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ABSTRACT

Relevance. Electronic commerce (e-commerce) and social commerce (s-com-
merce) are transforming business and consumer behaviour in Southeast Asia,
propelled by digital advancements and increased internet and smartphone us-
age. This trend is significantly influencing economic growth and market dy-
namics in these emerging economies.

Research Objective. This study aims to perform a comparative analysis of
e-commerce and s-commerce across Southeast Asian countries. Additionally,
it seeks to explore the evolution from e-commerce to s-commerce in emerg-
ing economies, examining the opportunities and challenges embedded in this
transition, and discussing the implications for businesses and consumers alike.
Data and Methods. To achieve these objectives, we used a quantitative ap-
proach, surveying 872 Thai participants through an online questionnaire using
a convenience sampling technique. Additionally, we analyzed the data compar-
ing e-commerce and s-commerce across Southeast Asian countries using the
documentary method and content analysis.

Results. Consumer spending through e-commerce and s-commerce has a sig-
nificant positive impact on economic growth in Thailand, surpassing the im-
pact of government spending. Private consumption, a substantial component of
Thailand’s GDP, stimulates production, investment, and job creation, fostering
overall economic advancement. In Southeast Asia, distinct e-commerce trends
are evident: Thailand benefits from high internet and smartphone usage, Indo-
nesia from robust social media engagement, and Vietnam from a focus on so-
cial commerce and mobile, cross-border e-commerce. These diverse trends un-
derscore the necessity for businesses to tailor their strategies to each country’s
unique consumer behaviors and preferences.

Conclusions. The study confirms the significant impact of electronic consump-
tion through e-commerce and social media on GDP growth. This form of con-
sumption not only drives demand but also creates jobs, enhances efficiency, and
opens up opportunities for international trade, fostering sustained economic
development. In light of these findings, governments are advised to bolster dig-
ital infrastructure and support businesses in their digital transition. Meanwhile,
businesses are recommended to adapt to digital models, emphasize consumer
engagement, expand globally through online platforms, and integrate sustain-
able practices. Collectively, these measures are designed to harness the full po-
tential of electronic consumption for sustainable and robust economic growth.
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MyasTUIUINKaTOpHadA TpaHcdopmanusa E-kommepuun
B S-KOMMepIIUIO B pa3BUBaIOIIHUXCA CTpaHax

AHHOTALIAA
AKTyanbHOCTb. OJJIeKTPOHHAas KoMMeplisi (e-commerce) U COLMAIb-
Hasi KOMMepius (s-commerce) MeHSIOT IOBefeHne OusHeca u moTpebdmTe-

© Asanprakit S., Kraiwanit T., 2024

R-ECONOMY 4

Online ISSN 2412-0731

r-economy.com




R-ECONOMY, 2024, 10(1), 55-73

doi 10.15826 /recon.2024.10.1.004

neit B FOro-BocTouHoit Asum, yeMy CIOCOOCTBYIOT LM(POBbIC TOCTIHKEHUS
U POCT VICIOJIb30BaHMA MHTEPHETa M CMAapT(HOHOB. DTa TEH[EHIMs CYIle-
CTBEHHO B/IMAET HA SKOHOMUYECKUI POCT M IMHAMMKY PBIHKA B 9TUX CTPaHaX
C pasBMBAIOLIEIICS 9KOHOMUKOIA.

Ienp mccnegoBanms. 1lenblo JaHHOTO MCCIENOBAHUA ABIAETCA IIPOBEJEeHe
CPaBHUTETbHOTO aHa/IN3a 3/IEKTPOHHON M COIMATbHOM KOMMepIuyu B CTpa-
Hax IOro-BocTounoit Asun. Kpome TOro, Mbl CTpeMMMCS U3YYUTD 9BOIOLUIO
OT 37IEKTPOHHOI KOMMEPLVM K COLMATbHON KOMMEPLMM B CTPaHax C pas-
BUBAIOIIENICA S5KOHOMUKOIL, 13y4as BO3MOXKHOCTU ¥ NPOO/IeMBl, CBSA3aHHbBIE
C 5TVUM IIepeX0oM, ¥ 006CYXK/jast IOCTeACTBIA KaK /A 0VI3Heca, TaK U I I0-
TpebuTene.

JlaHHbIe 1 MeTORDI. /171 JOCTUKEHNUA STUX 11e/lell Mbl MCIIO/Ib30BAIM KOIIYe-
CTBEHHBII TOAXOJ, ONIPOCKB 872 TaliCKMX yYaCTHMUKA C IIOMOLIbIO OHJIAMIH-aH-
KeTBI, UCIIO/Nb3Ys yOOHYIO0 TeXHMKY BblOOpKu. Kpome Toro, Mbl mpoananmsu-
pOBaIyM JaHHbIE, CPABHMBASA 3/IEKTPOHHYI0 KOMMEPLVIO M COLIMAIbHYI0 KOM-
mepuyio B crpaHax IOro-Bocrounoit Asum, uCnonbsys JOKYMeHTa/IbHBbIIA
METOJ, ¥ KOHTEHT-aHa/In3.

Pesynbrarbl. [ToTpebuTeNIbCKIIE PACXOADI MOCPEHCTBOM 97IEKTPOHHOMN 1 COLU-
a/IbHOM KOMMeEPIMM OKa3bIBAIOT 3HA4YMTEIbHOE IONIOKUTENbHOE BIAMAHME Ha
9KOHOMMYECKNII pocT B TammanHpe, MpeBOCXOAA BIVAHME TOCYHApCTBEHHBIX
pacxopoB. YacTHoe motpebieHne, cyuiecTBeHHbI komroHeHT BBII Tamman-
fia, CTUMY/IUPYeT MIPOU3BOJICTBO, MHBECTHUIVIN VI CO3[jaHMe PabouMX MeCT, CIIO-
co6CcTByA 061eMy sKOHOMMYecKoMy passuTiio. B Oro-BoctouHnoit Asyn ove-
BUIHBI TEHJICHIIMY 37IEKTPOHHONM KOMMepIyn: TanmaHy M3B/IeKaeT BBITOAY U3
IIVPOKOTO MCIIO/Ib30BaHNS VHTEpHETa U CMapTPOHOB, VIHTOHe3us — 13-3a aK-
TUBHOTO y4acTUsA B COLMANbHBIX CeTAX, a BbeTHaM — M3-3a cOCpefoTOYeHM
BHUMAaHUS Ha COLIMAIbHOM KOMMEPLUU U MOOVIBHOM TPAHCTPAHUYHOI JJTeK-
TPOHHOJI KOMMepIMi. DTV pasHOOOpasHble TeHIEHIMN TIOYePKUBAIOT HE0O0-
XOZIMMOCTD TOTO, YTOOBI IPENNPHATHA aJalTHPOBa/N CBOM CTPAaTeTU! K yHM-
KaJIbHOMY IIOTPeOMTENIbCKOMY ITOBEICHUIO U IPEIOYTEHISIM KaKIOI CTPaHBbL.
BriBoppl. Viccnenosanue moATBep)KAaeT 3HAUUTEIbHOE BAMAHME 3/IEKTPOH-
HOTO IOTpeOJIeHNs 4Yepe3 3JIEKTPOHHYI KOMMEpPLMIO U COLVAJIbHbIE CeTH
Ha pocT BBII. 9ta dopma morpebreHus He TONBKO CTUMYIUPYET CIPOC, HO
U cosflaeT paboune MecTa, HoBbIaeT 3P PeKTMBHOCTD M OTKPBIBAET BO3MOXK-
HOCTM JUI1 MeXKYHaPOJHON TOPTOBIIN, CIIOCOOCTBYA YCTOYNBOMY SKOHOMM-
YeCKOMY pasBUTHUIO. B cBeTe 3TUX BBIBOJIOB NIPABUTEIbCTBAM PEKOMEHMIYETCS
YKpemATh 11ppoByo MHGPACTPYKTYPY U MOAAEP>KUBATh OM3HEC B IpoLec-
ce mepexofia K LU(PPOBLIM TEXHONOTVAM. Mexy TeM, NpeIpUATUAM PeKo-
MeHJyeTCsA aJalTUpOBaTbCA K LUQPPOBBIM MOJENAM, YHENATb 0coboe BHU-
MaHNe BOBJICYEHNIO NOTpeOuTesNell, paciMpATHCA IO BCEMY MUPY depes OH-
NajH-TIIaTPOPMBI ¥ BHEIPATD YCTONYMBbIE IPAKTUKI. B COBOKYITHOCTHU 3TH
Mepbl IIPU3BAHBI MCIIONb30BATh BECh MOTEHIIMAI 9JIEKTPOHHOTO IOTpeb/IeHIs
1 YCTOMYMBOTO U YCTOMNYMBOIO SKOHOMMYECKOTO POCTa.
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Introduction

As technology, especially the internet and
mobile communications, keeps advancing, glo-
balization is entering a new phase in the digi-
tal era. Computers and other innovations in in-
formation and communication technology (ICT)
play a crucial role in shaping a more connected
global financial system and information space
(Limna, Kraiwanit, & Siripipatthanakul, 2023).
The growth of online businesses has found a sub-
stantial market due to the significant increase in
internet users resulting from digitization. Social
networks are gaining importance, influencing on-
line commerce. Now, customers can easily find
information, make purchases, and seek after-sales
services using their computers or mobile devic-
es. Many people today prefer shopping online
through applications and websites (Faqih, 2022;
Napawut et al., 2022; Limna, Kraiwanit, & Jang-
jarat, 2023).

E-commerce, also known as electronic com-
merce, pertains to the trade of products and ser-
vices via the internet. The popularity of this meth-
od for global business has grown due to the wide-
spread availability of internet connectivity and the
rising use of mobile devices (Ahmed & Kumari,
2022; Sitthipon et al., 2022). Nonetheless, e-com-
merce encounters difficulties in emerging econo-
mies where internet access is limited, and tradi-
tional brick-and-mortar retail remains dominant
(Reardon et al., 2021; Samara & Terzian, 2021).
In response to these challenges, a transition from
e-commerce to s-commerce, denoting social com-
merce, has surfaced within these economies. So-
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cial commerce involves using social media plat-
forms to make buying and selling goods and ser-
vices easier. This approach takes advantage of the
widespread use of social media and existing social
networks to create a more personalized and en-
gaging shopping experience for consumers (Alal-
wan et al., 2017; Alam et al., 2022; McLachlan &
Gurr, 2022Y).

The fast-paced development of social media
and Web 2.0 technology offers a significant op-
portunity to transform the world of e-commerce.
This shift involves moving away from a focus sole-
ly on products to a model centered around social
interaction and engaging with customers. Social
media refers to online applications built on the
Web 2.0 foundation, emphasizing the collective
wisdom of users. In this new landscape, custom-
ers have access to a wealth of social knowledge
and experiences, enhancing their understand-
ing of online shopping goals and supporting in-
formed decision-making. Simultaneously, online
businesses can gather valuable insights into con-
sumer behavior, helping them understand shop-
ping experiences and expectations. This, in turn,
enables the formulation of effective business strat-
egies. Recognizing these mutually beneficial out-
comes, enterprises are adopting various Web 2.0
features, functionalities, and capabilities to en-
hance customer involvement, build stronger con-

! McLachlan, S., & Gurr, A. (2022). What is Social Com-
merce and Why Should Your Brand Care?. Hootsuite. Retrieved
from: https://blog.hootsuite.com/social-commerce/# (accessed
date: 05.05.2023)
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nections, and drive increased economic value.
This transformation in e-commerce is commonly
known as social commerce (Huang & Benyoucef,
2013; Zhang, Liu, & Yao, 2021).

Social commerce (s-commerce) is a strategic
use of Web 2.0 technologies in the e-commerce
landscape, primarily integrating key features like
user-generated content and content sharing. The
impact of Web 2.0 on e-commerce is evident in
both business outcomes and social engagement
among consumers. Specifically, Web 2.0 signifi-
cantly influences business transactions and the
reliability of business reputation systems. It also
strengthens the connections between enterpris-
es and customers, increases website traffic, iden-
tifies new business opportunities, and supports
product and brand development. Additional-
ly, it provides enterprises with the ability to offer
high-quality products, understand market trends
more accurately, and optimize the effectiveness
of marketing efforts. From a consumer perspec-
tive, Web 2.0 influences aspects such as customer
authority and value co-creation. With the emer-
gence of Web 2.0, customers’ perceptions, prefer-
ences, and choices are shaped not only by the in-
formation presented on e-commerce platforms
but also by content generated by individuals with-
in their social circles (Huang & Benyoucef, 2013;
Michaelidou, Siamagka, & Christodoulides, 2011;
Sohn & Kim, 2020).

The e-commerce sector in Southeast Asia
(SEA) is currently experiencing a notable surge,
propelling the region towards exceptional
growth rates. This momentum has exceeded ini-
tial expectations, positioning SEA to potential-
ly achieve a substantial market value of $360 bil-
lion by 2025. This progress underscores the shift-
ing dynamics of consumer behaviour, merchant
interaction, and growing interest from investors.
The trajectory is significant, aiming for an ambi-
tious milestone of $1 trillion in Gross Merchan-
dise Value (GMV) by 2030. Key markets includ-
ing Malaysia, the Philippines, Thailand, Viet-
nam, and notably Indonesia are emerging as
strong contenders in this digital transformation.
Notably, Indonesia’s expanding middle class and
improved internet accessibility are predicted to
drive its leadership in this evolution, potential-
ly securing a majority share of the Southeast
Asian e-commerce market by 2025. This surge
solidifies SEA’s position as a notable force in the
e-commerce realm, solidifying its role as a dy-
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namic hub for industry expansion and innova-
tion (Zareba, 20222).

In the dynamic context of emerging econ-
omies in Southeast Asian nations, the interac-
tion between e-commerce and social commerce
(s-commerce) plays a crucial role in influenc-
ing both economic growth and consumer en-
gagement. These countries are rapidly undergo-
ing digital transformation, driven by increased
internet accessibility and the widespread adop-
tion of smartphones among their sizable popula-
tions. Thailand, in particular, has seen significant
growth in both e-commerce and s-commerce.
This expansion is fueled by factors such as rising
rates of internet and mobile device usage, growing
consumer confidence in online shopping, and the
availability of a diverse range of virtual goods and
services. Notably, Thailand’s e-commerce land-
scape is entering a new phase, with prominent
e-marketplaces introducing innovative features
to attract customers, shifting the focus away from
price-based competition. Simultaneously, social
commerce is gaining traction as a strategy to at-
tract buyers, marking a progressive evolution. An-
alyst forecasts indicate that e-commerce will con-
tinue to expand through various channels, includ-
ing social media and platforms owned by product
creators. Within this landscape, live-streaming
has become a favored method for product sales
due to its ability to prompt quick purchasing de-
cisions (Hirankasi & Klungjaturavet, 2021°; Lee-
sa-Nguansuk, 2023%).

Indonesia, on the other hand, has experi-
enced rapid e-commerce growth, propelled by es-
calated internet usage and a digitally adept young
population. The prevalence of mobile commerce
is undeniable, with numerous online marketplac-
es catering to varied consumer segments. The
transformational landscape is further shaped by
innovations in payment systems, logistical com-

? Zareba, Z. (2022, March 17). The Future E-Commerce
Trends in Southeast Asia. TechSauce. Retrieved from: https://
techsauce.co/en/tech-and-biz/future-ecommerce-trends-in-
southeast-asia (accessed date: 05.05.2023)

* Hirankasi, P, & Klungjaturavet, C. (2021). Social Com-
merce: The New Wave of E-commerce. Krungsri. Retrieved
from: https://www.krungsri.com/en/research/research-intelli-
gence/social-commerce-21. (accessed date: 05.05.2023)

* Leesa-Nguansuk, S. (2023). E-Commerce Sector En-
ters the Next Phase. Bangkok Post. Retrieved from: https://
www.bangkokpost.com/business/2531990/ (accessed date:
05.05.2023).
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plexities, and the ascent of social commerce. As
regulatory measures are introduced to oversee this
sector, the prospects of cross-border e-commerce
stand out amid competition and infrastructural
limitations. The key to thriving in this burgeoning
market lies in aligning with consumer trends, em-
bracing technological advancements, and adept-
ly navigating shifts in regulations (Azzery, 2022;
Dudhat & Agarwal, 2023; Uzunoglu, 2023°).

In Vietnam, a leader among Southeast Asian
nations, social commerce took the helm of the on-
line retail industry in 2020. Given the nation’s ex-
tensive use of social media, the subset of e-com-
merce known as s-commerce is a pivotal driver of
growth, contributing to half of the e-commerce
market (Nguyen, 2022°). Consequently, investi-
gating the e-commerce and s-commerce trends
in Southeast Asian countries is of paramount im-
portance. Both Thailand and Indonesia are expe-
riencing rapid advancements in these sectors, po-
sitioning them as influential participants in the
global digital market (Hirankasi & Klungjatu-
ravet, 2021% Kaplan, 20227).

This study seeks to undertake a compara-
tive analysis of e-commerce and s-commerce in
Southeast Asia. These insights can assist busi-
nesses in recognizing opportunities for growth,
customizing strategies according to local nuanc-
es, navigating regulatory frameworks, and op-
timizing marketing methodologies. By evaluat-
ing factors like market size, technology adoption,
and competitive dynamics, enterprises can make
well-informed choices to effectively establish and
expand their online presence in these dynamic
markets.

The economic multiplier is a crucial tool in
economics and government policy, invigorat-
ing a nations economy (Lu & Zhu, 2021). Un-
derstanding the multiplier transformation from

* Uzunoglu, C. (2023, July 28). eCommerce in Indone-
sia: Fueled by Young & Tech-Savvy Consumers. ecommerceDB.
Retrieved from: https://ecommercedb.com/insights/ecom-
merce-in-indonesia-fueled-by-young-tech-savvy-consum-
ers/4573 (accessed date: 07.08.2023)

¢ Nguyen, T. (2022, April 28). How Vietnam’s Social
Commerce Industry is Powering E-Commerce. Vietnam Brief-
ing. Retrieved from: https://www.vietnam-briefing.com/
news/how-vietnams-social-commerce-industry-is-power-
ing-e-commerce.html/ , 7 May 2023.

7 Kaplan, M. (2022, March 6). Indonesia, an Overlooked
Ecommerce Market. PracticalEcommerce. Retrieved from:
https://www.practicalecommerce.com/indonesia-an-over-
looked-ecommerce-market (accessed date: 07.05.2023).
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e-commerce to s-commerce is significant, yet
there is a dearth of exploration in this area. This
study focuses on Thailand, examining the multi-
plier transformation in emerging economies. It
also compares e-commerce and social commerce
(s-commerce) in Southeast Asian countries, em-
phasizing their evolution in emerging economies.

The quantitative study surveyed 872 partici-
pants in Thailand, using documentary and con-
tent analysis methods. Findings revealed signifi-
cant growth in e-commerce and s-commerce in
Thailand, Indonesia, and Vietnam, with these sec-
tors having a greater economic impact during the
COVID-19 pandemic than government spending
in Thailand.

The paper consists of six main sections: the
first, introductory, section is followed by the sec-
tion outlining the theoretical framework. The
third section describes our research methodolo-
gy. The fourth section presents the results, which
are further discussed in the fifth section. The last
section includes conclusions, limitations, and rec-
ommendations.

Theoretical framework

In recent years, there has been a shift in
e-commerce towards social media platforms,
leading to the emergence of social commerce or
s-commerce. This transformation has the poten-
tial to further revolutionise the e-commerce in-
dustry, particularly in emerging economies (At-
tar, Shanmugam, & Hajli, 2021; Attar et al., 2022;
Asanprakit & Limna, 2023).

E-commerce refers to purchasing through an
online store or app, whereas s-commerce involves
directly selling products and services on social
media. In s-commerce, the entire shopping expe-
rience, from discovering and researching prod-
ucts to checkout, happens right on social media
platforms (McLachlan & Gurr, 2022'). Multiple
social media platforms, including Facebook, now
offer artificial intelligence (AI) features.

Facebook utilises Al to provide users with rel-
evant content across text, photos and videos and
to shape the operation of its ad product. This has
significant implications for businesses in the dig-
ital age. Moreover, Facebook and Instagram both
offer the option for businesses to create shoppa-
ble posts organically, allowing social media users
to purchase products directly on the platforms.
Snapchat has also introduced a similar feature,
though it is still in beta testing. Pinterest’s social
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Figure 1. Thai internet and social media usage patterns compared to global averages
Source: Hirankasi & Klungjaturavet, 2021°

commerce capability is manifested through ‘Prod-
uct Pins, which, when clicked, redirect users to a
designated e-commerce website (Caidar, 20215
Limna, Siripipatthanakul, & Phayaphrom, 2021).
Thus, various organisations use online platforms,
including social media platforms, for the pur-
pose of selling products and services. Also, social
media continues to influence consumers and ex-
pands the use of s-commerce (Attar, Shanmugam,
& Hajli, 2021; Sitthipon et al., 2022).

According to Hirankasi and Klungjatu-
ravets (2021)° report on Krungsri Research, the
internet’s impact is evident worldwide, and the
COVID-19 pandemic has further emphasised its
significance. The changes that occurred over the
past 18 months have made the internet an even
more crucial part of people’s daily lives world-
wide, including in Thailand.

Figure 1 below illustrates the internet and so-
cial media usage patterns in Thailand compared
to global averages. Between 2013 and 2020, Thai-
land experienced a surge of 91.6% in internet us-
ers, increasing from 26 million to 50 million. Ad-
ditionally, the average daily internet usage rates
have risen, with Thai people spending an average

8 Caidar, A. (2021). Social Commerce Examples: The Pow-
er of Social Influence for Online Selling. The Future of Com-
merce. Retrieved from: https://www.the-future-of-commerce.

com/2021/10/13/social-commerce-examples-definitions-stats/
(accessed date: 12.05.2023).

R-ECONOMY J

of 11 hours and 25 minutes online each day. So-
cial media are highly popular among Thai inter-
net users, with 95.3% accessing social media ser-
vices. Thailand is Facebook’s 8th most important
market globally, with 51 million users, and 16 mil-
lion Thai people use Instagram, ranking the coun-
try 15th globally. Moreover, Thai people are more
engaged with these platforms than the worldwide
average, as shown by an average of eight com-
ments per person per month on Facebook, com-
pared to the global average of five.

Attar, Shanmugam, and Hajli (2021) focus on
exploring the factors that influence e-commerce
satisfaction in the context of social commerce.
They showed that both trust and surface credi-
bility hold substantial sway over e-commerce sat-
isfaction, ultimately driving purchase intention.
Remarkably, the study unveiled that the relative-
ly novel concept of surface credibility emerged
as a noteworthy predictor for purchase inten-
tion within the social commerce landscape. It also
highlighted the significant role of trust in shaping
e-commerce satisfaction, thereby fostering pur-
chase intention, with the added influence of sur-
face credibility.

° Hirankasi, P., & Klungjaturavet, C. (2021). Social Com-
merce: The New Wave of E-commerce. Krungsri. Retrieved
from: https://www.krungsri.com/en/research/research-intelli-
gence/social-commerce-21 (accessed date: 05.05.2023)
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Allmen (2012) underscored the absence of
substantial empirical backing for substantial mul-
tiplier effects resulting from local expenditures
on sports infrastructure. This scarcity of evidence
was attributed to inflated assessments of direct ef-
fects and the leakage of economic benefits from
the local economy. To gain a more accurate un-
derstanding of the foundational expenditures as-
sociated with hosting a team in a city, the recom-
mendation was to account for net new spending
on local incomes and businesses, in addition to
local taxes. While the interplay between tax rates
and the multiplier effect remained uncertain, the
study highlighted limitations in reaping full-time
employment benefits within the sports industry,
largely due to the prevalence of part-time employ-
ment. The government’s role in driving economic
growth, a topic widely debated in macroeconom-
ics, was examined in the context of local econom-
ic impact. The study indicated that hosting pro-
fessional sports teams and constructing stadiums
could indeed propel economic growth.

Kraiwanit (2021) delved into the realms of
e-consumption and private sector consumption
in Thailand, meticulously examining the multi-
plier effects that influence e-consumption. The re-
search surveyed internet users who were engaged
in online shopping or selling activities through
diverse platforms across Thailand. The study dis-
closed that offline purchases were more prevalent
across various goods and services, with the ex-
ception of items such as clothing, shoes, person-
al products, and communication goods, which
exhibited a higher proportion of online purchas-
es. The research model constructed in the study
demonstrated the notable impact of education
and savings on e-consumption, yielding a multi-
plier of 1.21. Considering the greater significance
of private consumption compared to public con-
sumption within the Thai economy, the study rec-
ommended prioritising the development of ICT
infrastructure to facilitate e-consumption, en-
hancing human skill sets, and fostering the growth
of e-retail ventures.

Indonesian micro-, small and medium enter-
prises (MSMEs) possess distinct characteristics
that set them apart from larger businesses, ne-
cessitating tailored approaches for their develop-
ment. These MSMEs are categorised into micro,
small, and medium enterprises, with micro en-
terprises comprising the largest segment. Despite
their prevalence, micro enterprises face challeng-
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es in marketing, which could potentially be miti-
gated through e-commerce. However, many MS-
MEs struggle to embrace e-commerce due to
technological unpreparedness. The evolution of
social media in Indonesia adds another layer to
this landscape.

Syuhada and Gambett (2013) explored the
challenges of adopting e-commerce in Indonesia,
focusing on the state of Indonesian MSMEs and
their needs for a customized online marketplace.
The proposed system design seeks to address tech-
nological readiness and adoption issues encoun-
tered by Indonesian MSMEs and similar entities in
developing nations. The recommendation is to in-
tegrate social media, particularly Facebook Com-
merce, as a way to boost interaction trust, facilitate
internet-based word-of-mouth marketing, and ex-
pedite growth within the MSME Marketplace.

The continuous evolution of information
technology has transformed entrepreneurship by
altering business operations. Internet prolifera-
tion has accelerated economic development, shift-
ing transactions from in-person to online. Yacob
et al. (2021) conducted a study in Jambi Province,
examining how social commerce, resource ca-
pabilities, and competitive advantage impact the
performance of MSMEs. Quantitative research us-
ing SmartPLS 3.0 explored this across Jambi city,
Tanjung Jabung Barat district, and Sungai Penuh
city, with 150 MSMEs as respondents. Findings
revealed significant influence of social commerce
on competitive advantage, but not of resource ca-
pabilities. Neither social commerce nor resource
uniqueness significantly affected MSMEs’ busi-
ness performance. However, competitive advan-
tage emerged as a key factor driving MSMES’ per-
formance, with a mediating role for the model of
social commerce and resource capabilities.

Rahman, Fauzia, and Pamungkas (2020)
delved into the factors influencing the acceptance
of social commerce by utilising the framework
of the Unified Theory of Acceptance and Use of
Technology (UTAUT?2). They explored variables
such as performance expectancy, effort expectan-
cy, social support, facilitating conditions, hedonic
motivation, habitability, price saving orientation,
and privacy concerns. The study centred on cus-
tomers” willingness to embrace technology and
employed a quantitative methodology, involving
244 Indonesian social commerce users as partic-
ipants. The findings demonstrated that elements
like social influence, facilitating conditions, he-
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donic motivation, habit, price value orientation,
and privacy concerns played a substantial role in
shaping behavioural intentions. However, perfor-
mance expectancy and effort expectancy were not
found to exert a significant influence. The study
highlighted the significant impact of price val-
ue on user behaviour within the realm of social
commerce. Conversely, the presence of facilitating
conditions and habits did not yield a discernible
effect on user behaviour.

Wilson (2019) explored how perceived use-
fulness and perceived ease-of-use influence re-
purchase intention in the Indonesian e-commerce
sector. The study involved 400 participants, and
data collected were analysed using the PLS-SEM
method with SmartPLS 3.2.7 software. The find-
ings revealed that both perceived usefulness and
perceived ease-of-use had a positive impact on
Indonesian consumers’ repurchase intention in
e-commerce, both directly and indirectly through
trust. Businesses in the Indonesian e-commerce
industry should simplify and improve their sys-
tems to minimise user confusion and emphasise
the benefits of their platforms.

Pham and Pham (2021) investigated the de-
terminants of success for Vietnamese e-com-
merce startups. Employing a mixed method, this
study assessed the effects of external, e-service,
and founder factors on the success of startups in
Vietnam. It was found that four factors—risk-tak-
ing propensity, achievement orientation, depend-
ability of e-service quality, and e-networking—
had a significant impact on the success of e-com-
merce startups. The tendency to take risks was the
one that had the greatest impact on the success of
e-commerce startups among the four.

The theoretical framework of this study cen-
ters on the transition from e-commerce to s-com-
merce and its widespread effects. It demonstrates
how the move from conventional e-commerce to
socially integrated commerce systems, spurred by
Web 2.0 and social media, is transforming con-
sumer behavior and reshaping business strategies
in emerging economies, with a focus on South-
east Asia. This shift is explored in terms of its abil-
ity to amplify customer engagement, build trust,
and offer personalized experiences via user-gen-
erated content and social interactions. Moreover,
the framework underscores the profound impact
of this evolution on economic growth, illustrat-
ing how e-commerce and s-commerce surpass
traditional government expenditure in contrib-
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uting to GDP. Private consumption through on-
line platforms plays a pivotal role in driving eco-
nomic advancement, outweighing the effects of
all government consumption. To conclude, the
shift from e-commerce to s-commerce emerges
as a critical transformation with the potential to
redefine the digital marketplace. This evolution
not only elevates the shopping experience by en-
hancing personalization and social connectivity
but also equips businesses with novel approaches
for customer engagement and insight gathering.
In emerging economies, where the pace of dig-
ital adoption is rapidly increasing, the ascent of
s-commerce signals a valuable path for economic
development and digital entrepreneurship, war-
ranting further inquiry and analysis.

Methodology and Data

This research focused on consumer behav-
ior, specifically electronic consumption involv-
ing acquiring goods and services through e-com-
merce and s-commerce platforms in Thailand. It
examined key economic metrics, including total
revenue, total expenses, electronic consumption,
e-commerce consumption, and s-commerce con-
sumption. The main goal was to estimate the Mar-
ginal Propensity to Consume (MPC) for calculat-
ing direct multiplier effects while indirect effects
were beyond the scope of this study.

The study employed a quantitative approach,
garnering primary data through an online sur-
vey. A total of 872 participants from five differ-
ent regions of Thailand, namely northern, eastern,
northeastern, central, and southwestern regions,
were included in the study. The selection of these
regions was guided by recommendations from
Siripipatthanakul et al. (2022). To ensure conve-
nience and feasibility, convenience sampling was
adopted, aligning with suggestions from Lim-
sangpetch et al. (2022), Jangjarat et al. (2023), and
Shaengchart et al. (2023).

Before distributing online questionnaires, re-
searchers clarified research objectives and encour-
aged active respondent participation. Question-
naire items were meticulously crafted based on
existing research, following the guidance of Lim-
na, Kraiwanit, and Siripipattanakul (2023) and
Shaengchart, Kraiwanit, and Butcharoen (2023),
with a pilot test involving 30 participants to assess
effectiveness.

The study focused on Thai internet users aged
18 and above, involved in product and service
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transactions through e-commerce and s-com-
merce platforms. Electronic consumption was di-
vided into two segments: e-commerce and s-com-
merce. Data were collected from December 2022
to February 2023 through an online survey de-
ployed on platforms such as Facebook, Twitter,
and Line, using Google Forms as the survey tool.

Gross domestic product (GDP)

Gross Domestic Product (GDP) serves as a vi-
tal economic indicator, quantifying a nation’s eco-
nomic well-being by capturing the monetary val-
ue of its domestic goods and services over a spec-
ified timeframe. This metric holds considerable
significance for both governmental and economic
stakeholders, informing the formulation of poli-
cies and strategies (Sahoo & Das, 2019). A positive
growth rate in GDP indicates a healthy economy,
which in turn leads to an increase in employment
rates and an accumulation of wealth. Converse-
ly, a negative GDP growth rate leads to a decrease
in employment rates and may signify an econom-
ic recession.

The computation of GDP is achieved through
three distinct approaches: expenditure, produc-
tion, and income. Furthermore, GDP can be ad-
justed to account for both inflationary effects and
changes in population, yielding a more compre-
hensive comprehension of economic trends (Fer-
nando, Boyle, & Rathburn, 2023').

As articulated by Poonsateansup (2021'"), an
autonomous financial planner associated with the
Siam Commercial Bank in Thailand, the formula
for GDP calculation is outlined as follows:

GDP=C+I1+G+ (X-M) (1)

where C = consumption, I = investment, G = gov-
ernment spending, X = exports value, and M =
import value.

Despite all of the above, GDP alone is not suf-
ficient to measure societal well-being, as it fails to
consider the negative impact of goods or services
on the environment or society. Nevertheless, in-

10 Fernando, J., Boyle, M. J., & Rathburn, P. (2023). Gross
Domestic Product (GDP): Formula and How to Use It. Investo-
pedia. Retrieved from: https://www.investopedia.com/terms/g/
gdp.asp (accessed date: 12.05.2023)

I Poonsateansup, N. (2021). Why We Must Know GDP?.
SCB. Retrieved from: https://www.scb.co.th/en/personal-
banking/stories/why-we-must-know-gdp.html (accessed date:

12.05.2023)

vestors still consider GDP a significant indicator
of economic prosperity when deciding where to
invest. In addition, investors monitor GDP as an
indicator to anticipate the direction of the econo-
my in the weeks ahead. In summary, while GDP
provides a useful snapshot of a country’s econom-
ic performance, it should be considered in con-
junction with other factors to fully evaluate the
overall well-being of a society (Kraiwanit, 2021;
Poonsateansup, 2021 ''; Thangavelu, Boyle, & Jas-
person, 2022'2).

Keynes’ consumption theory

John Maynard Keynes, a renowned Brit-
ish economist, introduced consumption theory,
which includes the concept of marginal propen-
sity to consume (MPC). This measure is used to
gauge induced consumption and is a significant
factor in Keynesian theory. According to this the-
ory, the MPC of households has an impact on
both the total amount of savings and actual sav-
ings. A higher MPC leads to increased expenses
but reduced savings (Kraiwanit, 2021).

The formula for Keynesian consumption can
be represented in Model 2 as follows:

C=a+cYd (2)

where C = total consumption, a = autonomous
consumption, b = MPC, and Yd = usable income
or household available income after tax deduc-
tions.

The utilisation of taxes as a fiscal policy in-
strument can have an impact on the consumption
function, leading to potential effects on the total
amount of savings. This relationship is reflected
in Model 3, which expresses the savings function
as follows:

S=-a+(1-b)Yd (3)

where S = total savings, a = the constant acting
as the autonomous consumption against savings,
(1 - b) = marginal propensity to save (MPS), and
Yd = disposable or usable income.

It is noteworthy that Yd = Consumption © +
Savings (S). This can be confirmed by adding both
functions: C=a+bYdandS=-a+ (1 -b)Yd.

12 Thangavelu, P, Boyle, M. J., & Jasperson, H. D. (2022).
How to Calculate the GDP of a Country. Investopedia. Re-
trieved from: https://www.investopedia.com/articles/invest-
ing/051415/how-calculate-gdp-country.asp# (accessed date:
11.05.2023)
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MPS is the portion of an overall increase in
income that a consumer chooses to save instead
of spending on goods and services. According to
the function of savings, the MPS affects total sav-
ings when household income increases. In other
words, a higher MPS will result in a higher over-
all level of savings. This is a fundamental principle
in Keynesian economics (Kraiwanit, 2021; Kagan
& Walters, 20221).

Multiplier effect

In economics, a multiplier refers to the ra-
tio of the change in the final increase in nation-
al income or real GDP, resulting from a change
in spending, which encompasses investment, gov-
ernment spending and export value. The multipli-
er effect occurs when people spend money on a
country’s economy, leading to an injection of ex-
tra income that increases spending, thereby cre-
ating more income. Understanding the multipli-
er is crucial for policymakers to gauge the impact
of changes in spending on the economy and ad-
just their policies accordingly (Kraiwanit, 2021).

The multiplier is calculated using the equa-
tion in Model 4:

K=AY/AI (4)

where K = multiplier, AY = change in real GDP,
and Al = change in spending.

Ganti, Kelly and Perez (2023)" highlight-
ed the significance of the multiplier effect in de-
termining the impact of changes in spending on
a country’s economy. The size of the multiplier
is influenced by factors such as the MPC and the
MPS. The MPC and MPS are key components of
the consumption function, and their impact on
the multiplier has been extensively researched. As
more people spend their income, the multiplier
effect results in an increase in spending and, con-
sequently, an increase in income. The calculation
of the multiplier using the formula based on mar-
ginal propensities, as shown in Model 5, is an es-
sential tool for policymakers in determining the

B Kagan, J., & Walters, T. (2022). Marginal Propensity
to Save (MPS): Definition and Calculation. Investopedia. Re-
trieved from: https://www.investopedia.com/terms/m/margin-

appropriate measures to stimulate or control the
economy:
K = 1(1 - MPC) (5)

According to Investopedia (2022"), this for-
mula represents MPS, which is the proportion
of an aggregate raise in income that a consumer
saves rather than spends on the consumption of
goods and services. The formula suggests that if
the MPC is known, the MPS can be easily calculat-
ed by subtracting the MPC from 1, which means
that the higher the MPC, the lower the MPS (Pet-
tinger, 2019'¢; Kagan & Walters, 2022'2).

This research compares e-commerce and
s-commerce in Southeast Asian nations (Thai-
land, Indonesia, and Vietnam) using the docu-
mentary method. This method is based catego-
rizing and interpreting written documents, rang-
ing from personal writings to legislative texts, to
foster comprehension and deduce meaningful
conclusions. The documentary method employs
a structured process to dissect documents, extract
layers of meaning, and gain insights into a specif-
ic phenomenon. Typically, document analysis is
enriched when integrated with other qualitative
methods, such as interviews, to achieve a holis-
tic grasp of the research subject. This methodol-
ogy draws upon diverse data sources, including
historical context, policy documents, and media
coverage, which collectively facilitate the explo-
ration of intricate social phenomena (Altheide &
Schneider, 2013; Lumivero, 2020'7).

According to Limna (2023), content analysis
involves the meticulous condensation of extensive
textual content into a succinct synthesis of key dis-
coveries. This technique serves to comprehensive-
ly and objectively elucidate and quantify specit-
ic phenomena by deriving valid inferences from
textual, visual, or verbal data. Therefore, content
analysis was adeptly employed to dissect the qual-
itative data within this research study.

> Investopedia. (2022). Marginal Propensity to Consume
(MPC) in Economics, With Formula. Investopedia. Retrieved
from: https://www.investopedia.com/terms/m/marginalpro-
pensitytoconsume.asp (accessed date: 07.05.2023)

16 Pettinger, T. (2019). Marginal Propensity to Consume
(MPC). Economics Help. Retrieved from: https://www.eco-
nomicshelp.org/university/marginal-propensity-to-consume/

al-propensity-save.asp (accessed date: 07.05.2023)

" Ganti, A,, Kelly, R. C., & Perez, Y. (2023). What Is the
Multiplier Effect? Formula and Example. Investopedia. Re-
trieved from: https://www.investopedia.com/terms/m/multi-

(accessed date: 07.05.2023)

17 Lumivero. (2020, March 20). The Basics of Document
Analysis. Lumivero. Retrieved from: https://lumivero.com/
resources/the-basics-of-document-analysis/ (accessed date:

pliereffect.asp (accessed date: 07.05.2023)
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Results

Multiplier transformation of e-commerce
to s-commerce in Thailand

Table 1 below presents the assumptions for
calculating the multiplier. Our analysis encom-
passed economic activities, including total rev-
enue, total expenses, electronic consumption,
e-commerce consumption, and s-commerce con-
sumption. Survey results show that respondents’
average total expenditure was 217,723.62 baht,
with an average electronic consumption expendi-
ture of 31,831.65 baht, representing 14.62% of the
total expenditure.

Table 2 displays the findings regarding the
multiplier effects: a rise of 1 unit in electronic con-
sumption corresponds to a GDP increase of ap-
proximately 1.09 units, implying a multiplier ef-
fect of approximately 1.09 (Kc = 1.09). Similarly,
the multiplier effect of e-commerce consumption,
denoted as Kc, stands at roughly 1.04 (i.e., Kc =
1.04), signifying that a 1-unit escalation in e-com-
merce consumption leads to a GDP expansion of
1.04 units. Likewise, the multiplier effect of social
media consumption, also represented by Kc, mir-
rors approximately 1.04 (i.e., Kc = 1.04), revealing
that a 1-unit elevation in social media consump-
tion corresponds to a GDP growth of 1.04 units.

Table 1 Table 2
Assumptions used in calculating the multiplier Multiplier effect
Economic Activities Mean Std. Deviation Economic Activities b=MPC Kc
Total income 384,667.4312 | 253,304.00761 Electronic Consumption 008 | 1 (-;)9(1 )
Total expense 217,723.6239 | 132,243.97483 rou? oe4 up
Electronic consumption | 31,831.6514 | 19,436.09406 E-commerce Consumption 0.04 (roun&e d up)
E-commerce consumption | 15,838.0734 | 11,617.98439 ] 1.04
S-commerce consumption | 15,993.5780 | 10,972.76265 $-commerce Consumption 0.04 (rounded up)
Source: the authors’ calculations Source: the authors’ calculations
THAILAND VS e INDONESIA
P
Internet penetration
=
Smartphone penetration
$4,000 USD - / 1- $2,500 USD
Average disposable
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g:penditu?e
Trust in online shopping
platforms
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Percentage engaging
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Source: Chen & Kimura, 2020; Statista, 2023

Figure 2. Internet and smartphone penetration in Thailand and Indonesia in 2022
Source: Chen & Kimura, 2020'%; Statista, 2023"°)
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Comparing e-commerce and s-commerce among
Southeast Asian countries

In Thailand, Indonesia, and Vietnam, e-com-
merce and s-commerce have emerged as influen-
tial channels for online business. E-commerce of-
fers a wide reach through dedicated platforms,
enabling diverse product categories and secure
transactions. S-commerce taps into the social
media landscape, fostering personalised interac-
tions and trust-building among buyers and sell-
ers. Both approaches leverage the region’s strong
social media presence, catering to the preferences
of a tech-savvy population. Businesses often navi-
gate these options to create a holistic online strate-
gy that encompasses both e-commerce’s extensive
product range and s-commerce’s engaging and so-
cial shopping experiences.

As indicated in Figure 2, Chen and Kimura
(2020)" and Statista (2023)" reported that Thai-
land boasts a higher internet and smartphone pen-
etration, with 82% of its population having on-
line access compared to 73% in Indonesia during
2022. Similarly, smartphone adoption is more
prevalent in Thailand, registering at 79% com-
pared to Indonesia’s 70%. This trend aligns with
the variance in disposable income, as the average
Thai household’s disposable income was recorded
at US$4,000, surpassing Indonesian households’
US$2,500 in 2022. Consequently, Thai consum-
ers exhibited a greater propensity for online shop-
ping, averaging monthly expenditures of US$100,
while their Indonesian counterparts spent an av-
erage of US$75 monthly. Trust in online shopping
platforms also differentiates the two markets, with
75% of Thais expressing trust in such platforms
compared to 60% of Indonesians in 2022. This
trust discrepancy could be attributed to the higher
incidence of fraud and scams reported in Indone-
sia compared to Thailand. Conversely, Indonesia’s
affinity for social media outpaces Thailand’s, with
85% of Indonesians utilising social media versus
75% of Thais in 2022. This divergence translates
to the realm of social commerce platforms, where

18 Chen, L., & Kimura, F. (2020). E-commerce Connectivi-
ty in ASEAN. Indonesia: Economic Research Institute for ASE-
AN and East Asia (ERIA). Retrieved from: https://www.eria.
org/research/e-commerce-connectivity-in-asean/  (accessed
date: 07.05.2023)

19 Statista. (2023). E-Commerce in Thailand - Statistics &
Facts. Statista. Retrieved from: https://www.statista.com/top-

ics/6939/e-commerce-in-thailand/#topicOverview (accessed
date: 13.12.2023)
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30% of Indonesians made purchases through such
channels, while only 20% of Thais engaged in sim-
ilar activities during the same period.

Figure 3 shows a comparative overview of
e-commerce and s-commerce dynamics in Thai-
land and Indonesia. The e-commerce and s-com-
merce sectors in Thailand and Indonesia experi-
ence robust growth due to the expansion of digital
infrastructure and evolving consumer behaviours.

The e-commerce and s-commerce sectors
in Thailand and Indonesia are experiencing im-
pressive growth, driven by the rapid expansion
of digital infrastructure and changing consumer
behaviours. Despite these shared growth trends,
a deeper analysis reveals significant distinctions
that necessitate tailored business strategies for
successful market entry and expansion. Thai-
land’s elevated levels of internet and smartphone
penetration underscore its tech-savvy popula-
tion, providing businesses with a vast and accessi-
ble online marketplace. The higher disposable in-
come among Thai households not only fuels on-
line shopping but also signifies greater purchasing
power, potentially enabling businesses to offer
premium products or services. Moreover, the pre-
vailing trust in online shopping platforms instils
consumer confidence and simplifies the process of
establishing digital retail relationships. Therefore,
businesses venturing into Thailand should priori-
tise establishing and enhancing their digital pres-
ence while focusing on building and maintaining
trust through transparent transactions and reli-
able customer service. In Indonesia, the dynamic
is characterised by the dominance of social media
and social commerce. With a population keenly
attuned to these platforms, businesses targeting
Indonesian consumers must leverage social me-
dia not only as a marketing tool but also as a sales
channel. Engaging content and strategic collab-
orations within the social commerce ecosystem
can enable direct consumer interactions and facil-
itate seamless transactions. Given the lower level
of trust in online shopping platforms, businesses
should concentrate on instilling confidence in the
online buying process, potentially through buyer
protection guarantees and effective dispute reso-
lution mechanisms.

As these markets continue to evolve, busi-
nesses must stay attuned to shifting consum-
er preferences and technological advancements.
For instance, Thailand’s embrace of social media
and Indonesia’s potential improvement in online
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shopping platform trust could reshape the land-
scape in the coming years. Therefore, an agile ap-
proach that embraces innovation, adapts strate-
gies, and places the consumer experience at the
forefront will be crucial for thriving in these dis-
tinct yet promising e-commerce and social com-
merce markets.

Figure 4 shows the key comparisons between
Thailand and Vietnam regarding their e-com-
merce and s-commerce landscapes.

In comparing Thailand and Vietnam e-com-
merce and social commerce landscapes, it is ev-
ident that both nations are experiencing rap-
id growth, albeit with distinct differences. The
e-commerce market sizes reveal a significant gap,
with Thailand’s market valued at 770 billion baht
(US$25 billion) in 2022, dwarfing Vietnams 17
billion USD market. Similarly, the social com-
merce sector follows suit, with Thailand’s market
worth 200 billion baht (US$6 billion) overshad-
owing Vietnam’s 14 billion USD market. This stark
contrast underscores Thailand’s larger presence in
both realms, being approximately four times larg-
er in e-commerce and about 40% larger in so-
cial commerce compared to Vietnam. The im-
petus behind the growth of e-commerce and so-
cial commerce in both countries can be attributed
to various factors. Rising incomes, increased in-
ternet penetration, shifting consumer preferenc-
es towards online shopping, and the burgeoning
popularity of social media platforms are all driv-
ing this expansion. Moreover, government sup-
port for e-commerce development is propelling
the growth trajectory. However, challenges persist
despite this rapid progress. Issues like low trust in
online payments, inadequate logistics infrastruc-
ture, the prevalence of counterfeit goods, and stiff
competition from international e-commerce play-
ers pose hurdles to sustained growth.

Looking ahead, both Thailand and Vietnam’s
e-commerce and social commerce markets are
poised for further acceleration. Projections indi-
cate that by 2025, Thailand’s e-commerce mar-
ket could reach 1.12 trillion baht (US$35 billion),
while Vietnams’s is projected to reach 50 billion
USD. Correspondingly, the social commerce mar-
kets are anticipated to flourish, with Thailand’s
projected at 350 billion baht (US$11 billion) and
Vietnam’s at 25 billion USD by 2025.

In sum, the e-commerce and social com-
merce domains in Thailand and Vietnam hold im-
mense promise for substantial growth in the com-
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ing years. These dynamic markets present diverse
opportunities for businesses of all sizes and war-
rant close observation as they continue to evolve.

Discussion

This study underscores the sustained surge in
popularity of electronic products and services. As
indicated by Statista’s report in 2023, the e-com-
merce market in Thailand has consistently demon-
strated its competitiveness and enduring growth.
Notably, Shopee emerges as the favoured on-
line shopping platform among consumers, while
Facebook maintains its position as the preferred
choice for social sellers due to its widespread pop-
ularity as a social media platform in the country.
The escalating consumer demand for online shop-
ping, coupled with the agile responsiveness of
e-commerce suppliers, portends a promising fu-
ture for Thailand’s e-commerce market, poised to
continue thriving. Furthermore, a report by Cra-
mer-Flood (2021%°) highlights the projection that
e-commerce sales in China are set to contribute
to approximately 52.1% of the country’s total re-
tail sales in 2023, marking a significant 44.8% rise
from the previous year. This potential milestone
signifies the first instance where the majority of
retail sales emanate from online transactions.

In terms of the multiplier effect, this study
establishes the multiplier effect of e-commerce
consumption to be roughly 1.09 (Kc = 1.09). This
signifies that a 1-unit increment in e-commerce
consumption corresponds to a GDP growth of
approximately 1.09 units. Additionally, when iso-
lating the analysis of the two categories of e-com-
merce consumption—via e-commerce platforms
and social commerce platforms—the multipli-
er effects for both hover around 1.04. The study
of Parishev et al. (2020)*' aligns with our find-
ings by showcasing that e-commerce constitutes
a significant technological paradigm shift, exert-
ing a positive impact on economic growth. Their

2 Cramer-Flood, E. (2021). In Global Historic First,
Ecommerce in China Will Account for More than 50% of Retail
Sales. Insider Intelligence. Retrieved from: https://www.insid-
erintelligence.com/content/global-historic-first-ecommerce-
china-will-account-more-than-50-of-retail-sales (accessed
date: 12.05.2023)

21 Parishev, A., Hristovski, G., Jolakoski, P, & Stojkos-
ki, V. (2020). E-Commerce Impact on Economic Growth. In
the Ist International Scientific Conference “Economic and Busi-
ness Trends Shaping the Future” (pp. 188-198). Retrieved from:

https://repository.ukim.mk/handle/20.500.12188/9682 (ac-
cessed date: 12.05.2023)
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study suggests that, while the impact of e-com-
merce development is less than gross capital for-
mation, it still contributes to the growth of na-
tional economies.

Notably, the multiplier effects from electronic
consumption, e-commerce platforms, and social
commerce platforms surpass the multiplier ef-
fect of Thailand’s national budget (0.4) introduced
during the COVID-19 pandemic. The observed
multiplier effect of consumer spending (1.0) and
government investment spending (0.8) highlights
the crucial role of private consumption in the Thai
economy, overshadowing the combined impact of
all government consumption activities. This find-
ing underscores Thailand’s notable reliance on
foreign countries for government consumption.
Consequently, in the face of major crises that af-
fect nations, such as the COVID-19 pandemic,
both the Thai economy and international trade
are particularly susceptible to impacts, an obser-
vation corroborated by the works of Kaendera
and Leigh (2021)%, Sann, Lai, and Chen (2022),
and Tansuchat et al. (2022).

Private consumption is more important to
the Thai economy than all government consump-
tion combined for various reasons. Firstly, private
consumption accounts for a higher proportion
of Thailand’s GDP than public consumption. In
2020, private consumption accounted for 49.6%
of Thailand’s GDP, while public consumption ac-
counted for only 9.9% (World Bank, 2021%*). This
indicates that private consumption is a significant
driver of Thailand’s economic growth, more so
than government consumption. Private consump-
tion is closely related to the overall state of the
economy and consumer confidence in the coun-
try. Individual and household spending largely
depend on various factors, such as income level,
employment rate and other macroeconomic in-
dicators. Therefore, private consumption serves
as a good indicator of the overall health and ef-
ficiency of the economy. Secondly, private con-
sumption has a multiplier effect on the economy.

22 Kaendera, S., & Leigh, L. (2021). Five Things to Know
About Thailands Economy and COVID-19. IME Retrieved
from: https://www.imf.org/en/News/Articles/2021/06/21/
na062121-5-things-to-know-about-thailands-economy-and-
covid-19 (accessed date: 12.05.2023)

# World Bank. (2021). World Development Indicators:
Thailand. World Bank. Retrieved from: https://databank.
worldbank.org/source/world-development-indicators (ac-
cessed date: 12.05.2023)
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When individuals and households spend money
on goods and services, it creates demand for those
products, leading to increased production, invest-
ment and job creation in the private sector. This,
in turn, promotes economic growth and develop-
ment. On the other hand, public consumption,
which includes government spending on essen-
tial goods and services, such as healthcare, edu-
cation, and infrastructure, does not have the same
impact on the economy and tends to be less re-
sponsive to economic conditions. Although pub-
lic consumption is important for providing neces-
sary goods and services, it does not have the same
impact on economic growth and development as
private consumption (Pongthanaisawan & Sora-
pipatana, 2010; Zhang et al., 2021; Pinitjitsamut,
Thamthanakoon, & Yaemklin, 2023%).

The discussion of the e-commerce and
s-commerce markets among Southeast Asian na-
tions, including Thailand, Indonesia, and Viet-
nam reveals significant insights into the evolving
dynamics of these two rapidly growing sectors.
The disparities observed in internet penetration,
smartphone adoption, disposable income, trust
in online platforms, and social media utilisation
underscore the diverse consumer behaviours and
preferences that businesses must navigate when
entering or expanding within these markets.

Thailand’s higher internet penetration and
smartphone adoption rates provide a conducive
environment for e-commerce growth. The in-
creased access to online platforms creates a fer-
tile ground for businesses to engage with consum-
ers and drive sales. The higher disposable income
among Thai households further fuels the appe-
tite for online shopping, resulting in a substan-
tial monthly expenditure average. The trust Thais
place in online shopping platforms suggests a lev-
el of comfort with digital transactions, which en-
courages more widespread adoption of e-com-
merce (Hirankasi & Klungjaturavet, 2021° Lee-
sa-Nguansuk, 2023%).

Conversely, Indonesia’s robust social me-
dia engagement showcases the importance of so-
cial commerce, as confirmed by Nurhayati-Wolff

# Pinitjitsamut, M., Thamthanakoon, N., & Yaemklin, S.
(2023). The Impact of E-Commerce on Thai’s Economy and Its
Role Plays in Driving Economic Recovery after COVID-19 Pan-
demic-The CGE Analysis. Munich Personal RePEc Archive. Re-
trieved from: https://mpra.ub.uni-muenchen.de/117051/ (ac-
cessed date: 12.05.2023)
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(2023%). The country’s vibrant social media land-
scape provides a direct avenue for businesses to
engage with potential customers, fostering a cul-
ture of online purchasing through these platforms.
Despite a lower level of trust in online shopping
platforms, the prevalence of social commerce sug-
gests that Indonesian consumers are willing to en-
gage in online transactions, particularly through
channels they find familiar and engaging.

In Vietnam, the rise of s-commerce is evident
as consumers embrace shopping through social
media platforms, as confirmed by Nguyen (2022°)
and Nguyen (2023%). This trend is underscored
by the fact that, in 2022, social commerce contrib-
uted to 65% of the country’s e-commerce sales.
Furthermore, the surge in mobile commerce is
notable, with 72% of Vietnam’s e-commerce sales
originating from smartphone usage. Cross-bor-
der e-commerce is also on the ascent, constitut-
ing 25% of sales, as consumers seek diverse prod-
uct options. Convenience and personalization are
paramount, driving businesses to offer services
like same-day delivery and in-store pickup. Ad-
ditionally, the emergence of live streaming com-
merce is reshaping the landscape. This innovative
trend involves sellers broadcasting product sales
on social platforms, facilitating real-time interac-
tion and inquiries from shoppers.

Conclusion

In this study we have analyzed the multipli-
er effect of e-commerce and found that consump-
tion through e-commerce and s-commerce has
a greater impact on economic growth in Thailand
than government spending. Private consump-
tion, including online platforms, is a major driv-
er of economic growth, surpassing government

» Nurhayati-Wolff, H. (2023, April 3). Social Commerce
in Indonesia - Statistics & Facts. Statista. Retrieved from: https://
www.statista.com/topics/10743/social-commerce-in-indone-
sia/#topicOverview (accessed date: 12.05.2023)

% Nguyen, M. N. (2023, March 21). Social commerce in
Vietnam - Statistics & Facts. Statista. Retrieved from : https://

www.statista.com/topics/9278/social-commerce-in-vietnam
[#topicOverview (accessed date: 12.05.2023)

consumption in its contribution to the country’s
GDP. The study highlights the multiplier effect of
private consumption, stimulating production, in-
vestment, and job creation in the private sector.

Analysis of the e-commerce and s-com-
merce landscapes in Southeast Asian countries
like Thailand, Indonesia, and Vietnam reveals dis-
tinct trends. Thailand benefits from high internet
penetration and trust in online platforms, driv-
ing e-commerce growth. Indonesia’s strong social
media engagement boosts social commerce, de-
spite lower trust levels while in Vietnam, s-com-
merce dominates due to enthusiastic adoption of
shopping via social media.

The study recommends policy and practice
changes, urging governments to enhance digital
infrastructure and support SMEs in digital tran-
sition. Simplifying regulations can boost inter-
national e-commerce, and investing in technolo-
gy can improve online commerce efficiency. For
businesses, adapting to digital models, focusing
on consumer engagement, and expanding into
global markets through e-commerce are crucial
strategies. Customer-centric approaches, data an-
alytics for insights, and sustainable practices align
with evolving consumer values and regulatory
trends, driving robust and sustainable economic
growth.

Furthermore, these findings can be used to
compare factors impacting GDP growth, such
as the central governments budget impact and
the multiplier effect of electronic consumption
through e-commerce and social media platforms.
Electronic consumption has the potential to boost
overall demand, create business opportunities, in-
crease efliciency, and stimulate economic activi-
ty. It can lead to job creation, higher wages, and
international trade opportunities, integrating the
economy into the global market for long-term
growth.

The study has certain limitations, including
a limited sample size and data collected through
a closed-ended questionnaire. Future studies may
expand the scope geographically and incorporate
qualitative methods like interviews or focus group
discussions for deeper insights.
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