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Beyond GDP 

From an Economy of “Having More” to Prosperity That Helps People  

Live Well, Be Happy, and Flourish Together 

 

Local Enterprises Exposition 2026 brought together policymakers, researchers, and local entrepreneurs to 

highlight the growing importance of local enterprises as a driving force of Thailand’s economy. The event 

opened with remarks by the Deputy Prime Minister, who recognized local enterprises as a vital foundation of 

the country’s economic development, particularly in strengthening communities, creating local employment, 

and distributing prosperity more broadly across regions. 

The event was organized by the Program Management Unit on Area-Based Development under the Office for 

Accelerating Research and Innovation to Enhance Competitiveness and Area Development, Ministry of Higher 

Education, Science, Research and Innovation. 

As part of this important national platform, Dr. Dangjaithawin (Orm) Anantachai, President of the Management 

Board of INTAGE Thailand, presented findings from INTAGE Group’s first comprehensive regional Well-being 

Study. Her presentation, titled “Beyond GDP: From an Economy of ‘Having More’ to Prosperity That 

Helps People Live Well, Be Happy, and Flourish Together,” invited the audience to reconsider how 

economic progress should be measured. 

For more than 90 years, Gross Domestic Product (GDP) has served as a key indicator of economic 

performance. It tells us how much a country produces, whether its economy is expanding or contracting, and 

how overall income is changing. Yet it does not tell us whether people feel healthier, more secure, better 

connected, or more purposeful in their lives. The defining question for today is therefore not only whether an 

economy is growing, but whether people are genuinely living better. 

To explore this question, INTAGE Group developed a regional Well-being Index covering ten markets and six 

dimensions: Physical, Mental, Social, Financial, Environmental, and Purpose Well-being. The study provides a 

more human view of prosperity by examining how people experience their lives, rather than relying on 

economic output alone. 

The findings reveal a clear disconnect between economic wealth and lived well-being. India, Thailand, and 

Indonesia recorded the three highest Well-being Index scores, despite having considerably lower GDP per 

capita than Singapore, the United States, South Korea, and Japan, which reported comparatively lower well-

being scores. Economic prosperity, therefore, does not automatically translate into a greater sense of well-

being. 
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Figure 1. Economic Affluence–Well-being Matrix. X-axis represents GDP per capita in 2025 from IMF WEO, Y-axis represents the INTAGE Well-being Index 2026 

 

When “Being Able to Spend More” Does Not Mean “Being Able to Live Better” 

 

Well-being does not come from money alone. It also comes from having a healthy body, a stable mind, 

supportive relationships, confidence in one’s financial situation, a safe environment, and a sense that life has 

meaning. For Thai consumers, the overall picture can be summarized as “body ready, money sufficient, and 

mind in balance.” Physical and Financial Well-being provide an important foundation, while Mental Well-being 

carries almost equal weight. 

 

 

Figure 2. Well-being in Thailand comprises six dimensions: summarized as a body ready for life, sufficient financial security, and a balanced mind. 

% is the contribution to the overall well-being index of 5.7 from 7. 
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However, a good life does not mean the same thing to everyone. Gen X may be described as “The Bearers,” 

carrying responsibilities for both family and work. Gen Y are “The Balancers,” seeking equilibrium between 

progress and happiness. Gen Z are “The Seekers,” placing greater emphasis on identity, meaning, and having 

space of their own. 

 

 

Businesses that aim to create meaningful value 

can no longer view consumers simply as 

purchasing power. They need to understand 

the pressures of each life stage and the 

different meanings that people attach to the 

idea of “living well.” 

 

 

 

 

Local Enterprise: An Economy That Creates More Than Income 

To complement the regional study, INTAGE Thailand conducted an additional study for Local Enterprises 

Exposition 2026 among Thai local enterprise participants. The results showed that their overall Well-being 

Index was higher than that of urban Thai consumers, with stronger satisfaction across all six dimensions and 

the most notable difference in Social Well-being. 

These findings indicate that the prosperity generated by local enterprise is not measured through income 

alone. It is also expressed through stronger relationships, mutual reliance, pride in local wisdom, and a deeper 

sense of collective meaning. 
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A good life does not mean the same thing to everyone
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If Thai well-being can be summarized as “body ready, money sufficient, and mind in balance,” Local Enterprise 

adds another essential quality: mutual care. Local Enterprises have the potential to create three levels of 

happiness at the same time. The first is external well-being: convenience, safety, health, income, and a good 

environment. The second is inner well-being: peace of mind, confidence, and positive relationships. The third is 

joyful fulfilment: the happiness that comes from giving, supporting others, and recognizing the value of every 

life. 

From GDP to JDP: Joyful Domestic Prosperity 

 

The world will continue to need GDP as a measure of productive capacity and economic growth but it should 

always be accompanied by another question. The defining business question of the next era may therefore be 

not simply, “How can we sell more?” but “Whose life does our product help improve, and how?” When 

businesses begin with this question, marketing moves beyond persuading people to buy. It becomes the 

creation of value that people can genuinely experience and a way for everyone in the ecosystem to grow 

together 

 

JDP, or Joyful Domestic Prosperity, describes prosperity that does not stop at increasing output, but improves 

the quality of life of people and communities while strengthening environmental sustainability. The concept 

does not reject profit: a business without profit cannot survive or sustain its impact. Rather, JDP asks us to see 

profit as energy that can be reinvested to nourish people, communities, and ecosystems, not as an end result 

achieved at the expense of another party’s quality of life. 


