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Abstract

This research program aims to examine the impact or contributions of creative
industries on the economy, including direct impact as measured by the value-added of
creative industries according to the 4-digit TSIC industrial code and indirect impact through
the analysis of multipliers, such as Output Multipliers, Gross Domestic Product Multipliers,
and Income Multipliers.

The following are the findings of a study on the direct impact of the creative industries on
the economy:

1) During 2013-2020, the average total value of the creative industries at current
prices was approximately 1,332,056 million baht per year or approximately 8-9 percent of

GDP. With COVID-19's impact in 2020, its GDP contribution was reduced to 7 percent.

2) The cultural tourism industry is one of the most significant creative industries, with
the highest economic value (an average of 306,105,43 million baht per year), followed by
the creative industries with a total value of more than 100,000 million baht per year, i.e.,
food (276,241.86), advertising (197,827.14), fashion (185,231.71), and design (112,322.29
million baht per year), respectively.

3) Prior to the COVID-19 epidemic between 2015 and 2019, the expansion of the
creative industries based on the current price was registered at 5.75 percent approximately.
Nonetheless, due to a -22.92 percent decline in the economic activity of creative industries
during this period, the average growth rate of the creative industry will be only 0.97 percent.

4) Thai food, fashion, advertising, and cultural tourism were the four industries that
accounted for approximately 1 percent of GDP, or 1.79, 1.31, 1.25, and 0.99 percent,

respectively, based on the sectoral share of GDP.



The following are the findings of a study on the indirect impact of the creative industries on
the economy:

1) Film, broadcasting, music, advertising, architectural services, software, cultural
tourism, Thai traditional medicine, printing, handicrafts, and design are among the creative
industries with an output multiplier greater than 1, indicating an industrial growth effect
greater than one unit of the budget spent (e.g. 1 million baht). The aforementioned
industries have a lengthy and comprehensive value chain, both forward and backwards. With
output multipliers ranging from 1.02 to 1.84, the overall economic expansion has a
substantial effect.

2) The results of the calculation and analysis of multipliers are useful for the
implementation of policies supporting creative industries, particularly the output multipliers,
which reflect the implementation of policies or measures to support creative industries from
governments at various levels, such as regional or industry-level projects. Considering the
output multipliers of creative industries according to the UNCTAD (2008) definition, which
helps prioritize when relevant government agencies want to support a specific creative
industry group, it was discovered that creative industries with high output multipliers include
the media, functional creation services, and service sectors, which were deemed to have a
relatively long value chain and contribute significantly to the economy.

In the case of Thailand, the most recent I/O table available is from 2015, which may
not reflect current economic realities, particularly the structure of the manufacturing sector,
which may be subject to change. Given the circumstances surrounding COVID-19, those
interpreting the results and applying their conclusions must be cognizant of their limitations.
However, despite the value-added figures, it is not anticipated that the results will differ

significantly from this study, although the multipliers will likely change.



