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ABSTRACT

This descriptive cross sectional study aimed to identify the relationships between
demographic and alcoholic beverage advertisement and drinking behavior of young adolescent in
Nhongburawae District, Chaiyaphum Province and its problems and preventive measures towards
influences of alcoholic beverage advertisement. The total of 274 young adolescent were randomly
selected ﬁnd responded to a questionnaire, developed by the researcher, with a Cronbach alpha
coefficient of 0.94. The data was collected between January and April 2009. Both descriptive
étaﬁstics including frequency, percentage, mean, standard deviation, median and minimum and.
maximum and inferential statistics, Chi-square were used to analyze the data.

The results revealed that most of samples were females (58.3%). Most of thé sample
identified themselves as non drinker (80.7%) followed by drinker (12.03%) and absentee (7.6%).
Influencing persons towards their drinking behavior were themselves (47.2%) and friends
(32.1%). Persuasion by others(60.4%), alcoholic beverage themselves (18.9%) and price (13.2%)
had influences on their drinking behavior. Most of these young adolescents received information
from television (84.9%). Concerning alcoholic beverage advertisements, most of them received

from television (64.2%) and product logo (20.8%). Alcohol advertisements which presented sex
identities and brand logo was statistically significant associated with alcohol drinking behavior
(p <0.05). The advertisement campaign to reduce and stop alcoholic beverage drinking behavior
which showed death of drunk driving was statiﬁtically significant associated with the reduction

and stop drinking alcohol behavior of these young adolescent.
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~ These young adolescents suggested various measures to reduce influence of alcohol
~ advertisement including reducing alcohol advertisement, be more realistic not propaganda,
“controlling marketing strategies, selling times control, does not sell alcoholic beverage to

é_do‘lescent <18 years and emphasis more fearful campaign against alcohol. Adolescent they
_should know how to refuse when being persuaded to drink. Family roles in love and care, role
~model on no alcohol and closely monitor their behaviors are essential for alcohol drinking

behavior.





