebook because they do not want to bother 

other people.8 

 

Website 
Online media continues to be popular, as evidenced by the results of a 2018 survey on internet 

usage behavior of Thais conducted by the Electronic Transactions Development Agency (ETDA) under 

the Ministry of Digital Economy and Society (DE). The survey results show that Thais spent more time on 

the internet, averaging 10 hours and 5 minutes per day, an increase of 3 hours and 41 minutes from the 

average time spent on the internet in 2017. The increase is attributed to the shift to a digital culture.  

 

The top five online activities are messaging (94.5%), hotel reservations (89.2%), transport 

reservations and purchases (87.0%), online bill payments (82.8%), and watching videos and listening to 

music (78.5%). In addition, Thai people spent more time on social media, with Facebook, Instagram, 

                                                           

7 BrandInside. 2018. An in-depth look into “marketing to seniors,” how to market to and retain senior audiences [Online] from 

https://brandinside.asia/insight-aging-society. 

8 JC&CO Public Relations. 2018. CMMU research on “Marketing to Seniors”, “LINE” most influential, widely used platform, 93% of seniors use 

Google Search for information [Online] from https://www.ryt9.com/s/prg/2881728. 
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Twitter and Pantip being the most popular platforms. They spent an average of 3 hours and 30 minutes 

per day on these platforms. Meanwhile, they spent an average of 2 hours and 35 minutes per day on 

Youtube and LINE TV watching videos. The average time spent on instant messaging applications like 

Messenger and LINE is 2 hours per day. The average time spent on online gaming is 1 hour and  

51 minutes per day while the average time spent on reading articles or books online is 1 hour and  

31 minutes per day. 

  

Although the EDTA data shows that the number of Thai people using social media has increased, 

running a website is still a priority for online media publishers. Many people might wonder how 

important it is for media publishers to have their own websites while maintaining their social media 

presence. This year’s edition of Thailand Media Landscape wants to shed some light on this to the 

readers and help them understand why websites still matter despite the overwhelming popularity of 

social media. 

According to Truehits, the top 10 most popular websites as of October 31, 2018 are as follows:  

 

 

 

 

 

 

 

 

 

 

 

 

The ranking above shows that the majority of the top 10 most-popular websites this year are news 

websites. The fact that they occupy five entries on the list proves that news websites are quite popular.  
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Digital TV 
The Phenomenon Of Creating Content for Ratings Boost 

 

Amid the intense competition in the digital TV industry in 2018, several TV channels created  

and adjusted their strategy by revamping news programs, broadcasting word-class sporting events, 

producing a variety of TV series for target audiences and presenting several types of entertainments 

that meet the customer needs in a bid to grab the highest ratings and attract viewers nationwide as 

many as possible. At the same time, this year’s major events and popular trends happening nationally 

and internationally, including the peaked popularity of period piece TV series Love Destiny and  

the detailed reporting of the mission to rescue the Wild Boar Academy football team members,  

are considered the phenomena that contribute to the significantly improved ratings of TV channels.  

 

Monitoring the Mission to Bring 13 Wild Boars Home 
 

The phenomenon of Thai people sending moral support and closely monitoring the rescue 

operation, by both Thai and foreign rescuers, of 13 members of the Wild Boar junior football team 

trapped in the cave complex of Tham Luang Khun Nam Nang Non Forest Park in Mae Sai, Chiang Rai 

between June 23 and July 10, 2018 is another factor that boosted viewership and steadily increased 

ratings for news programs aired on digital TV channels. 

When the rescue operation was underway, Thairath TV even suspended its regular broadcast 

programs and replaced them with the full-day special program, titled “Search for 13 Lives at Tham Luang 

in Chiang Rai” through which audience could keep themselves updated on the latest developments for 

the whole day. The broadcast of the special program resulted in the “Thairath News Show” ratings 

soaring to 4.414 on July 8, 2018 — the day on which the rescuers successfully brought out the first four 

boys. It was the highest ratings point that the news program had ever achieved. The Thairath channel’s 

ratings point for the whole month also increased to 1.118, ranking third behind Channel 7 (1.783) and  

3 HD (1.431). 

 

This complies with the July 2018 report on digital terrestrial television market situation by  

the National Broadcasting and Telecommunications Commission (NBTC). The NBTC report showed that 

terrestrial TV viewership was higher than those for satellite and cable TV stations. The terrestrial TV 

viewership rose to 89.42%, versus the satellite and cable TV viewership, which went down to 10.58%. 

It also found that 93.37% of audiences in Bangkok and its vicinity watch terrestrial TV, while 88.97% in 

provinces do so.  
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NBTC Secretary-General Takorn Tantasith said the majority of the 10 most-watched digital TV 

channels remained unchanged in July 2018, compared to the previous month’s list. Only some of them 

posted higher ratings, resulting in a change in TV rankings. For example, the live broadcast of the mission 

to save the 13 Wild Boar football team members on Thairath TV and MCOT HD attracted wild public 

interest to their news programs. Accordingly, Thairath TV and MCOT HD saw increased ratings, ranking 

fifth and tenth respectively on the monthly list of the 10 most-viewed TV channels. 9 

 

 

 

        Source: Nielsen 10 

                                                           

9 Siam Turakij. 2018. Digital TV thriving, viewership rises to 89.42% [Online], from https://www.siamturakij.com/news/16784-
%E0%B8%97%E0%B8%B5%E0%B8%A7%E0%B8%B5%E0%B8%94%E0%B8%B4%E0%B8%88%E0%B8%B4%E0%B8%97%E0%B8%B1%E0%B8%A5%E0%B8%
A3%E0%B8%B8%E0%B9%88%E0%B8%87-
%E0%B8%A2%E0%B8%AD%E0%B8%94%E0%B8%A3%E0%B8%B1%E0%B8%9A%E0%B8%8A%E0%B8%A1%E0%B8%9E%E0%B8%B8%E0%B9%88%E0%B8%
87%E0%B8%A3%E0%B9%89%E0%B8%AD%E0%B8%A2%E0%B8%A5%E0%B8%B0-89-42) 

10 TV Digital Watch. 2018.Digital TV ratings in 9 months: 2018 VS 2017 [Online], from https://www.tvdigitalwatch.com/25-rating-compare-
y2017-18/ 
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The comparison table for digital TV channels’ ratings in the first nine months of 2018 and 2017 

pains a picture of a very fire competition, particularly among the top 10 most-watched channels. 

Although all of last year’s top 10 made the list this year, there are several changes within the rankings. 

 

 Channel 7 saw the most drastic ranking drop with its ratings falling from 2.118 in 2017 to 1.813. 

Workpoint lost its third rank to Mono, who was fourth last year, despite having a competitive edge of 

securing the rights to broadcast live both Asian Games and women’s volleyball matches. Mono managed 

to rise to third place thanks to the robust popularity of its line-up of top-rated foreign films and series. 

 

 Thairath TV moved up two spots from ninth to seventh on the back of constant news updates on 

the “Wild Boars” cave rescue. Amarin’s rank went down to eighth, prompting the operator to revise its 

broadcast programming since October 1, 2018. 

 

Battle for Advertising Revenue 
 

 In 2018, digital TV stations continued to engage in fierce competition to vie for a bigger share of 

ad revenue, just like they did the years before, despite the fact that only 22 out of the original 24 

licensed digital TV operators are still in business with LOCA and THV, which were run by Thai TV Pool  

and Thai TV President Pantipa Sakulchai, also known as “Jae Tim TV Pool”, closing down previously.  

 

The top channels with the highest ratings continued to account for most of last year’s ad 

revenue while the rest continued to see operating losses. Such unfavorable circumstance has 

significantly affected the organizational structure of many digital TV operators. 

 

 Even though the biggest chunk of the overall ad spending, around 55%, went to digital TV,  

the spending was distributed among many digital TV channels, which rendered their ad revenue less 

significant, especially when compared the ad spend that went to other media platforms like OTT TV. 

This has become the factor that forced digital TV operators to actively adapt their business in order to 

survive.  
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Source: Nielsen 11 

 

Nielsen’s data shows that ad revenue of digital TV operators have been on the decline since  

the beginning of their broadcasts on the digital platform in 2014. The portion of ad spend that went to 

digital TV had declined by a striking 8.5% from 64.3% of the total ad spend in 2014 to 55.8% in 2018.  

 

This is in line with a significant drop in ad revenue of the print media industry. Meanwhile, 

internet ad revenue leapfrogged, reflecting a change in consumer behavior. People have switched 

from traditional media like print and TV to the internet and social media for media consumption. 

This is another key reason leading to the inevitable technological disruption digital TV operators  

have been facing. 

 

 Nielsen also reports that ad spending in the first six months of 2018 (January–June) totaled 51.725 

billion baht, down 1.57% or 827 million baht compared to the same period last year. Digital TV was the 

medium with the biggest ad spending growth at 27.49%, with a combined value of 14.1 billion baht, up 

3.066 million baht compared to the same period last year.      

  

                                                           

11 Post Today. 2018. Digital TV operators hunting additional income in age where ad budget is limited [Online], from  

https://www.posttoday.com/market/news/561854 
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Many media platforms experienced loss of ad revenue in the first six months of 2018.  

Ad spending on analog TV fell 13.10% or 2.888 million baht year-on-year to 19.159 billion baht. 

Cable/satellite TV saw a decrease of 23.12% or 373 million baht to 1.24 billion baht compared to  

the same period last year. Ad spending on newspapers fell 25.7% year-on-year or 1.009 billion baht 

to 2.903 billion baht. Ad spending on magazines fell 36.96% or 380 million baht to 648 million baht 

compared to the same period last year.   

 

Adjustment for Survival for Digital TV Business 
  

 In addition to the limited advertising budget and ratings battle, changing consumer behavior is 

another factor in digital TV businesses’ continued adaptation. Technology has upended the way content 

is received and led viewers’ attention to other types of platforms. The digital TV businesses is doing 

everything they can to turn themselves into well-oiled machines that keep on working, whether by 

delivering an effective strategy or modernizing the operating model, in order to survive a new 

environment. 

 

OTT TV 
OTT TV, a Popular Alternative to Watching Content 

 

Improved accessibility to high-speed, effective internet in Thailand has triggered rapid growth of 

over-the-top television (OTT TV). The immense popularity of OTT TV with Thai people is attributed to its 

ability to deliver content that can be watched anywhere, anytime on a wireless, Wi-Fi enabled device, 

whether they are tablets or smartphones. The Ministry of Digital Economy and Society’s Electronic 

Transactions Development Agency (Public Organization) found that Thai people spent an average of 2 

hours 35 minutes a day watching streaming videos via online platforms like YouTube TV and Line TV in 

2018.12 

Entertainment content like movies and TV series proved to be very popular and generated large 

sums of money for producers, contributing to the growth of the OTT TV business in 2018. OTT TV 

providers have entered into a partnership with many major TV channels and content creators to bring 

content to their platforms in a bid to build their audience, as well as run a series of promotional events 

and campaigns continuously.   

                                                           

12 Electronic Transactions Development Agency (ETDA). 2018. Thailand Internet User Profile 2018 by ETDA shows Thais spend 10 hours and 

5 minutes online per day. [online] from https://www.etda.or.th/content/etda-reveals-thailand-internet-user-profile-2018.html 

https://www.etda.or.th/content/etda-reveals-thailand-internet-user-profile-2018.html
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YouTube retains top spot as the number 1 streaming 
platform in Thailand 

 

When talking about popular video-sharing platforms among Thais, 

it is impossible not to mention YouTube. It has dominated the Thai 

market for many years and has continued to stay very popular. 

Thailand is one of the top 10 countries with the highest number  

of YouTube viewers in the world at around 40 million users. Most Thai users use YouTube to listen to 

music (70%), watch TV reruns (51%), learn (33%), and browse products and services (24%).13 Regarding 

viewing behavior, Thais spend an average of 2.3 hours per day on YouTube on weekdays with the peak 

time between 6 p.m. to 8 p.m. On weekends the average hours spent increases to 2.9 hours with the 

peak time between 6 p.m to 8 p.m. 

 

In addition to having a sizeable number of users, YouTube has seen steady increases in the 

number of content creators in Thailand, and many are listed on the most-subscribed channels on the 

video platform. Data published in November 2018 found that Thailand has 1,700 “Silver” channels that 

attain 100,000 subscribers, increasing from about 1,000 channels at the beginning of the year.  

The number of “Gold” channels that have more than 1 million subscribers increased to 150 from 

100, while there are five “Diamond” channels for which the number of subscribers exceed 10 million, 

ranking third in Asia-Pacific.14      

                                                           

13 Positioning. 2018. Thais watching online videos via YouTube rank world’s top 10 with users exceeding 40 million people. Cookie Siang 

Tai, Buppae Sunniwas and 30-million-baht lottery ticket saga are the most viewed videos. [online] from 

https://positioningmag.com/1162488 

14 Manager Online. 2018. The fourth YouTube Pop-up Space” held to enhance the quality of Thai content creators. [online] from 

https://mgronline.com/cyberbiz/detail/9610000112856 

(Photo from: https://www.youtube.com) 

https://www.youtube.com/
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 This data indicates that Thailand is one of the most strategically important countries for 

YouTube. It can be seen that YouTube has continued to hold a number of activities in the kingdom. 

The activities include YouTube FanFest, where content creators can meet and greet with their fans; 

YouTube Pop-up Space and NextUp, which are aimed at finding new content creators and improving 

skills of existing ones to help them create compelling content to assure YouTube of sustainable growth. 

The YouTube staff also provide content creators with consultations, strategic planning and training, 

as well as help to promote interesting creators.    

 

LINE TV and partners offer a variety of contents to 
penetrate consumer market in the digital era 
 

LINE TV is another platform that has grown rapidly in Thailand. In the first half of 2018, the 

number of LINE TV users exceeded 41 million. The application was downloaded up to 20 million times. 

Thais spend an average of 176 minutes per day on LINE TV or two-thirds of total time spent on TV.15 

 

LINE TV’s service in Thailand focuses on three content 

types: 1. soap opera reruns, 2. co-produced contents that 

are available only on LINE TV, and 3. music videos.  

LINE TV’s strength is its on-demand feature, allowing users 

to watch their favorite shows any time. The platform has 

made major moves in 2018. One of the biggest moves was 

when it signed a contract for “exclusive rerun” rights with 

various TV channels. The reruns are available on LINE TV 

within two hours after the original air time.16 More than  

70% of  LINE TV views are from soap opera reruns. 

 In addition to its partnership with TV channels, LINE TV also formed a partnership with content 

providers to produce original content that is available only on its platform. For example, it partnered 

with Bearcave Studio to produce the “GGEZ” series which aired in July 2018, “It’s Complicated” which 

aired in August 2018, “Hipster or Loser” which aired in September 2018 and “The Deadline” which aired 

in October 2018.17  

                                                           

15 Manager Online. 2018. “LINE TV” focuses on “exclusive rerun” to gain market share. [online] from 

https://mgronline.com/business/detail/9610000016545 

16  Marketeer. 2018. LINE TV” challenges “YouTube” for No.1 online video platform. [online] from https://marketeeronline.co/archives/15995 

17 MARKETINGOOPS!. 2018. LINE TV’s strategy focuses on originals and reruns, starts with Thailand’s first e-Sports series GGEZ, aims at No.1 online video 

platform. [online] from https://www.marketingoops.com/news/biz-news/line-tv-3/ 

Photo from: https://tv.line.me/t/305_ORIGINALS 

https://mgronline.com/business/detail/9610000016545
https://marketeeronline.co/archives/15995
https://www.marketingoops.com/news/biz-news/line-tv-3/
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At the same time, LINE TV held events to strengthen the relationship between viewers and 

content producers. LINE TV Awards was held for the first time in 2017 to recognize the most viewed 

content. The awards were presented in three categories: Top Most Viewed award for the soap opera 

with the most views, Top Entertainment award for the variety show with the most views, and Content 

of the Year award for the content most mentioned online. Five new categories were added in 2018:  

Best Kiss Scene, Best Fight Scene, Best Couple, Best Viral Scene and Best Song.  

 

Netflix attacks Asian market, to introduce first-ever Thai 

original content in 2019 
 

2018 is another outstanding year for Netflix, a world-class U.S.-
based online streaming service provider that has been attacking 
the Asian market with full force. Recently, Netflix held “See What’s 

Next: Asia” in Singapore, to showcase both old and new content 

coming to Asian viewers in 2019. This includes original content in 

which Netflix has invested. 
 

Netflix has enjoyed immense success in Asia, especially in India, South Korea, Japan and Thailand. 

According to the latest data, Netflix had 137 million streaming subscribers worldwide, 58 million of 
which are in Asia. At The Economic Times’ Global Business Summit in New Delhi, India, the CEO of Netflix 

announced the company’s next 100 million customers would come from India. Meanwhile, South Korea 

is another country that has seen rapid growth in Netflix subscribers and content from South Korea has 

been gaining more and more viewers outside the country.18   

However, Netflix’s main obstacle is its subscription fees, which are much higher than the fees 

charged by other service providers. It was recently reported that Netflix plans to begin testing lower-

priced subscription in Asia in a bid to attract more subscribers as it seeks to meet its target of expanding 

its customer base in the region.  

 

                                                           

18 THE STANDARD. 2018. What’s there see to at “See What’s Next Asia” and why is Netflix prioritizing the growing Asian market?. [online] from 

https://thestandard.co/see-whats-next-asia/  

Photo from: www.netflix.com 

https://thestandard.co/see-whats-next-asia/
http://www.netflix.com/
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Radio 
Revitalizing radio with online media 
 

Many might think that radio is a dying industry following the advent of online media, but in 

reality, online technologies made radio more accessible to people. In the past, radio broadcasting was 

transmitted exclusively across Bangkok and its vicinity while service in other provinces were covered 

by local radio stations, resulting in a limited audience base. Modern technologies provide radio stations 

with an option to stream live on online platforms, which can help expand their listener base from merely 

Bangkok and its vicinity to other provinces across the country and overseas. Moreover, internet radio 

provides superior convenience for listeners, enabling them to listen to the radio on their computers, 

tablets and smartphones instead of conventional radio receivers.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

● Listening to the radio via mobile app 

● Listening to the radio on website 
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The number of radio listeners through every channel 
 

 Nielsen (Thailand) Company Limited19 published data on the number of radio listeners of 40 FM 

radio stations (87.5 MHz–107.0 MHz) across all devices (such as radio receivers, mobile phones, tablets 

and computers) in Bangkok and its vicinity. The data shows that the number of radio listeners exceeded 

10 million in January 2018 but declined steadily until the end of the first quarter. The number started to 

rise in April and reached 10 million listeners again in July. The number continued to rise until the end of 

the third quarter. 

 

                                                           

19 NBTC. 2018. The market conditions of the digital terrestrial broadcasting. [Online], from  

https://broadcast.nbtc.go.th/bcj/2561/doc/2561_09_1.pdf 

https://broadcast.nbtc.go.th/bcj/2561/doc/2561_09_1.pdf
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Radio Advertising Spending  
 

Even though the advent of online media has expanded the audience base and attracted more 

sponsors for the radio industry, radio ad spend has fallen almost every year, according to data from 

Nielsen (Thailand): 

 

 

 

In 2014, radio ad spend totaled 5.625 billion baht, down 11% 

In 2015, radio ad spend totaled 5.675 billion baht, up 1.16% 

In 2016, radio ad spend totaled 5.262 billion baht, down 7.28% 

In 2017, radio ad spend totaled 4.476 billion baht, down 14.95% 

In 2018, radio ad spend totaled 4.802 billion baht, up 7.28% 

 

In addition, many parties forecast that the downward trend of radio ad spend will continue. 
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Magazine 
Many magazines continued to cease publication with the same reason implying “the emergence 

of social media has changed readership behavior, and that gradually erodes the value of publications.” 

However, a number of magazine publishers have adapted to the circumstances by introducing online 

platforms and operating side businesses such as organizing events and producing video content. 

They also changed the format of their print magazines to make them look more remarkable and 

collectible in a bid to survive the decline of print media. 

 

 

 

The survey data by The Nielsen Company (Thailand) shows that ad spending on magazines in 

2018 has continued to decline since 2017. Magazines lost an average of 65 million baht in advertising 

revenue each month compared to the same period of the previous year. The decline was attributed to 

the closure of major magazine publishers. At the same time, a number of product and service brands 

shifted their interest towards advertising via digital platforms such as websites and social media, as the 

approach enabled them to reach their target consumers more effectively. Digital platforms also proved 

to be more popular among the consumers. This is reflected by the continuous growth of digital ad 

spending in Thailand.20 In the first half of 2018, ad spending via the digital media totaled 6.684 billion 

baht, and another 8.289 billion baht is expected to be generated in the latter half of the year. 
                                                           

20 RYT9. 2018. Digital Advertising Association (Thailand), Kantar TNS unveil higher-than-expected growth in digital media ad spending in 2018 

of 21%. [Online] from https://www.ryt9.com/s/iq03/2879586. 

https://www.ryt9.com/s/iq03/2879586
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Moreover, the data indicates that Facebook and Youtube are the most popular advertising 

platforms, accounting for nearly 50% of all digital platforms used by marketers, while LINE, Instagram 

and Twitter are becoming more popular.  

 

Social media now the norm for readers, magazines have to 
leave newsstands  
 

Print magazines continue to dwindle with many publications shutting down in 2018. The first 

magazine to shut down was “Koo Sang Koo Som,” a monthly women and lifestyle magazine that had 

been around for over 38 years. It was one of the most popular magazines in the country. Damrong 

Puttan, the founder of Koo Sang Koo Som Magazine, said “Social media has demoralized us.” This is 

because the magazine’s articles are copied and posted online without the publisher’s consent, 

causing readers to turn to social media instead of buying the magazine. 21  

 

The blow to the dispirited magazine industry continued after “Kwanruen,” a magazine that had 

been around for 49 years was discontinued. The magazine’s December 2017 issue was its last.  

“Kwanruen” said that it had “tried its best to fight the economic changes and the changing time,”  

but it still succumbed to the growing role of social media in today’s society. Nevertheless, the magazine’s 

publishing company Sri Siam Printing Press says only the print version of the magazine will be 

discontinued. The company will remain in the print business and will keep Kwanruen alive on digital 

platforms like its website, Facebook, Instagram, YouTube and Twitter.22 

 

These two renowned magazines were not the only magazines that succumbed to the digital era. 

Other magazines that were discontinued included home-decor magazines “Living etc.” and “Wall Paper”; 

travel magazine “Traveller’s Companion,” which has switched to publishing travel books and distributing 

its content via Facebook and websites; “honeymoon + travel,” a travel magazine that has switched to 

distributing its content via Facebook and YouTube; “Madame Figaro,” a magazine from France that has 

stopped making content across all channels — physical and online; “Secret,” a magazine from Amarin 

Printing that has switched to distributing its content online in light of the current consumer behavior; 

                                                           

21 Khaosod. 2017. “Damrong Puttan” reveals another reason behind discontinuation of “Koo Sang Koo Som” magazine [Online] from 

https://www.khaosod.co.th/special-stories/news_671825. 

22 Khaosod. 2017. “Kwanruen” puts an end to 49-year magazine saga, turns to online battlefield [Online] from 

https://www.khaosod.co.th/lifestyle/news_638081. 

https://www.khaosod.co.th/lifestyle/news_638081
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and “THE STANDARD,” which has stopped printing because of high production cost and has switched to 

producing in-depth content and distributing it through its websites and social-network accounts. 

 

 

 

 

 

 

 

By mid-2018, “Starpics,” a magazine which had been around for 52 years, was the next 

publication to say goodbye as it could not adapt to the changing global trends. Even so, the magazine 

said special issues might be published to appease its fans when the circumstances allow. The next 

magazine to leave the scene was “Taladrod” from DK 2 Plus. The company said the customers’ search 

behavior for car-related information shifted more towards websites. It stopped printing issues and 

started developing the www.taladrodd.com website instead. The website attracted over 1.3 million users 

during the first two months, highlighting consumer preference for news from the Internet. “GM CAR” 

also stopped printing and switched to distributing its content online. 

 

In August 2018, “SPICY,” an entertainment magazine immensely popular with Thai female 

readers, announced in its 675th issue that it is shutting down its print editions and going fully digital. 

The next publication was “E World,” a technology magazine that had to say goodbye for a similar reason. 

 

For fashion enthusiasts, nothing came more of a shock than hipster magazines “LOOKER” and 

“#CHZ,” formerly known as “Cheeze,” announcing it was shutting down its print editions. They both 

switched to producing photo books,distributing fashion-based content via Facebook and websites and 

organizing events. 
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On October 1, 2018, Student Weekly, a magazine under The Bangkok Post which had provided 

English-language content to Thai children for more than 49 years, became another magazine to stop 

printing. The reason behind ending its print editions was because “Learning about and accessing English-

language content has become easier with the help of the Internet. Therefore, it has become more 

challenging for the magazine to present itself in a way that allows printing to continue.” While the print 

version of the magazine has been discontinued, the editorial team migrated to  

www.bangkokpost.com/learning to manage the website and its content instead. 23 

 

The string of magazines that were discontinued in 2018 clearly shows that magazines across 

every category are struggling. There is no exception for entertainment or fashion magazines, which are 

the most popular magazine categories for Thais, as well as special-interest magazines like travel, home-

decoration or car magazines; or renowned magazines which had long been popular. It also shows that 

the Thai magazine industry is one of the industries that are being forced to go digital. 

 

Magazines fight back! Transforming businesses to survive 

the digital era 

Even though the arrival of technologies and social platforms has exterminated                
the existence of several magazines, some were able to avert the crisis by using 

technology to their advantage. These businesses recovered, made profits and survived 

the crisis intact through a three-pronged strategy of maintaining content quality, 

organizing events and becoming more digital media savvy.  

“L’Officiel Thailand” is one of the foreign-based magazines that “understands” and “tackles” 

the issues faced by the declining print media industry in Thailand. The company ran its business 

operations on three platforms: magazines, online channels and events. Each medium effectively 

complements each other through tactful advertising strategies. 

 

  

                                                           

23 The MATTER. 2018. Goodbye ‘Student Weekly’; After accompanying Thai schools for nearly 50 years, 

 today comes the last issue [Online] from https://www.facebook.com/thematterco/photos/a.1735876059961122/2149395365275854/?type=3&theater. 

 

http://www.bangkokpost.com/learning
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Pornvipa Thientanavanich, vice president digital at Mass Connect, owner of L’Officiel Thailand, 

shared her fascinating views with brandbuffet website24: “We want each medium to complement, not 

undermine, each other,” and the content presented must be appropriate to each platform. For instance, 

magazines need to maintain their content quality with formats that appeal enough to collectors. On the 

other hand, online content should be concise, easy-to-read and relevant to the lifestyles of millennials. 

 

L’Officiel Thailand is attacking all online channels, 

including Facebook, Instagram and websites. 

Each team is assigned to be responsible for the online 

content of each platform as L’Officiel believes that 

a team of experts is better in effectively reaching to 

the target readers. Moreover, the online channels 

are used to promote the company’s magazines and 

events. 

                                                           

24 Brand Buffet. 2560. Case Study of “L’Officiel Thailand”: Uniting “print media, online channel, events” to survive declining 
print industry [online] from https://www.brandbuffet.in.th/2017/12/massgroup-lofficiel-thailand-case-study/. 

Photo from Facebook page of L'Officiel Thailand 

 

https://www.brandbuffet.in.th/2017/12/massgroup-lofficiel-thailand-case-study/
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Newspaper 
Newspaper industry 
 

The newspaper industry in Thailand continue to face a decline in 2018. Both income generated 

by the sale of newspapers and other print publications, and advertising revenue fell in line with the 

global print industry as more people are turning to consuming news on online platforms. The online 

channel makes news reports fast, comprehensible and accessible through a variety of devices, including 

smartphones and personal computers. Adaptation, therefore, is necessary for traditional newspaper 

businesses to break the stalemate.  

 

As shown above, Thai Rath cut its circulation from 1,000,000 to 850,000 in 2018, resulting in 

Thailand’s biggest newspaper slipping from the top position to eighth for the first time in the top 10 

newspaper rankings. The figures reflect Thai Rath’s efforts to adapt to changing consumer behavior that 

is turning away from print publications. Unlike Thai Rath, other newspapers maintained their circulation: 

Thai Post, Khao Sod and Matichon at 950,000; Naew Na, Kom Chad Luek and Siam Rath at 900,000; and 

Poo Jadkarn Daily 360 Degrees at 850,000. Matichon Weekly outpaced M2F this year with a circulation 

of 500,000.  

 



 
27 

 

Top 10 Daily Newspapers Ranked by Circulation 
 

 

950,000 

copies 

A daily newspaper that covers general topics 

with a strong focus on politics. 

 www.thaipost.net 

 Thaipost 

 @Thaipost 
 

 

950,000 

copies 

A daily newspaper which presents general news 

about politics, economy, international affairs, 

sports, entertainment and education.  

Khao Sod is managed by Khao Sod Co., Ltd, 

a subsidiary of Matichon Plc, which produces 

and publishes print media. 

 www.khaosod.co.th 

 Khaosod 

 @KhaosodOnline 
 

 

950,000 

copies 

A Thai-language daily newspaper that presents 

news about politics, entertainment, culture, 

sports, economy, lifestyle and international 

affairs. Matichon is managed by Matichon Plc, 

which runs the publishing and distribution 

business. 

 www.matichon.co.th 

 Matichononline 

 @Matichononline 
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900,000 

copies 

A Thai-language daily newspaper which reports 

general stories under the slogan “Firm and 

Straightforward.” Naew Na is run by Naew Na 

Newspaper Co., Ltd.  

 www.naewna.com 

 Naewnaonline 

 @Naewnaonline 
 

 

900,000 

copies 

A Thai-language daily newspaper which covers 

politics, national and international economies, 
education, international affairs and sports.  
Kom Chad Luek is run by Nation Multimedia 
Group Plc, one of Thailand’s largest media 

companies. 
 www.komchadluek.net 

 Komchadleuk 
 

 

 

900,000 

copies 

The oldest Thai-language daily newspaper. It 
covers topics such as politics, economy, business, 
crime, tourism, culture, entertainment, 
international affairs, etc. Siam Rath is run by 

Siam Rath Co., Ltd.  
  www.siamrath.co.th 

 siamrathonline 

 @Siamrathonline 
 

 

850,000 

copies 

Poo Jadkarn Daily 360 Degree is another 

newspaper which has a long history in the 

industry. It reports various kinds of news such as 

politics, crime, sports, IT, entertainment and 

international affairs. 

 www.manager.co.th/daily 

 MGRonlineLive 

 Mgronline 
 

http://www.naewna.com/
http://www.komchadluek.net/
http://www.siamrath.co.th/
http://www.manager.co.th/daily
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810,000 

copies 

A Thai-language daily newspaper that covers 

politics, crime, sports, IT, entertainment and 

international affairs. Daily News is run by Si-Phaya 

Publishing Co., Ltd. 

 www.dailynews.co.th 

 Dailynewsonlinefan 

 @dailynewstwit 
 

 

810,00 

copies 

A giant daily newspaper which reports news in 

every category. Thai Rath is run by Vacharaphol 

Co., Ltd. 

 www.thairath.co.th/ Thairathfan 

 Thairath 

 @Thairath_news 
 

 

500,000 

copies 

A weekly magazine that provides complete 

coverage of information, news and 

entertainment updates, as well as an analysis on 

the biggest trending stories of the week. It covers 

politics, economy, society and international 

affairs. There are also sections for op-eds 

authored by famous writers and thinkers, 

short stories, novels, entertainment and sports.   

 www.matichonweekly.com 

 
 matichonweekly 

 @matichonweekly 

 

 

 

 

 

 

http://www.dailynews.co.th/
http://www.thairath.co.th/
http://www.matichonweekly.com/
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Ad revenue on decline, “primary income source” in 

desperate state 
 

In addition to the changes in circulation, which is a reflection of a slow down in the print media 

industry, a “primary income source” of newspapers and magazines like advertising revenue is in 

an unstable state even though overall ad spending increased in 2018 25 as shown below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Nielsen Company (Thailand) reported that ad spending across all media totaled 9.195 billion 

baht in October 2018, up 84% year-on-year. Ad spending on newspapers totaled 530 million baht, 

a year-on-year decline of up to 21.96%. 26 In the 10 months ended October 2018, overall ad spending 

totaled 87.553 billion baht, up 4.41% year-on-year. Newspaper ad spending was down 21.32% year-on-

year to 5.034 billion baht. 

 

                                                           

25  Thumbs Up. 2018. MAAT says online media on the rise while print media on decline, suggests marketers adjust to consumer’s trend [Online]. From : https://thumbsup.in.th/2018/10/media-

agency-maat/ 

26 Mgronline. 2018. Ad spending in October 2018 soars by 84%. [Online]. From : https://mgronline.com/business/detail/96100 
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News Agency  
 

 In today’s digital world, everything is faster and more convenient, including the way people 

consume news. News can be accessed anytime and anywhere. With just a single click, we can access 

any news stories we wish to read or follow. From the consumers’ point of view, this is a major advantage. 

However, for news agencies, the rapid growth of online media such as websites and social media has 

greatly intensified competition. As a result, news agencies and media firms are forced to adapt to the 

changing landscape. 

 

 News agencies must rethink their content, platforms, business model, technology and human 

resources. A solid foundation and background made the adaptation of the local media a compelling focal 

point that has been closely monitored. 

 

Changing from content for the mass audience to niche 
content or premium mass audience 
 Content is one of the most important element for any news reporter, especially in this digital age 

where competition is fierce. Reporters must find a unique approach that will stand out from 

competitors. In the past, news was presented in a comprehensive manner to appeal to the mass but 

now reporters in the digital must find a niche angle in order to attract the audience group for that 

particular topic of interest. When talking about niche new agencies that offer in-depth and unique 

content, it is impossible not to mention ThaiPublica. 

 

ThaiPublica online news agency broke through the 

barriers of traditional and mainstream media by 

branding themselves as investigative news agency 

offering investigative reports, particularly investigating 

the transparency of the government and the private 

sector. The agency’s motto is “ThaiPublica Online News 

Agency Dares to Speak the Truth”. Although the topics 

covered by ThaiPublica are very heavy and serious, the 

agency is able to present these complex topics in a way   

that is easy to understand. 

  

ThaiPublica Executive Editor Ms. Boonlarp Poosuwan said ThaiPublica was created out of a 

necessity for a credible news agency that can be used as reference. ThaiPublica’s focal point is 

investigating transparency and sustainability, which are seen as trending topics. 

     Ms. Boonlarp Poosuwan, Executive Editor of ThaiPublica, 
     fifth from left. (Photo: InfoQuest) 
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Each ThaiPublica reporter is able to complete the planned stories since individuals have their 

field of specialty targeting a niche audience group.27 Ms. Boonlarp said technology is evolving at such a 

rapid pace, current news platforms and other technologies may change drastically in the future. 

Therefore, content continues to be the most important element as reporters must be able to create and 

analyze content, as well as have the ability to pick out important points of news stories. 

The concept also applies to another online news agency The Standard, which stands out for its 

modern content and presentations appealing to the new generation of audiences. As a result, The 

Standard was able to build up its reputation and credibility to become one of the leading news outlets in 

Thailand in just under two years after its launch in mid-2017.  

The Standard’s team has a wealth of experience in the media industry as more than half of the 

team is made up of former employees from “a day”, a creative magazine that is very successful and 

popular among teenagers. This was an advantage for The Standard since the team knows and 

understands the needs of younger audiences including students, working people, business owners, and 

startup entrepreneurs. These audiences want content that is not too heavy and easily digested, which 

falls in line with The Standard’s approach to news in which it believes in converting something complex 

into something that is easy to understand. 

 Thus,  The Standard’s content tackle serious and heavy issues but takes a lighter tone in 

presenting the news, which is captivating and fun to read. 

Nakarin Wanakijpaibul, editor-in-chief of The Standard, said The Standard saw the gap where 

the traditional-media market shifted to producing online content which targets a mass audience. 
The Standard positions itself as a reliable news source while injecting original, creative ideas into its 
content  which in turns means that it targets a premium mass audience by providing general news and a 
special scoop daily. The Standard uses infographics, live streams and podcasts in its news presentation. It 
targets an urban audience aged between 15–40.  
 

 Regarding the press adapting to changes, Nakarin believes the 

press must address four points. First, news outlets must discover 

themselves to find their strengths that come naturally and set 

them apart from others, meaning they must ask themselves 

“why would the world want what we offer?”  Second, news 

outlets must  reinvent their business models to find other 

sources of income instead of relying on the traditional source 

that was advertising. Third, they must continue to learn and 

educate themselves, especially in this rapidly changing 

landscape. Lastly, the press must continue to value editorial 

credibility regardless of the changes in media landscape as 

it is the press’ strongest selling point. 

                                                           

27 InfoQuest. 2018. Media Talk: Press in the 4.0 Era: Alternatives and Ways to Survive. [Online] from 
https://www.ryt9.com/s/iq43/2903254 

Nakarin Wanakijpaibul, Editor-in-chief of  
The Standard, first from left. (Photo: InfoQuest) 

https://www.ryt9.com/s/iq43/2903254
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Search Engine 
Google still unbeatable 
 

Google continues to dominate as Thailand’s most popular search engine with almost  100% of the 

market share, leaving second-ranking Bing with less than 1% of the market share. Yahoo had zero 

presence.28  

 

 

 

 

 

A variety of products developed by Google has expanded its role to more than just a search 

engine provider. Ben King, country director at Google Thailand, said29 other Google products, such as 

Google Map, YouTube, Gmail, Chrome, Android and Google Play, are very popular in Thailand. However, 

it is rather difficult to determine which service is the most used, since the nature and usage of each 

platform are different. For example, the search engine is used hundreds of times per day; while YouTube 

is visited less frequently, but the usage duration is much longer.  

 

Google Maps plays a significant role in the Thai business sector because it can inform users the 

exact location of businesses and service providers. Google Analytics, Google Advertising Solution and 

Google Cloud are also important. Google Analytics can be used to examine in-depth data, Google 

Advertising Solution provides marketing and advertising assistance, and Google Cloud is helpful for 

businesses of all sizes.  

 

With the mission “to organize the world’s information and make it universally accessible and 

useful,” Google has initiated a number of projects and programs, one of which is Google News Initiatives, 

which was launched to help news organizations and journalists worldwide thrive in the digital age. News 

agencies and journalists, with the help of Google News Initiatives, are able to work more conveniently, 

build credibility, as well as contribute to more news stories and generate more income. 

                                                           

28 Truehits. 2018. Which search engine? [Online] from http://truehits.net/graph/graph_stat.php#SEARCH  

29 The Nation. 2018. Google maps out a digital Thailand [Online], from 
http://www.nationmultimedia.com/detail/Startup_and_IT/30354006 

http://truehits.net/graph/graph_stat.php#SEARCH
http://www.nationmultimedia.com/detail/Startup_and_IT/30354006
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Marketing tools 
 

In addition to being a platform for searching information, search engines are also a tool for 

marketing. Almost every consumer will use search engines to find information on a product or service. 

Owners of either big or small businesses are improving their websites with Search Engine Optimization 

(SEO) strategies. Businesses want their websites to appear as the top results of a search page so that 

their target groups can easily find them, allowing these businesses to boost revenue from sales and 

services. SEO strategies cover every search engine in other countries. However, SEO only covers Google 

in Thailand because it is the dominant search engine in the country. 

 

Popularity of search engine usage  
 

According to ETDA Thailand Internet User Profile 2018,30 the top three online activities among 

Thais are social media usage (93.64%), followed by sending and receiving emails (74.15%), and 

information search (70.75%). The survey results show that search engines remain popular among internet 

users, despite the rate falling from that in 2017. Last year, social media usage accounted for 86.9% of 

total online activities, followed by information search at 86.5% and sending and receiving emails at 70.5%.  

 

 

 

 

 

 

 

 

 

 

 

 

                                                           

30 ETDA. 2018. Thailand Internet User Profile 2018 [Online], from 
https://www.etda.or.th/app/webroot/content_files/13/files/Slide_for_Stage%281%29.pdf 

https://www.etda.or.th/app/webroot/content_files/13/files/Slide_for_Stage%281%29.pdf
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Conclusion 

 Since digital disruption happened, every form of media                            
has been trying to monitor and adapt to the trend and                                           

the consequences of technological change.                                                                      

We often see that media entities taking a proactive approach                      
towards change, finding opportunities to set themselves apart,        

responding to the needs of their targeted audiences are usually able to 

persist or successfully make a breakthrough in the industry. 
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PR Newswire, a Cision company, is the premier global provider of media monitoring platforms and news distribution 

services that marketers, corporate communicators and investor relations officers leverage to engage key audiences. Having 

pioneered the commercial news distribution industry over 60 years ago, PR Newswire today provides end-to- end solutions to 

produce, optimize and target content -- and then distribute and measure results. Combining the world's largest multi-channel, 

multi-cultural content distribution and optimization network with comprehensive workflow tools and platforms, PR Newswire 

powers the stories of organizations around the world. PR Newswire serves tens of thousands of clients from offices in the 

Americas, Europe, Middle East, Africa and Asia-Pacific regions. 

Visit www.prnasia.com 

Hong Kong / Asia Pacific +852 2572 8228 | Singapore +65 6692 2374 | Australia +61 2 9006 1134 | Malaysia +60 3 

2298 7285 | Taiwan +886 2 8758 2326 | Indonesia +62 21 2939 1172 | Korea +82 2 6188 0600 

 

 

 

InfoQuest Limited operates business as an online news agency and a service provider of news and data through the 

premier, real-time online system in Thailand. In addition to online news and data produced by editorial and content 

development teams, InfoQuest also aggregates news and data from hundreds of sources. Content coverage includes local 

newspapers, local and international news agencies, research centers, securities companies, credit rating agencies, and 

government agencies. InfoQuest also offers press release distribution service domestically and internationally to various 

global destinations. 

 

iQMediaLink is a news release distribution service by InfoQuest that delivers press releases to over 5,000 local and 

international news and media outlets in Asia, USA, Canada, Europe, Middle East, Latin America, and Africa. 
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