‘\ dunviudviasudaiking
// yulanaWIAzVUIOEDU

SME

Connectivity

dunuiudviasudanknouuianaiia:uunagau 2556
The Office of Small and Medium Enterprises Promotion 2013

\*J.J'.






SME

Connectivity

lasuaswAngnIwuoy SMEs Tno
IBoUlgVNUIASYTNDSKIWUSEINA
IRiaulapgwauaa nazous=ansnmw

Empowerment of Thai SMEs
to achieve global economy connection,
balanced growth and effectiveness.




d32d. 2556 | OSMEP 2013

aisuny

Content

14

21

38

62

s @
N

AMUzNSSUMISAVIasSU3aIKAduuNanaiia:uuIagadu (Iawizno)
asaunuiuaviasulanKAuuIaNaWIA:uUNOEgdU

JdunAu

Wusno

misaviasudaKnovunanawlia:uulagoy
TasvasainuiuaviasudaKiosuianawiia:uunagou
WUSKIsdhunuudviaSudanKnouulanawiiazuulagay
anumsnidaKnauulanawia:uunagou U 2556
misAnuIUINWNIsaIasuNgussio SME Atnsidulaguuouds:ina
misfinuwnanssuusinatuds:inAdIBEU+6 szu: 2

misatuviudAnylusaul 2556

o MIMVLKULAIENsAMERSIENLEIN FTriaTIIANaNUA TN
o nMaWenNTemAs gavyu aluayy uazaESIEMiTNANa LT IUIALDN
o mIdsnahuAtasaNuTmiasE il

asuviu-Tasumisduiasudanknovunanawiazuvunagau U 2556

nisus:ijuwanisaitiuviunavnuaviasudaiknosuianawiauulauouy
Us:=91U 2556






waoNAIdN Us:du ducdy
FNUILHUNTINMT

waion Us:gns dunslou
1385IUNTINNT

AULNTINNTALETNITIVNAVUNANANULAZVUNALDN (1aN1ZAA) AULNTINNTALETNITIVNVUNANANLULAZVUNALDN (1aW1LAA)

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion Sunuuduiasudakidsunanawiiazuunagay | aa. bees



National Board of SMEs Promotion (Adhoc)
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Message of The Office of Small and Medium
Enterprises Promotion (OSMEP)

2013 was a time of adjustment for our industries. Thai SME entrepreneurs had to brace themselves for
global and regional changes in the business climate. Economic slowdowns in countries that are Thailand’s
major trading partners, combined with domestic factors, had a negative effect on Thai SME operations.
At the same time, many Thai businesses had to start preparing for the changes that are likely to accompany

the inauguration of the ASEAN Economic Community, or AEC, which is scheduled for 2015.

Throughout the year the Office of Small and Medium Enterprises Promotion (OSMEP) coordinated the
work of related agencies, helping to guide and promote the operation of Thai SMEs. The OSMEP was
instrumental in implementing both a range of promotional measures, in accordance with the 2013 Annual
SME Promotional Action Plan, and other related schemes. These were all designed to create a favourable
climate for Thai SMEs, increasing their competitiveness and nurturing balanced growth, while at the same
time aligning their business capacity with economic changes in the regional market. OSMEP played a central
role in coordinating various promotional programs that involved key stakeholders and participants from all
sectors. Every effort was made to help move Thai SMEs forward, including the building of strong marketing
networks and OSMEP support in the form of financial assistance and product development know-how.
All of this is aimed at taking Thai SMEs to the next level, one that should see increased competitiveness
and progress as they move from micro-production to small enterprise. In the longer term, there is no reason

why they should not then be able to grow into medium-size, or even large-scale, companies.

At OSMEP, we are committed to carrying out our tasks as defined in the Third SME Promotional Master
Plan (2012-2016) which envisions a bright future when Thai SMEs enter a phase of balanced and
sustained growth. Achievement of such goals will re-emphasize the role of SMEs as one of the key drivers

of Thailand’s economy.

Miss Wimonkan Kosumas

Deputy Director-General
Acting on behalf of the Director-General

The Office of Small and Medium Enterprises Promotion
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Formulate the SME Promotional Master Plan, Annual SME Promotion Plan,
policy recommendation; propose necessary amendment of laws and regulations

relating to SME promotion.

Propel, support, develop SME promotional schemes and align the work of public
and private agencies at home and abroad that are involved with SME promotion
in order to achieve the objectives of the SME Promotional Master Plan and the

Annual SME Promotion Plan.

Compile knowledge and develop databases for use in policy recommendation as

well as regular SME promotional activities.

Administer the SME Promotional Fund as a tool for the efficient promotion of
Thai SMEs.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion
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SME Promotional Operations

The SMEs Promotion Fund

The purpose of the SMEs Promotion Fund is to support the following activities:

1. Loans for SMEs or groups of SMEs to aid in the establishment, improvement, and development of their
activities to enhance their efficiency and capability.

2. Assistance to bureaucratic agencies, government agencies, state enterprises and private organizations
for use in their activities as per the SMEs Promotion Action Plan.

3. Financial assistance and support of any activity, partnership, joint venture, or investment related to the
establishment or expansion of activities, research and development, and promotion of SMEs in ways
that would enhance the overall efficiency of the SMEs circles.

4.  An expense account for the operations of OSMEP and administration of the Fund.

Fund to promote SMEs

Operating plans to promote SMEs Venture capital (VC)
v

Agency operation
(Government and Private organization)

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion
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The Office of Small and Medium Enterprises Promotion

The Office of Small and Medium Enterprises Promotion (OSMEP) is a government agency under the
governance of the Ministry of Industry. The establishment of OSMEP was endorsed by the Small and Medium
Enterprises Promotion Act, B.E. 2000 (A.D. 2000) with the purpose to serve as the key agency in
promoting, supporting, and assisting small and medium enterprises, or SMEs, and to take charge as a
focal organization in coordinating the working systems in the government sector which range from
agencies in the bureaucratic system to government agencies and state enterprises that are tasked with
promoting SMEs to ensure continuity and harmonization of effort.

The operations of OSMEP are supervised by the Board of Directors of SMEs Promotion and the
Board of Executive Directors of the Office of SMEs Promotion with the SMEs Promotion Fund as the
instrument to promote and advance the policies and measures of SMEs promotion so that fruitful
results will be achieved in practice.

OSMEP commenced operations on 15 November 2001. Its first headquarters was on the second floor
of the Department of Industrial Promotion, Rama VI Road, Rajathevee Precinct, Metropolitan Bangkok.
Subsequently, on 14 December 2001, OSMEP moved to TST Tower, Vibhavadi-Rangsit Road, which

has been its headquarters ever since.
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Organization Chart of The Office of SMEs Promotion
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Organization Chart of The Office of SMEs Promotion

Director General

Expert and Advisor

Internal Audit Division

Director-General
Affairs Bureau
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Deputy
Director-General

Policy Formulation
Cluster

dhundoyanazdoy
Statistics
and Research Bureau
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Statistics and Policy
Planning Bureau

dSundamu
tazusziguwalAsums
Project Monitoring
and Evaluation Bureau

Deputy
Director-General

Cooperation
Network Cluster

aunuszanu
aumscinvuszinea

International
Affairs Bureau

aunuszanu
azuskIslAsuMs
Project Administration

and Coordination Bureau

Sunusmsyus:noums

Enterprenuer
Services Bureau

Deputy
Director-General

SMEs Support and
Promotion Cluster

Shunaduauudumsivu
Financial Support Bureau

dhunuskisnagns
tazyuuszuinu
Strategic Management
and Budgeting Bureau

Senior
Deputy Executive
Director-General Advisor

Management Capability
Strengthening Cluster

Zunuskisna
Central Administration Bureau

GSunnnKuY
Legal Affairs Bureau
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Organizational Structure

1. Units Reporting to the Director General

1.1 Office of the Director General
This office is responsible for the oversight of general administrative tasks, secretariat duties to the
Executive Directors, general publicity events and corporate communications.

1.2 Internal Audit Division
The key tasks of this division comprise internal audits of OSMEP operations, performance
evaluations to advance operational efficiencies, and enhancing the effectiveness of OSMEP’s risk
management measures.

1.3 Specialists and OSMEP Advisors Division

This unit is to carry out responsibilities in projects or undertakings as assigned to it from time to time.

. Strategies Category

2.1 Research and Information Department
The department’s duties involve the compilation and analysis of fundamental data relating to
industries, which will be employed in formulating measures to advance Thailand’s SMEs.

22 Strategic Plans and Policies Department
This department is tasked with establishing policies and targets as elements of the SMEs
Promotion Master Plan, the SMEs Promotion Action Plan as well as OSMEP’s annual fundamental
mission plan.

2.3 Project Monitoring and Assessment Department
The functions of this department involve monitoring and evaluating the work implemented under

the agency’s SME promotion action plans, fundamental mission plans, or any other specific projects.

. Cooperation Network Development Category

3.1 International Coordination Department
This department represents OSMEP in undertakings arising from international cooperation policy and
frameworks with a bearing on the advancement of Thai SMEs.

3.2 Project Coordination and Management Department
This department supervises and coordinates promotional projects for OSMEP’s partners - government
and private sector entities in Bangkok and the provinces - in the implementation of OSMEP’s
projects under the SME promotion action plans.

3.3 SME Services Department
This department provides advisory services to SME entrepreneurs in the forms of industry data, basic
consultancy for businesses, as well as dissemination of SME information through a wide array of publicity

media.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

4.1

4.2

5.1

5.2

. SME Assistance and Support Category

Financial Assistance Department

This department is responsible for arranging financial support or assistance in various forms for SME
entrepreneurs.

Strategy and Budget Administration Department

This department’s duties include formulating OSMEP’s strategic plans, compiling work programs and
preparing the agency’s annual budget proposals for government approval. It is also tasked with

monitoring and evaluating the performance of all SME promotional policies and measures.

. Administration Enhancement Category

Central Administration Department

This department supports the work of other units, providing services in finance and accounting,
procurement and purchasing, general administrative duties, human resource management and IT
services, to facilitate the performance of such work and to ensure compliance with relevant laws
as well as regulations of OSMEP.

Legal Affairs Department

This department is responsible for the transaction and management of legal issues, regulations,
official orders, due processes and other affairs relating to OSMEP legal framework including the

agency’s regulations and official orders.
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Deputy Director-General

Acting on behalf of the Director-General

The Office of Small and Medium Enterprises Promotion
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SME Review for 2013

Contribution of SMEs to Thailand's GDP

Thailand’s Gross Domestic Product (GDP) for 2013 amounted to some 11,898,710 million (11.899 trillion)
baht which represented a 2.9 percent growth over 2012. The portion of GDP attributable to SMEs came to
4,454,939.6 million (4.455 trillion) baht, or a 3.8 percent increase over the previous year. The portion made up
a 37.4 percent share of overall GDP. At the same time, contributions-to-GDP of small business enterprises
(SE) in 2013 amounted to 3,014,096.3 million (3.014 trillion) baht, or 4.6 percent up from the previous year,
and which made up 25.3 percent of the overall GDP; while those from medium enterprises (ME) stood at
1,440,843.3 million (1.441 trillion) baht, representing a growth of 2.4 percent and a proportional contribution
of only 12.1 percent.

The most significant of SME contributions to economic growth in 2013 came from the Services sector
whose share of GDP rose to 34.8 percent, or up 8.1 percent over the previous year. Next in terms of
performance was the Manufacturing sector which contributed 29.6 percent, or an increase of 0.1 percent
from the previous year; this was followed by the Trade & Repairs sector with a 27.7 percent contribution,

which represented a sector growth of 3.2 percent.

SME-related Exports and Imports

The balance of SME international trade for 2013 recorded a deficit of 608,178.6 million baht with relevant
trading statistics as follows:

Exports Figures: For 2013, the value of Thailand’s SME exports amounted to 1,761,818.87 million (1.762
trillion) baht, a significant 14.7 percent drop from the previous year which was precipitated by economic
slowdowns in major markets, political unrest at home, and declining competitiveness of Thai SMEs. Despite
the drop, SME contributions remained significant at 25.5 percent of Thailand’s overall exports value.

China topped the list as the largest market for Thai SMEs taking up some 209,945.73 million baht
worth of Thai goods, or 11.9 percent of the total SME performance for the year. Other significant markets
included Japan, which accounted for 9.7 percent of SME revenue; the USA, for 7.6 percent; Hong Kong, for

7.5 percent; and Malaysia for 5.1 percent.
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The highest SME exports value was found in the category of Gemstones & Jewelry which

recorded a group revenue of 249,017.38 million baht, or 14.1 percent of the overall SME

exports performance. This was followed by the Plastics & Plastic-based products category
whose exports made up 9.1 percent; Rubber & Rubber-based products, at 6.6 percent;
Machinery, Computers & Equipment, at 6.4 percent; and Motorized Vehicles & Components,
at 5.1 percent.

Imports Figures: The total value of imports by Thai SMEs totaled 2,369,222.26 million
(2.369 trillion) baht, an 8.5 percent contraction from the previous year. The amount made
up some 30.9 percent of Thailand’s overall imports spending.

Countries where Thai SMEs imported from, in order of descending trade values, were
China, Japan, Switzerland, the USA and Malaysia. China was Thailand’s largest supplier
from where Thai SMEs imported 556,770.94 million baht worth of goods, or 23.5 percent of
the total SME imports spending in 2013. Similar percentages for the other suppliers were:
Japan, 14.0 percent; Switzerland, 10.8 percent; USA, 6.3 percent; and Malaysia, 4.0 percent.

The top five imports, in terms of value, were made in the following categories:
Gemstones & Jewelry, at 532,152.72 million baht, or 22.5 percent of overall SME imports value;
Computers Machinery & Equipment, at 13.7 percent; and Electrical Appliances & Parts, at

13.4 percent; Iron and Steel, at 4.4 percent; Plastics & Plastic-based products, at 4.2 percent.

Extent of Thai SMEs

As of end-2013, the overall number of business enterprises in Thailand was reported at 2,844,757 with
SMEs making up 2,763,997 operators, or 97.2 percent of the total. Within the SME portion, 684,730
operators are registered as commercial juristic persons, while 2,079,267 are still operating without a commercial
registration. The largest concentration of SMEs, found in the Trade & Repairs sector, comprised 1,201,070
operators. The next largest group was in the Services sector where 1,083,593 operators (39.2 percent) were
identified. And some 479,334 operators, or 17.3 percent, had their businesses in the Manufacturing sector.

Distribution of the SMEs by region showed that the largest number was located in the Middle Northeastern
(i.e. the provinces of Kalasin, Khon Khaen, Maha Sarakham and Roi Et). When mapped by province, Bangkok
was found to contain the highest concentration with 554,102 operators or 20.0 percent of the national extent.
Second and third in terms of concentration was Chiang Mai, home to 93,785 operators, or 3.4 percent; and
Chon Buri with 88,401 operators, or 3.2 percent of the national total. The smallest concentration was found

in Samut Songkhram which had only 5,370 operators or a mere 0.2 percent.

SME Hiring in 2013

Employment figures for Thai industries of all sizes for 2013 amounted to 14,470,437 jobs. Some 2,668,951
jobs (or 18.4 percent of the total) were hired by large enterprises (LE), and the remaining 11,799,948 jobs,
or 81.5 percent, made up the national SME hiring. The highest extent of SME hiring occurred in the Services
Sector which provided 5,238,207 jobs, or 44.4 percent. This was followed by Trade & Repairs with 3,615,541
jobs, or 30.6 percent; and the Manufacturing sector with 2,946,200 jobs, or 25.0 percent.

SME employment breakdown by province showed Bangkok had the highest hiring rate of 3,830,904 jobs,
or 32.5 percent of all SME workforce. Trailing Bangkok were: Chon Buri, with 576,471 jobs, or 4.9 percent;
Samut Prakan, with 500,227 jobs, or 4.2 percent. SME Employment was the least in Mae Hong Son where
only 17,799 jobs — a mere 0.2 percent of the overall hiring — were available.

Hiring breakdown by sector for 2013 indicated Trade & Repairs as the most active hirer, generating
some 3,615,541 jobs. This was trailed by Manufacturing which provided 2,793,992 jobs. The least active in

terms of job creation was in the electricity, gas and steam generation, and air-conditioning businesses.
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Establishment and Dissolution of Businesses

The number of new business registrations for 2013 was 67,302, which represented a 5.41 percent rise
over the previous year, and an average of 5,600 new registrations a month. Top five categories in terms of
new registrations and their registered capital, were as follows: 1) General Building Construction, 6,219 new
operators with 63,804 million baht registered capital; 2) Recreation/Leisure (e.g. lottery ticket wholesaling,
modeling agency), 5,766 set-ups, 2,612 million baht; 3) Property Development, with 3,644 new companies,
57,458 million baht; 4) Radio/television services, 2,160 newcomers, 3,437 million baht; and 5) Machinery
and Tools Wholesaling, 1,953 new firms, 3,912 million baht.

Some 17,435 firms applied for business dissolution in 2013. The figure represents an increase of 2.9
percent from the previous year, and an average of 1,450 dissolutions per month. The sectors, numbers
of dissolution and associated capital amounts worth noting are: 1) General Building Construction, 1,271
firms dissolved, 3,025 million baht; 2) Recreation/Leisure (e.g. lottery ticket wholesaling, modeling agency),
1,217 dissolutions, 681 million baht; 3) Property Development, with 488 dissolutions, 4,507 million baht;
4) Machinery and Tools Wholesaling, 243 dissolutions, 393 million baht; and 5) Building Materials Wholesaling,
241 dissolutions, 531 million baht.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

Indicators of SME Economic Performance

Industrial Production Index

SME Production Index (added value) for 2013 was 83.03, a 4.5 percent drop from the 86.92 of the
previous year. Capacity Utilization Index for Thai SMEs averaged at 44.12 for the year, also a decline from
the 46.17 average of 2012. The contraction of the indices reflected the slowing down of Thailand’s industrial
production during the year, which came about as a result of the still fragile global economy, as well as the

drawn-out political conflicts at home, that had weighed down domestic trade and consumption.

SME Trade & Service Sentiment Index (TSSI)

The TSSI Index for 2013 remained on the low side for most of the year - lower than the base rate of
50 for nine out of the 12 months. This was caused by positive and negative factors as described below.

Positive factors: The weakening of the baht relative to its value towards the end of the prior year.
As prices of Thai goods and services became more attractive in the eyes of visitors, increases were gained
in the country’s export trades as well as inbound tourism with the latter continuing its strong growth from
the year before. Negative Factors inhibiting growth in 2013 were the slowing down of domestic production
as a result of the volatile global economy and the persistent political turmoil at home. These situations
had combined to erode the confidence of consumers and investors at home and abroad who adopted a

wait-and-see approach, and either put off their investment or relocated funds to other markets.
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Promotional Approach
for Thai SMEs in High-Growth Sectors

Pursuant to our plans for upgrading Thai SMEs to prime them for new business challenges
in the near future, OSMEP recently undertook a study to find suitable approaches for promoting
enterprises having high-growth potential. OSMEP’s investigation focused on a number of key areas
that altogether will form the basis for laying out viable strategies for the purpose. Some of these areas
include: identification of a proper index for classifying high-growth; analysis of potential for growth,
and appraisal of issues, opportunities and threats facing Thai SMEs within the group.

A number of case studies were considered that related to effective promotional strategies in 13
countries in Europe, North America, and Asia, namely: Singapore, Malaysia, Hong Kong, South Korea,
Japan, Australia, Finland, Hungary, the Netherlands, Germany, UK and USA. Existing local practices
were also looked into. Findings of the investigation showed that, when properly promoted, the
high-growth SMEs can act as an effective catalyst to accelerate a country’s economic growth. It
should be noted, however, that such promotional policy should be industry-specific and separated
from that for SMEs in general.

For prospective enterprises in Thailand, two indicators are required to mark their belonging in
the high-growth group. These are: 1) a positive and increasing level of income growth; 2) A positive

non-zero average net profit with an increasing growth trend.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

Average Income Average Profit

Million Growth Million
Baht ( percent) Baht

Agriculture, Forestry and
Fishery Sector

A -1 Agriculture, hunting, 56,990.44 8.75 741.86

and related services

Manufacturing Sector .

D - 15 Food & Beverages 441,684.90 10.55 4,266.95
Production .

D - 28 Production of 142,925.33 26.92 1,316.62
metal-based merchandise
exclusive of machinery
and equipment :

D - 29 Production of machinery | 126,100.98 13.30 1,836.26
and equipment not listed
elsewhere .

D - 20 Production of timber, 49,412.60 35.50 393.56
items made of wood and -
cork - exclusive of
furnishing products and
items made of dried
hay or other fibrous

weaves.

Construction Sector .
F - 45 Building & construction . 48794316 23.61 10,388.26

Service Sector :

K - 73 Research & . 6,467.96 28.01 214.76
Development

N - 85 Health-care and Social . 26,074.40 105.88 70.50

Services

Growth
( percent)

22.76

9.75

5.72

2128

14.43

66.63

1,781.01

No. of Enterprises

5,406

4,042

2,988

1,100

211

1,470

131

551

337

252

135

26

109

5,957

4,379

3,240

1,235

Based on the comparison of the program objectives in government promotional activity, business

viewpoints of government and private agencies, and those of large-scale industries, it was concluded that

Thai SMEs with high-growth potential consist of enterprises in the 11 groups described below.
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Categories of Thai SMEs with High-Growth Potential

1. Construction Business

This group is a key driver of Thailand’s economy by virtue of the sheer size of the building/construction
and related trades which altogether account for some 20 percent of the country’s GDP. Most of the SMEs
within the group consist of sub-contractors who undertake re-assignments from large-scale builders. Thus,
the group has its relevance and an important role in maintaining Thailand’s competitiveness on the home
front as well as abroad. Moreover, with the Thai construction industry’s current advantages over operators
in other countries, and the possibilities now for Thai entrepreneurs to invest in property development off-
shore, especially in our ASEAN neighbours, prospects are now better than ever for Thailand to capture a
bigger slice of the real estate business on the international scene.

2. Electronic Components Production

A group of strategic importance to Thailand’s international trade since almost all (90 percent) of its
production is destined for export to an ever growing marketplace. Regions where Thailand has an edge over
competitors cover markets in the Middle East (Iran), the Americas (Canada, Panama, Uruguay and Argentina),
East Asia (Japan), and Europe. Most of the SMEs in the group are contract manufacturers (OEM producers)
of parts supplying assembling factories or retail distributors. The competitiveness of Thai production in this
category lies in Thailand’s “lower production cost” which is vulnerable to changes in the country’s wage
structure. Pressures in the cost structure can readily erode Thailand’s advantage - a scenario that could
lead investors to shift their production bases to other countries.

3. Motorized Vehicles and Parts

A category for which Thailand has comparative advantages on the regional as well as global markets
by virtue of its well-entrenched capacity as an industry production hub of ASEAN. Based on the determination
of Thailand’s Revealed Comparative Advantage indices, the computed RCAs of this category are either
greater than unity (1.0), or better than the global average, in a number emerging of markets in Europe, Central
America, the Middle East, and ASEAN. Most of the SME operators in the category are contract manufacturers
of parts either for end-product assemblies, or for retail distribution as non-OEM replacement parts.

4.Food & Beverages

A major revenue-earning category with a 15 percent share of Thailand’s GDP and an ever-improving
export performance. The category has the capacity to effectively compete for shares of the market within
ASEAN and globally; and possessing comparative advantages in the markets of Europe, Middle East and
Latin America.

5. Educational Services Provision

A category of business enterprises with a crucial role in developing human resources vital for Thailand’s
economic growth and sustainability. The country’s competitiveness in this area is on a slow, upward trend.
Ratings by the World Economic Forum (WEF) for 2013 placed Thai educational services at the 37th out of
a total of 148 countries; a slight improvement from ranking 38th out of 144 countries for 2012. The overall
picture of educational services in ASEAN was also assessed for the period 2006 -2013 wherein the ranking
of Cambodia showed an overall improvement of 23 levels; those of Indonesia and the Philippines each
scored 19 levels of progress; while ratings for Malaysia and Thailand showed an overall decline.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

6. Energy-related businesses

Prospects for rapid growth are expected, particularly for the segment of alternative energies, as a result
of the increasing need for energy security which arose following decades of volatility in fuel prices. The need
to substitute for huge imports (over 40 percent) for the country’s energy consumption has spurred serious
development in Thailand of alternative forms of energy including wind, solar, bio-mass, bio-gas, ethanol, and
bio-diesel. The latter two types are showing high growth trends in domestic demand as well as production
capacity. The overall progress of this business category is still at the stage of research and development.

7. Agriculture and Agro-businesses

A very significant sector crucial to the livelihood of the wider population and the Thai economy.
Agricultural crops that have attracted global attention in recent years include sugar cane, cassava, molasses,
oil palm and Jatropha curcas, all of which are suitable raw materials for bio-diesel production. A range
of measures has been implemented by the government to promote cultivation of these crops for the
production of alternative fuels.

8. Transport and Logistic Businesses

A category responsible for linking up efficient supply chains which are crucial for the overall
competitiveness of Thai industries. Thai logistic businesses are entering a phase of rapid growth, especially
within ASEAN as the sector is the first to have been liberalized by the AEC pact. Since 2013 the sector
has been open to foreign investment which has increased to some 70 percent of the total domestic market.
Services provided by Thai operators mainly consist of goods delivery. In terms of service capacity, Thailand’s
logistic performance is ranked 38th out of the 155 countries assessed, which is lower than the rankings of
Singapore, Hong Kong, China, Japan and Malaysia. Improvement, however, is seen in the industry’s cost
performance over the period from 2003 to 2012 wherein its cost-to-GDP ratio has been dropping - from
16.1 percent to 14.3 percent. The ratio, however, is still on the high side when compared with those of
developed countries, such as the USA.

9. Tourism Businesses

The sector has been among the top performers responsible for increasing earnings for Thailand. With
its capability to create added value, directly and indirectly, the tourism trade is linked to a wide web of
related services. Its potential is further enhanced by the emergence of new markets, brought about by the
strengthening economy of developing regions, such as ASEAN, BRICS (Brazil, Russia, India, China and
South Africa), where demand for travel is rising. Thailand has the capacity to compete successfully within
the region and globally, and has captured sizable portions of markets in ASEAN, Oceania, Asia, Europe and
the Middle East.

10. Wellness Service Businesses

With the global population developing into an “ageing society”, prospects are better than ever for
business in the provision of age-related services such as, aged-care, medical and hospital care, wellness
treatment, Thai herbs and traditional remedies, and health tourism. Thailand’s health-care services have
managed to attract volumes of international customers, including recuperating patients and their carers,
who prefer Thailand’s lower fee structures, the service-oriented attitude of Thai practitioners, and the high
standards of medical proficiency. Thailand has taken advantage of this market with strategic plans to develop
the sector into a Medical Hub. In recent years, health tourism has attracted increasing numbers of visitors
from the Middle East, Japan, the USA, UK, Canada, South Asia, and France.
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11. Creative Businesses, Information Technology and Information & Communication Technology
Businesses

Creativity in product development involves innovations in product design, use of know-how, intellectual
rights and infusion of cultural flavours into the design. Thailand is well positioned to take advantage of
this rising global trend given the country’s wealth of cultural refinement, excellent craftsmanship as well
as resources for good design. Progress of development in this sector, however, has been lagging due to
the preference of Thai SMEs to operate as contract manufacturers or outsourced producers for large-scale
foreign firms. At the same time, the issue of copyright piracy has had a discouraging effect on local
investment in the sector.

Production of software, digital media content and computer-aided design makes up an important
portion of the creative industry. For the sector, Thailand’s development of IT and ICT products has remained
in its infancy, characterized by extensive import of technologies from abroad; while innovations, copyrights
or patents of local origins have been minimal.

Promotional Approach for SMEs with High-Growth Potential

Based on analysis of the competitiveness of Thai SMEs, prevailing issues and threats, as well as their
respective stages of growth, SME enterprises in this sector are categorized; and a promotional approach
formulated for each subgroup described below.

1) Survival Level: This group includes enterprises with good growth prospects on the global scene
despite their being in infancy stages at home. Examples are businesses in the following groups: alternative
energies, commercial cultivation of bio-diesel crops, transport and logistics, educational services, IT & ICT
and creative businesses. It should be noted that the building construction group has moved up to the
Sufficiency Level given its competency for competition in the region and globally. Most enterprises in the
latter group are large-scale contractors while the SMEs are playing the role of subcontractors.

Promotional Approach: The government should focus on providing supporting infrastructure necessary
for boosting competitiveness, such as high-speed transportation, fast Internet systems, national infrastructure
for R&D and use of technology (Technology Platform), and benchmarks for product and service quality that
meet international standards. These factors will help to open up better access by customers to the service
providers — a condition to facilitate the expansion of the SME customer base.

Where SMEs are adjuncts to large enterprises in the construction industry, government policies should
seek to promote such cooperation by encouraging the formation of SME clusters and supply chains throughout
the nation as a means to support the industry’s market expansion activity, regionally as well as globally.

2) Sufficiency Level: The capacity of SMEs in this group to compete in the domestic, regional and
global markets is due mainly to their production cost advantage in spite of the absence of further product
refinement or added value. The following sectors are included in the group: Food & Beverages, Electronic
Components, Wellness Services, Motorized Vehicles and Parts, and Tourism Services.

Promotional Approach: Involved agencies and financial institutions should provide assistance to upgrade
the competitiveness of this group. Efforts should be made to promote innovations in their business models,
emphasizing the need to create added value and to identify new market opportunities on the demand and
supply sides. A range of promotional measures can be implemented including use of instruments such as
Subsidized Business Angels, or venture capital, business matching, tax relief measures, R&D imbursement,
SME training, SME coaching, subsidies for R&D with commercial potential, and networking of SMEs in
vision-based cooperation.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

3) Sustainability Level: SMEs in this group have the capacity for sustained competence in the domestic,
regional and global markets while complying with the global trends towards establishment of Green Economy
and Bio Economy. The latter requirements call for timely adjustment by Thai SMEs in order to retain their
competitive edge.

In the effort to move Thai SMEs towards the sustainability level, all involved agencies of the government
and the private sector will need to match prevailing trends in the global market in regard to the creation of
brand identities and added value through prudent use of environment -friendly technology and processes-
the latter will be the dictate of the move towards achieving Green Economy and Bio Economy.

Promotional Approach: Promotional efforts should entail strategies for individual categories and the
sector in general, as described below:
- For the sector in general: Promotional strategies should include: formulating measures for integrated

efforts to promote SME growth; improving the ambience of domestic financial markets; reducing
tax burden on items impeding SME growth and joint investment; amending regulations and
procedures that hamper growth; developing human resources to achieve a knowledge-based pool of
workers and encouraging the migration of skilled labour; promoting the access to, and use of modern
technology and R&D.

- For individual sectors: Strategies should be based on careful consideration of the differences in need
of the 11 groups. Scope of promotional policy should cover both supply and demand sides. On the
supply side, measures should be implemented to accord equitable access to necessary resources
for growth. Such measures should also run in tandem with promotional efforts on the demand side
in order to stimulate growth in demand for Thai goods and services; or in other words, create new
markets for merchandise from Thailand.

It should be stressed here that efforts in promoting SMEs on the three growth levels will require a
heightened measure of integration and cooperation among the public agencies in order to extend promotional
help to cover the SMEs at all stages of their development.
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Lao People’s Democratic Republic (Laos)

As long-time trading partners, Laos and Thailand are practically mirror images of each other in terms of
social and cultural backgrounds. The value of the bilateral trade between the two countries in 2013 exceeded
51.125 billion baht; consisting of 42.146 billion baht in Thai goods to Laos, and 8.979 billion baht of goods
sold to Thailand.

General observations of Vientiane demographics indicate that most residents are low-income earners
who pursue a traditional way of life. However, in recent years more and more Laotians have been moving
towards a more modern lifestyle with a preference for entertainment and shopping at convenience stores
in Vientiane, or at large retail complexes across the border in Nong Khai and Udon Thani.

Laotians tend to base their buying decisions on quality, preferring to pay cash for the best items

available. They also adore television content broadcast over the border from Thailand. These characteristics

consumer BEhaViOI" il’l have given rise to the purchasing behavior described below.
ASEAN+6 Countries: Phase II Study

Behavior of the Laotian Consumer

. . ) . ) ) : e e Food Industry: Most Laotians prefer to cook their own meals at home and often bring home-cooked
The introduction of the ASEAN Economic Community (AEC) in 2015 will bring with it

lunches to the workplace in order to save money. However, with the present trend towards urbanization,
new challenges and new opportunities for Thai entrepreneurs. To help Thai SMEs prepare P 4 P

Laotians are now eating out on a wider basis. Many of their dishes resemble Thai northeastern cuisine - the
for the operational impacts that are likely during the transitional phase, the Office of Small 9 y y

love spicy tastes in food, but tend to avoid salty or bitter flavors and they also shun beef and the meat of
and Medium Enterprises Promotion (OSMEP) is undertaking a series of regional market PISY 4 4

crab and shellfish. Consumption of health food is rising among the middle and high income earners. More
studies to compile business information that should prove beneficial to the conduct of SMEs ! Hmpt 1S fising 9 I on i

) ) ) : o . L : . attention is paid to food hygiene and food safety, which is evidenced by the avoidance of monosodium
in the more liberalized trade climate of the AEC. Findings of our investigation, in particular

lutamate - known as Nua powder - which was previously a widely used condiment. Imported food products,
the in-depth studies of consumer behavior in the region, should illuminate key areas of 9 P P y y P P

especially those from Thailand, are rapidly gaining popularity among the locals due to the long-held trust and
SME-related risks or opportunities, thus helping to prime Thai entrepreneurs for the effective pecialy : I picly gaining popuiarty ° Y ng "

. familiarity they have in merchandise from Thailand and buyers tend to pay attention to certification marks
handling of such changes.

on products, such as ISO, HACCP and Halal. Laotians of the younger generation are eager consumers of
In 2012 OSMEP carried out Phase 1 of the study looking into the markets of Malaysia, procu . l younger g l 9 .

. T . ) . ) dishes of grilled, roasted or barbecued pork, Japanese and Korean food, and fast food products in general.
Indonesia, and two cities in China, namely Shanghai and Tianjin. The focus of this study

Beverages customarily enjoyed include fresh milk, soy milk, veggie/fruit juice and carbonated drinks. Coffee is
was on product categories where Thai SME merchandise has good potential for market g v enioy y 99 )

. : . preferred to tea. On average, a Laotian household spending on food is between 4,000 - 6,000 baht a month.
penetration: Food, Textile & Clothing, and Gemstones & Jewelry.

Phase Il of the study was implemented in 2013 and the cities of Yangon, the former

. — . . . e Home Decor and Furniture Products: Laotian families generally share their living quarters within
capital of Myanmar, and Vientiane, capital of Laos, were the main areas of interest. Here,

the same compound. The reception room - the lounge that reflects a family’s social status - is where the
OSMEP’s study team looked into two promising product categories: Food, and Home Decor & P P g Y

furnishings receive the most attention. Wood has remained the chief constituent of traditional furniture and
Furniture. Findings of the study were disseminated for use by SME entrepreneurs wishing 9

. . ) ) home decor items given its strength and durability; although increasing modernization in the city has seen an
to upgrade their capacity or create added value, as well as improve market responsiveness.

increasing presence of contemporary or modern styles of home furnishing among middle and high-income
Government agencies and the private sector may also take advantage of the information for gp porary y g ° 9

T8 (T T e (S LR (o7 [ T o [ 9 i) e i M groups. Purchases are made at retail outlets which are chosen because of their product quality and

availability of home delivery services. Some residents may rely on the notion of ‘Feng Shui’ or other religious
gained from both phases of the study will aid Thai SMEs in their efforts to tackle regional ¥ i v ey 9 9
beliefs as guidance for decisions on their home furnishing.
changes, and at the same time, reap the greatest benefit from the establishment of AEC. l ot ! I urnishing

Findings of the study are summarized below.
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The Lao people have favorable attitudes towards Thailand and Thai products. In their view Thais are
progressive, imaginative, self-assured and strong-willed. Such a perception is the basis for the positive
sentiments on Thai merchandise in terms of quality, variety and availability. The fact that the Thai language
is readily understood by Lao people should also be a factor in aiding the efforts of Thai entrepreneurs to

make positive inroads into the friendly market of Laos.

Opportunities for Thai Products in Laos

e Food Industry: The close parallels between Thailand and Laos, in terms of culture, way of life and
languages, should mean great opportunities for Thai SMEs to expand into Laos where Thai goods are already
held in high regard. The distribution of Thai food products into Laos is best conducted through distributor
firms or agents. A sufficient number of such agents should be established to ensure comprehensive
distribution as large-scale retail stores, to serve as product outlets, are non-existent in Laos. Entrepreneurs
supplying food items to restaurants and/or hotels may do so via wholesalers in Laos or Thailand-based
wholesalers in Nong Khai or Udon Thani. And, given the lower wages in Laos, Thai entrepreneurs will have
the option of setting up manufacturing facilities in the country, particularly within the designated special
economic zones. This should also help cut capital costs through duty exemptions and customs tariff
privileges that are offered in a generalized system of preferences (GSP).

Importing raw foodstuff from Laos is out of the question as the country does not produce sufficient
food products. The only export item in the food category is a brand of coffee touted as a health drink. This
product can be purchased directly from its manufacturer or through Thailand-based sales agents.

Large-scale land use for crop cultivation or livestock farming, including contract farming, is possible
by way of concessional arrangements, and a number of Thai entrepreneurs are currently undertaking
such schemes. Concessions must be sought from the Lao government through their Office of Investment

Promotion and local authorities of the districts for which investment is intended.

e Home Decor and Furniture Products: Given the country’s extensive forest resources, investment
potential exists in a range of wood-based industries. Laos has more than 11 million hectares - some 47
percent of the country’s land area - of lush forests where teak, rosewood and other species of hardwood are
thriving in abundance. Production of wood-based merchandise, especially wooden furniture items, generates
the fourth largest value in terms of exports. With prevailing high domestic and international demand for
wood-based products, plus relatively low timber prices locally, there are attractive opportunities in this
sector for Thai investors.

Although wooden furniture items now take the lion’s share of the local market, prospects are still bright
for furnishing products of stylish design that appeal to the younger generation in Laos. This is evident from
the presence in Vientiane of a large number of shops selling modern merchandise from China, Vietham
and Thailand. ltems made of low-cost materials, such as plastics, steel, aluminium, as well as synthetic
materials, are expected to rise in popularity in the near future by virtue of their modern appearance,

functional flexibility and lower prices.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

It is recommended that for the home decor sector, the key consideration for Thai entrepreneurs should

be responding to the tastes of Laotian buyers. Smartness in product forms and functions, especially those
with a hint of European styles, are preferred. Quality and durability of materials employed should be of a
high standard so as to set them apart from competing merchandise from China. To facilitate distribution of
merchandise into the Lao retail market, entrepreneurs are advised to engage the services of local trading

firms or distributors, independent traders, or direct agents; or form trade alliances where appropriate.

Republic of the Union of Myanmar

Myanmar is an important trading partner for Thailand. In 2013 the value of trade and investment
between the two countries exceeded 66.837 billion baht. A little over 60.646 billion baht was attributable to
the volume of Thai exports to Myanmar making it Thailand’s ninth largest export customer. In contrast, the
value of Burmese exports to Thailand for the same year amounted to just 6.191 billion baht.

Surveys of the Yangon market indicate that most residents still embrace the traditional way of life.
The recent opening up of Myanmar however is bringing a rapid pace of change which is reflected in the
purchasing behavior of the younger generation and the middle income earners who are blessed with good
education and steady income. Their purchasing decisions are based primarily on product quality and almost
all purchases are transacted in cash. Yangon is now home to modern retail operations featuring convenience
stores, supermarkets, hypermarkets, wholesale vendors and trendy shopping centers. Although Buddhism still
holds sway over residents’ conduct of daily routines, television content from Korea is having an influence
on lifestyle preferences, leading some to look up to the Korean way of living as a civilized and desirable

model.

dunuiuduiasulatkiouuianawia:uunagay | aan. vees

85



coufif H |Iﬂ=

AR .

Behavior of the Burmese Consumer

e Food Industry: Most Yangon residents prefer home-cooked meals consisting of typical
local dishes that are prepared with ingredients and foodstuff obtained from traditional markets.
However branded food products from Thailand are well accepted and popular, especially with
buyers in the middle and high income brackets. Goodwill towards Thai products is high, and
although higher priced, they are still preferred over competitive items from China. The ‘Mama’
instant noodle brand has set up its own manufacturing facility in Yangon - a development
that attests to the popularity of Thai food items in this market. Burmese generally prefer hot,
spicy or sharp tastes in their food. Although meat varieties including chicken, duck, fish, prawn,
squid, and shellfish, are generally consumed, a large proportion of the people surveyed (over
50 percent) refrain from eating beef and pork for religious reasons.

When dining out, the Burmese prefer their local dishes, but may also opt for Chinese
or Thai food. High-earners in the younger and well-educated bracket are being increasingly
drawn towards health foods, especially imported brands that are obtainable from upscale retail
outlets such as Market Place by City Mart. Fermented foodstuff is shunned by more than half
of the people surveyed. In the category of beverages, instant coffee is the all-time favorite.
The surveys found that the household food spending of most families is around 4,000-6,000 baht

per month; although for some, the amount may exceed 10,000 baht a month.
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e Home Decor and Furniture Products: Most Yangon people tend to live in apartment units
or townhouses. Furnishing of the reception room in a home commands the most attention as it is an
expression of the owner’s social status. Residents often base their buying decisions on ‘Feng Shui’ and/or
religious beliefs. Wooden furniture items, readily available from furniture and home decor retailers, are
preferred. Factory-assembled furniture items offered in this market are competitively priced, thus giving them
an edge over DIY furniture, although the difference in price tags of the two categories is relatively small.

Attributes that the Burmese require in a product are quality and sturdiness, backed by a warranty.

Opportunities for Thai Products in Myanmar

Although Myanmar was cut off from the rest of the world for decades, Thai business people, Thai products,
and the Burmese people have always been connected through a system of cross-border trade. Through the
border checkpoint at Mae Sot in Tak province, Thai products are transported to the town of Maywaddy in

Myanmar where the goods are then distributed throughout the country.

e Food Industry: Excellent prospects exist for food exporters to Myanmar due to the widespread
popularity of Thai and Chinese cuisines within Yangon. In addition, Thai and Burmese dishes share many
similarities in terms of cooking ingredients, especially in the use of aromatic herbs and vegetables. For
decades, Thai SMEs have been exporting packaged foodstuffs and condiments to Yangon and their
marketing efforts have helped to popularize the taste as well as the quality of Thai food in the city.

In general, the retailing system in Myanmar is rapidly modernizing. Thai packaged goods can be readily
offered on the Myanmar market without needing a Burmese-language label. Burmese buyers can relate to
the Thai language on the label which works as an assurance of product quality. Thai entrepreneurs wishing
to distribute their merchandise into the Burmese retailing system may choose to engage the services of
marketing agents or traders. Entrepreneurs desirous of setting up a Thai restaurant business in Myanmar
are advised to undertake their own market study, product testing and site surveys beforehand.

Opportunities exist for investment in food manufacturing facilities in Myanmar, either for local
consumption or for export. The latter business scheme, however, may be hampered by the fall out from
Myanmar’s previously closed-country status, which might deprive Myanmar-originated merchandise of certain
preferential privileges. Accordingly, interested entrepreneurs are advised to make a careful prior study of
existing rules and regulations on exporting from Myanmar.

Prospects are good for Thai SMEs wishing to import raw foodstuff from Myanmar. The country has a
wide range of exportable farm produce including food for humans and feed for animals. Sea harvests are
plentiful, and these are currently being sourced by Thai entrepreneurs in the processed and frozen food
category. Import-export permits must be obtained from the Myanmar government to allow Thai entrepreneurs

to directly engage in such operations with their Burmese counterparts.
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o Home Decor and Furniture Products: Prospects for Thai SMEs in this business category are

better than ever. Following the opening up of Myanmar to international trade, local demand for furnishing
products has been rapidly rising, driven in the main by fast growth in the hotel and tourism sector leading
to expansion in building construction activities. Supplies of merchandise in this category are largely sourced
from Thailand, Vietnam and China; supplemented by limited volumes from local production. A number of
high-end brands, including sanitaryware by American Standard, Kohler, and Cotto, are imported by Thai
distributors and re-exported to Myanmar.

For new business entrants into the Myanmar market, it is advisable to have product distribution handled
either by sales agents within the country, or by border-trade operators based in Thailand. Alternatively, Thai
entrepreneurs may choose to serve as suppliers of merchandise to, or as contract buyers for, large-scale
retailers in Myanmar. Products in this category are largely targeted at upper middle-class residents and/or
working expatriates, as well as general visitors to the country.

Myanmar is a rich potential source of raw materials for furniture making. The country has abundant forest
resources including species of valuable trees that are in high demand, such as Teak. Opportunities therefore
exist for Thai SMEs to obtain timber from Myanmar, or to invest in production facilities, or to secure local
business partners for timber-based ventures in the country.

Despite the attractive prospects for business in Myanmar, there remain issues that may cause concern

for Thai entrepreneurs. These involve certain constraints and inadequacies within the country, such as its
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form of government; its fragile economic and financial systems; and its inefficient infrastructure for transport

and utilities. itaslsy | TN ! ‘| % T
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Highlights of Operation in 2013

For 2013 the Office of Small and Medium Enterprises Promotion (OSMEP) was allotted an operating
fund of 1,233.71 million baht. The amount was derived from two sources: a larger portion from the national
budget amounting to 887.83 million baht; and an additional portion, from the cash balance of the SME
Promotion Fund, of 345.89 million baht. The resources were expended in providing support and assistance
to Thai SMEs in accordance with OSMEP’s annual Action Plan which called for efforts in the following
areas: the creation of an environment necessary for the growth of SMEs, upgrading SME competitiveness,
promoting balanced growth for SMEs to match area potential, and building efficient SME linkages to the
integrated regional marketplace.

A wide range of schemes pursuant to OSMEP’s promotional agenda were implemented including
general promotional activities, interest subsidies to the Thailand SME Development Bank, and capacity-building
activities for producers of Thai handicrafts and community merchandise. The year saw OSMEP’s successful

implementation of 15 key tasks which involved some 20 projects.

Budgetary Expenses pursuant to
OSMEP’s SME Promotion Action Plan for Fiscal Year 2013

120,000,000 Baht

392225700 Baht 611,488,000 Baht

110,000,000 Baht

. Capacity building for handicrafts industry Tasks in OSMEP’s fundamental mission

. Encouragement & Promotion of Thai SMEs . Interest Subsidy to SME Bank
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OSMEP’s efforts in the year yielded a measure of benefits to more than 44,000 SME entrepreneurs
in terms of improvement in their businesses, including upgrades in their knowledge base, expanded
capacity and trade opportunities. More than 1,950 product prototypes were developed; and some 480
business matching pairs established giving rise to an estimated 2,360 million baht worth of domestic and
international business. In addition, some 28 local and regional networks were established. Notable programs

implemented in the year are described below.

Plans and Strategies for the Promotion of Thai SMEs

A task to formulate development strategies for SMEs at all levels in response to the government’s call
for the effective implementation of SME policies. The project was responsible for the development of a
comprehensive SME knowledge and database to provide reliable and timely information for SMES as well
as interested agencies in government and the private sector. In addition, it serves as an instrument for
the efficient monitoring and evaluation of OSMEP’s performance in the promotion of Thai SMEs. Notable

programs under the project for 2013 are described below.

Implementation and Outcome

- Preparation of nationwide and local-area Action Plans. Activities undertaken are as follows:
1) Preparation of the Annual SME Promotion Action Plan involving the following issues: the creation
of an environment necessary for SME growth, upgrading SME competitiveness, promoting balanced
growth for SMEs to match area potential, and building efficient SME linkages to the regional
marketplace. Proposals were received from 38 organizations in government and the private sector,
who submitted a total of 110 schemes for inclusion in the Action Plan. After due consideration,
some 21 schemes, out of the number proposed and accounting for a budget of 554 million baht,
were forwarded for inclusion in the Action Plan for 2015; 2) Strategies and action plans for
promoting SMEs by sector, which involve the sectors of Wholesale & Retail, Spa & Wellness, and
Digital Content Production. In addition, preliminary studies were carried out for the preparation of
the Fourth SME Promotion Master Plan (2017-2021).

- Publication of SME white paper featuring monthly and yearly reports on business situations and
indicators of SME health for 2012 and 2013, plus other key indices including GDPs, extent of
imports and exports, private sector consumption and investment, and fundamental changes in
the local SME scene - such as extent of SME hiring, labour productivity by sector, and establishment

and dissolution of businesses.
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- Publication of SME economic indicators such as the Trade & Service Sentiment Index (determined
from findings of SME surveys conducted on 2,000 operators in 14 provinces); the Confidence Index
on Manufacturing (a quarterly index determined from the findings of SME surveys conducted on
manufacturers in four regions - Central & Eastern, North, Northeast, South - numbering 600 samples
per region).

In addition to the above, a series of sub-projects were undertaken. These involved the gathering of
information and analyses, such as preliminary studies for the preparation of the Fourth SME Promotion
Master Plan (a five-year plan for 2017-2021); and updating of the National SME Database. The latter is
an extensive compilation of SME information including number, size classification, situation analyses, likely
scenarios upon commencement of the AEC, and information relating to SME capacity building - such as
establishment of a business, preparation of a business plan, and fundamentals of SMEs in ASEAN. All of the

aforementioned data are published on our website at www.sme.go.th for public viewing and downloading.

Assistance, Subsidies, Support for the Promotion of Thai SMEs

A project to create the necessary environment for SME viability. A range of financial and operational
measures was implemented for the year including the followings: Assistance on access to sources of
financing, remedial and mitigation measures in cases of unforeseen impacts on SMEs, and efficiency
enhancement for all related government agencies on SME promotional work. In addition, a number of
sub-projects were implemented which aimed at upgrading the capacity of Thai SMEs to prepare them for
increasing competition, tougher requirement on quality and productivity. All of this is to help strengthen
Thai SMEs for their continual development and balanced growth. Notable projects undertaken in 2013 are

listed below.

e Marketing Building for Thai SMEs

This project sought to assist and promote Thai SMEs through a range of programs designed to expand
channels of product distribution and upgrade the competitiveness of SMEs in sectors with good prospects
for trade. Implementation started with a selection of businesses with good potential and readiness for
participation in the project. Suitable promotional approaches were formulated, which aimed at enhancing
business capacity, opening up new avenues for trade, as well as building new collaborative networks
for the participants. A number of international events - including road shows, trade fairs, and business
matching - were organized for venues in the ASEAN+6 countries. Participating Thai SMEs were chosen from
the following sectors: Household Ware, Beauty & Health, Foodstuff, Gems & Jewelry, Textile & Clothing,

Home Decor, and Agricultural Produce, etc.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

Implementation and Outcome

Benefits of the project were realized for 105 entrepreneurs in the form of 324 matching pairs that gave
rise to 275 million baht worth of business. In addition, 471 operators were provided with knowledge and
information through their participation in OSMEP’s market building seminars. Key events in the project are
summarized below:

1) Thailand Grand Festival Fair, held at Tumbalong Park, Darling Harbour, Sydney, Australia, during
6-11 March 2013. The participants, numbering 20, were SME entrepreneurs from the sectors of
Processed Foodstuff, Textile & Clothing, Ornaments & Accessories, Home Decor, Gifts & Souvenirs,
and Art & Crafts. The event culminated in on-the-spot sales of 5.92 million baht, 73 business
matching pairs, and one-year advance orders of 62.47 million baht.

2) The 24th China Harbin Economic and Trade Fair, held in Harbin, Heilongjiang province, China during
15-19 June 2013. The 20 participating entrepreneurs were from the sectors of Food & Beverages,
Agricultural Produce, Tourism Services, Fashion & Clothing. The event culminated in 50 pairs of
business matching, and 22 million baht of product sales.

3) Vietnam Medi-Pharm Expo 2013, an international exposition on beauty and health, held in Ho Chi Minh
City, Vietnam, during 21-25 August 2013. Twenty entrepreneurs participated who hailed from
the sectors of Herbal & Spa Products, Processed Foodstuff, Textile & Clothing, Personal Ornaments,
Home Decor, Gifts & Souvenirs, and Tourism Services. The event culminated in 55 pairs of business
matching, and 50 million baht of product sales.

4) The 50th International Osaka Gift Show, Osaka, Japan, held during 23-27 September 2013. The 20
participating entrepreneurs were from the sectors of Household Ware, Home Decor, and Gifts &
Souvenirs. The event culminated in 50 pairs of business matching, and 55 million baht of product
sales.

5) The 15th China (Shantou) International Food Exposition and the 2013 Thailand Commercial (Shantou)
Fair, held in Shantou, China during 23-27 November 2013. Participating SMEs consisted of 25
operators from the sectors of Foodstuff, Household Ware & Decor, and Herbal Products. The event

culminated in 96 pairs of business matching, and 80 million baht of product sales.
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e OSMEP Front Service and SME CLINIC

A scheme to provide assistance in the form of business advisory to Thai SMEs. A front-service counter,
installed at the ground floor of OSMEP’s Bangkok office at the TST Building on Viphavadi Rangsit Road,
offered practical advice to SME entrepreneurs seeking business solutions, or information relating to their
business or ways to enhance the skills and capacity necessary for a successful operation including linkages
to cooperation networks in the public and private sectors.

Working partners for the OSMEP Front Service comprised 13 business and governmental organizations
as follows: True Corporation; Teleinfo Media; i-Mobile Plus; Global Pro Business Solutions (Thailand), Talad
Dot Com, Microsoft (Thailand), Kasikorn Bank, Siam Commercial Bank, Bank of Ayuddhya, and the Thai
Credit Guarantee Corporation.

The Front Service acted as a portal, as well as a center, for the dissemination of SME knowledge
through a range of training activities that the service helped to organize for interested entrepreneurs. Training
seminars or workshops were offered on topics such as: Setting up an online store, product design, business

start-up, access to financing, marketing channels. Business matching events could also be arranged.

Implementation and Outcome

- Training on methods and strategies for SME operation was made available to 574 entrepreneurs.
- 121 online stores were established by trainees in the program.

- 18 business matching pairs were concluded.

- Some 2480 entries were added to OSMEP’s library comprising articles, e-books and other content.

SME Clinic is a service to provide expert advice on a range of issues crucial to the operation of an SME;
for example: finance and accounting, information technology, marketing, personnel management, general
business administration, product and package design, product standards, relevant laws and regulations, etc.
SME Clinic services can be accessed through these channels: 1) OSMEP office on the ground floor of TST

Tower; 2) by phone to call center number 1301; and 3) the OSMEP website at info@sme.go.th.

Implementation and Outcome
- 647 entrepreneurs received business-specific advice from the Clinic.
- 357 entrepreneurs took part in discussions with specialists in various disciplines

- 121 SME consultants were developed in our train-the-trainers program.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

e Promotion of SME Management Proficiency

Also known as SME Advance, the project aimed to provide advance training courses for senior executives.
Training topics were designed to help fine-tune the management skills of entrepreneurs, encourage the
building of collaboration networks, promote the understanding of SME policies and goals, and create good
relations among the participating SMEs. The courses were targeted at business executives, or owners, of
SMEs, leading officers of organizations in the public and private spheres, and financial institutions. Two
112-hour training sessions were carried out.

Training covered three key aspects of capacity building: 1) Knowledge strengthening; consisting of
talks and seminars on theoretical models and strategies, novel approaches, learning from case studies, and
examples of real-world application of the principles discussed. This 42-hour segment covered the areas of
Strategic Business Management and Supply Chain Management; 2) Getting Inspired; involving 14 hours of
in-depth discussions and experience sharing between the trainees and successful professionals in various
SME endeavours; and 3) Going Regional; a 56-hour segment on group activities, including guided research,

presentation of findings, and study tours in Thailand and abroad.
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Implementation and Outcome

- 245 people participated, who were from public/private sector organizations and financial institutions.

- 148 trainees, or 80 percent of the class, successfully passed the course’s grading. Certificates of
graduation were awarded at the ceremony held at the Mercure Hotel, Bangkok on 29 November
2013, along with the award presentation of the SME Advance Business Plan Champion 2013 contest.

- 46 new business plans were prepared by the trainees and entered into the SME Advance Business
Plan Champion 2013 contest. The entry named Where Leaders Meet the Perfect Meat, prepared by
the Golden Healthy Grill group, was awarded the top prize for its proposal of a healthy-dining
business that caters to all relevant details of the customer including health, age and body type.

- A group visit to study the work on the management of logistics and import-export procedures at the
Customs Department, Suvarnabhumi Airport; and to learn the business of a logistic service provider
operated by Eagle Air and Sea Ltd.

- Study tours to Myanmar and Vietnam, where trainees looked into opportunities for trade and
investment and the local finance markets. The tours included visits to SME premises and key retail

markets, and experience sharing with local entrepreneurs, and Thai investors in the two countries.

e Development of local-area culture-related tourism products

A capacity building project to encourage the creation of added value by infusing Thai cultural identity
into a product. Targets of promotion were in the sectors of OTOP products and creative media. Events
were organized to encourage the local production of creative content, upgrade skills in movie making
and animation services, and boost the capacity and extent of hiring in related industries. Creative media,
including story ideas and short films, can be employed to help promote the efforts in this area, i.e. the
infusion of local culture to create added value and eye appeal in a product or service, and ensuring the
product responds to the changing need of the market.

Two key areas of activity were implemented, namely: 1) Capacity building for SMEs - to train them in
the creation of culture-related merchandise as a means to add value through local ingenuity or inventiveness;
some 100 prototypes, all with potential for further commercial development, were created in the process;
and 2) Assistance in product marketing and development of culture-related media content - for which
training seminars were arranged in order to promote the production of story ideas and short films. For
the latter area, promotional events were staged, including training seminars to familiarize practitioners in
the movie and related industries with the concept of culture-related merchandise and strategies for the

marketing of such products.
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Implementation and Outcome

- Training seminars, relating to the infusion of local cultural flavours into a product, were held in five
regions. Some 480 entrepreneurs participated with regional breakdown as follows: North, 130; Central &
East, 109; Northeast, 123; and South, 118.

- 73 product prototypes were developed during the seminars and workshops with guidance from

industry specialists.

Two market building events were held. These were: 1) Participation in the Thailand International Fim &
Animation Road Show 2013, held in Seoul, South Korea, which was attended by 20 Thai SMEs and
culminated in 177 business matching pairs; and 2) Thailand International Film & Animation Road Show
2013, held in Tokyo, attended by 20 Thai SMEs and resulted in 280 matching pairs which accounted for

approximately 2.0 billion baht of business as well as 1,110 jobs.

Capacity building for producers of handicrafts and community merchandise

The focus of this program is on encouraging a measure of balanced growth for the micro enterprises

to match area potential. Notable activities for 2013 included the followings.

e Promotion of Handicrafts Under the Support Project

OSMEP operates this on-going project in conjunction with the SUPPORT Foundation at Bang Sai,
Ayutthaya, under the patronage of HM Queen Sirikit. The project aims to promote the manufacture of
marketable products of the foundation in terms of improvement in design - by incorporating Thai cultural
identity — as well as training in commercial operations for the center’s personnel. Products of mass appeal
would be tailored to match the changing tastes of the market, while retaining good production standards,
appealing design and attractive packaging, and at the same time displaying the best of functionality and
ingenuity in a Thai folk design.

Workshop training courses are provided for craft makers, interested public, people without a job, or
socially disadvantaged, as well as those wanting to acquire skills to supplement their income. It is hoped
that the successful trainees will be able to parlay the skills they have obtained into earnings. In addition,

they will play a role in helping to conserve the artistry of Thailand apparent in such art and craft products.
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Implementation and Outcome

- 710 entrepreneurs were trained in the basics of business operations and commercial development
of craft products according to the concept of creative economy.

- Products of 27 entrepreneurs were chosen for commercial development.

- 27 new SUPPORT products were accordingly developed.

e Entrepreneurs Capacity Building pursuant to Royal Initiatives

A joint development project between OSMEP and Chulalongkorn University. Capacity building in this
project was aimed at training SME entrepreneurs and community producers on product and package
development. Skills in this area will enable operators to compete successfully in the marketplace at home and
abroad. The project was to help upgrade the status of Thai goods and packaging to international standards.
Through the joint efforts of public-private sectors and academia, the project also helped to prime Thai SMEs
for entry into the AEC in 2015. Sectors targeted for promotional efforts comprised: Food & Beverages,

Printing, Textile & Clothing, Tourism & Service Businesses, Wholesale & Retail Trade.

Outcome of Implementation

- 250 entrepreneurs/operators received training in product and package design.

- Knowledge/advisory was extended to 2,000 SMEs and community-product vendors.
- 1,800 product/packaging designs were created.

- 50 prototypes were produced.

- Website on SMEs and community vendors under Royal Initiatives, was set up at

http://chuladesign.net/WebDB/pages/search.jsp

e Skill Building for Micro Enterprises in accordance with Royal Initiatives

Jointly organized by OSMEP and the Phra Dabos Foundation, the scheme was to provide training for
people desirous of setting up an SME, or those who have received prior training under the Phra Dabos
vocational courses. Participants in the scheme received instructions on developing the skills necessary for
making a sustainable livelihood; and strategies for building their operations into fully-fledged SMEs with
effective business know-how. Areas of training included both theoretical and practical aspects, fundamentals
of business administration such as production management, marketing know-how, basic accounting and

financial practices, and preparation of a business plan.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

Implementation and Outcome

- Some 253 budding entrepreneurs and graduates of the Phra Dabos courses received training
in the setting up and operation of a new SME.

- Some 237 business plans, prepared by the trainees, were tailored for use in applying
for credit lines from financial institutions.

- 211 of the training graduates were able to parlay the skills they obtained into a new business within

their respective communities.

Promotion and Capacity Building for Entrepreneurs in Southern Border Provinces

A program under the “Micro Enterprises for Sustainable Development Project” and jointly implemented
by OSMEP and the Royal Aide-De-Camp Department. The aims were to help create jobs and livelihoods
for residents impacted by political unrests in the border provinces (Narathiwat, Pattani and Yala) through
structured training courses for local micro-enterprise operators. The focus of training was on the building of
knowledge, management skills, marketing know-how, quality upgrades, and creation of added value through
the use of locally available materials and resources. It is hoped the program will contribute towards relieving
the residents of some of the hardship from the prevailing turmoil, at the same time helping to create models

of successful business networking in the area.
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Implementation and Outcome

- Occupational training was made available to 1,200 participants from - Pattani, Yala and Narathiwas -
approximately 400 per province.

- Three micro enterprise networks and their business plans were established.

- Activities were organized to build up inter-network relationships for 5,084 micro-producers in the
three provinces. Number of participants by province is as follows: Pattani, 1,913; Narathiwas, 1,929;

Yala, 1,199; and 43 network leaders.

Interest Subsidies to the SME Development Bank of Thailand

A scheme to create the necessary environment for the conduct of SMEs. OSMEP undertook to help
entrepreneurs to improve their cash flow through the provision of interest subsidies at 2 percent or 3
percent to the SME Bank in order for the bank to extend loans to SMEs that have been affected by the
political unrests in Thailand and/or the nationwide hike in the basic wage to 300 baht per day. The following

programs were implemented.

e SME Power: Interest Subsidies for businesses impacted by political turmoil

Implemented pursuant to Cabinet resolutions passed on April 27, June 8, September 28 and May 3,
2011, the program was designed to provide relief to SMEs affected by the year’s prolonged street rallies
at Ratchaprasong intersection. Secured and unsecured loans were extended by the SME Bank totaling 10
billion baht, in packages with a maximum amount of 6 million baht, for a repayment period of up to 6 years.

OSMERP is to issue interest subsidies for the loans throughout the program.

Implementation and Outcome

- About 13,910 entrepreneurs impacted by the political disturbances received interest subsidies on
14,770 borrowings which represented a total loan of 7.373 billion baht.

- Two subsidy payments were made, totaling 152,008,000 baht.

120 OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

e Interest Subsidies for businesses impacted by floods in 2010

Pursuant to Cabinet resolutions passed on November 2, 2011, this scheme was implemented to provide
relief and rehabilitative assistance for SMEs affected by the year’s severe floods. A total of 5.0 billion baht
was allocated for lending under the scheme.

- Altogether 15,335 entrepreneurs were given loans totaling some 5.0 billion baht.

- A subsidy payment, totaling 240,217,700 baht, was made.
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e Interest Subsidies for businesses impacted by basic wage hike to 300 baht

A scheme to help lessen the cost burden of Thai SMEs arising from the increase in the basic wage
minimum to 300 baht per day. Interest subsidies were provided by OSMEP at 3 percent rate. Memoranda
of Agreement, for loan provision in the scheme, were signed between OSMEP and six leading financial
institutions, comprising the SME Development Bank, Krung Thai Bank, Government Savings Bank, Bangkok

Bank, Siam Commercial Bank and Bank of Ayutthaya.

Establishing International Cooperation Networks

A project to familiarize Thai SMEs with international trade practices on the lead up to the AEC
commencement. The program was to promote the networking of Thai businesses with those in other
countries in order to expose SME entrepreneurs to international business climate, particularly that under the
AEC concord. Activities under the project were designed to prepare entrepreneurs for increased competition,
both from local and external sources; to enhance their capability; to open up opportunities for international
trade and investment; and to support the cooperative networking of local operators with foreign businesses.

Notable activities in 2013 are described below:

e Building up international cooperation networks

An ambitious project to link Thai SMEs with related public and private agencies, both at home
and abroad, in order to build up competitiveness for their entry into the global supply chain. In addition,
cluster networks are to be created by linking Thai clusters with those in designated countries (i.e. creating
cross-border clusters) to facilitate access to sources of technology, raw materials and data. All this is aimed
at building up the capability of Thai SMEs in managing international business, and to bring them up to par

for competition on the global platform. Activities in four key areas were undertaken, as follows:

Implementation and Outcome

1. Network development for Thai SMEs in the wellness business. The program was aimed at
expanding trade opportunities and building co-operation networks with businesses in foreign
countries. This was accomplished by inviting SMEs from neighboring countries - particularly those
in the wellness industry or health tourism or culture tourism - to participate in SME conferences that
are staged in ASEAN at the following venues: Thailand, in Bangkok and Chiang Mai; Lao PDR,
Vientiane and Laung Phrabang; Myanmar, Yangon and Mandalay. The program, attended by 55
Thai entrepreneurs, succeeded in establishing seven international networks. Information on related
markets, materials and production technologies was made available to 115 entrepreneurs; and 82

business matching pairs were made, which resulted in some 22 million baht worth of business.

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion
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Business matching between Thai SMEs and foreign entrepreneurs. This was organized for the China
International SME Fair 2013 (CISMEF), a trade show and business matching event for SME
entrepreneurs on a global scale, held in Guangzhou, China, during 25-28 September 2013. Some
31 Thai entrepreneurs participated in the event which culminated in on-the-spot goods sales of
2,000,000 baht and 47 matching pairs with Chinese and operators from other countries for another
26 million baht of business.

Trade negotiations and SME networking between Thai and Italian entrepreneurs. Arranged by
OSMEP, the scheme led a group of Thai “Young Designers” to join the Prime Minister’s trade
delegation on the occasion of the PM’s official visits to Switzerland and ltaly. Four rising Thai
designer-entrepreneurs participated in the scheme which gave rise to 10 successful matching pairs
that accounted for 10 million baht worth of business.

Building SME cooperation networks for Thailand and Turkey. The program involved the preparation
of in-depth reports on prospective business sectors in Turkey for future trade development by
Thai SMEs.
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e Activities within the Framework of ASEAN SME Agencies Working Group (ASEAN SMEWG)

This involved the undertakings associated with the outcome of the ASEAN Summit and tasks pursuant
to the AEC Blueprint for the development of SME infrastructure and promotion of SME activity in the region.

A number of programs in three key areas of interest were carried out, as described below.

Implementation and Outcome
1. Joint promotional programs for ASEAN: For 2013, a total of five programs were implemented.

- Preparation of the ASEAN SMEs Policy Index.

- Assessing suitable approaches for the promotion of OVOP (One Village One Product).

- Situation survey and compilation of information to aid SME entrepreneurs in their entry into the
AEC. The compilation was to include details on the approaches adopted, and the status of similar
work, in other countries. The survey was sponsored by the German International Co-operation
Agency (GlZ).

Activities in the area described above led to the successful establishment of g 5 ) - Networking and capacity building for the Center for ASEAN Business and Technology
four international cooperation networks, as follows: 1) Liaison interfaces with the - Incubator. Studies of suitable forms and functions for an SME business incubator were conducted,
government agencies of South Korea, 2) Cooperation networking with Singapore’s together with recommendations for the development of such facility.
design organization “Design for Enterprises”, 3) Cooperation networking with the - Investigation of suitable approaches for implementing a Regional Promotion of Internship Scheme
United Kingdom Trade and Investment Bureau, and 4) Cooperation networking with for training exchanges in a range of vocational disciplines within ASEAN.
government agencies of Myanmar and Laos. Taking part in the above activities 2. Establish an ASEAN SME Service Center with databases to assist entrepreneurs wishing to expand
were 171 SMEs from sectors such as Wholesale & Retail, Pharmaceutical & Herbal to foreign markets in ASEAN+6.

Products, Foodstuff, Textile & Clothing, and Gemstones & Jewelry. Altogether 139 A ' - Two additional ASEAN SME Service Centers were established: one in the North, at the Mae Fah

business matching pairs were formed which accounted for some 60.96 million baht £ ' Laung University in Chiang Rai; and another in the Upper South, at the Prince of Songkhla

of business. ;- . University’s Surat Thani campus. To date, a total of 13 SME Service Centers have been set up
across Thailand. Services are offered to entrepreneurs wishing to establish linkages with SME
networks in Myanmar and Laos, as well as with domestic centers installed in prior years.

- Provide capacity-building assistance for Thai SMEs wishing to expand into ASEAN markets.

Services are offered to facilitate the linking of SMEs in Thailand with those in the target areas,

particularly where efficient business referrals are desired.
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Provide training for SMEs on gainful strategies and preparations for a successful entry into AEC.
Some 2,618 SME operators took part in 11 training sessions, which were organized through
the cooperation of the following trade bodies: Association of Thai Certified Shipping Brokers;
the Chambers of Commerce of Kanchana Buri, Khon Khaen and Rayong; the Mae Fah Laung
University and Prince of Songkhla University at Surat Thani.

Market studies to investigate the behaviors of consumers in ASAEN+6. Emerging markets in
the region were the areas of interest, namely the markets of Myanmar, Laos, Vietham and
Cambodia. The sectors of food and home furnishing products were investigated, and study
findings made available to Thai SMEs.

Appraisal of suitable approaches for promoting Thai SMEs with High-Growth potential, and

recommendation of strategies for moving such industries towards sustainable growth.

3. Networking of Thai SMEs, and linkages to entrepreneurs in other countries. More than 600 Thai

entrepreneurs have benefited from activities under this scheme. aS'U\l'IU-TFI S\ln'IS
- AEC and SME Challenges: Next Steps (Phase 4). A program to encourage Thai SMEs to take a\llagusa'lﬂﬁi) "u1nna1‘]“a:"u1nuau Us:s-ﬁ:l 2556

advantage of the region’s economic integration — one of ASEAN’s three pillars of regional

cooperation. Workshops were conducted to disseminate knowledge and promote the networking Summary of Tasks and PFOjECtS

of Thai SMEs with companies of strategic importance for trade and investment in Myanmar. for the Promotion of Small and Medium Enterprises, for 2013
Investigation of approaches to promote Thailand as a hub of the regional supply chain; and
establishment of cooperation networks among local SMEs in the business of digital content

production.
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Summary of Tasks and Projects
for the Promotion of Small and Medium Enterprises, for 2013

Mission/ Strategy/ Plan/ Task-Project Budget

Budgeted Total § 1,233,713,700

1. Fundamental Missions Agenda 611,488,000
Strategy 1: Plans and Strategies for SME Promotion 35,000,000
1.1 Define and prepare strategic plans for SME promotion 25,000,000
1.1.1  Preparation of Annual SME Promotion Action Plan 2,000,000

1.1.2 Preparation of strategies and action plans for SME promotion, by sector 2,000,000

1.1.3 Coordination/Supervision of project progress under the Annual Action Plan 1,000,000

1.1.4  Preliminary Study for the Fourth SME Promotional Master Plan (2017-2021) 20,000,000

1.2 Compilation of SME Knowledge and Database : 7,000,000
1.2.1  Preparation of annual SME Situation Report 3,000,000

1.2.2 Determination of economic indicators for SME operators 4,000,000

1.3 Efficency upgrades on the Monitoring & Evaluation of SME promotional work 3,000,000
1.3.1  Monitoring implementation outcome of SME promotional activity 2,000,000

1.3.2 Monitoring and evaluating the operating results of the Venture Capital Fund 1,000,000

....................................................................... @ e

Strategy 2: Assistance, Subsidy, Support for SME Promotion : 291,879,000
21 Create an environment favorable to the conduct of Thai SMEs 256,879,000
2.1.1  Programs to develop SME networks, and enhance public-private cooperation 4,000,000

2.1.2  Further Development of the SME Knowledge Center 3,000,000

2.1.3 Organizing the SME National Awards, for Manufacturing, 5,000,000

Trade and Service sectors :

2.1.4 Management of the Venture Capital Fund 2,000,000

2.1.5 Project on market opportunity building for SMEs * 35,000,000

2.1.6 Interest subsidies to SMEs to imitigate impacts from basic wage hike 200,000,000

to 300 baht * :
2.1.7  Organizing SME Clinic events * 6,000,000
2.1.8 Staging of OSMEP Front Service * 1,879,000
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Mission/ Strategy/ Plan/ Task-Project

2.2 Programs to upgrade competitiveness of Thai SMEs
221 Program on opportunity building for new entrepeneurs *
2.2.2 Program on productivity upgrades for SMEs in Trade and Service sectors *
Strategy 3: Building Networks of International Cooperation
3.1 Thai SME capacity upgrades for responsiveness to international marketplace
3.1.1  Tasks pursuant to international cooperation frameworks
3.1.2 Building international cooperation networks
3.1.3 Tasks assigned within the framework of the ASEAN SME
Agencies Working Group (ASEAN SMEWG)
3.1.4 Tasks in support of the APEC SME Chairmanship (2013-2014) * Phase 2
Strategy 4: Enhance Organizational Management Skills
4.1 Programs to support organizational management
411 Human resources development work
41.2 Upgrades on information technology capability*
4.1.3 Enhancement of operational efficiency in government-assigned tasks
and policies
4.1.4 Draft amendment of restrictive laws, regulations and notifications of OSMEP*
41.5 Comparative Study between Thai and foreign legislations on government
promotional agencies for SMEs *

Expenditures in SME Fund management and operation

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

35,000,000
10,000,000
25,000,000
40,800,000
40,800,000

5,000,000
10,000,000
23,000,000

2,800,000
37,200,000
37,200,000

4,000,000
16,700,000
10,000,000

1,500,000
5,000,000

206,609,000

Mission/ Strategy/ Plan/ Task-Project

2. Propel, Promote and Support Tasks Pursuant to the
SME Promotion Action Plan

Strategy 2: Assistance, Subsidy, Support for SME Promotion
2.2 Programs to enhance competitiveness of Thai SMEs
221 Programs to develop local area culture-related tourism products
2.3 Programs for promoting SME balanced growth to match area potential

2.3.1  Programs to promote sustainable development for community enterprise networks

3. Interest Subsidies to SME Development Bank of Thailand

Strategy 2: Assistance, Subsidy, Support for SME Promotion
2.1 Programs on developing favourable environment to aid the operation
of Thai SMEs
211 “SME Power” program to issue interest subsidies to SME Development Bank
2.1.2 Interest subsidies for entrepreneurs impacted by the 2010 flooding, to be

issued to the SME Development Bank

4. Business Development for Producers of Handicrafts and Community Merchandise -

Strategy 2: Assistance, Subsidy, Support for SME Promotion
2.3 Programs for promoting SME balanced growth to match area potential
2.3.1 Products development and promotion for the SUPPORT Foundation
2.3.2 Entrepreneurs Capacity Building pursuant to Royal Initiatives of HM the Queen
2.3.3 Strengthening of community enterprises pursuant to Royal Initiatives of
HM the Queen

*

Notes: Program financed by the cash balance from the Venture Capital Fund
** Program funded by budgetary allocation pursuant to the Budgetary Act and additionally

by cash balance from the Venture Capital Fund.

110,000,000

110,000,000
50,000,000
50,000,000
60,000,000
60,000,000

392,225,700

392,225,700
392,225,700

152,008,000

240,217,700

120,000,000

120,000,000
120,000,000
20,000,000
90,000,000
10,000,000
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2013 Performance Evaluation
Small and Medium Enterprises Promotional Fund

The Thai Cabinet on 30 September 2003 passed a resolution requiring state agencies with non-budgetary
funds to comply with the measures for regulating the use of such funds that the Comptroller General’s
Department, Ministry of Finance has proposed in order to improve the efficiency in handling the
government’s working capital.

Under the management of OSMEP, the SME Fund has been complying with the said Working Capital
Performance Evaluation procedure since its induction into the system in 2005. For the purpose
of evaluation, the Comptroller General’s Department, Ministry of Finance has commissioned TRIS
Corporation to analyze our transactions and establish an assessment framework.

The resulting system, based on the Balanced Score Card method, enables the measurement of
performance in four areas of operation, as follow.

1)  Financial performance

2)  Implementation performance

3) Benefits to stakeholders

4)  Management of working capital

In evaluating the 2013 performance of the SME Fund, the Balanced Score Card technique was
rigorously employed to monitor results in the four areas above-listed. Details are shown below.

Indicator Weight Score Obtained

Area 1: Financial performance © 15 percent 4.0209
1.1 Disbursement from the Fund in 2013 . .
1.2 Saving of costs on the operating budget
1.3 Reporting the portion of revenue and expenditure
thereof to the Comptroller's Department in accordance

with Section 170 of the Constitution

Area 2 : Implementation performance © 40 percent - 3.0850
2.1 Preparation of SME promotional action plans : :
by industry sector
2.2 Analysis of impacts on SMEs from changes
in the economy and other situations
2.3 Percentage completion of SME efficiency upgrade programs
following the raise in the basic wage to 300 baht.
2.4 Monitoring implementation outcome of the SME
Promotion Action Plan for fiscal year 2013
2.5 Number of co-investing enterprises having submitted
company balance sheet for fiscal year 2012

2.6 Development of data services for SME promotion

OSMEP 2013 | The Office of Small and Medium Enterprises Promotion

Indicator Weight Score Obtained

Area 3 : Benefits to stakeholders 15 percent 3.6320
3.1 Level of satisfaction in OSMEP service/coordination : :

- General operators of SMEs serviced by OSMEP

- Operators of SMEs participated in OSMEP
organized training courses or programs/projects

- Organizations (other than OSMEP) involved with
SME promotion including government,
state enterprise/private agencies as well as those

collaborating in promotional tasks with OSMEP

Area 4 : Management of working capital - 30 percent - 3.6166
4.1 Role of the Working Capital Committee : :
4.2 Risk management
4.3 Internal control
4.4 Internal auditing
4.5 Management of information systems
4.6 Management and Development of Working Capital

In summary, the 2013 performance score for the Small and Medium Enterprises Promotional Fund, given
by TRIS Corporation, was 3.3669 out of the full marks of 5.0000.
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