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The objectives of this thesis is 10 study the effect of alcohol control in television advertising
and the way alcohol manufacturer, advertising agency, free-to-air television station and program
production company respond to these control measures. The research methodologies are
documentary research and depth interview of key informants from 4 groups of stakeholder.

The advertising control measures enforced since 2003 are; Cabinet Resolution (29 July),
Food and Drug Regulation (19 September), and Public Relations Regulation (29 September). These
measures prohibited direct advertising on drinking. Limited advertising is allowed between 10:00 pm
- 05:00 am. The content allowed are product image, logo and corporate image advertising with
special focus on social messages.

Alcohol manufacturers have cut down over 200 million baht on their advertising budget
during 2003-2004. Advertising agencies, free-to-air television stations, and program production
companies, thus, received less than their previous budget.

As a result, alcohol manufacturers and advertising agencies must change their advertising
strategy and transfer their budget from television to other media, and switch from above-the-line to
below-the-line campaign, and use integrated marketing communication (IMC) in order to fill the gap.
Direct advertising has been decreased and changed {o in-direct advertising in various types of
program. The content of alcohol advertising spot has been altered to corporate image advertising
focusing on nationalism, Thainess, environmental and cultural conservation. In addition, television
stations must lower their airtime rental rates or replace them with new programs whilst program
producers must devise new advertising plan.

The research found that alcohol control in television édvertising has direct effect on the
media and advertising industries in many areas. But their reactions and responses may have deep
and, unexpected impact since these social messages are conveying a popular image that may turn
the intoxicated drinks into something which is far from the real property of the product itself.
Therefore, the social messages projected in these corporate image advertising might lead to a

distorted image of alcohol.





