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Percentage share of respondents

0
13% 21%

28% Best value for money
15%
7%
- 29% 17% Quiality conscious
8% Lifestyle seekers
9%
51%
34% Health conscious

27%

Environmentally and
socially conscious

14% 14% 14%

Asia-Pacific Europe us

Note: Totals may not add up to 100% because of rounding

Source: Bain & Company (Colors modified)
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Nevmsaiaenatnuudisadneslungu Gen Y (ag 28-43 T) uazainnndn 1 lu 3 agflungu Gen X (81g 44-59 1))
Tnelszanns 2 Tu 3 Whawavds Aszaunsdnsnfiyysmdefiaumii uasiiselfeguda 15,001-75,000 umsenan
Tnesaeay 85 1e9mauuuudnmatsyneuantwiduniinaiizinizessdnsaase (nwi 2)

=
NINN 2
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WA (%) sellEiavansaiiau (%)
>250,000 B 2.6%
= Female = Male = LGBTQ+ 100,001 - 150,000 B 8.4%
75,001 - 100,000 B 11.3%
g (%) 50,001 - 75,000 B 17.9%

30,001-50,000 B [ 26.9%

0-15,000 B 8.0%

= Baby Boomer = GenX = GenY GenZ

DTN (%) n1sAnNE (%)

= Employed by a company or an
independent non-private
organization

* Student

7.1%
- 2:5%
« Civil servant, or employee of state
o, enterprise or other government
<7.7% - 2.1% organization

* Unemployed or retired
1.2%

= Below bachelor's degree = Bachelor's degree = Master's degree or higher
9
- 2.0% = Contractor, freelancer, broker or

insurance agent

= Business owner, teacher, doctor,
lawyer, accountant or other
professional

Source: Krungsri Research
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Premium spending ESG is Top-Of-Mind ESG is not Top-Of-Mind
ESG aware

Pay for only 1-2 issues ESG conscious

Not willing to pay for ESG Non-ESG

Source: Krungsri Research
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 ESG first ESG conscious  ESG Aware ' Non-ESG I ESG first ESG conscious  ESG Aware = Non-ESG
0,
4% 4% 4% 3% 5% 2% 3%
229
30% 22% 36% o . 35% %
12% 51% 15%
11% 1
12%
Baby Boomer Gen X GenY GenZ Below bachelor's degree Bachelor's degree Master's degree or higher
sale A
M ESG first ESG conscious  ESG Aware = Non-ESG I ESG first ESG conscious  ESG Aware = Non-ESG
5% 4% 3% 5% 3% 3%
24%
45% 36% 5 32% 31% a45%
12% 12%
11%
< 30,000 B 30,001-100,000 8 > 100,000 B Male Female LGBTQ+

Source: Krungsri Research
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Consumers’ View

M 1st priority 2nd priority 3rd priority 4th priority
63%
33% 33% 35%
’ 7% 27% 29% 29% 28% °
21% 16%
0
13% 14% 11% . 11% 10%
Governance Environment Social Price competitiveness
] ] [ ]

Source: Krungsri Research
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https://www.everydaymarketing.co/trend-insight/voice-of-green-marketing-cmmu-eco-trend-2020/
https://www.krungsri.com/th/research/research-intelligence/green-deposits-2024
https://www.businessinsider.nl/millennials-and-gen-z-are-giving-up-on-one-of-their-core-values-and-investing-more-like-boomers/
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M Governance M Environmental mSocial = Price competitiveness M Governance M Environmental ® Social  Price competitiveness
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degree
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degree or
GenZ - higher
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W Governance  Environmental 1 Social = Price competitiveness
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Source: Krungsri Research

ESG Survey: §usinagnlkd tdto ESG o5vunso?




V. iilanaldlalu ESG gnasan: fudlnafiuAdiatuiiainlsitadadudiaiznmsildla ESG

lensvingsiafineuland ESG Humuiiaiia safumnisTnadudsrRuin (Premium sitewiilen) Weaiuayy
Aukn/inefiuansnnaldlaluiies £SG mﬂﬁqa‘ﬁ@ﬁ%mu'ﬁm‘nmmumeud’mmwﬂ"«ﬁwmwammmumqqiﬁavlﬁ
Tnemsdnsanlunfaiinuinlunmeauda 9 Tu 10 wasgmauuuudisratinladnefuiniiaganyuduase
winsiildladszifiu ESG uazninade (Gasas 56.6) BuAdnawiifisunnduifioduiisnagedu ddaniai
ﬁu?“llnﬂﬂ’i'\ﬂ?qn@juiqzﬁuﬁé'\ﬂw?tﬁﬂuLﬁfaﬂﬁuaquﬁﬂuéﬁﬂuLtazﬁqu,'aﬂé"amzmnnhﬁﬁuﬁ'a‘smﬁmmw 1.4
Win

Aausaliliiniagsiaenaaulaneguilnagufdarendifondmiuaudi £sc Wudwuluwinla et fnanan
uiausn el aneeiiinalAdu 2 dnee Ae

'
=

a aa o & & v a & @ e v ° ' Y a A

1) SuRdrawTidiananiuiladualsagauudndiu (agaz) 19a1NnIsAUIUNLII N UANYEaLENNS
nldlaFas ESG #5711 100 UM dRauLLLAITIRazEuRNaNIHENRRRSRLAE 12.4 2RITIARUAT UG
< S & 17 a o oo 1Y = a v
Wasageaullasus 500-1,000 U graus asBiusanensiianluansnanaunaadasas 9.0 12951A1

18/

Aum ﬁﬂﬂﬁlﬁmﬁum@msz‘hmﬂmm Bain & Company wimaﬂiq@NUiiﬂﬂ@ﬁuqu 23,000 Awalan Tnemaidn

BJ‘]_Ii‘Iﬂ ﬂﬂ'}I@ﬂﬂuﬁﬂ’mW?LﬂJm\IIﬂﬂ Lﬁlﬂﬂ?@ﬂ@“’ 12 mm‘mummmmm@mm@m”‘wu ﬁ]ﬂ'&\i uandau

a

2) BuRaradwistluduauai (Flat premium) Tngliffiafesaduan Gainnisdisanudigudlan 1 lu 4
a %

gumane Flat premium iNadtduayuRuAvEaLEnsfldla ESG Wuluiszann 22.5 v dmiuduing
71A71uT94 100-1,000 LW

WaBeumauguuunisanandidonsendneiidnesflungu ESG first Auanaunguilae dulduningsu ESG conscious

NG ESG aware uazng Non-ESG anwtienaludian 1. azwudTuanieings ESG first Bunanawadianlunnsing ws

9 v ¥ a T | v a an a o 9 o v a o a o v

Amsugusinaluaiungauiuie s1i5aeas 89 BuRdawsilianmudiaNuasSaaay 85 BURAENTIHENAY

2 [% & A v y & da o a A [% a = = v ' v IR

FAwInaaN WANLNENFRLAL 57 WNUUNEUAANENTIHENMUSSTNIALIG (117 8) Tvazfioudn uwliazlailingw ESG

first w1 lnANgNEW) fAiuANNEIATYLeY ESG uazBumlinisatiuayunieinunistuiing lnaewmzinudauonien
o [ @ o Ay ' ' .

wazdaan udazifluszAumiiaandingu ESG first

AN 8

[

agauguslnaianlagiuayu ESG lusunquiliuaa waniuiiaanngu ESG first

85% 89%

Source: Krungsri Research

18/ Consumers Willing to Pay 12% Premium for Sustainable Products: Bain Survey - ESG Toda

ESG Survey: qusinagatri tdto ESG D5onso? M2


https://www.esgtoday.com/consumers-willing-to-pay-12-premium-for-sustainable-products-bain-survey/
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https://thaipublica.org/2022/07/kbank-survey-esg-consumers/
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Asia Pacific* Thailand**

Source: *Bain & Company (2022), **Krungsri Research (2024)
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Percentage of average maximum premium consumers are willing to pay, categorized by income

Monthly Income (THB)

_ 0-15,000 15,001-30,000  30,001-50,000 50,001-75,000 75,001-100,000 100,001-150,000  150,001-250,000 > 250,000

Product costing THB 100 13.7% 12.7% 12.5% 12.9% 12.7% 11.8% 11.5% 9.6%
Product costing THB 500 9.1% 8.9% 9.5% 9.8% 10.4% 9.6% 10.2% 8.9%
Product costing THB 1,000 8.4% 7.6% 8.6% 8.9% 9.9% 9.0% 9.5% 8.4%
_ 0-15,000 15,001-30,000  30,001-50,000 50,001-75,000 75,001-100,000 100,001-150,000  150,001-250,000 > 250,000
Product costing THB 100 16.5% 14.6% 14.0% 13.5% 13.3% 12.5% 11.8% 10.6%
Product costing THB 500 11.1% 10.2% 10.9% 10.8% 11.3% 10.4% 10.8% 9.3%
Product costing THB 1,000 9.5% 8.5% 9.5% 9.5% 10.2% 9.2% 10.1% 8.6%
_ 0-15,000 15,001-30,000  30,001-50,000 50,001-75,000 75,001-100,000 100,001-150,000  150,001-250,000 > 250,000
Product costing THB 100 13.0% 11.8% 11.4% 10.9% 10.3% 10.3% 10.0% 6.5%
Product costing THB 500 10.0% 8.8% 8.9% 8.9% 8.9% 9.1% 9.6% 6.2%
Product costing THB 1,000 8.0% 7.0% 7.5% 7.7% 8.1% 7.9% 9.3% 5.3%
THB 100 THB 500 THB 1,000
20% 12%
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