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Why craft beer business does not
prosper in Thailand?

Abstract

“Craft beer is unique, craft beer is delicate, craft beer is niche, that is the reason behind the
addiction of craft beer once a person has tasted it”, stated Mr. Wichit Saiklao, a Thai craft beer
initiator. In Thailand, consumers have shown interest in craft beer and the rate has been increasing
dramatically. The numbers of producers and consumers have grown significantly within the past
3-4 years. Nonetheless, Thai craft beer is still not able to sell and distribute widely in the market
due to the constraints of law. This issues became the concern in this report of why does not craft
beer business prosper in Thailand. This report includes 4 findings that might affect the prosperity
of the Thai craft beer industry; production, demand, monopoly power, and government. It has been
found that production affects-the prosperity of craft beer in terms of quality, production cost, and
quantity. For demand side, the demand does not influence directly on the prosperity of craft beer.
Culture shapes the behavior of Thais so there is still a wide gap of people who does not recognize
what craft beer is. For monopoly, there is no obvious evidence that supports the action of large
players in the market. For government, it is related in term of law and regulation that has not been
changed or adjusted. This report will analyze further on each finding mainly based on survey,

market observation, and interview.



1. Introduction

What do we know about Beers? Was there only one type of it? Apparently it is not, one of
its product line is called craft beer. Craft beer has become more popular ever since when the Thai
police started to arrest many brewers from making the craft beer. Even though, it was a
controversial case but not everyone deeply understands a current situation of craft beer and the
reason behind those actions. First, to have everyone on the same page; small, independent, and
traditional are what define craft beer that is proposed by Brewers Association'. The definition was
created to track and separate the craft brewery from the main players as it plays a huge role in
many countries such as United States and United Kingdom. However, the restrictions of laws and
regulations in Thailand have not been changed or adjusted to the ongoing social growth since the
minimum requirement of brews per year is relatively high and costly for craft manufacturers. It
impedes the creativity hidden behind the newcomers of craft beer producers to create their own
brands and sell widely in the domestic and international market. “Its legal limitations do not
stimulate development and competition”, said Yannakorn Apirajkamol of Craft ‘N Roll* which
affect to the overall economic growth of the country. Therefore, the easiest solution for Thai
brewer to get licensed is to brew or bottle outside the country and import the craft beer back to
Thailand as a foreign product.

In Thailand, the two main players in the market are Chang Beer by Thai Beverage PCL
and Leo & Singha by Boon Rawd Brewery Co Ltd. Approximately 91 percent’ of market shares
in Thailand were captured by those two companies and the situation is likely to remain the same

in long run. Meanwhile, there are some certain groups who want to enter in this industry due to

! Brewers Association is an American trade group that defines what craft beer is which has a major role in promoting and protect
craft beer brewers.

2 Craft ‘N Roll is a Thai craft beer maker.
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the reason that they see the opportunities and wish to build their own brands but fail to do because
of various limitations. Then, it has become a concern on why those incidents happened in Thailand
while many countries around the world have successfully built their craft breweries.

In this paper, the reader will find an in-depth analysis into the factors contributing to the
unsuccessful growth of the craft beer business in Thailand. In this sense, prosperity is to be well-
known and able to sell widely in the market and if possible, is able to capture some of the market
share in beer industry. This report includes findings based on the incident of foreign case studies
and current situation in beer industry to support and argue the topic question. The research

questions include;

A. Is domestic demand for craft beer large enough to change the performance of beer industry?
B. Whether or not constraints limited by laws affect the growth of craft breweries in Thailand?
C. Does monopoly power limit the existence of craft beer? And if so, how?

The structure of this paper will start with introduction, background of beer industry and
laws, methodology, theoretical framework, findings and data analysis, and conclusion,
respectively.

II. Background

Beer

Many people may wonder what are beers, and its product line. Beer industry and wine
industry share several similarities, but not everyone can differentiate those. Wine comes in various
grapes, colors, fermenting procedures, years, tannin, and full to none body in which distinguish
the rarity of wine in each harvest. The same concept applies to beer industry, there are two main
types of beer in the market, which are Lager and Ales. What defines the distinction between those

two are ingredients and preserve procedure. However, Thai people are more familiar with Lager



because the main players in Thai market produce only this type of beer. Lager produces smoother,
sweeter, and slightly yellow color fuzzy drink. Three major lager beers that captured the highest
brand shares of 47%, 28.3%, and 10.4% are Leo, Chang, and Singha respectively (See Appendix
1). Leo and Singha are under Boon Rawd Brewery Co Ltd who controls half of the market share,
which is 58.5% while Chang beer is produced by Thai Beverage PCL with a 32.5% of market
share (See Appendix 2). The total market value is around 180,000 million baht”.

Craft Beer

It is a challenge to define what craft beer is. Different people give different definition of
craft beer. Some people define it as art. However, it can be simply defined as beer that is not
brewed by big corporates. According to Brewers Association in United State, craft beer consists
of 3 attributes; small, independent, and traditional. Small defines as less than 6 million barrels
production per year. Independent defines as less than Y4 of craft brewery share is owned by anyone
that not identifies themselves as craft beer. Traditional defines as innovative and traditional
ingredients during their fermentation. Craft beer contains 4 main ingredients; water, malt, yeast,
and hops. Malt creates a flavor, aroma, and color. Hop adds flavor and bitterness to craft beer. The
bitterness of hop balances malts sweetness.

Craft beer is mainly popular in mid-to-high income consumers because it is more expensive
than mass beer that is sold widely in the market. That is why craft beer generally presents in urban
areas. The trend of craft beer started 3-4 years ago when distributor ‘HOBS’ had imported many
foreign beers. They introduced several new brands to Thai people apart from existing products in
the market. Hoegaarden, a Belgium beer, was the very first beer that Thai people had more

attention to and became another choice for them because of its uniqueness. Leffe and Stella Artois

* (i), %. (n.d.). diof 1.8 naudruiden! "Gai-dhe" uanmia udandifausd. Retrieved April 20, 2017, from
http://www.prachachat.net/news_detail.php?newsid=1483269512



followed the trend of Hoegaarden. It has led bar owners to seek for something different and that is
to import foreign craft beer. However, due to an easy access to information on what and how to
produce craft beer, craft beer lover started to plan to make their own brand. However, they cannot
yet produce domestically only to produce abroad and imported back. The popular brands in
Thailand are Chalawan, Phuket, Stone Head, Chiang Mai Beer, etc. Chalawan was founded in
Phuket in 2010 and named his microbrewery as Full Moon Brewworks. Mr. Sukij Thipatima, the
founder of Chalawan, still is not able to bottle and distribute broadly in Thailand due to the
constraint of laws. Hence, the product is needed to be produced and bottled in Australia, before
being distributed back to Thailand.

Laws

Thai craft beer laws are becoming a significant issue because people who are fascinated in
the tastes of beer disagree and dispute about it. There is a gap between oligopolists and newcomers
in term of power, capital, and so on that creates the inequality in the market. Even though many
people asserted that changing the laws will stimulate the creativity of Thai people, provide more
choices for customers, increase the employment, and create more choices of jobs but the laws have
not current been changed and seems like it will not easily happen. Changing the liquor laws will
definitely impact Thai cultures and society as well as tax collection.

According to the Liquor Act B.E. 2493 (see Appendix 3), laws are applied for collecting
and controlling excise taxes on liquor, prescribed in section 5 paragraph 1 that "Whoever produces
liquor, possesses appliances or distilling apparatus used for producing liquor is prohibited except
that he receives the license from Director General" (Wachirawiroon, 2000). To produce beer
legally in Thailand, Brewers can acquire two type of licenses. First, major brewery, the brewers

are required to produce at least 10,000,000 liters per year. Second, brewpub, the beer producer



must product beer at least 100,000 liters per year but not exceed 1,000,000 liters per year and
permitted to sell only on premise and no bottling. Most importantly, both types of brewers must
be a company limited with at least 10 million Baht of registered capital with at least 51% of Thai

nationality shareholders.
II1. Methodology

In this paper, the objective is to analyze the reason why craft beer business does not prosper
in Thailand. This research includes both primary and secondary sources data.

In primary source data, a survey, market observation, and in-depth interview with related
people from four different fields; craft beer producers, distributors, retailers, and lawyers were
conducted in order to use for analyzing the topic problem.

For craft beer producers’ side, the interviewee is Mr. Wichit Saiklao, who is the owner of
craft beer producers, Chit Beer, in Pak Kret. He was the first person who successfully createed his
own craft beer brand. He is called ‘The Father of Craft Beer’ in the industry. He has an idea of
making craft beer as an ecosystem, which is making a full cycle of craft beer both supply and
demand side by creating a craft community and providing a training course with more than 1,000
people who are currently joining the course. He once stated that “In order to change the structure
of Thai laws, it is neither to resist the laws nor creating a controversial against it. Under the
regulations, we have to respect and strictly follow it and at the same time showing that craft beer
could help creating new jobs for people, providing more variety of beers, as well as increasing
revenue for government”. In the interview, the questions will be asked about his perspectives on

craft beer in Thailand.



For distributors’ side, the interviewees are; Mr. Thananard Prapurtdee; Supervisor of
Bottles of Beer, Mr. Jason Poon; Founder of Bottles of Beer, Mr. Prasit Suntipab; Bar Managers
of The one, and Mr. Nuttorn Wongtoom, Admin of page: Beercyclopedia.

For retailers’ side, there are four interviewees; Mr. Adirek Tonmue; Beverage Manager of
Riverwine restaurant, Ms. Ketsara Photchanasomboon; Manager of Mulligan Bar, Mr. Nikorn
Khamkliang; Supervisor of Fu Bar, and Mr. Banjongsak Supalum; Supervisor of Moments Bar.
These distributors and retailers can give a point of view on craft beer industry since they have met
with many craft beer consumers, producers, and importers.

For lawyer’s side, Dr. Munin Pongsapan, who is a specialist on the Liquor Act was selected
to be an interviewee in order to provide the different perspective of craft beer issue.

By interviewing with people from different expertise background, different perspectives
will be given from each interviewee. The interview questions included perspective of current craft
beer situation and factors that affect the success of craft beer industry as well as interview’s result
will be display in the appendix (See Appendix 4).

For survey, the writers conducted a survey with a number of 300 observations in order to
estimate the demand of people toward craft beers. In this research, the sample group is Thai
population who drink beer with different genders, ages, and occupations. The proportion of the
observation on age will be based on the actual proportion of Thailand population® (See Appendix
5). People who are in middle income class and above is the focus group since craft beer is more
expensive than the usual beer. In this case, middle income people are defined as people who earn
more than 15,000 Baht per month. The survey was collected through online by via of google doc.

The questionnaires were conducted and surveyed in the field of consumer’s demand and factors

3 Population Pyramid: "Population Pyramids of the World from 1950 to 2100." PopulationPyramid.net. N.p., n.d. Web. 26 Apr.
2017. <https://www.populationpyramid.net/thailand/2016/>.



affect buying decision of craft beer. The survey results can be found in the appendix (See Appendix
6).

Apart from survey and interview, market observation was made in order to observe the
market behaviors of each restaurant and bar on whether or not they have done a contract with
monopoly. The market observations include 30 restaurants/bars around Khao San road and
Ratchathewi.

For the secondary source, the data was gathered from both offline and online sources.
These include Liquor Act B.E. 2493, past research papers, news, and cases of foreign countries.
Studying deeper into the factors that affect the prosperity of craft beer by using the writing above
will help in understanding more on why craft beer industry could not be successful in Thailand.
All collected data will be analyzed to investigate on possible factors that influence the flourish of

craft beer industry.

IV. Theoretical Framework

Oligopoly

According to Cambridge Dictionary, oligopoly is a situation in which a small number of
organizations or companies has control of an area of business, Resulting others to have no share
in the market’®. The market is dominated by small number of sellers, which is called oligopolists.
In the case of beer industry, these big players are Thai Beverages and Boon Rawd Brewery. The
barrier to entry is high but still possible. With their market power, they are able to charge price

above its marginal cost (MC).

¢ Dictionary, o. (2017). oligopoly Meaning in the Cambridge English Dictionary. [online] Dictionary.cambridge.org. Available
at: http://dictionary.cambridge.org/dictionary/english/oligopoly [Accessed 3 Apr. 2017].



Strategic Behavior

Strategic behavior’ theory is one of the big firm’s strategy that could affect the overall
market which will be used and applied to the analysis in this paper. This theory explains the actions
taken by firms to reduce the competition by actual and potential rivals®. This paper assumes that
the firm focuses on only non-cooperative strategic behavior. According to Calton (2015), it is the
actions of the firm that is trying to maximize it profits by improving its position relative to its
rivals. To be successful in a non-corporate strategy, the firm needs to reach two conditions which
are advantage and commitment. For the advantage, the firm must meet the cost advantage,
innovation and technological advantage, as well as first mover advantage over its competitors. For
the commitment, the firm needs to create credible threats to its rivals, and makes them believe that
the strategy is rational. Three well known strategies which could drive firm’s rival out of the
business are;

Predatory Pricing, it can be done by lowers its price to drive rivals out of business. It also
helps discouraging the potential entrants from coming in. An incumbent will later on raise the price
when there is no one to compete with.

Limited Pricing, it occurs when an incumbent firm sets its price and output so there is just
small demand left in the market which is not enough for other firms to enter the market and make
profit.

Raising Rivals’ Cost Strategy, a firm’s profit would rely on its cost relative to those of its
rivals. A firm can raise its rivals’ cost without losing any benefits, it could increase its profit at the
expense of its rivals. To raise the cost of the firm’s rivals, market power or political power is

necessary.

7 Strategic behavior is a set of actions a firm takes to influence the market environment so as to increase its profits.
¥ Church, J. and R. Ware, Industrial Organization: A Strategic Approach, International Edition, McGraw-Hill, 2000.



Direct Methods: To increase the cost of firm’s rivals, the firm may intervene rival’s
production or selling method that could affect to raise rivals’ cost directly. For example, the firm
could lobby suppliers of the competitors to decrease quantities or increase the price of inputs.

Interference through Government Regulation: The firm can raise the cost of rivals
through the government policy; for example, most of government regulation exempt existing firms
but create barrier for new firms to operate in the market.

Tie-ins of other products: Occasionally, an incumbent can produce a product that must be
used with another product only in order to force customers to buy both product from them, for

example; camera with special kind of film that must be used together only.
V. Findings and data analysis

Analyzed topics were grouped into four main categories, which are based on both primary
and secondary sources. The analysis will focus on every side of the players in the market and all
the relevant factors that affect the craft beer business. It consists of production, demand, monopoly,
and government.

1. Production

Production is the fundamental root of business including e.g. cost, price, etc. To simply
discuss the production side of craft beer, this section would be separated into three significant
issues that affect to the prosperity of craft beer in Thailand. The three components are quality,
production and quantity, and below the reader will find the analysis of those components.

First, quality. It is one of the crucial factors influencing customer’s decision. According to
retailer’s interview and market observation, most of them said that quality of craft beer is
inconstant and this became a major problem for Thai producers. In Thailand, it is very difficult for

craft beer brewers to control the quality and keep the standard of craft beer because they still lack
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of certain technology involvement, equipment, and machine in order to make craft beer’s taste
stable and consistent. From Mr. Thananard’s interview, said that there are no more than 3-4
brewers who can retain and control craft beer’s quality. When production of a defective
merchandise occurred, the defective items should discard immediately. However, some of them
decide to sell to customers since cost is already occurred.

“Quality is the best business plan” — John Lasseter’. Major players in any industry would
adopt a Six Sigma set of techniques to seek and improve its quality to at the maximum standard
rate of all time. A six sigma is a tool for process improvement, what it does is to identify and
removing the causes of defects and minimizing variability in manufacturing and business process.
A strong roots lead to a better chance of a sustainable company, as for craft beer manufacturer they
should consider adopting this method in order to develop a steady path for its future.

However, craft beer in Thailand cannot achieve that, according to Ms. Ketsara, she said
that she had an idea to sell craft beer in her restaurant but the taste was not consistent and varies
every time she tried. She found that the qualities of Thai craft beers are inconsistent comparing
with imported beer and draft beer. So, this might be a factor of why most of the retailers do not
sell craft beer in their store. Therefore, the reputation of craft beer is limited to only a small group
of people. Furthermore, Dr. Munin, mentioned that to revise the laws of craft beer in Thailand is
highly difficult due to the many factors but one thing that must be concern is the health issue. The
government’s role is to forecast what would happen in every aspect when revise the laws and
especially an alcohol which is already a drink that reduce the consciousness of people. If the quality

is bad, there will be other consequences that are needed to be concern more. Therefore, if Thai

° an American animator and the chief creative officer of Pixar Animation Studios
Popik, B. (n.d.). Double-Tongued Word Wrester Dictionary. Retrieved April 30, 2017, from
http://www .barrypopik.com/index.php/new_york_city/entry/quality is the best_business plan
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craft beer is still unable to meet the Six Sigma standard, it certainly will not able to dispatch to the
consumer’s market. Only if the standard has met, legal and regulations might not be a barrier for
Thai Craft beer any longer and it might help to stimulate economy in the future if it succeeds.
Second, production. Based on Mr. Wichit’s interview, he said that one of the obstacles to
produce craft beer comes from cost of raw materials and equipment used to produce craft beer. As
some ingredients and equipment are not available in Thailand, around 80%-90%, were imported
from foreign country. As a result, Thai brewers face with a high production cost due to the unstable
variable costs that occurred in production process. Apart from production materials constraint,
Thai producers also face with the limitation of liquor laws that requires them to have at least 10
million Baht registered capital. Therefore, it is quite impossible for small craft beer producers to
pass this condition. Regarding to heavy obstructions of brewing craft beer in Thailand, the
producers were forced to find an alternative way to survive in craft beer industry. Most of them
choose to produce in foreign countries and import back to Thailand for selling. Chalawan Pale Ale
chose to brew in Australia and Chiang Mai Beer chose to brew in Laos, for example. This method
grants to produce craft beer legally, while the producers have to accept the high variable costs of
production. In contrast, by importing Thai craft beer from abroad, the brewers have to suffer from
massive imported tax which could be up to 60% based on the Excise Department announcement.
This creates a higher production cost for craft beer producers and consumers are the one who bear
the burden. It seems like craft beer producers have no choice to choose but to struggle under the
constraint of laws. Although the production cost is high, all brewers tend to ignore this issue and
keep running their business. Therefore, with all costs combined together it creates larger amount
of average cost which leads to set the higher pricing strategy. Consequently, forces to sell at higher

price than others major players. With major players like Singha, can lesson cost much lower than
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local craft beer due to the economies of scale. This is why craft beer can target only some group
of customers, mainly middle to high income.

Third, quantity. Craft beer is considered as a small brewery so the brewers are forced to
produce beer at least 100,000 liters per year according to the laws. This is a huge amount for a
small business and likely impossible for producers to brew beer legally by themselves. With the
constraints of production quantity and a control over distribution process, it is quite impossible for
producers to enter the market and this will not stimulate the economy in term of competition in the
market. Even they did successfully produce at that amount, it will not be possible to distribute craft
beer within the period of time since this type of drink is a perishable product which has short
lifetime and can only sell in the glasses. Imagined that if the producers have to brew beer at least
100,000 liters per year with a 300 ml glass, it means that they have to sell craft beer around 900
glasses per day within their brewpubs. Moreover, selling craft beer only on premise will make only
some group of consumers know craft beer. Therefore, it is unlikely for craft beer brewers to expand
and drive the craft beer industry into the future in Thailand.

2. Demand

Without demand for craft beer, supply will be unlikely to occur. This rule applies to all
things in the world and that is why demand affects enormously to the prosperity of craft beer
industry. As the price of craft beer is higher than lager beer or mass beer that are sold widely in
the Thai market due to high production cost that have mentioned earlier, craft beer in Thailand will
aim to target only people with middle income onward who are no longer interested in mass beer
and seek for alternative beer.

From the primary and secondary data collection, several perspectives have been found and

this presents the demand for craft beer in Thailand. According to the survey with 300 observations
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who are middle income or higher that live in urban area, the result shows that around 90% of
observations would like to try craft beer if it is sold widely in the market. The top three factors that
come to their decision when choosing craft beer are taste, price, and desire to try something new,
respectively. These could be said that there is a demand for craft beer from the perspective of
customer but something just deters those demand from being served to this group. Nonetheless,
the results from an interview also correlated with the result from the survey.

According to the interview with Mr. Prasit, Mr. Nuttorn, Mr. Jason, and Mr. Wichit, they
all said that the demand for craft beer has been increasing a lot comparing to the past. More
customers are seeking for an alternative beer which can give them more marvelous taste and sense
of heaven. Once they have tried the fascinated taste of craft beer, they would not want to consume
lager beer anymore. However, these demands come from just a particular group of people which
mainly middle to high income class. In terms of imported craft beer, the number of SKUs has
increased more than 500% from around 100-200 SKUs to 800-1,000 SKUs which is very high.
Mr. Nuttorn, said that he had attended many craft beer events and usually met with newcomers
who are passionate in craft beer. Also, the producer of Chit Beer, Mr. Wichit, mentioned that many
craft beer lovers approached him to learn about craft beer brewing. The statistical data of volume
of craft beer in Thailand shows an increasing trend of imported beers from 5.5 million liters in
2010 to 267.8 million liters in 2015'° (See Appendix 7). It is not just demand that increases, supply
also has increased accordingly.

However, from the data collected, there is a huge possibility that the demand for craft beer
will tend to increase continuously. Nonetheless, this demand does not include people who do not

know craft beer. This group of people is in ‘non-existing market’ where the demand of craft beer

1% Euromonitor
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is zero because it is unreachable for them and no one has introduced craft beer to them before.
Those who are in non-existing market include people with potential to consume craft beer and
those who are not able because of budget constraints. There are 60.8% of household in Thailand
who has income more than 15,000 Baht per month'' and they are potential customers who could
contribute to the prosperity of craft beer (See Appendix 8).

According to the data collection, an interview suggested that non-existing market is
originated from a culture of Thai. Thai people do not usually drink beer as a routine and beer is
not a country’s drink. There were some group of people who drink but they get used to existing
products in the market which are the big two players, Singha and Chang, or specifically lager beer,
since they have no variety of choice. Thais have been taught to have no choice and to get used to
what they have. Craft beer is new. Craft beer is unique. Craft beer is niche. That is why craft beer
needs to be educated to Thais since it is new to the people. Psychologically, people will resist new
changes at their first stage of introduction, then people will start to take their first step, lastly people
will embrace it. All of each stages will take time to enhance and educate people to acknowledge
its product. A closest example would be cassette tape transformed into cd players, then to an iPod.
These things hinder the demand that should have been occurred in the market. It obstructs the
potential growth of the craft beer industry that should be grown. “Market behavior is now
changing, people want explore more options and choices in their life”, said Mr. Wichit.

In the case of United States, it took more than 20 - 30 years for people to recognize craft
beer and become well-known like today, there is no surprise why Thai craft beer business does not

prosper like other country. Mr. Wichit, a producer of Chit beer again mentioned that “History

! National Statistical Office
N. (2015). aqnaiidriy msdsnamzasugonnsdaaneiniaidou Tugae 6 ideunsnuesd 2558, Retrieved April 25, 2017, from

http://service.nso.go.th/nso/nsopublish/themes/files/SocioSum58M6.pdf
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repeats itself. In 1971, the United States was just like us today. It was just a time shift. Thailand
will be just like United States one day”. However, due to the difference in cultural value between
Thais and Americans, it might take longer time to make craft beer prosper and well known.
Americans believe in freedom of choices'? whereas Thai people are completely the opposite and
it is not easy to change the behavior of people, especially for Thais.

This report proposes that culture directly affects the demand for craft beer which influences
to the prosperity of Thai craft beer industry. However, the demand will still exists in the same
group which are middle to high income class which is accounted for 60.8% of household in
Thailand" since it is still impossible to lower the price to less than or equal to lager or mass beer
because craft beer does not produce at the big scale.

3. Monopoly Power

The third assumption is commonly known in several business sectors, which is monopoly
power as their power can affect the cycle of the business and relatively may involve in this
scenario. Their reputations are usually negative in people’s minds especially in unseen authority
so the writers believe that monopoly may be one of the factors that could affect the prosperity of
craft beer. The analysis will base on what monopoly can do to affect the market by using strategic
behavior theory and merger and acquisition to see whether they did or not.

From interviews and market observation about monopoly behavior, predatory pricing,

limited pricing, tie-ins of other products have no evidence to support the behavior so it will be

12101 Characteristics of Americans/American Culture . (n.d.). Retrieved April 26, 2017, from
https://www.press.umich.edu/pdf/9780472033041-101 AmerCult.pdf

13 National Statistical Office

N. (2015). aqnaiidriy msdsnamzasugonnsdaaneiniaidou Tugae 6 ideunsnuesd 2558, Retrieved April 25, 2017, from

http://service.nso.go.th/nso/nsopublish/themes/files/SocioSum58M6.pdf
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dropped out from our analysis. However, the strongest evidence founded is raising rival’s cost
strategy that includes direct methods and inference through government regulation.

Direct method is founded when Boon Rawd and Thai Beverage involved in rival’s selling
method especially on distributor side by signing a contract with distributor, which disallows other
competitors to sell their products. From the interviews, every each of bars and restaurants were
offered benefits if and only if they sign the contract but majority of them disagree to collaborate.
Since priority is the consumers, they chose to sell variety of products instead of one, this is the
reason to gain full market coverage whereas only a specialist in certain product. Apart from that,
it is the profit. They want to sell products they are popular in the market or the key brands that will
serve every of consumer’s preference. There were only 10% from the observed restaurants and
bars that willingly to sign contracts with monopolies and it showed that monopolies would do any
way to limit the sale of other beer. Moreover, this evidence shows in other countries as well, for
example; the case in the United States where AB InBev, the highest market share brand, offered
the incentive program for distributors to control the sales of other craft beers and the result shows
that just 38% of the distributors joined this program, the Journal reported (Philpott, 2015).

As a result, direct method does not affect the growth of the craft beer because monopoly
cannot successfully intervene with distribution channel. They cannot yet limit the sale of craft beer
or any other beers in the market. So, craft beer producers can sell the product through any channels
without monopoly limitation.

Secondly, Singha and Chang interfered with government regulation, there is no rigid
information or data available. However, speaking truly, there are numerous group of people
suspect that monopoly will use their power on government relation, specifically, on laws. From

the interviews, about half of them believe that monopoly has nothing to do with laws that currently
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limited for craft beer producers because big beer has an ability to produce their own new beers
without being afraid of newcomers.

According to Five Forces Analysis by Michael E. Porter (see Appendix 9), the industry
analysis tool, will distinguish monopoly role clearly and explain why it is no relevant to the law.

Boon Rawd and Thai Beverage Five Forces Analysis.

Industry Competitors are comparatively high such as Boon Rawd, Thai Beverage,
Heineken Asia Pacific Brewery, San Miguel Brewery and other well-known players. For threat of
new entrants are low, due to the economies of scale and demand for fully served from all those
players. Thirdly, threat of substitute products is high, the reason is that there various choices of
alcohol beverages in Thailand. Furthermore, bargaining Power of Buyers are low, their products
are cheap and affordable and targeted to serve full market therefore, it aims from the range of low
income earner to high income earner. Lastly, bargaining Power of suppliers are low, raw materials
for them are cheap, buying in bulk will gain significant benefit for their suppliers, therefore, they
own their suppliers. So, it is obvious that they can do exactly what craft beer can do or even more.
There is no need for them to interfere with government. The other half mentioned that monopoly
and government together definitely have a relationship in some way and affects the prosperity.
However, it cannot be concluded because some data is still inaccessible.

There is an evidence that big companies like AB InBev, MillerCoors, and Heineken are
buying many craft beers businesses of a particular country where they are controlling the market.
Allyn (2015) mentioned that the craft beer brands that are bought by monopolies primarily were
the one who likely to be a national player or the best seller. Nevertheless, Acquisition impacted
the craft beer society because they will not be able to move into the market and finally fade out.

“If large companies can throw millions of dollars into the market, how smaller companies are
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going to be able to move in?” says Hopkins, the president of San Diego Brewers (Motris, 2017).
From the interview, the producer mentioned that a lot of craft beer producer in the U.S. are selling
out their business. So, it is obvious that monopoly is one of the factors that confines the prosperity
of craft beer and even it has become more popular but it will never be prosper as it should be.
Furthermore, Thailand has the similar type of market model which is monopoly according to the
statistic from Euromonitor (See Appendix 10). Then, it might be possible to assume that monopoly
power will affect the prosperous of craft beer but in different ways.

However, from the interview with Mr. Nuttorn, he added that Singha and Chang did not
know craft beer until someone has claimed that they are being fraud. According to Manager
Online, they assure that Boon Rawd Brewery supports the craft beer industry and glad to advice
how to make a good quality of beer which currently has a member of 20 craft brewers. Singha
believes that with the entrance of craft beer, it will make the market become interesting. Hence,
by looking at the overall picture of monopolies effects, there are some part that relevant to the
monopoly power but the use of those powers are ineffective and small which presented both the
direct method and interference. However, acquisition did not weight enough to support the
monopoly. Overall, it is a not monopoly who limits the success of craft beer rather to be something
else.

4. Government (Law)

It is undeniable that Thailand is lacking behind other countries in terms of economic,
politic, ideology, and so on. But, what is really obvious is the lack of good governance and
regulations. The laws have not been changed since the World War II and that was 70 years ago,
said Mr. Nuttorn. Other countries issued the laws for people, every person participate to make

change in society and when there is a request, government will change the laws that appropriate in
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order to support the equality, according to Mr. Panitan Tongsiri, the founder of Stone Head beer.
However, in Thailand, what should have been changed remains the same. Craft beer business
currently suffers from this law because it limits the chance to flourish. From the interview of Mr.
Thananard, he mentioned that there were around 10 countries that have the rules like our country
but they have already adjusted the laws and the craft beer business gaining more popularity. So, it
is obvious that without the change of laws, Thai craft beer will stuck in this path and face the dead
end.
VI. Conclusion

What really affect the prosperity of craft beer are the main three factors which are
production, demand, and government. But, the factor that dropped out is monopoly. In production
side, quality of craft beer has not meet the standard. The production cost is too high because the
raw material and equipment are expensive and required register cost for craft beer brewery is
unreachable in case of producing domestically. Furthermore, the cost for producing internationally
is the tax cost which contributed 60% of the product. So, it is obvious that costs are in every
direction. In demand side, even though demand seems to increase due to the higher imported beer,
higher SKUs, but the demand is not big enough when comparing with beer market or the overall
country. It cannot influence everyone in the country to consume or recognize craft beer and this
comes from culture that shapes the behavior of Thai people. In government side, the government
obviously has not put the country in the right path as the laws has not been updated ever since
World War II which forced this business to stuck in the same place and unable to make differences
to Thailand. However, monopoly did not show much of the control in this industry because there

is no obvious evidence to support their action.
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Appendix 1

Brand Shares (%) in Total Volume

Brand Shares (Global - Historical Owner) | Historical | Total Volume | % breakdown

Brand Company name (GBO) 2010 2011 2012 2013 2014 2015

Thailand
Beer
Leo Boon Rawd Brewery Co Ltd 45.1 47.6 48.1 47.8 48.1 47.0
Chang Thai Beverage PCL 29.1 27.5 27.8 28.0 27.5 28.3
Singha Boon Rawd Brewery Co Ltd 9.9 9.9 9.8 10.4 11.0 115
Archa Thai Beverage PCL 5.1 4.8 4.6 4.4 4.2 4.2
Heineken Heineken NV 3.9 3.8 3.7 3.8 4.0 4.1
San Miguel San Miguel Corp 0.5 0.5 0.5 0.5 0.5 0.6
Tiger Heineken NV - - 0.5 0.5 0.5 0.5
Cheers (hal Asia Pacific Brewery 95 05 05 05 05 05
gsr:h' SuPer  asahi Group Holdings Ltd - 01 01 01 0.1 0.1
Guinness Diageo Plc 0.1 0.1 0.1 0.1 0.1 0.1
Tiger Asia Pacific Breweries Ltd 0.5 0.5 - - - -
gsahi Super Asahi Breweries Ltd 0.1 - - - - -

ry
Thai Beer Boon Rawd Brewery Co Ltd - - - - - -
Others Others 5.0 4.7 4.3 3.9 3.4 3.1
Total Total 100.0 100.0 100.0 100.0 100.0 100.0

Source: Euromonitor



Appendix 2

Company Shares (%) in Total Volume

Company Shares (Global - Historical Owner) | Historical | Total Volume | %

breakdown

Thailand

Beer

Boon Rawd Brewery Co Ltd 55.1 57.5 58.0 58.2 59.2 585
Thai Beverage PCL 34.3 32.3 324 324 31.7 325
Heineken NV 3.9 3.8 4.2 4.3 4.5 4.6
San Miguel Corp 0.5 0.5 0.5 0.5 0.5 0.6
Thai Asia Pacific Brewery Co Ltd 0.5 0.5 0.5 0.5 0.5 0.5
Asahi Group Holdings Ltd - 0.1 0.1 0.1 0.1 0.1
Diageo Plc 0.1 0.1 0.1 0.1 0.1 0.1
Asia Pacific Breweries Ltd 0.5 0.5 - - - -
Asahi Breweries Ltd 0.1 - - - - -
San Miguel Brewery Inc - - - - - -
Others 4.9 4.6 4.2 3.8 3.4 31
Total 100.0 100.0 100.0 100.0 100.0 100.0

Source: Euromonitor
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Thai Law
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Appendix 4

Interview

Interview with Mr.Wichit Saiklao, founder of Chit Beer
Q: Do you think craft beer in Thailand is boom or not?
A: If we look into the past, craft beer in Thailand has boomed a lot. Many people come to me
because they want me to teach how to brew. We have more than 70 brands of craft beer owned by
Thais. In USA, it took 30-40 years to make it boom. Even though craft beer counts as only 7% of
the total beer market, but the craft beer market has prospered a lot. In Thailand, in the past, we
have only craft import. However, craft beer is very niche and unique so the one who able to afford
would be middle class. In Thailand, around 95% is low income class, so the rest are the one who
able to afford craft beer which count as almost 1 million, and I see it as an opportunity.
Q: What about the law?
A: 1 think it is not easy to change the law. However, what we have to do now is the show them
how good we are and how we can help the society. It’s about to create new job, new career, tourism
to Thai people. I have created an army of brewer so that they can spread the knowledge on how to
produce craft beer.
Q: If law changes, how would it affect the craft beer industry?
A: You can look at the case of foreign country, we can’t change must further than them. What it
will change will be the minimum quantity that are required to produce but the law still won’t allow
to bottle and sell widely. However, if you want to sell it commercially, the process will be more
complicated. However, it will took more than 4-5 years to change the law.
Q: Why the law limit?
A: 1 think all changed in the world come from the request of people. If no one makes a request,
government officers will not just change the law because they want to. The request must be strong
and heavy enough. We need to demonstrate the value of how good we are without making any
protest. By making a protest is just the way for stupid people to do. I got arrested for 3 times.
Q: Does the quality of craft beer affect to the law of craft beer?
A: Yes, I think it’s difficult to control the quality of craft that is why I’'m here so people can learn
how to brew and brew together and it will be easy for the government to detect the quality. Once
everyone is already good at it, they will be able to do on their own with good quality. I think the
history will repeat itself. In 1971, USA was just like us today so it took time to change. I believe
that one day Thailand will be just like USA.
Q: Do you think that craft beer business will last long or not?
A: Yes, of course. The market behavior is now changing. People want more variety of choice in
their life.

Interview with Mr.Prasit Suntipab, Bar Manager at “The One”
Q: What is the situation of craft beer in Thailand?
A: People are interested more than in the past.
Q: Who are your customers?
A: Mostly people around 25-30 years old.
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Q: What factor makes craft beer not prosper in Thailand?

A: Government is not support and the price is expensive so it would be able to sell only some
group

Q: Apart from craft beer, what brand you do you sell?

A: I sell Chang.

Q: Why do you sell only Chang?

A: Because I make a contract with them and Chang is popular in the market so I choose to sign a
contract with them.

Q: What do you get return?

A: They give us promotion, for example give some extra Chang beer for free.

Q: Why Thai laws don’t support people to do craft beer?

A: It needs a huge investment and not everyone can it.

Q: Do you think that monopoly involve in the law?

A: No, I think it depends on the customer on what they like and what they will choose to drink.
Q: Do you think that people don’t like craft beer?

A: I think it is new in the market and new to Thai people and we still get use to the same taste of
Chang and Singha.

Q: What about the demand of craft beer, is it high?

A: Around 20% of my customers drink craft beer.

Q: Does demand increases?

A: If in my store, yes, it has increased from the past.

Q: What do you think about future of craft beer?

A: Well, it’s a trend so it could gone. I think craft beer have to adapt themselves to the changes.

Interview with Mr. Nuttorn Wongtoom, Admin of page: Beercyclopedia
Q: What is the situation of craft beer?

A: In term of economy, it is much better if you compared from last 3-4 years. As you can see that
there are a higher number of importers and the SKU has increased more than 500% from around
100-200 SKU to 800-1,000 SKU.

In term of procedures, craft beer is rising as well because from the last 2 years producers
have legally moved the procedure to foreign countries. Thai craft beer producers that successfully
producing craft beer aboard is around 10 person.

In term of demand, demand increased from the last 2 years; for example, if you compared
the number of people attend to craft beer event, they were usually the same people. But, nowadays,
there are many newcomers and also the feed in the Facebook has increased. So, he believes that
there will be more people until it reaches the peak or until the trend stops. He mentioned that in
the United States, it has reach the peak so many producers sold the company and permanently
close down. Consequently, Thailand will be the same as in the US. if the laws do change.

Q: Factor of why craft beer does not prosper?

A: First, is the culture, Beer is not the country’s drink. Thai people only knew Singha and Chang,
or specifically, lager beer. We never been taught to have choices, it is how Thai people is. So, what
people needed is education. To have their own choices To experience. To try!

Second, demand. In the United States, they uses more than 20-30 years for people to
recognized craft beer and become prosper. So it will be the same for Thai craft beer. He said that
today Thailand craft beer is growing and it will continue until it reaches the peak.

Third, Supply. Since the laws is so limited, it did not allow people to produce anything
resulted in lacking of experiences. Consequently, good to produce is less and low quality.
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Fourth, Monopoly. There is absolutely nothing relevant with monopoly because they don’t
even know craft beer until we blame them for being fraud. Also, what really keep craft beer from
not being prosper is that the laws has not be updated ever since world war 2 and because the
government cannot manage the country well.

Lastly, the quality of craft beer cannot be consistency produced due to many factors such
as temperature, machine, and places, handmade. In Thailand, there are maybe only 3 producers
who can produce at constant quality. But, if technology has been improved, it may be possible but
the cost will increase as well.

Q: Why do you decide to involve in craft beer business?

A: Every business has it trend. Even though craft beer might not be a long lasting business but he
believes that he will survive through the hard time because only professional will stay in the market
and he is. He said that if there is a demand, there will be a supply which the demand is increasing
due to the higher sales. However, craft beer cannot grow as big as the monopolies because of the
laws, economy, and agriculture. Especially in agriculture, around 80-90% of raw materials are
imported.

Q: If law change, is it possible for craft beer to prosper and fight with big firm?

A: No, because to be able to fight with the firm, the huge capital is needed. Singha use more than
1,000 million baht. Also, like in the US, it has been more than 40 years after launched first craft
beer and no one can beat the big beer. Or even over 100 years, it is still impossible.

Q: Do you want the laws to allow home brewing?

A: Yes, but only if qualified person can produce because it would be too dangerous for everyone
to produce as the product may be have low quality. However, I support that the laws should change
with the current situation and with the world.

Interview with Mr. Jason Poon, Founder and Mr. Thananard Prapurtdee, Supervisor at
“Bottles of Beer”

Q: What's the current situation of craft beer?

A: Marketing is growing but does not impact the overall market. The beer industry is huge but
craft beer is small. Craft beer is now the choice for consumers which nowadays there are more
procedures that want to produce ‘alternative beer’ by brewing in foreign country or imported it
back to Thailand. And, there are also consumers who are bored with the same old taste of beer that
have been consuming for over 20 years.

Q: The demand of craft beer, is there actually the higher demand?

A: The person that can consume craft beer, due to the high price of craft beer (3 times higher), is
middle and high income consumers. But demand is not a lot to impact the market. The beer market
is huge, around 100K in value but craft beer is less than 1 %, he believes. But if target only for
consumers who willingly to pay or above middle income, the demand is high. He mentioned that
whoever entered to craft beer society, they will not want to consume lager beer anymore as new
consumers have increased every each of day.

Q: Will one day craft beer affect the market?

A: It definitely will when the laws change because beer produced in Thailand cannot contain in
the bottle. As nowadays, producer has to produce abroad and import it back. So, the cost is high
whether it is the flight ticket, cost during the stay, or tax. Then, if the laws change, there will be
more beer which can produce at the cheaper price in the market and people wants to try it.

Q: Will it be possible for the price of craft beer be equivalent to lager beer?

A: Impossible. The price cannot be low to 40-50 baht per bottle because craft beer does not produce
at the big scale. It should be at least 80 if the laws change.
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Q: What factors shaped this laws?

A: This laws does not support any sides. But the real problem is that laws have not changed to
today’s society. It has been using it since World War II and most of countries used it before.
However, less than 10 countries use this laws while other has adjusted it already. The most
important question should been ask is “why the laws have not changed yet”, he said. And how
much people need to protest? He added that the minimum requirement to start this business is 10
million and minimum volume is 100K which is too much.

Q: So, what you are saying is that monopoly does not relevant to this laws?

A: From his opinion, laws may monopolized with the big beer because all the requirement made
craft brewers to entry the market. Thai people are used to drink lager and just know that beer must
be in yellow, but, in fact, it does not. The laws is protected the oligopoly. He said that he would
do the same as oligopoly did by not launching new product since they do not have to compete with
anyone, just those two. Example, Asahi beer has more than 10 kinds while Singha and Chang do
not have much variety. It is because they do not have this laws. Asahi can't stop so they have to do
something.

Q: Why craft beer in Thailand is not proper?

A: Laws link to everything! 1.) There are only 2 main players and that produce only one type of
beer which made people recognized only this type. A consumer does not know craft beer.
However, main player do not afraid of craft beer because they are able to produce more beer, any
beer at all. 2.) He mentioned about German beer that each provinces has its own beer and sell only
in that place. Many people will drive across the country just to drink the beer in the different
provinces. But, for Thai people, we are taught that alcohol is bad. In term of culture and religion,
we are not allowed to buy beer in Buddhist day.

Q: Is it true that craft beer cannot produce at the constant quality?

A: True, because it's not a manufacturer so each lot (badge) could have a different taste. But, the
great craft beer would have that much different taste and if the procedures have enough ethics by
not selling the low quality ones. Some of Thai craft breweries only care about profits by not holding
the standard of beer and it is definitely destroy the names of thai craft beer in the overall picture.
On the other hand, in foreign countries there is none low quality in the market.

Q: Anything you want to add on?

A: The limitation is much different than other alcohol such as wine and liquor. For example; for
liquor the limitation volume is much smaller than craft beer which is 60,000. And the registration
for company is huge, around 10 million baht.

Interview with Mrs.Ketsara Photchanasomboon, Manager at “Mulligan”
Q: What factors do you use when choosing beer to sell in the store?
A: If it is a local beer or mass in the market, it’s all the same, Singha, Change, Heineken, for
example. Most of the time, the supplier will come to the store and sell it directly to us. For foreign
brand, if I taste and I like it I will sell in the store.
Q: Do you sell craft beer?
A: No, I don’t sell craft beer.
Q: Why you don’t sell craft beer?
A: 1 think craft beer trend is not just coming but it has been in Thailand since last 1-2 years.
However, the quality and taste is still not constant. I think the trend will not last long and when it’s
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gone. It will completely and rapidly gone. I have taste many craft beer brand. What I feel is that it

tastes similar to the existing brand and it’s not unique enough.

Q: From what I have notice around your store is that umbrella, tables, label, etc comes from

Singha, why is it like that?

A: My store has floors. On the first floor I have a contract with Singha but on the second floor I

sell all brand. I can’t have a contract on the second floor since it is Irish Bar so the brands have to

be worldwide and I have to sell all brands.

Q: So, if you sign a contract with Singha, you would not be able to sell other brand?

A: Yes.

Q: Why do you choose Singha, why not Chang or other brand?

A: Because in Khao San road most of the store do a contract Chang and I want to differentiate

from other store.

Q: So, is it only just Singha beer?

A: It’s all product by Singha Company including Singha, Leo, Asahi, and Carlsberg.

Q: Why do you need to do a contract?

A: Well, as a manager, of course I want to make a highest profit and if I sign a contract with them,

I will get something in return and this return have to big and worth enough for me, for example,

discount. Also, I have to hit a target sell at least a millions Baht. What I get in return is something

like commission.

Q: Do you think that craft beer is not prosper because of Chang and Singha?

A: No, I think it is because of the quality of craft beer. If it is because Chang and Singha, why

don’t they make their own craft beer since they are able to do it. Craft beer has high percent alcohol,

which make it expensive.

Q: Have you ever think about selling craft beer in your store?

A: No, I have taste many brand and I don’t like the taste.

Q: If one day craft beer is prosper in Thailand, will you sell it?

A: If it comes to that day, I have to taste it first. If it’s ok, maybe I will sell it in my store.
Interview with Mr.Nikorn Khamkliang, Supervisor at “Fu Bar”

Q: What brands do you sell?

A: Singha, Chang, Heineken, Hoegaarden, etc.

Q: What factors do you use when choosing beer to sell in the store?

A: I choose the brand that I think people will consume.

Q: Do you need to sign a contract producers, for example, Singha and Chang, when sell beer?

A: No, they just walk in and sell us the products.

Q: Why don’t you sign a contract with them?

A: Thave a choice to choose but I think different customer have different preferences. If a customer

walks in and I don’t have that product, I will miss an opportunity to sell.

Q: Why don’t you sell craft beer in your store?

A: If I sell too many brands, some brand will be left in the stock and expire. At the end I have to

throw it away.

Q: But craft beer is now in trend, why don’t you reconsider selling it in your store?

A: Tt will not work because some customer doesn’t even know what craft beer is. Many sales have

come to suggest me selling craft beer but I think the taste is not that good.

Q: Is there any customer walk into your store and asking for craft beer?

A: Yes, but very less which also make me don’t want me to sell in the store?

Q: What is the group ages of your customers?
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A: Around 25-30 years.
Q: Why doesn’t craft beer business prosper in Thailand?
A: I think people get used to what they familiar with. For example, when hanging out with friend,
people usually drink Singha, Leo, and Chang. People don’t think of craft beer,
Q: Do you think monopoly is one of the factors?
A: No, people get used to what they always drink and it’s hard to change their mind.
Interview with Mr.Banjongsak Supalum, Supervisor at “Moments”
Q: What brand do you sell?
A: Chang, Singha, Leo etc.
Q: What factors do you use when choosing beer to sell in the store?
A: If it is a local beer or mass in the market, it’s all the same, Singha, Change, Heineken, for
example.
Q: I see the label of Change in the store, do you have to sign a contract to get that?
A: No, I just sell their product and they want us to promote their brand.
Q: Is there anything else you get?
A: Sometimes when I have an events, they send some MC and cheer beer girls to our store to sell
their product?
Q: Have you ever think about selling craft beer?
A: No, I think people will not consume it.
Q: Is there any companies that suggest you to sign a contract?
A: Yes, I used to sign a contract. I have buy at least 120 bottles per month. But right now I sell
many brands.
Q: Do you think which one is better between signing a contract and not signing a contract?
A: I based on customer and I think it is better to sell many brand since customer will have more
preference.
Interview with Mr. Adirek Tonmue, Beverage Manager at “River Wine”
Q: Do you sell craft beer?
A: No, because the quality it is not yet guaranteed.
Q: Do you sell other Thai beer brands?
A: Yes, we sell premium Lager which is Singha and Heineken.
Q: What are the factors to choose those brands?
A: Base on consumers who are we selling.
Q: Do you have contract with the main players in the market?
A: Some restaurant may sign the contract with Singha and they won’t be able to sell Heineken.
But at our place, we did not sign any contracts with anyone so we can sell anything.
Q: Why you chose not to sign the contact with the big beer?
A: I know that signing the contract will give the benefits such as chair, tables support. But we
concern more about variety of beer.

Interview with Mr.Munin Pongsapan, a specialist on the Liquor Act
Q: What is your opinion toward liquor laws in Thailand nowadays?
A: According to the principle of laws in both Thailand and foreign country, the laws would not be
liberalized for any private sectors to brew beer by itself. This is because the alcohol are claimed to
be beverage that damage drinker's health, so whether the beer production cannot be controlled and
standardized, it could negatively affect to the consumers' health not for only drunk. Therefore, the
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laws for producing beer will be ensured that the beer production process must be guaranteed by a
good standard and quality as well as enable to be controlled and monitored. But, in case of
Thailand, the laws seem to strict more than other countries'. Let's say there is no any opportunity
for small producers to brew beer in Thailand, while in foreign country, producing beer could be
permitted in case by case. Apart from health problems, Buddhism also affect to beer industry in
Thailand; for example, Thai Beverage Company try to enter to SET but they are opposed by
religious person who claim that as we are Buddhist, we should not support liquor business.

Q: Do you think the monopoly is related to Thai liquor laws or not?

A: Although above two reasons are likely to be acceptable for limitation of beer production laws,
the big company who act as monopolists are still able to produce beer continuously as if the laws
would not affect to them. Therefore, it would make some people wonder that whether they might
have some relationship with the government because they are one of the main player to drive Thai
economy, so it is normally to protect their benefits from the newcomers. Thus, unchanging the
liquor laws by the government could be suspiciously related to the monopoly power which is
difficult to prove.

Q: What do you think about Thai liquor laws in the future?

A: In my opinion, the laws should be change and open more for the producers who can keep
standard and quality as well; however, it is difficult to do that because some Buddhist try to protest
and do not support to produce any liquor in Buddhism country as Thailand. By doing so, the
government would ignore to change the laws, and in the future, beer industry in Thailand would
be the same as in the past.
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Appendix 5

Proportion of Thailand Population by ages

Thailand v

2016

Population: 68,1 46,609

100+] Female 0.0% 0.0% Male
95-99 0.0% | 0.0%
90-94 0.1% | 0.1%
85-89 04% foa%
80-84 o8% [ os%
7579 12% o
70-74 15% 2
65-69 21% | FE3
60-64 2.9% | B2
55-59 3.6% -
50-54 3.9% L B
4549 42% | 2
40-44 4.2% | B
3539 4.0% o
3034 3.6% | BB
25-29 3.4% -
20-24 3.3% | EEZ
15-19 3.1% |
10-14 3.0% . BB
59 2.9% | B
04 2.7% | B
T T T T T T T T T 1
10% 8% 6% 4% 2% 0% 2% 4% 6% 8%  10%

Source: "Population Pyramids of the World from 1950 to 2100." PopulationPyramid.net. N.p., n.d. Web. 26 Apr.

2017. <https://www.populationpyramid.net/thailand/2016/>.

<20 years 23.8%
21-25 years 6.6%
26-30 years 6.8%

> 30 years 62.8%
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Appendix 6

Survey and Result

Survey on Craft Beer

Gender

O Male O Female

Age

O Not more than 20 years old O 21-25 years

O 26-30 years O More than 30 years
Incomes

O Less than 10,000 Baht 0 10,001-15,000 Baht
O 15,001-25,000 Baht 0 25,001-35,000 Baht

O More than 35,000 Baht
Do you drink beer?

O Yes O No (End of survey)

What factors affect your decision when purchasing beer? (you can choose more than 1
answers)

O Price O Brand

O Convenience O Taste

O Packaging

Do you know craft beer?

O Yes O No (End of survey)

If craft beer is sold widely in the market, will purchase craft beer?

O Yes O No

What factors affect your decision when purchasing “craft beer” (you can choose more than
one answers)

O Price O Brand

O Convenience O Taste

O Packaging

Would you continue purchase craft beer if you like it?
O Yes, of course O No
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Survey Result

Gender

= Male = Female

Age

m <20 years = 21-25 years = 26-30 years = >30years

What factors affect your decision when purchasing beer
(you can choose more than 1 answers)

Taste I 90.5%
Brand NN 47.0%
Packaging I 13.4%
Concenience NN 25.0%
Price NN 52.6%

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%
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Do you know craft beer?

= Know = Don't Know

If Craft Beers ae sold widely in the market, will you purchase?

= Try =Don't Try

What factors affect your decision when
purchasing craft beer (you can choose more than
1 answers)

Desire totry IEEEEEEEEEEESSS———— 64.6 %
Taste I 86.8%
Brand NN 22.2%
Packaging M 28.3%
Concenience I 31.6%
Price I 55.2%

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%
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Would you continue purchase craft beer if you
like it?

0.3%

97.7%

= Yes = No

Source: Author’s Own Compilation

Appendix 7

Trade Statistics: Volume of Beer in Thailand

Trade Statistics - Volume | Historical | million litres

2010 2011 2012 2013 2014 2015

Thailand

Beer

Production 1,839.5 2,010.0 2,348.0 - - -
Imports 5.5 9.2 13.0 16.5 20.3 -
Exports 114.0 154.8 452.8 248.9 267.8 -

Apparent consumption 1,731.0 1,864.4 1,908.2 - - -

Source: Euromonitor



Appendix 8

Household and individual income per month

seléedundsdaifoudaniaiFou.. 100.0 100.0 100.0 100.0 100.0
dndn 1,500 UM... 05 0.5 0.5 0.2 0.6
1,500 - 3,000 UM.. 05 0.9 0.2 0.2 0.0
3,001 - 5000 31 5.7 1.0 0.5 0.0
5001 - 10,000 168 255 10.6 5.9 29
10,001 - 15,000 183 208 18.0 113 5.2
15001 - 30,000 331 30.2 359 356 280
30,001 - 50,000 159 9.9 19.6 254 224
50,001 - 100,000 9.2 5.4 10.9 16.1 30.4

NN 100,000 26 1.1 33 5.0 10.5

seldvsdunasdaifousion... 100.0 100.0 100.0 100.0 100.0

dnin 500 0.4 0.3 0.5 0.4 0.6
500 - 1,500 um.. 11 0.5 11 3.1 56
1,501 - 3,000 UM.. 85 a0 10.4 17.6 19.9
3,001 - 5000 UM.. 205 148 204 27.9 308
5001 - 10,000 UM.. 347 343 35.7 337 28.2
10,001 - 15000 UM.. 16.7 207 14.2 10.2 12.7
15,001 - 30,000 UM.. 134 180 10.9 5.5 23
30,001 - 50,000 UM.. 32 5.0 18 11 0.0
50,001 - 100,000 U1 13 21 07 0.4 0.0
1N 100,000 UM 03 03 03 0.1 0.0

e, : “0” Sifeyausiiosndt 1

Source: National Statistical Office Thailand
N. (2015). apluafidisy msdsnazaspgiasdiavesaiadon Tusa 6 dounsnvesil 2558, Retrieved April 25, 2017, from

http://service.nso.go.th/nso/nsopublish/themes/files/SocioSum58M6.pdf



Appendix 9

Five Force Analysis by Michael E. Porter

Threat of

new enfrants

~

Rivalry among

existing
competitors

Bargaining power
of buyers

Bargaining power
of suppliers

Threat of substitute
products or services

Source: Porter's Five Forces of Competitive Position Analysis. (2013, June 11). Retrieved May 14, 2017, from
http://www.cgma.org/resources/tools/essential-tools/porters-five-forces.html
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Appendix 10
Company Share in the United States

Company Shares (Global - Historical Owner) | Historical | Total Volume | %

breakdown

USA

Beer

Anheuser-Busch InBev NV 49.3 48.6 47.6 46.6 454 443
SABMiller Plc 16.3 15.8 15.1 145 14.2 138
Molson Coors Brewing Co 13.2 13.4 13,5 13.5 129 126
Constellation Brands Inc - - - 6.6 7.2 8.0
Heineken NV 4.0 4.0 4.0 4.1 4.1 4.0
Blue Ribbon Intermediate Holdings LLC - - - - 2.9 2.8
Boston Beer Co Inc, The 1.0 1.1 1.2 1.3 1.4 1.4
Yuengling Brewery 1.1 1.1 1.2 1.2 1.3 1.3

Source: Euromonitor
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