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https://www.mycloudfulfillment.com/
https://support.google.com/google-ads/answer/7381968?hl=en
https://support.google.com/google-ads/answer/6268637?hl=en
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https://www.youtube.com/watch?v=mxdelKnGybM
https://www.thinkwithgoogle.com/intl/th-th/marketing-strategies/search/5-techniques-from-good-to-great-ads/
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https://www.loreal-paris.co.th/
https://www.loreal-paris.co.th/
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https://lens.google/
https://lens.google/
https://blog.google/products/shopping/search-on-2021-shopping/
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Shopping

E-commerce has emerged as the biggest
contributor to Thailand’s internet economy,
and was valued at 21 billion USD in 2021.**
As internet penetration rises across the
country, there’'s been an influx of new
users. At the same time, existing users are
looking for ways to deepen their digital
usage. It’s clear now that online shopping is
anything but a temporary shift. Consumer
attitudes, behaviors and purchasing habits
have changed—and many of these trends
will continue post-pandemic.
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The Great Retail Migration continued into 2021.
More shoppers moved online, while those who shopped
online before the pandemic deepened their usage.

9 in 10 Thai internet users have made
at least one purchase online in 2021.°

On the other hand, 9 in 10 existing
users said they have continued to
buy products online in 2021.4°
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As more shoppers come
online, merchants are adapting
their digital strategies to reach
them. Search interest in

(wnieslsoaulad ) (what to sell
online) grew by 44%.
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How MyCloudFulfillment maximized
return on ad spend through Search

MyCloudFulfillment, a B2B e-commerce fulfilment and
warehouse company, aimed to increase its number of leads
from clients with large order volume. By assigning different
values to different leads and adjusting its bidding strategy
from Maximize conversiong to [Target ROAY, it was able to
leverage Google Search Ads to achieve the desired return on
ad spend and grow its revenue by 100% during the pandemic.
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Thai consumers are using multiple touchpoints during their
shopping experience — for both researching, and purchasing
products and services. When inundated with choice and
options online, they are turning to Search and YouTube to help
them evaluate the information available and make confident
decisions that align with their value systems and beliefs.



https://www.mycloudfulfillment.com/
https://support.google.com/google-ads/answer/7381968?hl=en
https://support.google.com/google-ads/answer/6268637?hl=en
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of Thai shoppers are
adopting an omnichannel
approach to shopping.*’

The 3 drivers to influence
Thai online shoppers
along their path to
purchase are:*®

advertising/details seen on the internet

good deal/price

recommendation from others/
conversation with a salesperson




Google Search is the #1
touchpoint to look for relevant
information across all
surveyed product categories.*

Search interest in ( §&alkud

(which brand to buy) grew by
30%, as Thai shoppers try to

understand what brands are

best for them.
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TIP
Be a relevant
online resource

Shoppers don't always know what they want. Reach undecided
consumers by offering the right information at the right time.
Leverage Responsive Search Adg to put the spotlight on your
product with a flexible and personalized ad that's relevant to
your audience. Create impactful Responsive Search Ads with
these |5 tips.

We are seeing a 35% growth

in YouTube searches for ( alku

(is it good?), as consumers
seek product reviews before
making a purchase.*
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https://www.youtube.com/watch?v=mxdelKnGybM
https://www.thinkwithgoogle.com/intl/th-th/marketing-strategies/search/5-techniques-from-good-to-great-ads/
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Did you know?

YouTube has evolved from an entertainment
destination to a place where people come
to discover, and get inspired to make their
next purchase.

While watching videos, customers often shift from passive
browsing to active shopping if they come across a product that
interests them or motivates them to find out more.

To encourage clicks and conversions, brands can transform
video ads into a digital storefront by adding a browseable
product feed to |Video action campaigns|.



https://support.google.com/google-ads/answer/10147229?hl=en

How L'Oreéal Paris Thailand won new
customers in moments of evaluation

Customers turn to Google to navigate through confusion during
moments of evaluation. This makes it important for your brands
to show up and provide the answers shoppers need across all
media touchpoints and turn that intent into purchase. |L Oréal
Paris Thailand adopted a full suite of Google's cross-product
solutions on YouTube, Discovery, Shopping, and Search to
achieve 100% increase in conversions and 53% incremental
clicks on the brand's online store on Shopee as compared to

before using the solutions.
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https://www.loreal-paris.co.th/
https://www.loreal-paris.co.th/

Shopping has evolved significantly across Thailand since
the start of COVID-19, with consumers more open now than
ever to purchasing products online. They also do not
hesitate to buy products online that they traditionally
purchased offline, with online groceries emerging as the
most penetrated digital service in the country.

77% of Thai internet users bought groceries online at least
once in 2021 (compared to 64% in Southeast Asia).”

Many also looked to Search to
order fresh produce online, with

search interest related to

(fresh produce) growing at 24%,
for example Ca‘f\)uaoaoaauIaLD
(order fresh produce online).




Thai online sellers are getting
creative. During the lockdown
this year, they invented the
concept of a mystery box with
various products. Customers
did not know what was inside
till the box arrived. It gave Thai
shoppers a sense of excitement

and received positive attention,
with 93% growth in search

interest in (mystery

box) from July to September.*




TIP
Think beyond
the traditional

We know that a shopping moment can happen at any time,
and [Google Leng has made all the products you see instantly
shoppable. Simply use the Image Search feature on the Google
app and tap on an image of the product you want to buy. You
will find it on your screen. Read more on how to shop with
Google Lens here.



https://lens.google/
https://blog.google/products/shopping/search-on-2021-shopping/

