
Thailand, one of the 
most active and 
central players in 
the Association of 
Southeast Asian 

Nations (Asean) alliance is 
committed to cultivating a ro-
bust business environment.

Paiboon Nalinthrangkurn, 
Chairman of the Federation 
of Thai Capital Market 
Organizations (FETCO), notes 
that Thailand’s economy has ral-
lied back from the financial crisis 
of 1997 when the country vir-
tually went bankrupt with the 
shutdown of 50 financial insti-
tutions, leaving only the stron-
gest to survive. Its GDP growth 
rate plummeted from 9% in 1996 
to -10% in 1998. Since then, the 
Thai economy has weathered 
global slowdowns and growth 
has been steady, ranging from 
nearly 4% to 7%.

The Asean link project is 
one of the initiatives that Mr. 
Nalinthrangkurn is taking on to 
facilitate retail investment. The 
project currently connects the 
markets of Thailand, Malaysia 
and Singapore. 

“These are the major markets 
in Asean, and we hope that once 
we have fully integrated or con-
nected the markets, everything 
can be done a lot easier,” he says. 

“The priority is to take care 
of domestic infrastructure first, 
and then think about link-
ing with the other markets like 
the Philippines, Indonesia and 
Vietnam later. It’s a work in prog-
ress and at least three markets are 
willing to work together now. In 
terms of full integration and hav-
ing the same tax regimes etc., it is 
going to be a long-term process.” 

Another work in progress is 
the AEC or Asean Economic 

Community, created with the 
aim of reducing the economic 
and development gap between 
Asean member countries and 
strengthening the Asean com-
munity as a whole. Thailand is 
taking a lead role in conducting 
development cooperation and 
opportunities in bilateral and tri-
lateral forms. Once the AEC goes 
into effect in 2015, the region is 
expected to become a hub for the 
free flow of goods and services.

“The AEC will create the 
free flow of goods as well as 
investment and skilled labor,” 
says Udom Wongviwatchai, 
Secretary General of Thailand’s 
Board of Investment. “It will cre-
ate a lot of opportunities for busi-
ness with China. The opportu-
nity is market expansion, as the 
market increases from 60 million 
to 600 million across the Asean 
countries. We will have the op-
portunity to get cheaper raw ma-
terials from other countries.” 

Other advantages for 
Thailand include supplement-
ing its skilled labor force and 
creating growth opportunities 
for Thai companies to sell their 
goods to huge domestic markets 
like Indonesia, which has a popu-
lation of 280 million.

Exports currently account for 
70% of Thailand’s GDP. About 
half of the country’s workforce is 
in the agriculture sector. It is the 
world’s top exporter of rice; while 
automotive and electronics are 
other major contributors, mak-
ing up 19% of the nation’s exports.

Although the AEC is expect-
ed to create opportunities for 
Thailand, it will also bring chal-
lenges as it will increase com-
petition for foreign investment. 

“There are still some differ-
ences between Asean countries 

especially in terms of market be-
havior,” says Mr. Udom. “Right 
now the countries Thailand 
trades with appreciate Thai prod-
ucts. They believe Thai products 
are high quality. That is why it is a 
very good way for us to convince 
foreign investors to invest here.”

Foreign investment has prac-
tically doubled since 2010 under 
the chairman’s watch, which he 
explains was due to a number 
of factors.

“Economic growth has been 
over 5% for many years,” says Mr. 
Udom. “That will increase confi-
dence among foreign investors. 
We will launch a megaproject 
infrastructure development to 
build logistics capabilities, espe-
cially in the rail system and wa-

ter management. That is very 
important for foreign investors.”

Proof lies in the Thailand 
Foreign Investors’ Confidence 
Survey 2014, which has found 
that 98% of foreign investors re-
main confident in Thailand, with 
24% of them planning to expand 
their investment. 

“This corresponds to the 
improving investment cli-
mate after the BOI approved 
18 project applications worth 
122,837 million baht ($3.8 bil-
lion) and continues to approve 
projects and to conduct week-
ly project application screen-
ings,” adds Mr. Udom.

Also important is corporate 
social responsibility and sus-
tainability, which the govern-

ment is addressing, according 
to Dr. Chaiyawat Wibulswasdi, 
Chairman of the Executive 
Board for CSRI, the Corporate 
Social Responsibility Institute 
of Thailand.

“We try to instill awareness 
amongst leaders of the com-
panies, regarding things that 
need to be done and push them 
to world standards,” says Dr. 
Wibulswasdi, whose organiza-
tion is tasked with raising CSR 
standards in the Thai business 
community, particularly among 
small and medium-sized en-
terprises, which traditionally 
have not viewed CSR as an in-
ternal issue.

“We try to make them aware 
that CSR is good for business, 

because stakeholders want to do 
business with a good company,” 
adds Dr. Wibulswasdi.

As an incentive to inspire 
companies to become good 
corporate citizens, the CSRI 
is working toward creating a 
Sustainability Index that will 
rate firms based on their CSR 
performance. Companies in 
different sectors will compete 
against their counterparts in oth-
er emerging countries to achieve 
international status.

“It will list top performing 
companies in terms of sustain-
ability in one basket,” says Dr. 
Wibulswasdi. “When U.S. com-
panies or companies in Asean 
countries want to come into 
Thailand it can serve as a guide 

for them to look for good compa-
nies to do business with.”

Raising the CSR quotient is 
one way to combat corruption, 
a formidable issue in Thailand, 
concedes the MIT graduate.

“Right now there is a group 
of institutional investors in 
Thailand, the largest one being 
the government pension fund 
for civil servants. In the future 
they will only invest in compa-
nies with strong CSR policies; 
they will not engage in corrupt 
business,” says Dr. Wibulswasdi. 

Social media reaction to bad 
business practices is also having 
an effect on changing corporate 
attitudes, he adds.

CSR is also one of the key mis-
sions for the American Chamber 
of Commerce in Thailand 
(AmCham), where it provides 
social and business networking 
support to its 700 members. 

While big multinationals like 
Ford Motor Co. already incorpo-
rate transparency, accountabil-
ity and corporate governance 
into their businesses, the same 
themes may be new for local 
partnerships.

AmCham’s Vice-President 
Matt Bradley suggests that the 
role Thailand plays in the Asean 
bloc and globally will be critical, 
and key to that role is continued 
transparency, and consistency in 
policy formulation.

“The ability of the private sec-
tor to have an input in govern-
ment policy formulation, wheth-
er it is just for Thailand or for 
trade beyond Thailand, is impor-
tant,” says Mr. Bradley. 

The land that is known for 
happiness and smiles is one 
that promises growth, says Mr. 
Nalinthrangkurn of FETCO. 

“Despite the political issues I 
am confident that the Thai cor-
porate sector and financial sec-
tor will continue to grow. We are 
determined to be a major force, 
first in Asean, then Asia. You can 
see Thailand as the gateway to 
China and India.”

THAILAND
Taking center stage in Asean

Our World

Resolute and poised, Thailand is performing like a true Asean tiger 
and stands ready to take a leading role in supporting and coordinating 

the development of the upcoming Asean Economic Community

‘The prIOrITy IS TO TAke cAre Of 
dOmeSTIc InfrASTrUcTUre fIrST, 
And Then ThInk AbOUT lInkIng 
WITh The OTher mArkeTS lIke 
The phIlIppIneS, IndOneSIA And 
VIeTnAm lATer” 

PAiBOOn nALinTHRAngkURn, 
Chairman of the Federation of Thai Capital 
Market Organizations (FETCO)

“There Are A 
lOT Of grOWTh 
OppOrTUnITIeS 
here In ThAIlAnd, 
bOTh In The reAl 
SecTOr And 
The fInAncIAl 
SecTOr“

Paiboon nalinthrangkum, 
Chairman of FETCO

“The ThAI 
gOVernmenT 
expecTS ThAT 
AfTer The Aec We 
WIll IncreASe 
InTrA-ASeAn 
TrAde by Up  
TO 40%“

UDOM WOngViWATCHAi, 
Secretary general of the Board 
of investment (BOi)



At the center of 
the Asean bloc 
lies Thailand, 
and with near-
ly 1,900 miles 

of coastline and more than 
2,400 miles of waterways, it 
is poised to become the in-
ternational gateway to Asia, 
and potentially, Europe. 

In order to capitalize on 
its strategic position and 
strengthen its economy the 
country is looking to im-
prove connectivity not just 
within Thailand but with its 
Asean neighbors as well.

As part of the country’s 
efforts in attracting foreign 
investment, a massive over-
haul of its transport infra-
structure is being proposed. 
The ambitious $75 billion 
project would incorporate 
improvements to roads, rails 
and waterways. The project 
would also include high-
speed train connections 
from Thailand to China. 

A significant part of the 
discussions have been cen-
tered on moving goods 
more efficiently through 
the region. Sea shipping re-
mains the most popular op-
tion for trading among the 
Southeast nations, making 
Thailand’s two largest ports 
among the busiest in the 
world. The Port Authority 
of Thailand (PAT), is play-
ing a key role in ensuring the 
country’s ports can keep up 
with steadily growing traffic 
demand, and preparing for a 
potential swell once the Ase-
an Economic Community 

(AEC) comes into effect.
“As a core organization 

on waterway transport, PAT 
has carried out its mission in 
conformance with the gov-
ernment’s strategy as well 
as developing the country’s 
logistics system in the over-
all scheme in preparation for 
responding to any change 
which will occur in the fu-

ture, particularly, in join-
ing AEC in 2015,” says Lt. 
Ittichai Supanakoon, RTN, 
Managing Director of PAT.

Bangkok Port
The second-largest port in 
the country, Bangkok Port 
– also known as Klong Toey 
– handles more than a quar-
ter of Thailand’s container 

volume. The port’s depth, 
which ranges from 8.5 to 11 
meters, accommodates ships 
up to 12,000 tons and 172 
meters in length. Located 
on the west side of the Chao 
Phraya River at the entrance 
to Prakanong Canal, in the 
Klongtoey District of Bang-
kok, operations are divided 
into two areas: the west quay, 
which handles conventional 
bulk cargo, and the east quay 
for container cargo. 

More than 80% of the 
cargo that comes through 
the port is in containers. 
There is plenty of space to 
accommodate them as the 
port has a total capacity of 
1.34 million TEU, according 
to Bangkok Port’s Manag-
ing Director, Lt. Songtham 
Chantaprasit, RTN.

Bangkok Port is undergo-
ing security and hardware 
upgrades; over 70% of the 
port’s equipment systems are 
new, says Lt. Chantaprasit, 
and attention has turned to 
upgrading the port’s IT sys-
tems to improve efficiency.

“We are checking cargo 
coming in and out of the 
customs area and there is 
also a container terminal 
management system, where 
we use enhanced technology 
to keep track of the contain-
ers in the port area,” he adds. 

While Laem Chabang port 
has knocked Bangkok out of 
the top spot in terms of the 
volume it handles, the port 
remains a vital fixture for lo-
cal businesses in the area.

“Bangkok Port is centrally 
located and it serves a lot of 
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Full speed ahead for Thai ports 
at Bangkok and Laem Chabang
The country’s two most 
important ports, bangkok 
and laem chabang, are 
undergoing upgrades 
and modernization 
programs to improve 
efficiency and raise their 
competitiveness

“We Are Open 
TO pUblIc-prIVATe 
pArTnerShIpS In 
The pOrT“

LT. SUTTHinAn HATTHAWOng, 
RTn, Managing Director of Laem 
Chabang Port 

“bAngkOk pOrT 
IS ImpOrTAnT fOr 
fAcTOrIeS In ThIS 
AreA“

LT. SOngTHAM CHAnTAPRASiT, 
RTn,  Managing Director 
of Bangkok Port 

LT. iTTiCHAi SUPAnAkOOn, RTn, 
Managing Director of Port 
Authority of Thailand

“AS A cOre OrgAnIZATIOn On WATerWAy 
TrAnSpOrT, pAT hAS cArrIed OUT ITS mISSIOn In 
CONFORMANCE WITH THE gOvERNMENT’s sTRATEgY 
As WELL As DEvELOPINg THE COUNTRY’s LOgIsTICs 
SySTem In The OVerAll Scheme In prepArATIOn fOr 
reSpOndIng TO Any chAnge WhIch WIll OccUr 
In The fUTUre, pArTIcUlArly, In JOInIng The ASeAn 
ecOnOmIc cOmmUnITy In 2015”

LT. iTTiCHAi SUPAnAkOOn, RTn 
Managing Director of the Port Authority of Thailand (PAT)
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With properties in bangkok, India and new Zealand, the ceO of lebua hotels & resorts has plans to take his 
recipe for hospitality success to myanmar, and for Thai cuisine to the U.S.

Lebua’s ‘wow’ factor combines  
the exceptional and the exclusive 
“Wow” is the word Deepak 
Ohri chooses when asked 
to sum up the experience 
offered by Lebua hotels in 
Bangkok.

You would expect that, 
since he’s the CEO of Lebua 
Hotels and Resorts, a chain 
of luxury hotels that started 
in Bangkok and expanded 
to include locations in India 
and New Zealand.

Now a new hotel is be-
ing planned in neighbor-
ing Myanmar; the location 
was inspired by President 
Barack Obama’s visit to the 
region in November 2012, 
which included a stop in 
Myanmar, the first visit to 
that country by a sitting 
American president. 

“The bilateral relationship 
between Thailand and the 
U.S. is very strong and wher-
ever the U.S. goes, Thailand 
will always follow,” says Mr. 
Ohri. “That is why Thailand 
as a country is doing very 
well in all sectors, especially 
the tourism sector.”

The Myanmar project 
will likely be a difficult chal-
lenge, concedes Mr. Ohri, 
who notes that the country 
is still an emerging econo-
my and infrastructure will 
be an issue.

Tourism is a major con-
tributor to Thailand’s econ-
omy, accounting for about 
7% of its GDP and attract-
ing 22 million visitors last 
year. It remains one of the 
top destinations for Ameri-
can tourists, a credit to the 
long friendship that the two 
countries have shared for 
180 years, says Mr. Ohri.

“Thailand is number two 
in the Asean region in terms 
of inbound tourists and we 
hope that we will be number 
one very soon.”

The AEC, or Asean Eco-
nomic Community, agree-
ment to open up the free 

flow of goods and services 
among member countries is 
expected to increase regional 
tourism by 10 to 15% over 
the next few years, prompt-
ing the hotel executive to 
add another 100 rooms to 
his Bangkok location and ex-
pand facilities abroad.

“I think our ambition 

would be to spread our 
wings and one day be in the 
U.S., where we want to be. 
We want to expand and we 
want to be an ambassador by 
opening Lebua in more stra-
tegic locations,” he adds.

Mr. Ohri hopes that the 
Asean alliance will boost 
tourism numbers by making 
it easier for people to travel 
through the region without 
visas. “Thailand should take 

a leading role because of its 
strategic location and how 
well we understand the tour-
ism business. I think Asean is 
the key,” says Mr. Ohri.

When asked about the 
road to his success, Mr. Ohri 
candidly reveals, “It has been 
a struggle. If people think I 
am successful, it’s because 
I’ve turned my mistakes into 
learning experiences. I made 
a lot of mistakes, like every-
one has, but I’ve learned 
from them.”

The hospitality expert also 
hopes to explore a new busi-
ness in the United States – 
fast food.

If he draws from his earlier 
experience in creating The 
Dome at Lebua, fast food will 
never be the same. 

He started The Dome as 
a lone entrepreneur in 2004, 
a collection of rooftop bars 
and restaurants offering 
breathtaking views of the 
city. It has become a popular 
destination for tourists and 
its website boasts unique 
and luxurious food experi-
ences from master chefs in 
the region.

Mr. Ohri will likely tackle 

this restaurant venture much 
the way he does his hotel 
business, by bringing an au-
thentic Thai experience to 
the customer.

“It is a well-known world-
wide fact that if you are very 
genuine, people will like 
you,” he says. “As long as our 
customers are happy, they 
will continue to return.”

Lebua State Tower made TripAdvisor’s 10 Incredible Hotel Rooftops list in 2014

feATUred In 
‘HANgOvER 2’, THE 
TOWer clUb AT lebUA 
bOASTS AcclAImed 
reSTAUrAnTS And 
bArS And TrUe 5-STAr 
lUxUry rOOmS And 
SUITeS

small factories around the 
city. Transportation costs 
associated with Laem 
Chabang port are higher 
and 90% of cargo is trans-
ported by road,” says Lt. 
Chantaprasit.

Its central location 
makes it an attractive site 
for developers and a study 
is under way to examine 
the potential for turning 
the land around the port 
into shopping malls and 
hotels.

Laem Chabang Port 
Currently Thailand’s busi-
est port, Laem Chabang 
handles more than 7 mil-
lion TEUs a year, but can 
handle up to 10.8 million 
and plans are underway to 
increase that capacity to 
18 million TEUs. 

The port, with a depth 
of 12 meters, is located in 
the Chon Buri Province, 
covering an area of around 
2,536 acres.

Expansion plans for 
Laem Chabang will make 
it the most modern and 
active port in Thailand, 
says the port’s Managing 
Director, Lt. Sutthinan 
Hatthawong, RTN. “We 
continue to focus and em-
phasize quality service as 
well as efficiency,” he says. 
“Less time in the port can 
reduce transport costs.”

Another notable fea-
ture about Laem Cha-
bang is security, the best 
in Asia, says Lt. Hattha-
wong. “We have a lot of 
stringent and certified se-
curity systems within the 
port. To maintain secu-
rity, we support training 
courses in neighboring 
countries and we invite 
them to learn from us,” he 
comments. “We worked 
with the U.S. Embassy 
and Homeland Security 
for many years to become 
the best port in Asia.”

It is expertise that Lt. 
Hatthawong hopes to share 
with neighboring countries 
in order to standardize 
shipping protocols across 
the Asean bloc, a task that 
becomes all the more vital 
once the Asean Economic 

Community (AEC) agree-
ment allowing for the free 
flow of goods and services 
among the Asean bloc, 
goes into effect.

“All ports in the AEC 
should be operating on 
the same standards,” says 
Lt. Hatthawong. “We try 
to use our knowledge and 
expertise to help other 
ports to improve their 
policies and regulations.”

Some of the standards 
being implemented by the 
Port Authority of Thai-
land at both the Bangkok 
and Laem Chabang are 
green, aimed at minimiz-
ing the ports’ impact on 
the environment. This in-
cludes changing the type 
of vessel fuels used from 
traditional fuels that emit 
greenhouse gases and 
pollutants, to cleaner and 
more cost-effective alter-
natives. The vehicles used 
in and around the ports 
run on compressed gas, 
in an effort to reduce fuel 
emissions. 

Expansion plans for 
Laem Chabang are aimed 
at turning it into a gateway 
port for the Greater Me-
kong Sub Region, which 
would mean competing 
with Singapore for ship-
ping business.

According to the Thai 
Board of Investment, the 
port currently handles 
54% of Thailand’s over-
all exports and imports; 
however, Lt. Hatthawong 
claims it could handle 
more than 90% of the 
country’s volume. The 
expansion would include 
a new deeper wharf that 
would directly serve large 
vessels. 

To help mitigate the 
high cost of fuel associ-
ated with road trans-
port, the plan includes 
the construction of twin 
railway tracks that would 
provide a direct rail link 
to the port from the 
Northeast, and in an ef-
fort to relieve traffic con-
gestion, roads to the port 
and a mass public transit 
system are also proposed 
for development.

“There IS A phrASe 
THAT THE ‘gUEsT 
Is gOD’. WE ARE 
TAkIng ThIS 
ThAI hOSpITAlITy 
eVeryWhere“

DEEPAk OHRi, CEO of Lebua Hotel 
and Resorts



To the directors of Thai 
Beverage PLC, being 
a good friend means 
staying by their side 
and always being 

there with them not only in famil-
iar places and when convenient, 
but in all places, no matter how far 
they may be. And for Thailand’s 
largest beverage company, this 
translates into making its products 
available across Thailand as well as 
expanding its international foot-
print – a task that entails enlarging 
its distribution network, imple-
menting the use of cutting-edge 
logistics management technology, 
and investing in upgrading its em-
ployees’ skills. 

Indeed, since its origins more 
than three decades ago, ThaiBev’s 
business activities have grown be-
yond just beverage production, 
especially after it became a holding 
company 10 years ago. 

“Thai Beverage was incorpo-
rated back in 2003, and the vision 
is to combine every related busi-
ness, from sourcing, procurement, 
production, sales and marketing 

to all the support functions that 
are under ThaiBev,” says Thapana 
Sirivadhanabhakdi, President and 
CEO, and son of original founder 
Charoen Sirivadhanabhakdi. 

ThaiBev is one of the region’s 
largest beverage manufactur-
ers, originally having started with 
spirits then moving on to beer. 
Non-alcoholic drinks came along 
post-2006, the year ThaiBev listed 
on the Singapore Exchange. The 
latter business line is expanding 
even further now, thanks to part-
ner company TCC Assets’ acquisi-
tion of Fraser and Neave (F&N), a 
Singaporean drinks, food, publish-
ing and property conglomerate, in 
January 2013.

For its line of spirits – which in-
clude rum and both blended and 
single malt Scotch whisky, among 
others – ThaiBev owns distilleries 
both at home in Thailand and 
abroad in Scotland, Poland, Ire-
land, China and France.

The firm’s entire product line, 
alcoholic and non-alcoholic alike, 
are geared to making uniting con-
sumers thanks to the great taste. 

ThaiBev’s awards also attest to the 
company’s endeavors to please 
shareholders and partners through 
high standards of corporate gover-
nance and transparency. As proof, 
in recent years Corporate Gover-
nance Asia has awarded ThaiBev 
with “Best Investor Relations” and 
“The Best of Asia”, and named 
Thapana Sirivadhanabhakdi “Asia’s 
Best CEO (Investor Relations)”.

No doubt investors were also 
pleased by the group’s outstanding 
financial results in 2012. Total rev-
enues grew by 21.8% to THB161 
billion ($254.4 billion) from 2011, 
while net profit soared by 140.3% 
to THB28.8 billion. While the 2013 
results were less impressive, given 
the expenditure of the F&N buy-
out, the Sirivadhanabhakdi family 
views the expensive move (the larg-
est ever acquisition in Singapore’s 
corporate history in fact) as a smart 
long-term investment. 

“Some might say this is an 
acquisition deal, but F&N is 
our partner and we would 
like to work together. It is 
not about just connect-
ing; but about how we 
can collaborate and 
work together,” says 
the President and 
CEO. 

Whereas ThaiBev’s origins were 
solely based on the distillation 
and distribution of liquor, its 
product offering has expanded 
exponentially to include a vast list 
of beers, white spirits, brown spir-
its, bottled water and flavoured 
soda water, soft drinks, electrolyte 
drinks, green tea, Scotch whisky, 
vodka, gin, Chinese spirits, and 

The company’s long list has 
just got longer, however, thanks 
to the acquisition of Singapor-
ean conglomerate Fraser and 
Neave. 

“As of now, I can proudly say 
to you that we manage quite an 
extensive portfolio, because we 
cater from soya drinks to single 
malts, and from the F&N port-
folio, because they have fruit 

juices, Asian 
drinks, chrysan-
themum tea, jelly, 
and dairy prod-
ucts,” highlights 
CEO and President 
Thapana Sirivad-
hanabhakdi.

Such a diverse of-
fering allows ThaiBev 
to perform well in 
many markets, not just 
Thailand. Yet even at 
home, tastes and trends 
change. 

“We make sure that we 
add value together with our 
trade partners,” says Mr. Sirivad-
hanabhakdi. “We aim for a qual-
ity product so we can respond 
to the changing environment or 
consumer behaviors. We plan to 
make non-alcoholic beverages 
account for 30% of total annual 
sales from 2015 onwards.” 

ThaiBev concentrates mostly 
on the Southeast Asian markets. 
Yet, while Chang Beer along 
with several brands of whisky 
are ThaiBev’s biggest ambas-
sadors abroad, the company 
has recently launched a special 
product – Pacific rum – in the 
U.S., starting in California.

Many of ThaiBev’s spirits 
are award winners. Hankey 
Bannister 40-year old blended 
whisky, Speyburn 25-year old 
single malt, Speyburn Bradan 

Orach sin-
gle malt, 
Phraya rum 
and Caorunn gin 
all garnered medals 
from international com-
petitions in 2012. Yet it is 
Old Pulteney that seems to be 
ThaiBev’s golden boy, the 12, 17, 
21 and 30 year old single malt 
varieties having all garnered 
numerous medals. Just recent-
ly, Jim Murray’s 2012 Whisky 
Bible crowned Old Pulteney 21 
World Whisky of the Year.  

Eschewing the temptation often 
felt by multinational corporations 
to focus obsessively on short-
term returns, ThaiBev is commit-
ted to ensuring corporate social 
responsibility (CSR) is an integral 
component of its activities. Its 
determination to be “a company 
with business growth and social 

accountability” is evidenced 
by a drive to achieve effective 
long-term socioeconomic gains 
through a variety of social, cul-
tural, educational, sporting and 
public health-related projects. 

Business, economic, social 
and environmental sustainabil-
ity forms the basis of all new 
ventures at the company and 
its research and development 
department is kept busy by 
leveraging the use of cutting-
edge technology to devise eco-
friendly processes and optimize 
precious resources. Its annual 

corporate governance report 
and sustainability report pro-
vide transparent insights into 
the group’s ability to harmonize 
its operations, achievements 
and goals with its ethics and en-
vironmental awareness.

Among the raft of commen-
dations the company has to its 
credit, Corporate Governance 
Asia has awarded ThaiBev’s 
President and CEO Thapana 
Sirivadhanabhakdi as Asia’s Best 
CEO (Investor Relations) for three 
consecutive years (2011-2013). 
Mr. Sirivadhanabhakdi believes 

that taking CSR seriously is part 
and parcel of carrying out busi-
ness with the utmost profession-
alism and credibility. 

“Obviously there are many 
best practices, rules and regula-
tions that we need to understand 
and follow, to allow us to become 
a better team,” says Mr. Sirivad-
hanabhakdi. “However, being 
one of the listed companies 
that are changing the platform 
against the other players we are 
dealing with, we have been very 
committed, not just to social re-
sponsibilities and activities we 

have been carrying out all along, 
but looking at more of a profes-
sional way of doing business, 
talking about how to deliver the 
top line and the bottom line, 
and to be able to share our per-
spective and direction together 
with other shareholders who 
might be interested in working 
together with us.”

ThaiBev wants to “Be With You”

Thirsty? ThaiBev
has a drink for
every occasion 

A long-term heart-touching approach
to sustainability and responsibility
shapes effective CSR policies

Thailand’s largest beverage company, ThaiBev owns  
and distributes several brands of leading alcoholic and  
non-alcoholic beverages in an effort to bring people 
throughout the region closer together

The company’s growing product line has something to satisfy 
everyone, old and young alike

ThaiBev looks beyond 
commercial success alone 
to ensure the effects of its 
business are in harmony with 
society and the environment 

As ThAiBev enTers 
iTs nexT phAse of 
growTh, The compAny 
is deTermined To 
conTinue upholding 
iTs sTrong TrAck 
record of AvAilABiliTy 
And reliABiliTy of 
producTs designed 
To delighT And uniTe 
consumers

susTAinABiliTy underpins All new 
venTures AT The compAny And 
iTs r&d depArTmenT uses cuTTing-
edge Technology To devise eco-
friendly processes And preserve 
resources 
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Owned by Charoen Sirivad-
hanabhakdi, Thailand’s wealthi-
est citizen and case study exam-
ple of rags-to-riches, ThaiBev is 
listed in Forbes’ Global 2000 list 
at spot 1,080. In other words, 
ThaiBev plays an enormous role 
in both the Thai and the Asean 
region’s economy. And luckily 
for everyone else, the company 
has a friendly and inclusive atti-
tude towards business, helping 
its partners grow along with it. 

This includes a healthy and 
humble attitude towards private 
sector involvement not only in 
business but also in community 
initiatives all over Southeast Asia.

“We have been develop-
ing C-ASEAN together with 
large Thai and multinational 
conglomerates, as we see it is 
not just about Thailand – it is 
about the Asean community,” 
explains Thapana Sirivad-
hanabhakdi, President and 
CEO. “We cannot say that we 
will still be going strong for 
years to come; we are looking 
across to the region and the 
Asean country members. We 
are talking about the free flow 
of goods, services, capital and 

human resources the business 
gets and enhances.”

By integrating the region’s 
10 economies into a power-
ful block, this union will give 
ThaiBev easier access to the 
more than 700 million consum-
ers, trade partners and tourists 
in the AEC.

Yet another aspect of the initia-
tive is sociocultural integration, 
and Mr. Sirivadhanabhakdi sees 

the private sector taking on ever 
more importance. “We and other 
large corporations are not just 
talking about the business side 
– we are also looking at the soft 
side, like cultural programs, arts 
and music, for us to understand 
each other even better. On the 
soft side, those are values that can 
blend in. We believe that we can 
help Asean and the community 
to understand each other faster.” 

For several years, the Sirivad-
hanabhakdi family business 
concentrated on the distilla-
tion of spirits. Beer was the first 
game changer for the company. 
It first started brewing Chang 
Beer in 1994 and one year later 
successfully launched it on the 
market to wide acclaim. 

However, getting the beer out 
and about posed a new chal-
lenge, and it was the distribu-
tion process that forced the 
beverage giant to reformat its 
logistics chain.

“Getting into beer trans-
formed our organization to en-
abling the distribution system 
to go down deeper, to another 
level,” explains Mr. Sirivad-
hanabhakdi. “Spirits do not 
have a shelf life, so the older the 
spirit is, the more valuable it be-
comes. It is not like beer, where 
we sell freshness.” 

Years later, after the family 

business became incorporated 
and thus effectively placing its 
myriad subsidiaries under one 
holding company, ThaiBev con-
tinued expanding its logistics 
network through organic and 
nonorganic growth. 

One of the biggest leaps 
ahead happened in 2011, when 
the Thai giant acquired Serm-
suk Plc, the beverage company 
with the heretofore furthest-
reaching distribution network 
in Thailand. 

The company now attributes 
its resounding success in part 
to the network, as well as to the 
strong relationship it has built 
up with agents, distributors, 
trade partners, retailers and res-
taurants. 

Abroad, it is wholly-owned 
subsidiary International Bever-
age Holdings Ltd. (IBHL) at the 
helm. With offices in Singapore, 
Cambodia, Malaysia, the U.K., 
the U.S. and China, IBHL dis-
tributes ThaiBev products to 
more than 80 countries. 

It is no wonder that such a 
huge number of subsidiaries 
has created over 30,000 jobs at 
ThaiBev and taking into con-
sideration the indirect jobs the 
group is responsible for creating 
or supporting would more than 
double that figure. 

Tasteful branding excels 

The AEC to facilitate 
an even greater 
role for ThaiBev 

Products travel
far and wide

ThaiBev brings the taste of Thailand to markets 
worldwide through its wholly owned subsidiary 
international Beverage holdings ltd (iBhl)

come 2015, when the Asean economic community kicks off, ThaiBev will have easier access 
to a larger market and more partners with whom to carry out social initiatives

Thanks to an enormous distribution network, ThaiBev’s products can be seen 
on shelves throughout not only Thailand, but the region as well

Building core brands with global 
footprints, International Bever-
age Holdings Ltd (IBHL) is turn-
ing ThaiBev’s portfolio of spirits, 
beers and non-alcoholic bever-
ages into widely recognised, highly 
regarded international products. 
Headquartered in Hong Kong 
and with regional offices in Singa-
pore, Cambodia, Malaysia, China, 

the UK and the USA, IBHL 
distributes to more than 80 

countries and is enjoy-
ing buotant growth 

in the group’s 

brands’ international exposure. 
The company’s sales and market-
ing techniques and investment 
levels are aligned with the appro-
priate brand strategies, market 
opportunities and existing route-
to-market capabilities. 

For example, in 2004 ThaiBev’s 
sponsorship deal with Everton FC 
saw the group’s renowned Chang 
Beer become the first Thai brand 
to be sported on an English Pre-
mier League club’s soccer shirt. 
ThaiBev is also involved in spon-
sorship deals with Real Madrid and 
FC Barcelona in Spain’s La Liga. 
The company has been able to cre-
ate impactful marketing programs 
and raise both brand awareness 
and demand, thereby increasing 
Chang Beer sales and driving fur-
ther distribution across the region.  

“How to showcase and intro-
duce our products to the right 
economies across the world is 

part of the important process 
of brand development,” says 

Thapana Sirivadhanabhakdi, 
President and CEO. “Yet, 

this process is still at very 
early stage, as the beer 
industry is highly com-

petitive. Nonetheless, let me tell 
you that even in the Western mar-
kets, Asian trends are becoming 
in vogue and Westerners are in-
terested in how the Thai or Asian 
beer market is evolving.”

For the brand itself, Chang’s logo 
depicts two white elephants, which 
are among Thailand’s most rep-
resentative symbols. The two el-
ephants face each other and come 
towards a fountain that represents 
prosperity. “The brand distinguish-
es itself from the rest, as Chang 
translates into ‘elephant’, which is 

also a great tool to communicate 
a Thai word to the international 
community. It is true that Chang 
promotes the ‘Thainess’ as people 
easily relate the brand to Thailand,” 
says Mr. Sirivadhanabhakdi.

In 2012, Chang Beer’s inter-
national sales in Asean showed 
exceptional growth of 78% and 
ThaiBev attributes a large propor-
tion of this expansion to the suc-
cessful launch of its FC Barcelona 
soccer platform across Southeast 
Asia, where European soccer is a 
highly popular sport. 
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Back at the dawn of 
the new millen-
nium, Bill Clinton – 
then President of the 
United States – opti-

mistically challenged members 
of the Asia-Pacific Economic 
Cooperation (APEC) forum to 
“turn the digital divide among 
and within our nations into digi-
tal opportunities”.

Fourteen years later, while the 
“digital divide” that Mr. Clinton 
referred to still very much exists, 
bearing in mind the surprising 
fact that three out of five people 
in the world still do not enjoy ac-
cess to the Internet, the state of 
international connectivity has 
undoubtedly improved. 

Today, with only a few ex-
ceptions, nearly every devel-
oping country now has some 
form of competitive market 
for broadband services. How-
ever, amongst global problems 
such as certain cultural barri-
ers and high costs that impede 
Internet access, the difficulty 
of laying the infrastructure 
necessary for greater connec-
tivity – especially in remote ar-
eas – remains one the greatest 
hindrances to Internet devel-
opment over the world.  

So when President Clinton 
posed his challenge to APEC fo-
rum members in the year 2000, 
little did he know that almost 
a decade earlier, the forward-
thinking nation of Thailand had 
already begun laying the foun-
dations for a future solution.

In 1991, with the digital revo-
lution by then in full swing, the 
newly formed public company 
of Thaicom was bestowed its 
name by King Bhumibol Adu-
lyadej of Thailand as a symbol 
of the linkage between Thailand 
and modern communications 
technology, and was swiftly 
awarded a 30-year concession 
by the government to operate 
the national satellite project.

While the company at first 
became most well known for 
its satellite television broad-
casting services, of which to-
day it hosts approximately 600 
channels available throughout 
the region, in 2005 Thaicom 
broke new ground. With the 
launch of its fourth satellite, 
Thaicom 4 (or IPSTAR) be-
came one of the largest com-
mercial satellites and the first 
ever broadband satellite in 
Asia-Pacific, facilitating two-
way broadband connectivity 
and cost-effective solutions for 
communities and businesses 
lacking access to terrestrial line 
infrastructure.

“IPSTAR was the first hy-
brid Ku-/Ka-band satellite of 
its kind in the world,” explains 
Suphajee Suthumpun, CEO of 
Thaicom. “At that time, nobody 
actually believed that a small 
country like Thailand could 
produce this sort of new tech-
nology.

“Today Thaicom plays an 
important role in the national 
and regional ICT sector. We 
are present in all countries in 
Asia, including Australia and 
New Zealand. We have ex-
tended our coverage to Africa, 
as well.”

Indeed the breadth of IP-
STAR’s geographical reach, 
covering an area inhabited by 
3.2 billion people, is stagger-
ing. In the process, through 
the complex technological ad-
vancement of a two-way satel-
lite system, it has been able to 
bring the joy and enlighten-
ment of broadband Internet 
to millions of people who may 
never have had the chance. 

In fact, thanks to the lead-
ing role of Thaicom, as well as 
a major effort by the Ministry 
of Information and Commu-
nications Technology (MICT) 
to promote broadband ser-
vices, people in Thailand are 

now more connected than 
ever before. 

The Thai Internet mar-
ket has been on a significant 
growth path over the last num-
ber of years, with the demand 
for Internet and Internet-relat-
ed services finally beginning to 
increase. For example, when 
Thaicom launched its IPSTAR 
satellite in 2005, overall broad-
band penetration in Thailand 
stood at a measly 0.75% (cal-
culated by the National Broad-
casting and Telecommunica-

tions Commission).  At the last 
count in 2014, this had grown 
exponentially to 7.63%.

While this is an impressive 
growth rate, the development 
of high-speed access has really 
only just begun in Thailand, and 
it is clear that the surge in ser-
vices has been occurring from 
a relatively low base.  How-
ever, with demand expected 
to continue its rise throughout 
Thailand and the whole region, 
Thaicom is carefully planning 
its growth strategy.

Having recently restructured 
the company to make it more 
“customer-centric”, says Mrs. 
Suthumpun, as well as offering 
a broader range of solutions 
across its satellite services, a ma-
jor part of Thaicom’s expansion 
will be in its fleet number. 

The company has already 
successfully launched two more 
satellites this year from Cape 
Canaveral in Florida. Thaicom 
6 was launched in January (hav-
ing already sold almost all of 
its capacity to Indochina with 
some quota for Africa), while 
Thaicom 7, which started its 
journey into orbit and sold out 
on its launch date in Septem-
ber, will further help expand the 
company’s broadcasting service 
platform and a full range of me-
dia and data services tailored to 
the communication needs of 
the entertainment industry and 
telecom operators across Asia 
and Australasia.

“Our new bird will help fulfill 
the increasing demand in satel-
lite capacity in Thailand and 
in the Asia Pacific region, help 
strengthen the company’s ser-
vicing capacity, as well as allow 
it to expand into new markets 
overseas,” says the CEO.

She also reveals that Thaicom 
is today working on its eighth 
satellite. “If things go well, it 
should be launched by the first 
half of 2016. We are also build-
ing a case for IPSTAR 2.”

In the meantime, the com-
pany’s main objectives are 
profitability and sustainability. 
“Transparency and accountabil-
ity are key to this goal,” explains 
Mrs. Suthumpun. “Since I 
joined Thaicom in August 2011, 
we have managed to maintain a 
proven performance of 12 con-
secutive profitable quarters.” 
Also during this time, Thaicom 
has managed to regain its spot 
as the number one provider for 
broadband satellite in Asia in 
terms of market share.

Such fantastic financial per-
formance has not only led to 
the company scoring a 100% 
satisfaction rate from its share-
holders at the recent Annual 
General Meeting, but also being 

on the receiving end of interna-
tional recognition. For example, 
Finance Asia recently granted 
Thaicom with Thailand’s ‘Best 
Mid-Cap Company’ and ‘Best 
CEO’ awards.

While recognition for its 
business success is a further 
boost to Thaicom’s brand, 
the company – most widely 
known for its pioneering his-
tory – went one step further 
this year to ensuring that Thai-
com will continue to be one of 
the most talked about firms in 
Asia’s ICT industry.

That is because in June, Thai-
land’s leading satellite operator 
struck a deal with the country’s 
number one low-cost airline 
– Nok Air – to become the 
first in the Asia Pacific region 
to introduce commercial In-
Flight broadband connectiv-
ity. The announcement came 
at the same time that Thaicom 
launched its New Frontiers 
campaign, which will see it ex-
pand its focus to include end-to-
end satcom mobility services for 
air, land, and sea vehicles.

From New Frontiers to the 
forefront of ‘disaster manage-
ment’, Thaicom has also won 
universal praise for its vital role 
in Asia at times of natural ca-
lamities. Evidence of this was 
seen when a huge earthquake 
and tsunami hit Japan in 2011. 
Thaicom’s IPSTAR satellite – 
designed to put communica-
tion networks back online in the 
event of such disasters – imme-
diately became a key enabler for 
emergency response and hu-
manitarian aid operations dur-
ing the aftermath, resulting in 
the company being awarded by 
the Japanese government for its 
services rendered during those 
trying times.

Already one of Asia’s most 
well known and successful 
companies thanks to its innova-
tion, profitability, and work to 
bridge the world’s digital divide, 
such an invaluable contribution 
to society as saving lives, on top 
of brightening minds with the 
power of information, can only 
help Thaicom’s great reputation 
grow even stronger. 

Thaicom helps to bridge 
Asia’s digital divide

Through its pioneering technology, Thaicom has 
brought broadband Internet and satellite television to 
millions of homes and businesses around Asia, setting a 
benchmark with its innovative solutions and contributing 
to industry and society at a global scale

“ThAIcOm plAyS An ImpOrTAnT rOle In The 
nATIOnAl And regIOnAl IcT SecTOr. We Are 
preSenT In All cOUnTrIeS In ASIA, InclUdIng 
AUSTrAlIA And neW ZeAlAnd. We hAVe 
exTended OUr cOVerAge TO AfrIcA, AS Well”
SUPHAJEE SUTHUMPUn, CEO of Thaicom


