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System of Government 

Thailand is a constitutional monarchy. The Prime Minister is the head of government, and the head 

of state is a hereditary monarch. King Vajiralongkorn (or Rama X) is the current monarch, reigning 

since the death of his father Bhumibol Adulyadej (Rama IX) on 13 October 2016. The King and Royal 

family have very little direct power however, it is illegal to criticise or insult them. 

Political instability has been an ongoing issue in Thailand as evidenced by 19 coups since the nation 

became a constitutional monarchy in 1932. The most recent occurred in 2014. 

On 22 May 2014, General Prayuth Chan-ocha, Thailand’s Army Chief, launched a military coup in 

Thailand and established the National Council for Peace and Order (NCPO). On 21 August, Prayuth 

was nominated Prime Minister in a unanimous resolution of the new National Legislative Assembly. 

On 31 August, Prime Minister Prayuth’s new cabinet was formally announced. 

In October 2014, the NCPO appointed the 250-member National Reform Council (NRC). The Senate 

and House of Representatives were abolished by the NRC. Legislative power is vested in the National 

Legislative Council, appointed by the NCPO. 

 

A large, relatively diversified and resilient economy 

Thailand is the second-largest economy in the Association of Southeast Asian Nations (ASEAN). 

Thailand’s economy is heavily export dependent, with exports accounting for more than two-thirds 

of the country’s gross domestic product (GDP). It is a leading exporter of agricultural commodities 

(particularly rice, palm oil, rubber, sugar and seafood) and a regional and global manufacturing hub 

for vehicles, automotive components, consumer electronics, and processed food and beverages. 

Thailand continues to offer an attractive business environment among the high-growth Southeast 

Asian countries and was rated third in the region in the World Bank's Ease of Doing Business index in 

2016.  

Thailand recovered well from the global financial crisis with rapid implementation of a fiscal stimulus 

package and monetary easing, but its economy suffered due to severe floods in the second half of 

2011.  

 

Developing a regional trading hub and digital economy 

In October 2014, the Thai government announced an economic reform agenda to make Thailand 

more attractive as a regional trading hub and to develop its digital economy.  

Reforms focus on promoting Thai investment overseas, reducing the cost of doing business, tackling 

corruption, improving logistics and infrastructure, building a better tax structure, and developing a 

new body to govern the digital economy.  

Through these reforms, the Thai government intends to support the Thai private sector, facilitate 

trade and promote overseas investment.  
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Australia and Thailand – a strong bilateral relationship 

Australia and Thailand have longstanding and strong connections. The two countries cooperate in a 

broad range of areas of mutual interest, including trade and investment, law enforcement, counter-

terrorism, education, security, migration and tourism. The bilateral relationship is supported by 

mutual membership of international and regional organisations.  

The Thai government's aim to boost financial efficiency, reduce costs, enhance transparency and 

improve regulatory environment will support Australian business interests. Further enhancements to 

the country’s transportation network is a factor that will help investors to expand their business in 

Thailand and through the region. 

Australia's trade and economic relationship with Thailand has grown strongly since the Thailand– 

Australia Free Trade Agreement (TAFTA) came into effect on 1 January 2005. Thailand is now 

Australia's eighth-largest goods and services trading partner and our second-largest in ASEAN.  

 

Australian wine has benefited from TAFTA by preferential tariff treatment 

TAFTA saw the import tariff on Australian wine immediately fall from 54 per cent to 40 per cent on 1 

January 2005. It has gradually reduced by 4 per cent per annum and, as of 1 January 2015, the 

import tariff has been eliminated for Australian wine.  

Through TAFTA, Australian wine has a 54 per cent price advantage over competitor countries such as 

France, Italy, Spain, Portugal, Chile, Argentina, the United States and South Africa, which do not have 

FTAs with Thailand.  

It should be noted that TAFTA does not eliminate other taxes in Thailand. Imported wines are 

subject to four different tax systems: 

 excise tax: value-based rate at 60 per cent of FOB/CIF declared value 

 value added tax (VAT): seven per cent, based on CIF/FOB value 

 municipal tax: 10 per cent of excise tax 

 health support project: two per cent, based on CIF/FOB value. 

Our strong bilateral relations are also reflected in extensive people-to-people links. Thailand attracts 

large numbers of Australians for tourism and business – over 900,000 Australians visit Thailand each 

year – and more than 45,000 Thais live in Australia (2011 Census). 

Education also provides a vital link with more than 21,600 Thais studying in Australia (2013) and 

Thailand hosting Australian New Colombo Plan scholars since 2015. 

 

Wine – a small but growing category 

Wine is a relatively small but growing category in Thailand’s 2.7 billion litre alcoholic drinks market.  

In 2015, wine sales grew 11 per cent to 20.1 million litres. This represents 0.8 per cent of the 

alcoholic drinks market.  
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Per capita wine consumption is low at 0.3 litres per head, reflecting that approximately 10 per cent 

of the population drink wine. However, wine sales have been steadily growing, up 14 per cent per 

annum over the last five years.  

Heavy locally imposed excise duties (after the point of importation) mean that retail wine prices in 

Thailand are inflated compared with some markets. 

 

On- and off-trade in Thailand 

Two-thirds of wine is sold in the off-trade and one-third in the on-trade. Over the last five years, the 

growth in wine sales in the off-trade (at 14.5 per cent per annum) outpaced the on-trade (at 11.9 per 

cent per annum). 

There are time limits on when alcohol can be sold. The sale of alcohol in convenience stores, 

supermarkets and hypermarkets is limited to 11am to 2pm and from 5pm-midnight. Some on-trade 

outlets can extend the closing time from midnight to 2am, but only after receiving special 

authorisation. 

On 1 January 2016, a ban was introduced on sales of alcoholic beverages within 300 metres of 

schools or temples. This includes both on- and off-trade establishments. 

The two main off-trade channels are supermarkets and hypermarkets and they generally offer wine 

at competitive prices in lower price brackets. Premium wines are distributed through specialised 

wine outlets, online shopping, mail-order/catalogue, upper-tier hotels and restaurants.  

The two main types of on-trade premises for the sale of alcoholic drinks are full-service restaurants 

and bars/pubs. Between 2010 and 2015, the number of bars/pubs increased from 7375 to 8315, 

while the number of full-service restaurants grew from 9875 to 10,681. 

 

Consumer awareness of wine is growing 

Once a relatively little known beverage in Thailand, wine is now regularly served at social functions 

and is perceived as a sign of higher social status amongst Thais.  

The three most likely occasions where Thais will consume wine are at parties or social functions, at 

home while entertaining guests, and at restaurants. The acceptance of wine as an everyday drink in 

Thailand is growing with both Thai-style food and the increasing range of western-style foods now 

available on the market.  

With an already significant but growing number of pubs, bars and restaurants serving wine, there 

has also been a large growth in the number of wine drinkers among Thai consumers, who are 

typically aged between 25 to 55 years. Consumer awareness of Australian wines in Thailand is also 

growing. 
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Australian wine has a good reputation in Thailand 

Australia is the second largest exporter by value to Thailand (26 per cent share), after France (39 per 

cent).  

In the 12 months ended March 2017, Australia exported 4.4 million litres to Thailand valued at $20.3 

million FOB. This makes Thailand the third largest destination for Australian wine exports to 

Southeast Asia, behind Singapore and Malaysia. 

In the last year, 111 companies exported Australian wine to Thailand. Five companies accounted for 

60 per cent of the value of wine exports to Thailand, at an average of $4.59 per litre, significantly 

higher than the total Australian export average value of $2.98 per litre. 

As it is an emerging market and taxes are very high, premium wine is a niche segment of the market. 

This is reflected in the profile of Australian exports to Thailand, with 78 per cent of the volume 

priced at less than $5 per litre and 22 per cent above $5 per litre. However, in value terms, exports 

priced at $10 per litre and above FOB are the biggest segment, valued at $7.3 million and growing by 

26 per cent in the last 12 months. 

In general, Thais prefer strong, bold, punchy and heavier wines. The best-selling red varieties are 

Shiraz and Cabernet Sauvignon. Chardonnay and Sauvignon Blanc are the top two white varieties. 

Australian exports to Thailand are dominated by these four varieties.  

 

Market entry 

Before any wines can be imported into Thailand, the importer must be registered with the Excise 

Department of the Ministry of Finance in Thailand. 

Only a Thai company can apply for an import permit, so appointing a local importer/distributor to 

manage the importing and government formalities is a must. 

Price and promotional support are the major determining factors in the purchasing decision. Thai 

law prohibits promotion of all alcohol, however, importers may arrange wine tasting events or a 

price discount with retailers. 

Once the wines are in the Thai market, an effective marketing strategy (given restrictions on open 

advertising of alcohol) is to conduct food and wine promotions aimed at the target audience at 

leading hotels and restaurants, in conjunction with local importers/distributors. This kind of 

promotion is not against the law as it is conducted at a specific time and venue. 

The Ministry of Public Health (MoPH) appears to be moving once more toward the reintroduction of 

requirements for graphic health warnings on alcoholic beverage packaging. 
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Outlook 

Euromonitor International is forecasting Thailand’s wine market to rise by 9 per cent per annum 

through to 2020. It is expected that Millennials will drive the growth, with their increasing 

appreciation for wines and spirits. Furthermore, wine is becoming more readily available to the 

general consumer.  

Australia, with its close ties and already strong position in the market, is poised to take advantage of 

this growth. 
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