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DELOITTE GLOBAL 2024 GEN Z AND MILLENNIAL SURVEY

Country profile: Thailand

301 total respondents in Thailand: 201 Gen Zs and 100 millennials

GEN Z PROFILE MILLENNIAL PROFILE
Gender 1% Gender
barents m |dentify as male m |dentify as female Non-binary Parents u Identify as male m Identify as female ® Non-binary
5 =

EYes ®ENo

. EYes mNo
Education Education
Pursuing/gained trade qualification ® Pursuing university degree ® Pursuing/gained trade qualification m Pursuing university degree
® Pursuing high school degree Gained high school degree Gained high school degree ® Gained university degree
B Gained university degree
Employment Job seniority Organization size Employment Job seniority Organization size
9% 0%  14% e 1% 12% 15% 1% 10% 12% 2%

13%' \

om ) N

11% "'

7% & iy,
210 3% m 44%
()
56% 33y 26%
) 32%

9% 76%

8% 36% 9% 16%
= Working full-time = Trainee/apprentice/intern = Under 100 ®m Working full-time = Trainee/apprentice/intern = Under 100
= Working part-time . Ju_nlor executive = 100-249 = Working part-time = Junhior executive = 100-249
= Temporary orfrgelance = Midlevel executive = 250-999 = Temporary or freelance = Midlevel executive = 250-999
= Full-time education - ls_le”'gr Xt = 1,000+ Full-time education Senior executive 1,000+

i i = Head of departmen ’ i : '
Not working/unpaid Senior management/board = Don't know/Not sure Not working/unpaid = Head of department = Don't know/Not sure

Senior management/board
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1) GenZs and Millennials Mental Health Today
Top Concerns and Stress Drivers
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Top concerns: Cost of living still be the global #1 concern, while social issues and economic growth are Thailand Gen Zs
and Millennials common top concerns

2023 2024

Global Gen Zs

Cost of living _ 34%
Unemployment - 21%
Climate change - 20%

Mental health of my generation - 19%

Crime/personal safety - 17%

Thailand Gen Zs

Cost of living _ 37%
> Unemployment _ 36%

»  Income inequality / wealth distribution - 21%

Economic growth - 19%

Gender/race/sexual orientation discrimination - 17%

Cost of living _ 33%
Unemployment - 30%

Income inequality/distribution of wealth - 25%

Sexual harassment - 20%

Crime/personal safety - 19%

v

Thailand millennials Global millennials
Cost of living _ 48% > Cost of living _ 37% Cost of living 40%
Unemployment - 29% / Income inequality / wealth distribution _ 26% Climate change 23%

Income inequality/distribution of wealth - 27% ! Political instability/ global conflicts _ 24% Crime/personal safety 19%
1
q 1

Economic growth - 25% ] Cybersecurity - 23% Health care/disease prevention 19%
1
. . H

il G TR (v mien - 18% H Economic growth - 20% Political instability/ global conflicts 19%
1
i
1

© 2024. For information, contact Deloitte Touche Tohmatsu Limited.
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Financial issues and jobs are driving stress that impact mental well-being

Percentage of respondents who say their current, overall mental Percentage of respondents who say they feel anxious or stressed all
well-being is good or extremely good: or most of the time:
s ': L i
0,
46% 399, 1 39% | 40% 359 | 40%  38% |
of Gen Zs in Thailand of millennials in Thailand . i . i 1 I
o ; H - HEERN
42 A) Vs. 51% of 60/’ vs. 56% of i i i i

Gen Zs globally millennials globally 2023 2024

B Global GenZs ™ Global millennials ™M Thailand Gen Zs Thailand millennials

Top three factors contributing a lot to their feelings of anxiety or stress:
*asked only of those who feel anxious or stressed

]

]

59% i

45% 43% 122 51%1
|

]

]

]

My longer-term financial My day-to-day finances My JOb
future
B Global Gen Zs H Global millennials HE Thailand Gen Zs Thailand millennials
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2) Economic and Social Perspective
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Economic Financial and Social outlook: A little less optimistic comparing to last year yet having a strong feeling of agency
to drive change on societal challenges

Percentage of respondents who expect the following to improve over the next 12 months:

Overall economic situation Their personal financial situation Overall social/political situation

35% 37% 38% |

] ] I ]
] ] ]
] ] ] ]
(o)
30% 279%127% 26% ! 3206 31%1 g : ! 28% 26%!  23%!
BEEr Bl=nm | L m
1 1 1 1 1 1 1 1
: . I | 5 . Bm
__________________________________
2023 2024 2023 2024
Bl Global Gen Zs M Global millennials
B Thailand Gen Zs [ Thailand millennials

Percentage of respondents who feel they have moderate or significant influence over the following societal issues:

57% 56%

51%
° 46%i 42% 40%

1
1
1
:
0y
1
1
1
1
1
1
1
1
1
1
1
1
1

Protecting the Mental health Access to education Human rights Social equality Ethical use of Overall direction of Poverty alleviation
environment awareness technology their country
B Global Gen Zs B Global millennials M Thailand Gen Zs [ Thailand millennials
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Business and societal impact: A big gap between what Gen Zs and millennials feel business is capable of and what it is

delivering to influence societal challenges

585%

65% 68/I

Protectmg the
environment

1
65% 65%

Ethical use of technology

82% 82% !

181% 79%
I
63% 63%

78%

Human rights

Social equality

B Global Gen Zs B Global millennials

Percentage of respondents who believe that business is having a
fairly/very positive impact on the wider society in which they operate:

of Gen Zs in Thailand

vs. 49% of

Gen Zs globally

of millennials in
Thailand

vs. 47% of

millennials globally

42% 45%

© 2024. For information, contact Deloitte Touche Tohmatsu Limited.

|
61% 60°

Overall direction of their Mental health awareness

country
B Thailand Gen Zs

60% 58%i

Access to education

Poverty alleviation

M Thailand millennials

Percentage of respondents in Thailand who think businesses should
play a role in addressing social inequality in the following areas:

I 5%
I, 57%

I /0%
I 55%

Supporting educational programs, scholarships, _ 37%
and mentorships ||| INEGEGNGEGEG 35%

Ensuring that evolving new technologies are not _ 32%

deepening social inequalities || N NNGE 20%

Creating inclusive employment opportunities

Ensuring equal pay/pay transparency

B Thailand Gen Zs B Thailand millennials 9



3) Environmental Perspective
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Environmental sustainability is everyone’s responsibility

Percentage of respondents selecting agree or strongly agree to the following statements:

Governments should play a bigger role in pushing business to address

In the last month, | have felt worried or anxious about climate change
climate change

of Gen Zs in Thailand of millennials in Thailand of Gen Zs in Thailand of millennials in Thailand
81% vs. 62% of 92% Vs. 59% of 90% vS. 77% of 91% Vs. 79% of
millennials globally Gen Zs globally millennials globally

Gen Zs globally

Business could, and should, do more to enable consumers to make more

| actively try to minimize my personal impact on the environment
sustainable purchasing decisions

of Gen Zs in Thailand of millennials in Thailand of Gen Zs in Thailand of millennials in Thailand
92% vs. 73% of 93% Vs. 77% of 91% vs. 79% of 94% vs. 81% of
Gen Zs globally millennials globally Gen Zs globally millennials globally
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Environmental sustainability continues to drive consumer behavior and career decisions

Career decisions to pressure employers to take climate action
Respondents who agree/strongly agree with the following statements Climate actions taken or planned

1
64% 63%
54% 4go; | °

45% 44% 44% 40%

35% 279% 31% 33% U7
in B ‘T

My colleagues and | have put pressure on our | am willing to pay more to purchase Research companies’ environmental impact Change job due to environmental impact
employer to take action on climate change environmentally sustainable products or before accepting a job from them concerns
services
M Thailand Gen Zs - already do/have done B Thailand Gen Zs - plan to in the future
B Global GenZs HGlobal millennials B Thailand Gen Zs Thailand millennials

Thailand millennials - already do/have done M Thailand millennials - plan to in the future

Consumer behaviors to pressure businesses to take climate action

58% 57% 53% 56%
42% 44% 43% 40% 45%
37% 37% 359 ° 0
23% 30% 24% i ’ & 279 31%  31% 599% 34%
mE N m GB B B em 5l ml G
Avoid buying fast fashion Reduce air travel Research companies' environmental Eat a vegetarian/vegan diet Purchase an electric vehicle
impact before buying products from
them'
M Thailand Gen Zs - already do/have done B Thailand Gen Zs - plan to in the future Thailand millennials - already do/have done B Thailand millennials - plan to in the future

é 20% of Gen zs 26% of millennials in Thailand

have stopped or lessened a relationship with a business because their products/services negatively impact the environment

2024. For information, contact Deloitte Touche Tohmatsu Limited. 12



4) Work and Workplace Experience Perspective
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Gen Zs and millennials want purpose-driven work, and they’re not afraid to turn down work

that doesn’t align with their values

Percentage of respondents who said having a sense of purpose in their job
is somewhat/very important for their job satisfaction and well-being:

of Gen Zs in Thailand of millennials in Thailand
96% Vs 86% of 99% Vs 89% of
Gen Zs globally millennials globally

Percentage of respondents who have rejected an assignment,
or a potential employer based on their personal ethics/beliefs:

50%

1
1
1
43% 1
1
1
1
1
1
1
]

B Global GenZs m Global millennials  ® Thailand Gen Zs

Potential employer

Thailand millennials

2024. For information, contact Deloitte Touche Tohmatsu Limited.

Percentage of respondents who said their current job gives them a sense
of purpose (those saying yes - somewhat/yes — a lot):

of Gen Zs in Thailand

Vs. 81% of

Gen Zs globally

of millennials in
Thailand

vs. 82% of

millennials globally

91% 93%

Percentage of respondents who said they are somewhat/very satisfied
with the alignment of their current organization’s values and purpose
with their own:

of millennials in Thailand

vs. 72% of

millennials globally

of Gen Zs in Thailand

vs. 71% of

Gen Zs globally

88% 87%
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What's driving career choices and top factors of work stress: Work/Life balance is a top priority impacting job satisfaction
and feelings of anxiety

Top three reasons why they chose to work for their organization: Top three reasons why they /eft their previous organization:

128% 27% 22%1 23%

1 1 1 1

1 1 1 1

. ! . ! T ! . ! !
i i 21% 21 i i 17% 27! ] 14% 17% [ 14% ! 13% 13%! i 16% | 15%
BER. EER. mERl esllx ==l =Bl

Good work/life balance Learning and development | derive a sense of meaning | was feeling burned out Lack of learning and skills ~ Lack of career advancement
opportunities from my work development opportunities opportunities
M Global Gen Zs ® Global millennials ™ Thailand Gen Zs Thailand millennials B Global Gen Zs ™ Global millennials M Thailand Gen Zs = Thailand millennials*

*Caution, small base (N=30)

47% of Gen Zs and 42% of millennials in Thailand said that their job is a factor contributing a lot to
their feelings of anxiety or stress. These are the top three aspects of their job contributing a lot to
their feelings of anxiety or stress:

TTTTTTTe8% ) ]

51% 51% ; 51% 49% 50% | 50% 47%
|
]
]

Not feeling supported by my leader Long working hours Not feeling that decisions at work are
made in a fair and equitable way

B Global Gen Zs M Global millennials H Thailand Gen Zs Thailand millennials

2024. For information, contact Deloitte Touche Tohmatsu Limited. 15
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The impact of return to office strategies: While return-to-office mandates have yielded mixed results, it’s clear that
Gen Zs and millennials continue to value flexible work, both in terms of when and where they work

Percentage of respondents who said that their company recently
implemented a return to office policy, and they are now required to be

on-site on certain days or full time:

64% 66%

H Global GenZs M Global millennials H Thailand Gen Zs Thailand millennials

Their current way of working:

! i

15% 11%110% gy i
1

]

o
Remotely Hybrid (any combination of
remote/at home and on-site
working)

B Global GenZs m Global millennials  ® Thailand Gen Zs

2024. For information, contact Deloitte Touche Tohmatsu Limited.

51%

Fully on-site

Thailand millennials

Top three positive and negative impacts of return to office policies:
(Thailand Gen Z respondents)

Positive: Negative:

* | have noticed increased collaboration and * My productivity has decreased (e.g., due to
social interaction with my work colleagues time spent commuting that | would have

* | have better routine and structure at work previously spent working)

* |feel more engaged and connected with my It has negatively impacted me in a financial
organization and colleagues sense (e.g., needing to pay for the cost of

commuting, or additional care etc.)
It has negatively impacted my mental
wellbeing/increased my stress levels

In which of the following areas should organizations focus to help foster
better work/life balance for their employees? - top three

B 27%

Create more job-sharing options -

Create a culture where taking all of your
vacation time is expected and roammet s ===~ == ===~ H
encouraged |

1

Ensure that employees who work part-

time have comparable career [N 34%
advancement opportunities to full-time | IR 34% i
employees i_ 38%

H Global GenZs ™M Global millennials M Thailand Gen Zs Thailand millennials ;¢
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Thai workplaces are doing well regarding the workplace mental health support comparing to global average

Percentage of respondents who agree/strongly agree with the following statements related to workplace well-being/mental health:

I ] 1 I 1
L 70% 74% | oo TT% 76% | L 73% 68% |
54% 55% ! i 56% 59% 1 i 52% 54% ! I
. . : : . . : : . . : :
1 ] ] ] 1 ]
1 ] ] ] 1 ]
1 ] ] ] 1 ]
1 ] ] ] 1 ]
S ey ey S ey ey S ey ey
My employer takes the mental health of employees | would feel comfortable speaking openly with my manager My manager would know what to do if | told them | was
seriously about feeling stressed or anxious, or other mental health feeling anxious or stressed
challenges
M Global Gen Zs M Global millennials M Thailand Gen Zs Thailand millennials
Percentage of respondents who said they do not have the following support available where they work...

329% VT i 3% FTTTTTTTTTTTTTTTT i

26% ] 27% i I

° P17% 22% ’ P 16% 16% !

1 1 1

N e ; I - 5

[ [

Senior leaders who talk about the importance of prioritizing mental health Senior leaders who have shared their lived experiences of mental health
B Global GenZs MW Global millennials B Thailand Gen Zs Thailand millennials
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GenAl at work — engagement and understanding

Top three emotions about GenAl in Thailand
Gen Zs millennials

46% Excitement 49% Excitement
28% Surprise 33% Surprise
27% Trust 24% Trust

31% of Gen Zs and 38% of millennials in Thailand are frequent users of
GenAl at work (said they use it all or most of the time). Percentage of

respondents who agree/strongly agree that GenAl in the workplace will...

I 81%
Free up their time and improve work/life |G 75%
balance 85%
. 83%

I 93%
Free up their time to focus on more NG 32%

creative/strategic work 100%

I 85%

I 83%
Require them to reskill and impact their |GGG 74%
career decisions 91%

—— 36%

I 76%

I 72%
85%

I— 81%

B Thailand Gen Zs total population
B Thailand millennials total population

Cause elimination of jobs

B Thailand Gen Zs frequent users
Thailand millennials frequent users

2024. For information, contact Deloitte Touche Tohmatsu Limited.

AN
%

Percentage of respondents who

agree/strongly agree that their employer is 75% 74%
sufficiently training employees on the Gen Zsin millennials in
capabilities, benefits, and value of GenAl Thailand Thailand

How respondents describe their engagement with GenAl training or
upskilling as a part of their professional development:

55%
38% 369 39%
269
17% 16% *20% %25% | cor 21% 19%24% 176,
al ilins nlin-
Already undergone Plan to undergo within No plans Unsure about their plans

the next 12 months

M Global GenZs MW Global millennials B Thailand Gen Zs Thailand millennials

Percentage of respondents who think GenAl will improve the way
they work somewhat/a lot over the next 12 months

0 > of Gen Zs in Thailand ‘ 0 > of millennials in
6 1 A’ 77 A) Thailand

19
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GenAl at work — gender differences

Percentage of respondents who said that GenAl makes them feel the
following emotions:

45% 48% 1% 459

B N

Excitement Uncertainty

B Thailand Gen Zs - male
HE Thailand millennials - male

M Thailand Gen Zs - female
Thailand millennials - female

Percentage of respondents who agree/strongly agree they feel
comfortable working alongside GenAl systems and tools

o)
87% 795 80%
) ] ] ; I I
o I 52% I I
Global Thailand

M Gen Zs - female B Gen Zs - male millennials - female H millennials - male

2024. For information, contact Deloitte Touche Tohmatsu Limited.

N g

Globally, women are less likely to seek training around GenAl.
Percentage of respondents in Thailand who have no plans to seek training:

@ Females @ Males

23% 10% 11% 32%

of Gen Zs of millennials of Gen Zs of millennials

Percentage of respondents describing their engagement with GenAl
training or upskilling as a part of their professional development:

B 18%
I 37%
25%
Bl 13%
N 35%
N 44%
59%

N 53%
B 23%
Bl 11%
10%
N 32%
BN 24%
M 3%
6%
I 3%
W Thailand Gen Zs - male
H Thailand millennials - male

Already undergone

Plan to undergo within the next 12 months

No plans

Unsure about their plans

M Thailand Gen Zs - female
Thailand millennials - female



DELOITTE GLOBAL 2024 GEN Z AND MILLENNIAL SURVEY

Key takeaway

Stress levels continue to be very high among Gen Zs and millennials - from financial concerns alongside job related factors. As
workplace factors contribute to stress levels, employers must stay focused on supporting better workplace mental health by many means

such as maintaining a visible focus on mental health from the top of the organization, fostering psychologically safe and trust-based
workplace cultures, and considering alternative approaches to “how work gets done”.

Meaningful work within purpose-driven organizations, work/life balance flexibility, learning and career opportunities influence
workplace satisfaction. Gen Zs and millennials demand a lot from their employers and from business more broadly, but what they are
asking for is in fact what most employees in the workforce regardless of age likely want. It requires employers to constantly listen and
adjust their strategies. Though it’s not easy to get every one of these things right, but those who do get it right will have a more satisfied,
productive, engaged, and agile workforce who are better prepared to adapt to a transforming world.

Environmental sustainability is driving career decisions and consumer behaviors. Environmental sustainability remains a top concern for

@ Gen Zs and millennials, and it is the top societal challenge which respondents feel businesses have the opportunity and necessary
influence to drive change on. Gen Zs and millennials are pushing business to take action, through their career decisions and their
consumer behaviors.

The following deck examines how Thailand’s Gen Zs and millennials stand out from their global counterparts on these key themes.

21
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