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2022 Advertising Spending Update
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2022 Jan-Dec 
Actual Adex vs Projection

H2 Adex Projection (Worst +5%)

H2 Adex Projection (Best +8%)

2022 Actual Jan-Dec

SOURCE: AQX (All categories excluded Direct sales, CD/DVD (Musical & Film Products), Transportation, Classified and House Ads. 

Excluded Nielsen Online Spend and replacing with DAAT spending spend excluding Creative production

2022 Adex growth driven by the returned to 
normal of all business activities

+6%
Full Year 2021 vs 2022

Moderate growth 
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2022 Full Year 
Adex Nielsen + DAAT

2019
2020
2021
2022 Actual Jan-Dec

Close to Pre-COVID19
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Continue to improve



ADEX TOP RANK CATEGORY Y2018 Y2019 % ADEX TOP RANK CATEGORY Y2020 Y2021 % ADEX TOP RANK CATEGORY Y2021 Y2022 %

1 NON-ALCOHOLIC BEVERAGES 7,561 8,351 10% 1 NON-ALCOHOLIC BEVERAGES 7,434 8,352 12% 1 NON-ALCOHOLIC BEVERAGES 8,352 8,175 -2%

2 MOTOR VEHICLES 8,535 8,056 -6% 2 MOTOR VEHICLES 5,093 4,679 -8% 2 RETAIL STORES exc Direct Sales 4,639 5,116 10%

3 SKIN-CARE PREPARATIONS 5,690 5,593 -2% 3 RETAIL STORES exc Direct Sales 3,591 4,639 29% 3 MOTOR VEHICLES 4,679 4,681 0%

4 COMMUNICATIONS 6,865 5,043 -27% 4 SKIN-CARE PREPARATIONS 5,478 4,584 -16% 4 SKIN-CARE PREPARATIONS 4,584 4,364 -5%

5 GOVERNMENT 4,736 4,815 2% 5 COMMUNICATIONS 4,709 4,207 -11% 5 GOVERNMENT 2,566 3,849 50%

6 LEISURE 4,322 3,998 -7% 6 HAIR PREPARATIONS 3,671 4,059 11% 6 ORAL PRODUCTS 3,231 3,549 10%

7 RETAIL SHOPS/STORES 3,731 3,414 -9% 7 VITAMINS & SUPPLEMENTARY 3,658 3,573 -2% 7 HAIR PREPARATIONS 4,059 3,390 -16%

8 HOUSEHOLD CLEANERS 3,071 3,263 6% 8 HOUSEHOLD CLEANERS 3,739 3,452 -8% 8 COMMUNICATIONS 4,207 3,340 -21%

9 DAIRY PRODUCTS 3,510 3,248 -7% 9 ORAL PRODUCTS 2,878 3,231 12% 9 VITAMINS & SUPPLEMENTARY 3,573 3,112 -13%

10 HAIR PREPARATIONS 2,799 2,971 6% 10 DAIRY PRODUCTS 3,511 3,105 -12% 10 TOILETRIES 2,797 3,074 10%

11 VITAMINS & SUPPLEMENTARY 2,634 2,837 8% 11 TOILETRIES 2,659 2,797 5% 11 DAIRY PRODUCTS 3,105 3,036 -2%

12 PHARMACEUTICALS 2,665 2,783 4% 12 GOVERNMENT 3,264 2,566 -21% 12 HOUSEHOLD CLEANERS 3,452 2,890 -16%

13 TOILETRIES 2,570 2,552 -1% 13 FOODSTUFFS 2,493 2,317 -7% 13 PHARMACEUTICALS 2,002 2,824 41%

14 ORAL PRODUCTS 1,754 2,441 39% 14 PHARMACEUTICALS 2,091 2,002 -4% 14 WEBSITES & APPLICATIONS 1,955 2,793 43%

15 TRAVEL & TOURS 3,279 2,412 -26% 15 WEBSITES & APPLICATIONS 1,577 1,955 24% 15 FOODSTUFFS 2,317 2,189 -6%

16 FOODSTUFFS 2,426 2,406 -1% 16 SEASONING PRODUCTS 986 1,522 54% 16 SEASONING PRODUCTS 1,522 1,958 29%

17 BANKS 3,096 2,298 -26% 17 ELECTRICAL NON-AUDIO/VISUAL 999 1,485 49% 17 BANKS 1,263 1,814 44%

18 INSURANCE 1,759 2,079 18% 18 INSURANCE 1,691 1,463 -13% 18 SNACK FOODS 1,404 1,738 24%

19 FOOD OUTLETS & RESTAURANTS 2,005 1,652 -18% 19 SNACK FOODS 950 1,404 48% 19 LEISURE 721 1,601 122%

20 REAL ESTATE 2,071 1,640 -21% 20 BANKS 1,721 1,263 -27% 20 INSURANCE 1,463 1,541 5%

TOP 10 50,819 48,752 -4.1% TOP 10 43,762 43,879 0.3% TOP 10 42,686 42,650 -0.1%

TOP 20 75,079 71,852 -4.3% TOP 20 62,194 62,654 0.7% TOP 20 61,890 65,034 5.1%

TOP 30 84,442 82,261 -2.6% TOP 30 71,648 70,567 -1.5% TOP 30 70,502 75,031 6.4%

Industry recovered uneven
Significant growth in Leisure & Digital related

OUT-OF-HOME ENJOYMENT
• Fast Foods +79%
• Concert/Show +706%
• Trade Fairs +188%
• Airlines +80%

DIGITAL LIFESTYLE
• E-marketplace +13%
• Travel E-Booking +345%
• Video Streaming +23%
• Online Games +12%

HEALTH
• Cold/Cough Med +99%
• Indigestion Med +163%
• Hospital/Clinics +45%

BANKS & FINANCE
• 2nd Hand Car App +753%
• Online Trading +124%
• Personal Loans +99%

PRE-COVID19 2021 2022

SOURCE: AQX (All categories excluded Direct sales, CD/DVD (Musical & Film Products), Transportation, Classified and House Ads. 



Uneven growthTop 10 Brands enjoy avg. 
+23% Adex growth

SOURCE: AQX (All categories excluded Direct sales, CD/DVD (Musical & Film Products), Transportation, Classified and House Ads. 
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High Inflation in FMCG sector 
consequential impact on some advertisers

SOURCE: AQX (All categories excluded Direct sales, CD/DVD (Musical & Film Products), Transportation, Classified and House Ads. 

TOP 1-10 ADVERTISERS
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Real Inflation rose across categories (YoY)

• Food & non-alcoholic beverages +8.87% 

• Non-food +3.87%

More negative impact to FMCG Ad spend
Montri/ 



Bt. M. % Bt. M. % Bt. M. %

TV 60,360    57% 62,283    57% 3% 62,713            54% 1%

Radio 3,769      4% 3,663      3% -3% 3,568               3% 2%

Newspapers 3,359      3% 2,730      2% -19% 2,636               2% -4%

Magazines 788         0.7% 694         0.6% -12% 694                  0.6% 3%

Cinema 4,772      4% 3,667      3% -23% 6,301               5% 61%

Outdoor 6,545      6% 6,728      6% 3% 7,229               6% 9%

Transit 5,280      5% 3,966      4% -25% 5,269               5% 32%

In-Store 720         0.7% 740         0.7% 3% 945                  0.8% 27%

Online (DAAT) 21,059    20% 24,766    23% 18% 26,623            23% 7%

Total 106,651 100% 109,236  100% 2% 115,979          100% 6%

%YoY %YoY
Advertising Spend by medium 

(Nielsen&DAAT)
20222020 2021

High Adex growth across Digital & all OOH

• ONLINE Ad spend share has significantly increased since COVID19 as the acceleration in digital adoption and ecommerce trend continue.

• CINEMA organic growth came from in Bkk and UPC. Top 3 categories are Government 1,424 Mb, Automobile 1,201Mb and Non-Alcohol Beverages 1,172 Mb.

• OUTDOOR growth showed across Digital (+68%) and Static (+12%). Key categories are Retail (+11%), Finance (+136%), Leisure (+187%), Web/App (+988%).

• TRANSIT Top category are Communication (+110%), Toiletries (+67%), Oral Care (+179%), Insurance (+70%) and Credit/Debit Cards (+52%). 

• IN-STORE Top spending categories are Foodstuffs (+25%), Snacks (+260%) and Dairy Products (+138) 

SOURCE: AQX (All categories excluded Direct sales, CD/DVD (Musical & Film Products), Transportation, Classified and House Ads. 

Excluded Nielsen Online Spend and replacing with DAAT spending spend excluding Creative production
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A more likely scene of Media Landscape

• Achieving 100% accuracy of Ad expenditure is literally impossible. The difference between actual and monitored varied from brand to brand 
depending on media mix, brand size, negotiation power and relationship with media owners.

• MAAT tries to establish how accurate the published figures are via three methods

1. Comparing Nielsen monitored Adex with Ad Revenue reported in Annual report of media owners and Financial Statement 
acquired through the Department of Business Development (DBD) (กรมพัฒนาธรุกจิการคา้ กระทรวงพาณชิย)์. This method is 
applied for TV, Outdoor, Transit, In-store and Cinema Adex validation.

2. Comparing Nielsen’s reported media Rate Card with media Agency Rate With %Discount. This method is applied for 
Newspaper, Magazine and Radio Adex validation.

3. Replacing Nielsen’s Online monitored Adex with an Online Ad Revenue Of Foreign Online Platform Provider reported from 
The Revenue Department (กรมสรรพากร) and DAAT Online Ad report

• MAAT tried to cover as much media owners as possible but cannot cover 100% because our members do not buy from all. Roughly overall 
60% is covered to represent majority. After that MAAT calculated the percentage difference between Nielsen from Actual Financial reports 
then the %different are translated into “% Discount Rate”. Industry could apply it on Nielsen Monitored Adex figures to see the real picture 
of media spending landscape. 



MAAT tries to establish how accurate the 
published figures are via three methods

1) Nielsen Adex vs Financial Revenue 2) Nielsen rate card vs Agency discount rate

3) Apply Online Ad Revenue of Foreign Online Platform from The Revenue Dept.



Changing media outlook with adjusted Ad spend
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2023 Advertising Spending 
Projection



2023 economic growth expected 
to be Moderate

Domestic recovery will be driven by - tourism and 
domestic consumption - but the global slowdown 
and external risks remain a threat

Thailand 2022e 2023revised

• IMF 2.8 3.7

• BOT 3.2 3.7

• Krungsri 3.2 3.6 → 3.3

• KTB 3.2 3.4

• SCB 3.2 3.4 → 3.9

• KBank 3.2 3.2

Thailand’s economy will grow by -

3.4%-3.5%

THAILAND ECONOMIC 2023 PROJECTION



Financial outlook set to be mixed

COVID restrictions, Chinese visitors 

improving tourist arrivals from other 

and an upside rebound in Chinese 

2023 Thai economy firmly on recovery path 
despite high inflation concern and negative global 
factors

• Inflation would be gradually declined in 2023 but the pressures 
remain due to high energy and food prices. Household debt would 
repress consumption

• Exports have slowed down in 4Q’22. Global financial conditions 
and the escalating geopolitical (US & China) risks could disrupt the 
global supply chain and Thai exports

• Political uncertainties might deter investment sentiment and 
future government spending. 

• Tourism sector has recovered significantly and will be a key 
economic driver in 2023, expect high growth from China's easing 
of the Zero-Covid policy. 

• Domestic expenditure and economic activity have returned to 
normal driven by improving consumer sentiment. 

• Services sector is improving along with the recovery in tourism-
related economic and business activities



The recovery continue unevenly in K-shaped

POSITIVE FACTORS

2023 Thai economy firmly on recovery path despite high inflation concern 
and negative global factors

• RETAIL, ENTERTAINMENT, EVENT FAIRS and exhibition will return to 
the Pre-COVID19 level.

• Digital disruption related categories will continue to grow such as E-
COMMERCE, SUPER APPLICATION, OTT, E-FINANCIAL SERVICES

• In-bound and domestic TOURISM AND HOSPITALITY will continue to 
grow due to the return of Chinese tourists. 

• Rising global awareness of Green energy and zero carbon will drive 
growth in ALTERNATIVE ENERGY, EV CAR, CSR campaigns. 

• Health-conscious trend continue, HEALTH AND MEDICAL SERVICES 
expect to grow from both domestic and in-bound demand.

• REAL ESTATE, CONDOMINIUM will slow down due to the large number 

of launches in 2022. New projects will be concentrated where new electric 
train lines will open.

NEGATIVE FACTORS

• EXPORT have slowed down in 4Q’22. 2023 Thai export growth is 
projected to decelerate along with slower global economy and trade.

• INFLATION rate and production costs continue to rise.

• The rising COST OF PRODUCTION may impact some advertisers to 
lower down or postpone the spend to assess the situation

• Inflation rose across categories (YoY), FOOD & NON-ALCOHOLIC 
beverages +8.87% and Non-food +3.87%. High Inflation will continue to 
threaten FMCG Adex.
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Bureau of Trade and Economic indices Ministry of Commerce Thailand

Producer Price Index PPI Consumer Price Index CPI

Producer prices have moved higher than consumer 
prices and partially pass on to consumers.

Inflation rose across categories (YoY)
• Food & non-alcoholic beverages +8.87%
• Non-food +3.87%
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2023 Adex Projection : WORST Scenario

2023 Worst (+5%) 2019 2020 2021 2022 Actual Jan-Dec

Recovery expect to continue follow Y19 pattern

WORST Scenario
the inflation continue to rise higher and worsening global economy

and advertisers could be more cautious about their ad spending

+4%
Est Jan-Dec 2023



Recovery expect to continue follow Y19 pattern

BEST Scenario
less impact from Inflation and global economy downturn

and the recovery continue in wider categories
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+7%
Est Jan-Dec 2023



2023 ADEX PROJECTION BY MEDIUM

WORST +4%

• Online Media Consumption Continue To Accelerate 

• Positive Trend Across Out-of-home Media

• BTS/MRT : 23 new stations, more passengers & media 
spaces

• CINEMA : Attendance is reviving. A lot more 
blockbuster lineup in 2023

Adex by medium 

(Nielsen&DAAT) Adjusted 

Revenue

2023 WORST

Share% Growth

TV 39%-40% 2% to 3%

Radio 3% -5%

Newspapers 3% -25%

Magazines 1% -35%

Cinema 1% 15% to 20%

Outdoor 6% 10% to 15%

Transit 6% 3% to 5%

In-Store 1% 0% to -5%

Online (DAAT) 40%-42% 7% to 10%

Total 120,600 4.0%

BEST +7%

Adex by medium 

(Nielsen&DAAT) Adjusted 

Revenue

2023 BEST

Share% Growth

TV 40%-42% 5% to 7%

Radio 3% -3%

Newspapers 3% -25%

Magazines 1% -35%

Cinema 1% 20% to 25%

Outdoor 6% 15% to 20%

Transit 6% 5% to 10%

In-Store 1% 1% to 5%

Online (DAAT) 42%-45% 10% to 12%

Total 124,000 7.0%



2023 Inflation



2023 TV Inflation

*Viewing : 7 months rolling comparison July-January 2020-2021-2022 without station promo spots. 

Rate change

Viewing change*
All 4+ NW

2022
=

+0.43%

-5.6%

=

100.43

94.4

= 6.39%

Rate change

Viewing change*
All 4+ NW

2023
=

+0.70%

-5.27%

=

100.70

94.73

= 6.30%



Industry Inflation

2019 2020 2021 2022 2023

TV 3% 3.4% 3.6% 6.39% 6.30%

Print 0% 0% -4% -5% 1%

Radio 0% 0% 0% 0% 0%

Cinema 0% 0% 0% 0% 0%

OOH 10% 10% 0% 3% 9%

TOTAL* 3.4% 3.7% 2.5% 5% 5.65%

*Overall inflation includes only OFFLINE, weighted by media importance of estimate 2022



Panel Discussion
“The future of linear TV”

Author : Khanokkhan Prajongsangsri, IPG Mediabrands Data & Analytics MD



Panel Speakers
“The future of linear TV...ดทูวี ีเห็นอะไรมากกวา่ทีค่ดิ”

ดร.ธราภชุ จารวุัฒนะ (บุง้)
CEO, IPG MEDIABRANDS/
MAAT’s President

คณุจติสภุา วัชรพล
เจา้หนา้ทีบ่รหิารสายงานคอนเทนต์
บจก.ทรปิเปิล ว ีบรอดคาสท์

คณุพาขวัญ วงศพ์ลทว ี
ประธานเจา้หนา้ทีบ่รหิารฝ่ายการตลาดและ
พันธมติรธรุกจิ บมจ.แพลน บ ีมเีดยี 
และนายกสมาคมป้ายและโฆษณา

คณุพส ุศรหีรัิญ 
ผูอ้ านวยการส านักวเิคราะห ์นโยบาย 
รักษาการแทน ผูช้ว่ยเลขาธกิาร กสทช. 
สายงานวชิาการ



By 2030, Linear TV will reach only half population

Source : Nielsen Arianna 

DTT Cumulative Reach%, All 15+ NA
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TV Broadcasters will remain less than 10

Some will disappear and become purely online TV 

channel or just content producers.

SOURCE: AQX (All categories excluded Direct sales, CD/DVD (Musical & Film Products), Transportation, Classified and House Ads. 
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Digital Adex will surpass TV become the biggest medium by 2023.



THANK YOU
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