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CHAPTERI

Introduction

1.1 Background

Alcohol has followed human beings fer-millenniums, and most societies
acknowledge its benefits asswell as the consequences of its misuse. Societies are
however affected differentlyp'bysthe uselof alcohol by its members, for every
culture has its own manifestation on how ‘to consume it, while other societies
have little or no cultural relations'with the substance. The latter is true for many
developing countries, many of which were -"E')Iiiy introduced to alcohol through

their colonizers. Some of these isocieties have seen a significant increase in

alcohol consumption being accompanied with its downside, the alcohol related

harm.

Thailand is‘Such aisociety, whene alcohol censumption-was not a part of
traditional life, since it got introduced to the Thais, and gained social acceptance,
the consumption of @lcohol beverages. has/grown enormously. The ithesis will
document the recent social changes that have occurred in Thai society,
emphasizing the last decade, from 2000 to 2010. Cultural aspects of Thai
drinking will be discussed as well as the evolution of the Thai alcohol industry.

Evidence of changes in drinking behaviour and alcohol related harm will be



illustrated and then a discourse on the main determinants stimulating this

transformation of behaviour will be presented.

1.2 Research Objectives and Research Questions

The objective of this thesis is to analyze the development of alcohol
consumption in Thailand and scrutinize how that development is linked tot he
country’s social and market developments. Thesscope of the thesis will vary
between three fundamental sogial aspects, all of which are linked with the main
objective of the thesis, the gensumption.of alcohol and Thai society:

1. Production and gonsumption of ailca(-)hol in Thailand.

2. Thai drinking behaviour.

3. Determinants of the change in drlnklﬁg behaviour.
By researchingthese dynamics of Thai alcohol consumption the

researcher will be able to"analyze the following aspects:

O Historical aspect and evolution of alcohol consumption,in Thailand.

0 The Thai alcohel marketenvirenment.

o Different aspects of Thai drinking behavior, for example, what alcohol
beverages are consumed, under what occasions, where and with
whom.

0 The manifestation of recent changes in alcohol consumption of the

Thais



0 The main determinants stimulating these alcohol related social

changes in Thailand.

By researching these different aspects on how alcohol manifests in Thai
society, the researcher will be able to clarify how big of an impact alcohol

consumption is having on Thai society.
1.3 Scope of Research

The scope of the thesis'is Thai-society and different manifestations of
alcohol in the Thai sogiety: As' Thai Sbciety is still a very complicated
phenomenon it is necessary to simplify the s_éope and divide Thai society divided
into urban and rural. The researcher believﬁers;that these social divisions reflect

the two main attitudes and behaviour toward alébhol in Thai society.
1.4 Research Methodology

The research| was carried out|through: methaods of quantitative and
qualitative research. The quantitative researchaincluded evaluating books,
reports and articles that address different aspects of alcohel consumption in Thai
society. For example, to research global perspectives on alcohol, the researcher
found the writings of Tomas Babor to be very helpful, especially the book
Alcohol; no ordinary commodity, which is considered to be one of the most
respected published works on global alcohol policy to date. Another helpful book

was A nation under the influence: Americas addiction to alcohol, written by



Vincent ]. Peterson, Bernard, Nisenholz and Gary Robinson. Even though the
book is about the alchol related problems of America, the resercher found the
book to be very helpful, for in the earlier chapters give a very good description of
the many functions of alcohol in societies, and it also assisted to inform the
resercher on more complex matters of alcohol, such as methabolism and

chemical functions of the substance.

To reserch general developments of alecohol consumption in the Souteast
Asian region,the resercher found.reports from The World Health Organization
(WHO) to be quite informative. Even though each and every Southeast Asian
nation has their own aleohel related chz;racteristics, the similarities in the
manestifation of alcohol use are often very. s_i-milar, and these reports helped the
resercher to see the Southeast Asian .gggional developments of alcohol

consumption.

To get an insight into alohol consumption in Thailand from a historcal
perspective, the author relied greatly on the book The History of Alcohol
Consumtion in Thailand, written by Prahi Paisah Wisalo, a very respected monk in

Thailand.

In order to reserch the different manifestations of alcohol in Thai society
the resercher found articles written by Dr. Thaksaphon Thamarangsi to be very
enlightening  especially his article “Newly introduced alcohol marketting
strategies; Thai experience”, and the booklet on Thai alcohol policy The "triangle

that moves the mountain" and Thai alcohol policy development. The field of



alchohol studies is in its infancy in Thailnd. Therfore, there is a limitted supply
of material written in English, but the ressercher feels that the published

materials at hand were sufficient.

Those are just a few examples of the published materials the researcher
read and evaluated in order to get acquainted with the topic of the thesis. Most of
the books are available at the one of the .many Chulalongkorn University
libraries. Most of the articles were foundjon online electronic archives such as J-
store and Pro-Quest or simply“by-tising Google search, and many more articles

where sent by e-mail, oftem’by theauthors of the articles themselves.

For the qualitative pargofthe researcher interviewed individuals who are
associated with alcohol problems in Thailqn(__i-r in one way or another, such as
nurses, doctors and social workers, were inte}rv‘igwed. To get a larger perspective
on the manifestations of alcohol in Thai éo-c-i;fy, the résearcher interviewed
other individuals who-also have a say in the matter, such as recovered Thai

alcoholics, community leaders and Buddhist monks.

Three research trips where made in the.sesearch period. Firstly, on a
three-day trip'to Khoen Kaen'in‘the northeast part'of the eountry, the‘researcher
visited The Khoen Kaen Drug Treatment Center (KKDTC) on July 9t to July 12 th
2010 and met with nurses, psychologists and patients and interviewed them.
There nurse May gave the researcher a good insight into the drinking customs in

some of the villages surrounding Khoen Kaen, but she has been very busy



interacting with villagers and trying to raise awareness on alcohol related

matters.

On July 20th to the 22nd the researcher went to Yasothorn, accompanying
Sor Sor Sor’s (Thai Health Promotion) Wean Juthamas, who has been working
with alcohol addicts and advocating a more an alcohol free lifestyle. The
researcher visited Kudchum hospital, which" operates a drug and alcohol
screening clinic as well as a halfway house, a short-term housing system for
recovering alcohol addicts, «Ih .the period of three days the researcher
interviewed professionals’ and sother individuals such as nurse Ying, a
psychologist and supervisor of the drug é;ld alcohol sereening program, Phra
Kru Su Pat, a Buddhist monk'in Watt Cud _(5hum, Phra Kru Si Ha, a monk in a
small Watt which treats addicts located in thé _;mall village of Tumbun Waso and

Community leader at same town, te name a fei-w."'_

And the last research trip was a day trip to Wat Thamkraborg, one of the
most established treatment oriented Buddhist Watt in Thailand. While there the
researcher observed a few aspects of the treatment and had a memorable in-
depth interview with Phar Kong Sak, the monk who is inacharge of the
therapeutic part of the therapy, where‘he explained how-Buddhist ‘ideology can

be used to address addiction problems.

The researcher also met with a few individuals in Bangkok; these
meetings lasted from about thirty minutes up to two hours and often turned into

interesting discussion. Among the individuals interviewed were;



0 Dr. Pichai Saengcharnchai, who is one of the leading researchers in the
field of Alcohol in Thailand. A meeting took place in his office at
Phramongkutlao Hospital on the 2rd August 2010

0 Natwipa Sinsuwan, an alcohol researcher and a PhD student at
Chulalongkorn University. Researcher and the interviewee met at the
Faculty of Communication Art and had lunch within walking distance
from the faculty, where the intewiew took place on the 17t of August
2010

0 Dr. Thaksaphon Thamarangis, Director of the Center of Alcohol
Studies in Thailand.At.the Center of Alcohel Studies Office on 10th of

August

1.5 Key Terminology In Use

0 Thai Society

0 Alcohol Related Harm
0 Drinking Behaviour

0 Modernization

0 Marketing Strategies

1.6 Contribution of Research

The thesis will first and foremost provide a better understanding of the

different manifestations of alcohol consumption in Thailand and the



development in the consumption of alcohol beverages. Hopefully the research
will clarify what social forces are stimulating Thai drinking behaviour and

distinguish Thai drinking characteristics and the consequences for Thai society

The results might become useful for various individuals and institutions
that address social issues, such as politicians, policymakers, NGO’s, social
workers, doctors, nurses and alcohol treatment councillors engaged in working

with alcohol addicts.

1.7 Limitations

The biggest hindrance ¢oncerning the fesearch of the thesis was the fact
that the researcher neither speaks nor : rééds the Thai language. That
immediately ruled out accessibility of many béoks, articles and reports, which
have been done on the subject of the thesis. It also limitedaccess to people, who

could have been interviewed.

In order to minimize the effe€ts of the language barrier,ithe researcher
got hold of abstracts "of 'many-academic papers“published ‘on the* subject of
alcohol and Thailand. In one instance the researcher had the good fortune of
attaining help, with getting a qualified Thai person to translate an important text,
which was done in the instance of the book, The history of Thai alcohol

consumption, written by Prah Paisah Wisalo. Every chapter of the book was



abstracted in English for the researcher allowing him to formulate his own text

on the subject for the thesis.

In order to interact with the native Thais, the researcher devised a plan to
interview professionals in the field, who in most instances had high education

and could therefore speak very good English.

o & the timeframe of 2000-

2010, however in some i NS ailable for the required

N
\

The objective of the !

timeframe, therefore the ilable even though it did

not fit in to the timefram

9
U
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CHAPTERII

Alcohol

2.1 Brief history of the global use of alcohol

The origins of alcohol beverages are ambiguous, but there are historical
indications originating the craft of winemaking to the wild grape regions of the
Middle East. There can be found implications in the Bible about alcohol use, such
as in Genesis 9:20 which _elaims that Noah had planted a vineyard in Ararat, an

area which today belongs o eastern part o_f-Turkey.1

One of the earliest civilizations associagéd with the general use of alcohol
were the ancient Egyptians. It is"believed the i;fewing existed in ancient Egypt
around 3,500 BC. Alcohiel consumption Wasjvérg/ commou among the Egyptians,
where people at all level of society drank mainly beer, and in great quantities.
The beer of the ancient Egyptians was not the same beverage as modern beer,
ancient Egyptian beer was commonly brewed by\women, alongside other chores
of the household, and was a beverage®f more nutritious value than/modern beer,

containing considerable amount ‘of “‘calories' and “vitamins. Another indicating

factor of the Egyptians love of alcohol could be that one of the popular gods of

1 Thomas Babor. (1986). Alcohol, customs and rituals. New York: Chelsea
House Publishers. Page 1.
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the ancient Egyptians was Osiris, known as the god of nature, he was also

associated with wine, and he was worshiped throughout the country.?

The craft of wine making may have reached the Greece about 2,000 B.C.
Among the first alcohol beverages to be commonly used in Greece, was a drink
called Mead, which was a fermented beverage, made form honey and water. By
the period around 1,700 B.C. winemaking is considered to been common among
the ancient Greeks, and during the following thousand years, usage of wine
became a commonplace aspeet of Greek society. These social aspects of wine
usage could be found in religious rituals, for medical purposes, became a way of

means to display hospitality and was ita pért of daily dining.3

In Asian culture, the Chinese are coé-;:idered one of the pioneers on the
use of alcohol, unlike the wine culture spreaéirrig through out the Mediterranean
region, the Chinese people drank mostly dis’tiliéa-spirits, some claim the Chinese
to be the inventors of distilled spirits. Evidence such as inscriptions on bones,
tortoise shells describing offerings of millet wine and tulip-flower wine to the
dead, these ancient findings have been dated to as early as the sixteenth century
B.C. Many of these documents on the usage of aleshol in ancient.china point to

the importance’ of'aicohol’in religious rituals.’ The link-between“alcohol and

2 Richard W. Unger (2007). Beer in the middle ages and the renaissance.
Philadelphia: Unversity of Pennsylvania Press. Page 18.

3 Thomas Babor. (1986). Alcohol, customs and rituals. New York: Chelsea
House Publishers. Pages 2-3.
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religious rituals was specifically in rituals relating to the sky, earth, deceased

ancestors and other spirits.*

Alcohol has been considered to be a an important variant in Chinese
medicine, in fact the Chinese character for “alcohol” and “medicine” share the
same root, there is a old Chinese proverb which says that alcohol is the best of all
medicines. There can be found ancient Chinese scriptures on alcohol, one of
which was called The Yellow Emperors Canon of medicine, which contained a
chapter describing how to usealeohol to cure a variety of sicknesses. Another
ancient scriptures; Compendium of Materia Medica, written by Ling Shizhen of
the Ming Dynasty, has a list of seventy nin-e.rdifferent Chinese alcohol beverages,
displaying their usefulness, some for treat_iﬁg specific illnesses and other for

nourishment.>

The Chinese alse have a history of usrlng alcoh6l beverages in other
segment of society, as in_other societies alcohol played a large role in expressing
hospitality, and was considered an essential ingredient at events like weddings
and funerals. Mareover there is also a tendency to use alcohol beverages to
stimulate inspiration.® Old Chinese scriptures alsoamention the misuse of alcohol,

as an old Chinese proverb'says:

4 Xiao Jiacheng. (1995). China. in D. B. Heath, International handbook on
alcohol and culture (pp.42-50). Westport: Greenwood Press. Page 42.

5 Xiao Jiacheng, X. (1995). China. In D. B. Heath, International handbook on
alcohol and culture (pp.42-50). Westport: Greenwood Press. Page 47.

Xiao Jiacheng, (1995). China. In D. B. Heath, International handbook on
alcohol and culture (pp.42-50). Westport: Greenwood Press. 43-45.
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“First a man takes a drink, then the drink takes the drink and

then the drink takes the man””’

In the Indus Valley of India, the distillation and fermentation of alcohol
are believed to have been practiced as early as 2000 BC. Clay relics have been
discovered in the archeological city of Taxila, which ensemble into a set of
complete distilling instruments.? Hindu mytholegical descriptions from the same
period, tell of the consumption of alcohol drinks like somaor somrasa and sura,
used by various groups of sogiety.for their tranquillizing and euphoriant effects.
Somawasa was another aleohol beverage of the ancient Indian civilization, but t

was reserved for the upper class and the Gods.?

Alcohol use was not: well: Seen “in __-éncient India, but there where
exceptions from the rule as in other sociegie;.’: Descriptions of alcohol use in
ancient Indian can be found in the ancien;c -iﬁ(-iian sacred collection of Vedic
Sanskrit hymn, called the Rig Veda. There it is recommended that strong alcohol
beverages should be served to guests as they enter a new house or when a bride
first enters her newly wed husbands-home. The Kshatriya Warrior class and the
Trading community, the Vaisyas, whére allowed to.consume alcehol beverages,

brewed from honey and mahua flower orjaggery.

7Peterson, J. V., Nisenholz, B., & Robinson, G. (2003). A nation under the
influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Page 22.

8WHO. (2003). Get high in life without alcohol. South East Asian Regional
Office. Banglore: WHO. Page 2.

‘WHO. Historical Backround. Retriewed 4. Oktober 2010 from
http://www.searo.who.int/: WWW.Searo.

who.int/LinkFiles/Facts and Figures chl.pd
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In an ancient text from the 400 BC, the era of the first great Indian
emperor Chandragupta, there are description on how The Mauryan governments
regulated the sale and taxation of alcohol beverages and the conduct of bars or

tavern in almost every village.10

In the era of the colonization of Southeast Asia by European nations
brought forth changes, in the societies in many forms. One of the economical
changes was in the form of manufacturing alcohol. The influence of the European
colonizers affected the local culture, in many ways, one of them by introducing
their culture of alcohol usage, mostly influencing the native groups that had the
closest contact with their colonizers. Thé British allowed the setting of a
distillery in India in the year 1862, taxing ;che manufacturing and sale of the
alcohol beverages, becoming an importan.t‘;;s__-cr)urce of revenue for the British

Crown.11

The rise of the Roman Empire saw further spreading in the use of alcohol,
for the Romans alcohol beverages where a necessity with food. They had accrued
a taste for various alcohol beverages from different parts of their Empire, such
as, Egypt, Judea, Greece, Liberia and southern Franee and they mestly consumed

wines, beer and other fermented ‘drinks.'2" The ‘alcohol~consumptions of the

10 WHO. (2003). Get high on life without alcohol. South East Asian Regional
Office. Banglore: WHO. Page 2.

11 WHO. Historical Backround. Retrieved 4. Oktober 2010 from
http://www.searo.who.int/: WWW.Searo.
who.int/LinkFiles/Facts and Figures chl.pd

12 Atanas lonchev. (1998). Central and Eastern Europe. In M. Grant, Alcohol
and emerging markets: patterns, problems, and responses (pp.177-202). Philadelphia:
Brunner/Mazel. Page 179.
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Romans was very common and the general alcohol consumption in Rome at the
start of Christianity is estimated to have been about 1,8 million hectoliters on a
annually, which is about a half a liter of alcohol consumed for every individual of

the city every day of the year.13

The birth of Christianity in Europe saw no dramatically changes in the
attitudes toward alcohol. According to the'teachings of the Catholic Church
alcohol was a gift from God and meant te be used in moderation for enjoyment
and health, while drunken behavior was considered a sin. This attitude did not
alter with the uprising of the protestant reformation (1512). The production and
disputation grew in early meodern period:rin Europe (from the 16t century).
Although spirits where mestly used for med_i(;al purposes, it has been claimed on
the consumer and production development éf__?iistilled alcohol in Europe of that

period, that;

"The sixteenth” century created it; the seventeenth century

consolidated it; the eighteenth popularized it"1*

According to Gregory Austinj author of the book, Alcohol in Western
Society from Antiquity"to" 1800,"drunkenness was“an aceepted“behavior in the

eighteenth century, but industrialization changed these attitudes towards

13 Jack S. Blocker, David M. Fahey & R. lan Tyrell. (2003). Alcohol and
temperance in modern history. California: ABC-Clio. Page 667.

14 Fernand Braudel. (1979). Capitalism and material life, 1400-1800. London:
Harper Colophon. Page 170.
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drunkenness changed, when the need for punctual and reliable workers became

apparent.1s

In the colonial period a new use for alcohol was introduced. For the
European colonial powers used alcohol intentionally to control the annexed
colonial labourers. This use of alcohol was implemented in colonies both in the
Asian and African colonies. The goal was toattract and addict labour forces in tin
mines, rubber and palm oil plantations. It has beéen claimed that the British had
introduced alcohol in India and Opium to the Chinese to ensure the control of

domestic labour.16

2.2 Nature of alcohol

Alcohol has multiple functions in a cdmﬁ{ﬁnity, for/it can at the same time
be categorized as food; drug and chemical, and can be réendered with various
elaborated cultural symbolic meanings. In today’s modern society alcohol
products are usually looked upon as-heverages served with meals or associated
with socialization and enjoyment.1” Others categoerized alcohol@s a drug or a
depressant, for‘the alcohol is ‘essentially a 'toxic“substance, poisonous to the

human body, , and once the substance is ingested the body immediately starts to

15 Gregory Austin. (1985). Alcohol in Western Society from Antiquity to 1800.
Santa Barbara: ABC -Clio Information Services. Page xxv.

16 David Jerningan. (1999). The Global expansion of alcohol marketing. Journal
of public Health Vol.20. No.1. (pp56-80). Page 63.

17 Thomas Babor. (2003). Alcohol: No ordinary commodity. New York: Oxford
Univeristy Press. Page 16.
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dispose of it, in a worst case scenario drinking to much alcohol at one can kill a

person.18

There are two main ways of producing alcohol beverages; fermentation or
distillation. Famous ethnologist and author Desmond Morris believes that men
discovered the effects of ingesting juice of fermented fruit after witnessing
animals eating large quantity of fermented fruit followed by a strange reaction.
It is known that wild elephants sometimes getintoxicated after eating fermented
fruit.1 The process of fermentation of wine is a process that increases the
chemical reaction with in ghe substance, which turns grape juice into an alcoholic
beverage. Yeast, a funguswith'appetite for érugar causes the fermentation, which
happens when the yeast interacts with sugérs in the juice and create ethanol,
commonly known as ethyl alcohol, -and .Qa__;bon dioxide.2? In simple terms

fermentation is the process of winemaking.

The originationof distillation of is not clear. Some scholars such as Dr.
Xiao Jiacheng claim that the technique is originated in China.2! Others such as, Dr.
J. Vincent Peterson claim that distillation is an' Arab invention, dated back to

about 800. AD. The process of distillation servessto get the pencentage of the

18 Vincent |. Peterson, Bernand Nisenholz & Gary Robinson. (2003). A nation
under the influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Page 19 &
23.

19Social Issues Research Center. (1998). Soicial and cultural aspects of
drinking; A report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 1.

20Wikipedia. Fermation Wine. Retrieved 31. August 2010 from wikipedia.org:
http://en. wikipedia.org/ wiki/Fermentation (wine)

21 Xiao Jiacheng. (1995). China. In D. B. Heath, International Handbook on
Alcohol and Culture (pp. 42-50). Westport: Greenwood Press. Page 42.
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alcohol content to a higher level, this is done by boiling the alcohol away from
the sugar, leaving pure alcohol, which is then diluted with water for it is to strong

to drink.22
2.2.1 Food

Alcohol beverages have been considered to be a part of dining for
thousands of years. Wine culture in mostsocieties often align specific wines with
specific foods that make a speeial eéembination such as wine and cheese, red wine
and steak and beer and peéanuts. Alcohol can technically be classified as food,
because it contains a considerable amoun_.t.-of calories. However the calories in
alcohol are so called “empty calories”, meaﬂ_ing that there is little or no nutrition
benefits from ingesting an alcohol beverage._:l_;};rthermore alcohol can hinder the
metabolism of other food with™actual nut;fiéijén value. Even though alcohol

supplies individuals with a boost of energy, it is rr—nost often a short-term effect.23
2.2.2 Drug

Alcohol is a mind altering'and a toxic substance in terms of the direct
and indirect effects it'has'on human body. In‘otherrwords-alcohol'is-a poisonous
substance, if an individual drinks too much alcohol in a range of a very short

period it can cause death. Like most drugs, alcohol can have positive effects

22Vincent J. Peterson, Bernand Nisenholz & Gary Robinson. (2003). A nation
under the influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Page 18.

23Vincent J. Peterson, Bernand Nisenholz & Gary Robinson. (2003). A nation
under the influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Page 18.
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when consumed in moderate doses. The main attraction of the effects of alcohol
is most likely the gradual dulling of the brain and the nervous system. Alcohol
normally affects the part of the brain that regulates inhibitions. A few drinks can

therefore make the drinker feel more sociable, creative or brave.z*

The effects most often caused by the consumption of alcohol are often
individually based and dose related, and involves a short time restrain of normal
bodily functions, such as slurred speech and the inability to drive a car.
Intoxication, whether it is on.a‘fegular or an irregular bases is the key factor in

the often-unfavorable conséquences of alcohol consumption.2>

24Vincent J. Peterson, Bernand Nisenholz & Gary Robinson. (2003). A nation
Under the Influence: Americas Addiction to Alcohol. Boston: Allyn and Bacon. Pages
23-25.

25 Thomas Babor. (2003). Alcohol: No ordinary commodity. New York: Oxford
Univeristy Press. Pages 15-17.
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2.2.3 Chemical

There are a few different types of alcohol attainable. The most
popular type of alcohol is ethanol, which has been produced and consumed as
fermented or distilled alcohol beverages for thousands of years. Ethanol is a
clear and flammable liquid and has other practical uses than just as a beverage.
Ethanol is generally used as a paint solvent fuiel for cars and raw material in the
chemical industry. Ethanol which is meant to be used in industry, usually

contains additives that make iguinfit for oral consumption, even poisonous.26
2.3 The global burden of alcohol

The problems associated with alcoh‘gl_-rconsumption are numerous and
usually fall in the category of being social, eéoﬁl’émical or health related. Among
the widespread negative social effects of ral-c-(r)rﬁol consumption and abuse of
alcohol are violence,“low worker productivity, child and spousal abuse,
homelessness and school failure.2” Some developing societies, especially in the
rural parts of the poarer societies, have seen alcohol consumption contribute to
a kind of a poverty trap, with the®increased social acceptability of alcohol
consumption and accessibility 1n‘the poorer parts of the countries: When the

man of the household becomes dependent on alcohol, it can lead to a

26Vincent J. Peterson, Bernand Nisenholz & Gary Robinson. (2003). A nation
under the influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Page 22.

27Vincent ]. Peterson, Bernand Nisenholz & Gary Robinson. (2003). A nation
under the influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Pages
177-179.
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significantly larger portion of the family budget being spent on alcohol beverages

instead of other necessities, like food, clothing or education for the children.28

The healthcare related harm caused by alcohol ranges from various forms
of physical harms to mortality, often as a result of accidents at workplace,
domestic violence, and road traffic injury or transmission of sexual transmitted
diseases like HIV. The World Health Organization (WHO) claims that there is a
relationship between alcohol consumptien and more than 60 types of disease
and injury. Alcohol is estimated to cause about 20-30% of worldwide of
esophageal cancer, liver cancer and cirrhqsis of the liver, homicide, epilepsy, and
motor vehicle accidentss Aleohol is beii:(-eved to cause 1.8 million deaths
worldwide (3.2% of total) and 58.3 milli‘o_r; (4% of total) of disability. WHO
estimates that about 76.3 millign persons ha_\:f:q}élcohol disorders in the world.?®

2.3.1 The diseadse concept
Even though alcohol related problems have followed humankind

for a long time the fact remains, that we do not know fully how to define the

problem. Some say alcohol problems are to do_with a moral weakness or a

28 Jan Newman. (2004). Globalization and Alcohol. Executive Journal , 54-56.
Page 54.

29WHO. Management of substance abuse - alcohol. Retrieved 6. Febuary 2010
from http://www.who.int/substance_abuse:
http://www.who.int/substance abuse/facts/alcohol/en/index.html
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personality defect, other say it to be a lack of spirituality. And then there is the

concept of the disease.3°

A Swedish physician named Magnus Huss was the first to
systematically classify the harm attributable to alcohol consumption disease in
1849. Huss formulated the term alcoholism and used it to describe what he

considered to be a chronic disease.3!

The concept of aleoholism as a disease was embraced in the late
1930’s by Alcoholics Anoaymotis; a self-help group originated from The United
States that addressed thethelping individuéls who had lest control of their life,
because of compulsive algohol drinking. In _the opening chapter of the AA book,
sometimes referred to as the Big book Dr; V‘William D. Silkworth, director of
Charles B. Towns Hospital for drugand alcohol ;’:l]adiCtiOHS in New York city in the
1930s and supporter of AA wrote the folloWiﬁgl description of alcoholism in the

Big book, calling alcoholism an allergy of the body or a disease;

“We believe, and_ so suggested a few years ago, that the action of
alcohol on these chronic alcoholics is a manifestation of an allergy; that the
phenomenaon' of craving is'limited to"this class and-never 'oceurs in the
average temperate drinker. These allergic types can never safely use alcohol

in any form at all; and once having formed the habit and found they cannot

30 J. Vincent Peterson, Bernard Nisenholz og Gary Robinson, 4 nation under
the influence: Americas addiction to alcohol (Boston: Allyn and Bacon, 2003). Page 79
31Wikipedia. (12. September 2010). E. Morton Jellinek. Retrevied 16.
September 2010 from Wikipedia.org:
http://en.wikipedia.org/wiki/E. Morton Jellinek
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break it, once having lost their self-confidence, their reliance upon things
human, their problems pile up on them and become astonishingly difficult to

solve.”32

Getting the medical community to accept alcoholism as a disease was a
complicated matter, there was though a growing movement to push the concept
alcoholism as a disease in to get acknowledgement from the professional
community. By the year 1940 at least thirty-nine different diagnostic systems
had been introduced for aleeholism. Elvin Merton Jellinek a biostatistician,
physiologist, and an alcohelismresearcher, put forth a groundbreaking theory of
subtypes of alcoholism, wherghe associatéa the subtypes with different degrees
of physical, psychological,social and occupat_i-onal impairments.33

Defining alcoholism has “been a hlghl)ll controversial matter, alcohol
researchers are not "autonomous on thé - -Eo-ncept of disease, there are
controversies of if it is/a metal or a physical disease, other claim it a behavioral
problem or a lack of will power, witch can treated with behavioral therapy, and

other sects claims‘alcoholism to be aspiritual sickness, or lack of god.

In the ‘first ‘edition ‘of the“Diagnostic and*Statistical Manual of Mental

Disorders, published by the American Psychiatric Association in 1952,

32Alcoholics Anonyous. (2001). Alcoholics Anonyous (Big Book). New York:
Alcoholics Anonyous World Services Inc. Page xxviii.

33Vincent ]. Peterson, Bernard Nisenholz & Gary Robinson. (2003). A nation
under the influence: Americas addiction to alcohol. Boston: Allyn and Bacon. Page 99.
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alcoholism was categorized as a personality disorder along with homosexuality

and neurosis.3*

The concept of alcohol dependence syndrome was put forward in 1976 by
a group of experts working for The World Health Organization.3> The new
concept had a new conceptualization of a core of indicators related to alcohol
dependency. It was noted in the new concept ghat an individual did not have to
have dependence to alcohol to experience alcohol related problems. However an
individual with dependence gnaleohol was more likely to experience harm from
the use or abuse of alcohel®® MHQ constructed six variable diagnostic criteria

called ICD-10 with addiction diseases as se_ém below:

Table 1, ICD-10 diagnostic criteria for dependence

1. | Difficulties in controlling substance-tak'}&g'behaviour in terms of its onset,

termination, or levels of use

2. | Astrong desire or-senseof compulsion to take the substance;

3. | A physiological withdrawal state when substance use has ceased or have
been reduced, as evidenced by: the characteristic withdrawal syndrome for
the substance; or use of the same (or|closely related) substance with the

intention of relieving or avoiding withdrawal symptoms;

4. | Evidence of tolerance,such-that inereased-doses:of the;psychoagtive
substance are required in order toachieve effects originally produced by

lower doses (clear examples of this are found in alcohol- and opiate-

34Vincent ]. Peterson, Bernand Nisenholz & Gary RobinsonG. (2003). A nation
Under the Influence: Americas Addiction to Alcohol. Boston: Allyn and Bacon. Page 99.

35WHO. Management of substance abuse. Retrieved 29. Agust 2010 from
who.int: http://www.who.int/ substance abuse/terminology/who lexicon/en/

36Thomas Babor. (2003). Alcohol: No ordinary commodity. New York: Oxford
Univeristy Press. Page18.
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dependent individuals who may take daily doses sufficient to incapacitate

or kill non-tolerant users)

5. | Progressive neglect of alternative pleasures or interests because of
psychoactive substance use, increased amount of time necessary to obtain

or take the substance or to recover from its effects;

6. | Persisting with substance use despite clear evidence of overtly harmful
consequences, such as harm to the liver through excessive drinking,
depressive mood states consequent to periods of heavy substance use, or
drug-related impairment of cognitive functioning; efforts should be made to
determine that the userwas actually, or eotild.be expected to be, aware of

the nature and extent of the'harm.

Source; WHO.37

Alcohol Dependency Syndrome was jrecognized in the Diagnostic and
Statistical Manual of MentalDisorders, 4% edition (DSM IV) of the American
Psychiatric Association in 1994 which in"‘;cu!‘n have their own definition of

alcohol dependency with similar diagnostic cfit_er_ia as ICD -10.38

In spite of the growing acceptability of the alcohol dependency as a
disease, there are other models that havetdifferent approaches, and some of
them have a following=in "the prefessional’ community. One of the more
recognizedsisy The, Publig Health Model,  which, layspoutsaleohel, problem from
three different dimensions. Firstly there is the agent or the alcohol. Secondly, the
host or the alcoholic and thirdly the environment. Another well recognized

approach to the alcohol problem is the spiritual model. It is often affiliated with

37WHO. Dependence syndrome. Retrieved 29. Agust 2010 from who.int:
http://www.who.int/ substance abuse/terminology/definition1/en/

38American psychiatric Association. (1994). Diagnostic and statistical manual
of mental criteria from. Wasington: American psychiatric Association.
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Alcoholics Anonymous, for even so the organization are followers of the disease
concept, they firmly believe that to accomplish full recovery from the “disease”

the individual is in need of a spiritual awakening. 3°

AULINENINYINS
AN TUNN NN Y

39 ]. Vincent Peterson, Bernard Nisenholz og Gary Robinson, A nation under
the influence: Americas addiction to alcohol (Boston: Allyn and Bacon, 2003). Page 81
& 87.
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CHAPTERIII
Thailand and Alcohol

3.1 Brief history of alcohol consumption in Thailand

Evidence of the alcohol use of the ancient Thais can be found on Khmer
stone inscriptions in at the “Phra Nom Rung”.castle, which name alcohol as a

supranational being that shotuld be worshiped like-a'god.!

The alcohol drinks.made by the-ancient Thais where usually made from
fruit, vegetables and ricespreserves. Exam;les of the early alcohol drinks are
“Nam Tan Mao” or “KraChae’, both made from coconut, “Au” which was made
from sticky rice and then 'the distilled alc‘éf__l-.(-)l drinks such as “Sa Toe”. The
Ayutthaya period (1350-1767) saw the intrddtié’cion of distilled alcoholic drinks,
like” LaowRong” whichvwas made from rice,r p'dféto, corn and the highest quality

rice known as “ Sam -Shoe”?

Accounts from foreigners who visited Siam (Siam;is the former name of
Thailand, changed in 1939) in the Ayutthaya era to.the Rattanakosin era (1350 -
1932), claim that the'main'bevérages ¢onsumed by Thais.where water and tea.
There was alcohol but the usage of it was an exception to the rule and it was

mainly used for medical and traditional purposes or to show one status in

1 Prah Paisah Wisalo. (1994). History of Alcohol Consumption In Thailand.
Bangkok.

Z Prah Paisah Wisalo. (1994). History of Alcohol Consumption In Thailand.
Bangkok.
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society, for only wealthy and authoritative personnel could get away with

drinking.

Commerce with alcoholic beverages had begun in Thailand in the
Ayutthaya period (1351-1767). The Siam government had made measurements
to regulate the alcohol industry in order to generate tax revenue. During the
Ayutthaya period Thai authorities found +the need to control alcohol
consumption among high rank officials. Therefore a law was enforced banning
all parties where alcohol was«sewved among the officials, a violator of the law
would be considered being guilty of treason. After the fall of Ayutthaya all
commerce with alcohol was halted, and th(;n it was re-established in the era of
Ramal (1767).3 |

The main reason for the Thais low E-co‘;’i-sumption and abstention from
alcohol among the Thaisis considered to be the ;frong faith in Buddhism.# In the
teachings of the Buddha are the so called five Precepts or teachings, which are
recommendations Buddha proposed to be lived by one who wishes to lead a
peaceful life whilé’contributing to the happinessiof family and!society.> The fifth
precept emphasizes on respect for méntal and physical wellbeingiby avoiding all

intoxicants. It'furthermore advises'its followers 'to*be'mindful, or‘to-be aware of

3Bundit Sornpisan, & Chutaporn Kaewmungkun. (28. May 2008).
Past and present. dramatic change of alcohol consumption in thailand. Page 1.

4 Thaksaphon Thamarangsi. (2006). Thailand: Alcohol today. Society for study
of addiction , 783-787. Page 783.

5 Peter Harvey. (2000). An introuduction to buddhist ethics. Cambridge:
Cambridge University Press. Page 60-61.
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the suffering caused by un-mindful consumption.¢ Therefore drinking alcohol
was considered a violation of Buddhist way of living. Despite the Buddha
teaching, consumption of alcohol was a part of social events, such as: weddings,

funerals, New Year and other special celebrations.”

During the reign of King Rama I the first king of the Rattanagosin period
(1782- 1932), the first alcohol brewery was/established and taxation of alcohol
began to generate revenues for the government:# Social attitudes toward alcohol
consumption also changed significantly in the Rattanagosin period, when
drinking alcohol was no lenger seen as shameful or bad behavior. Historians
trace this change in attitude towards alcb.-hol consumption to be the effect of
growing influence of the Chingse in Thai socj(;ty, who had been immigrating in to
Thailand in ever greater mumbers. During.‘ﬂt;l};s period the number of Chinese
immigrants in Thailand grew so-sharply tl;aél"-they resulted in constituting a
quarter of the Thai population. Therefore théri-r-lrcrli-viduals belonging to the elite of
Bangkok, civil servants'and community leaders could be Seen drinking alcohol

freely in public.?

1855 saw the birth if the Bowring Treatyz=which was a Treaty of trade

between the Kihgdom' of Siam“and Great ‘Britain, with ‘the objective to ignite

6 Peter Harvey. (2000). An introuduction to buddhist ethics. Cambridge:
Cambridge University Press. Page 77.

7 lanNewman. (2004). Globalization and alcohol. Executive Journal , 54-56.
Page 55.

8 Jan Newman. (2004). Globalization and alcohol. Executive Journal , 54-56.
Page 55.

9Thaksaphon Thamarangsi. (2006). Thailand: Alcohol today. Society for study
of addiction , 783-787. Page 783.
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trading between the two nations. The Bowring Treaty gave the British residents
rights in Thailand and trading privileges. The treaty also removed all trading
privileges that had been awarded to the Chinese community and was an attempt
to regularize import and export between the two nations and to maximize the
mutual profit from opium trade. The Siamese Kingdom later made similar Trade
agreements with other Western nations such as the US, France, Denmark,
Portugal and Netherlands. The Bowring Treatyopen a gateway for import in to
Siam, which later in the 18™ century was dominated by Western shipping
companies and contributing tea popularization of western goods, such as Beer

and spirits.10

With increased availability of alcoh_él beverages the consumption also
increased. In 1887 The Weoman's Christianffémperance Union was founded in
Siam in order to counter the alcohol probier;rllé in Thai society. According to
writings of Miss Mary L, Cort of Petchaburi; who was the president of the Siam
Union, there was considerable drunkenness visible on the streets of Bangkok as
well as moderate drinking, but the drinking behavior was mostly upheld by

foreigners.11

The! great depression and ‘retreat from “colonial’ exports—opened up
opportunities in beer production in the 1930’s. BoonrawdSrethabutra of the

BhiromBhakadi family had been working as a manager for a European sawmill,

10 Chris Baker & Pasuk Phongpaichit. (1995). Thailand economy and politics.
Oxford: Oxford Univerity Press. Page 98-102.

11 Ernest Hurst Cherrington. (Editor.). (1929). The Encyclopedia of the Alcohol
problem (V.5). Ohio: Anti saloon league of America.
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recognized the opportunity for domestically manufactured beer.l2 In 1933
Boonrawd persuaded the Siamese government for a concession to raise a beer
brewery. The BhiromBhakadi family managed to preserve the concession with
the Thai authorities for the next six decades, ensuring the them virtually a
monopoly of the Thai Beer market, for their beer brand Singha, had no rival on

the Thai market.13

The consumption of alcohol in Thailand increased a lot after the end of
the Second World War (1945)«A barrier was broken in that period, as it became
socially accepted for the general public to use alcohol as a channel for relaxation
and celebration, and in thiS period the alcc-)};ol industry in Thailand began to get
more organized and starged to use adverti_s;ements to promote its products to
further increase their sales.” The period afte‘r; t_iie war saw a lot of changes in the
Kingdom of Siam. It marked the beginning orfk;(l)’:th social and economic changes
for the nation, influenced by the forcersr 0} urbanization, modernization,
capitalism and then later globalization and finally the power of the mass media.
These dynamics forced modernity upon the Thai nation which was made up
mostly by rice farmers and fishermen stepping in to an era of fast growing
modernity and in many ways transforming the ways of life for the people, one of

the changes being the'increase in alcohol ‘consumption.*

12 Chris Baker & Pasuk Phongpaichit. (1995). Thailand economy and politics.
Oxford: Oxford Univerity Press. Page 46

13Chris Baker & Pasuk Phongpaichit. (2008). Thai capital after the 1997 crisis.
Silkworm Books. Page 130-131.

14Wisalo, P. P. (1994). History of Alcohol Consumption In Thailand. Bangkok:
Thailand Public Health Institute.
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3.2 Alcohol Use of the Thai people

Thailand is the highest alcohol consuming country in the Southeast Asian
region, the only other country in the region with similar alcohol consumption is
Lao. According to the Who Global Status Report on Alcohol, Thailand ranks in
40th place as a global alcohol consumer, 85t place in consumption of beer and in
5th place as a global spirit consumer, these figures are from the year 2001,
therefore its is likely that Thailand’s alcohol constumption even ranks higher now
in 2010, for all evidence pointsto.a rapid growth in overall alcohol consumption.
15 The alcohol consumptien isvaries a lotrbetween the geographical areas of the
country. Elements affecting the geographib;l difference in alcohol consumption
are mostly economical, religious and tradit‘iQJnaI. For example the people of Isan
(Northeast part of Thailand) have a reputf;:t;t_i-.f)n of being heavy drinkers. The

figures below portray the geographical diveréi—tfbf the Thai people.

I5WHO. (2004). Global alcohol status report. Geneva: WHO.
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Figure 1. Thai Alcohol consumption in general
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green color representing the lowest: consump‘,t{dn 10,6 % and under, the yellow

10,6 -13,9 %, the orange 13,9 163% and the l'é“d‘ 16,3 %3 ,8%. As displayed on

——J 4
the picture there is a H_jlge difference the northern an(r_];he southern parts of

Thailand. Why in the Southern parts of the country alcehol consumption is low,

is explained by thefregionsstrongsislamg

The, explanation® for the ‘high alcohol prevalence in/ the" North and
Northeast is harder to explain, but there does seem to be strong tradition to
consume alcohol in those parts of the country then the some other parts. One
would think that a rise in alcohol consumption would go hand in hand with a rise

in general consumption, but it does not seem to do that according to the data, for

16CAS. (2009). Thailand alcoholl situation 2009. Bangkok: ThaiHealth. Page 10.
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the general alcohol consumption is not so high in the Bangkok area. When the
picture is examined one can see that the north and northeast seam to be the high
prevalence drinkers and the southern part are low prevalence drinkers. It is also
interesting that surrounding the Bangkok province most provinces are low
prevalence, and Bangkok seems to have a slightly higher alcohol consumption
rate than its neighboring provinces.

"
2

Figure 2. Thai Weekly - monthly alcohel consumption
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Thai mdderaté drinkers, consuming’ alcohol on a monthly basis can be
seen on figure 2. The pattern of alcohol consumption is very similar to the one on
figure 1. However there is a change in the northeast, many drinking provinces
turn from red to orange or orange to yellow. This indicates that though they are

among the high consumption population, they consume alcohol moderately.

17CAS. (2009). Thailand alcoholl situation 2009. Bangkok: ThaiHealth. Page 12.
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Again the urban area of Thailand is on the higher side of the scale. Consumption
of alcohol on a daily basis indicates that there is a high chance of problem
drinkers on the premises. Figure 3 shows those areas of Thailand with daily
alcohol consumption, which indicates alcohol dependency.

Figure 3. Thai daily alcohol consumption
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The highest pre\;;lence area of alcohol consur;;)tion is the north and
northeast parts of the country, as well as South-eastern ceastline. The Thai
peninsula or southern Thailand now gets marked‘in the higher part of the scale,
seeing fourparts of the southern parts of the country in orange and one part in
red. The red part being the island of Phuket, one of the most popular tourist

areas, the area southeast of Bangkok is also a very popular tourist area, which

might explain the high consumption in that part of the country. The Bangkok

18CAS. (2009). Thailand alcoholl situation 2009. Bangkok: ThaiHealth. Page 14.
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area is among the lowest alcohol prevalence areas in the country according to

the picture.

There does not seem to be any particular pattern between urban and
rural drinking behavior. Other from the part that the urban drinkers drink more
expensive and imported alcohol beverages, while the rural stick to the more
traditional and cheaper alcohol beverages: There are surely more in-depth
differences on wurban and Trural aleohol “consumption, which will be

recommended for further research:
3.3 Thai Drinking Culture

Thailand does not have an establisl}ga_(_i culture of using alcohol trough
their historical usage of the substance as ma;s"cl’bnsumers. This is accounted for
mostly by the fact thatithe country was a poo; -country, therefore most of the
inhabitants could not afferd the luxury of alcohol. Furthermore according to the
teachings of Buddha, one should not consume alcohol or any other intoxicants,
which by many indications seem to have been more respected in old Siam than
in modern time Thailand. Even so, there are indiecations that the. Thais do have
an existing alcohol culture, especialiy“in the rural parts;where it-is common
behavior for Thais to curdle together on a mat on the ground after the hard days

work and share a bottle of “Lao Kao” Thailand’s famous white whiskey.

The social and cultural roles of alcohol in a society are various and differ

from one society to another. Alcohol beverages are in often defined by their
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symbolic meanings and they play a vital part in classifying the social context,
which they are consumed in. The following subchapters will go further in to
discussing the characteristics of Thai alcohol culture and their symbolic

meanings relating to Thai customs and behavior.1?
3.3.1Situation definer

Alcoholic beverages are often used to define the nature of the
occasions. Every alcohol beyerage has a link to some sort of an occasion. For
example it is widely expeetedsbehayior irn most western cultures that wine is
appropriate with a meal, but the same doé; not stand for beer and spirits. Beer
and spirits are thought to be more appropr{ate for social relaxation and spirits as
well. An example of an alcohol beverage in t&e_ -;/vestern culture associated with a
celebratory occasion is champaghe. I peopléé;é seen drinking champagne, it is
assumed by other bystanders that those drlnkln—g the champagne are celebrating

something.20

Consumption-of alcohol beverages is associated with celebrations in
Thailand as in most societies. Recentidevelopments. have however./seen many of

the celebrations and some traditional’ Buddhist ‘one ‘in-particular~have been

19Social Issues Research Center. (1998). Soicial and cultural aspects of
drinking; A report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 31.

20Social Issues Research Center. (1998). Soicial and cultural aspects of
drinking; a report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 30.
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turned in to drinking festivals, such as Songkran, where people in gage in water

fights and massive alcohol consumption.
3.3.2 Statement of affiliation

When an individual chooses an alcohol beverage he can also be
making a statement affiliation, that is a degclaration that he might belong to a
particular group, generation, class, tribe, subculture or a nation with its
associated values, beliefs and.attitides: Many alcohol Beverages are a symbol of
their nation; such as Vodka for.Russia, Beer for Germany and Tequila for Mexico.
The national alcoholic drinks are often ;l;bmanticized images of the nations
character and when an individual stays ldyal to the national alcohol brand he
may be expressing his loyalty to the nation an(jhls cultural identity.2!

i

Modern day, drinking pattern of Th::u people, jespecially the younger
ones gives reason to believe that they align themselves with certain groups by
their choice of alcohol beverage. One indicator for this might be the increased
sales of imported alcoholbeverages, which in spite of being way more expensive
than the domestic ones have the image of being.rendy and sophisticated.?? In
rural Thailand “the "people drink’ more of'the cheap “and 'domestic alcohol

beverages, mainly beer, spirits and homebrewed spirits. In most rural areas in

21 Social Issues Research Center. (1998). Soicial and cultural aspects of
drinking; a report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 34.

22 Thaksaphon Thamarangsi. (2. Febuary 2010). Director of The Center for
Alcohol Studies in Thailand. (P. A. Steinarsson, Intrviewer).



39

Thailand people choose the cheaper alcohol beverages simply because of the fact
that the rural areas have a weaker economy than the urban areas. In some cases
drinking local beer and spirit is a symbol of the region or the district, so the

individuals could be expressing their identity through their choice of drink.

Thailand does not have an alcohol drink that resembles the national
characteristic, like some other nations. Interestingly, if any alcohol beverage has
affiliation with a Thai national identity, it would be beer. Not because beer has
any sort of traditional or histerical affiliation, but because of social acceptability
of the product and affiliatien with.the Thai nation and culture through.23 This can
be explained by ongoing marketing strategiés of the two major beer brands, Beer
Chang and Beer Singha, both apply their mailjl;eting tacties in a way that focuses a
lot on Thai national culture: Patric]ory gives;;a_;l_éood example on how Beer Chang
is advertised in a common Thai magazine nyth:e late nineties. Wherethe use of
Thai cultural codes, such as a traditional’ Th;11 textile fand elephants in the
background as well as'a ¢orner logo stating “we love ThaiCulture”. Which is the
logo of a government sponsored campaign aimed at conservation of Thai

culture.24

23 Natwipa Sinuswarm. (17. August 2010). PhD student and alcohol Resercher.
(P. A. Steinarsson, Interviewer).

24 Patric Jory. (1999). Thai Identity; globalization and advertising culture.
Asian Studies Rewiew , 461 - 487. Page 475-476.
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3.3.3 Social status indicator

The choice of an alcoholic beverage can also be an indicator of social
status. Generally imported alcohol drinks have a higher status than the local
ones. In many East European nations, such as Poland, wine is considered to
resemble high status, while beer and vodka are the alcohol beverages of the

working class. 25

The same applies«to_Thailand, which is a society where hierarchy
has been an underlying secial‘factor forrcenturies, as in other Asian cultures.
According to NielsMulden Thai people inv;égt a lot in their image in their social
“face” and they are highlyvulnerable.in héw they present it. The consequences
for the Thai individual to “loose face” can b_é j-;lsecurity and anxiety over his or
hers status in society.26 Thereforé gaining an:a iijélding status is in Thai society is
of great importance. Drinking occasions can Bé_l;éed as anjopportunity to express
ones status, by ordering an expensive imported alcoho! beverages could be used
as a gateway to mingle with the upper-class elites, in order to heighten ones

status within society.

25Social Issues Research Center. (1998). Soicial and cultural aspects of

drinking; a report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 32.

53.

26 Niels Mulder. (2000). Inside Thai society. Chaing Mai: silkworm Books. Page
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3.3.4 Thai drinking places

As noted before, alcohol consumptions is essentially considerd to be
a social act. There are rules and norms regarding who, what, when, where and in
whose company an individual shall drink. Most cultures have a formed some sort
of a specific environment, designed for people to drink alcohol. There are various
types of different drinking places in the worlds varying from a fancy New York
cocktail lounge to scruffy bamboo hut by the beach at in Jamaica. Most cultures

have their own version of a sgeially acceptable drinking place.

Whether being a ¢ommunal faé.iiity like a bar, club or any other type
of official drinking venug, ou a private on_é such as a private household, the
drinking places around the'world are in gengr_éi very similar. There are however
a few interesting cultural differénces that ére;l’i/vorth highlighting. In societies
where attitudes toward alcohol are morerar-r-lrtr)iguous and uneasy and where
alcohol consumption is‘a moral issue, the drinking environments are more likely
to be more enclosed, isolated and even secretive. This applies to cultures such as

in Scandinavian countries; Britain and North America.2?

In societies where the' consumption of alcohel is'more-accepted as
an element of everyday life the drinking environments tend to be highly visible,
and when inside there are usually large windows and open spaces. These more

open societies also have a tendency to drink outside, even if the climate of the

27Social Issues Research Center. (1998). Soicial and cultural aspects of
drinking; a report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 36.
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country will not allow it all year round. Countries that fit this description are for

example European countries such as Spain, Italy and Greece.28

It is safe to say that Thai attitude toward alcohol consumption is
more in line with the countries of South Europe. For there seams to be a very
relaxed attitude towards alcohol in Thailand. Dr. Graham Fordham, experienced
a very positive attitude towards drinking in theNorthern Thailand. He wrote the

following in his paper on the social change in Northern Thailand;

“Unlike many western /societies where alcohol use is often
considered synonymous, with achI;OI abuse, in rural Thailand at
least, alcohol is logked upon as very imsitive experience’?®
These attitudes are probabi-y‘J"_manifested in the drinking
environments the Thai people have designéd- far their consumption of alcohol,
which are very much~in line with the drinking environments of the South
European countries. According to a survey on drinking patterns of Thai men,
most of them drank at their own home or at a relative's' home. Drinking at the
village store was also popular in frural part ef the country:.Other places

mentioned where picnic areas such as by the beach-orby a-waterfall:30

28Social Issues Research Center. (1998). Soicial and cultural aspects of
drinking; a report to the Amsterdam Group. Oxford: Social Issues Research Center.
Page 36-37.

29 Graham Fordham. (1995). Social change, cultural logic, and the
transformation of domestic relations in rural Northern Thailand. Canberra: Australian
National University. Page 13.

30 Sawtri Assanagkornchai, John B. Sounders & Katherine M. Conigrave.
(2000). Patterns of drinking in Thai men. Alcohol and alcoholism , 263-269.
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The Thai people have very liberal attitude wards alcohol, which
manifests itself in social acceptability to consume alcohol almost anywhere at
almost any time of the day. All that is needed is a mat or a foldable table and
stools sit on, and beer or Thai whiskey and preferably ice cubes and snacks to
make the occasion more pleasant. Thais can be seen sipping on alcohol

beverages outside on street corners form eatly.morning until midnight
3.3.5 Drinking of the genders

There are distinetions betwéern masculine and feminine alcohol
beverages in all societies. Usually the alcoho_l-beverages for men are described as
strong and fierce, while female drinks are‘;;(_)_-frten weaker, softer and sweeter.
Even in societies that have just a-one alcohal &éverage available, such as palm
wine among the Lele of Zaire, a weaker erm-drrai sweeter version of the same
beverage is considered more suitable for the women.3!

According to the research of Dr. Graham Fordham, in the North of
Thailand alcohol*consumption 'is a behavior \dominated by men and it is
considered to be a significant factor in the perfermance of aimale role. An
individual who"does not" drink" alcohol ‘would ‘undoubtedly have ‘a" hard time

“khao sang khom” socializing with the others, though the villagers would in some

31Social Issues Research Center. (1998). social and cultural cspects of drinking;
a report to the Amsterdam Group. Oxford: Social Issues Research Center. Page 34.
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way respect such a person by calling him a “good man” others would expresses

that an individual who does not drink must be gay (katoi).32

A Thai alcoholic and member of Alcoholic Anonymous who the
researcher interviewed, described similar altitudes in the urban life in Bangkok.
According to him there is great pressure for a young male to drink in Thai
society. He mentioned an example of this pressure from his high school period,
where in parties the older boys will pickion thejuniors and order them to drink
alcohol. Most often it was alcgholin a large container, and the older boys cheered
as the young one finished.of the alcohol drink in a short period of time. The aim
is to get the junior heavily'intexicated..lf hb;/vever the young one resists taking a
drink, he is in great danger of getting ‘b(Jeaten up by the older boys. The
interviewee remembered a'‘few instances whgn his friends from school beat up
on a younger one for resisting, he also shaéé&fhat he had in his senior years
participated the same activity and pressured iﬁh—iors into to drinking alcohol, and

at least once he beat a individual up after he had resisted taking a drink.33

Alcohol consumption of Thai male overshadows the consumption of
the females. Traditionally Thai women have notsgonsumed alcahol, theirs was
the responsibility of‘the home and raising the children, ‘while the men worked

and had time to play. In spite of the Thai tradition on the role of females and

32 Graham Fordham. (1995). Social change, cultural logic, and the
transformation of domestic relations in rural northern thailand. Canberra: Australian
National University. Page 14

33Thai_alcoholic. (10. March 2010). Thai Member of AA. (P. A. Steinarsson,
Interviewee).
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alcohol, the behavior of Thai females has been changing, and rather rapidly in

recent years.
3.4 Recent developments in Thai alcohol consumption

All available evidence suggests that the number of alcohol drinkers in
Thailand has been increasing. A survey from 2001 indicates that the number of
drinkers increased from 13.7 million in 1996 to15.3 million in 2001 or increased
2.3 per cent per year. Among-these 15.3 million drinkers, 13.0 million where
male, and 2.3 million were female. The highest prevalence or
39.3%, was among people'in the'age grou;jJtof 25-39 years old and the people in

the youngest age group 1524 years old, thél_‘e prevalence was 21.6%.34

#

Thailand is the highest alcohol-coﬁsﬁ}hing nation in the region of
Southeast Asia, a region with a history of re-la:tively low alcohol consumption.
WHO alcohol consumption world rating system shows the Same upward trend in

Thai alcohol consumption.3>

34]. Bung-OnRitthiphakdee. (2001). Alcohol consumption and control in
Thailand. London: Global Alcohol Policy Alliance. Page 16.
35WHO. (2004). Global alcohol status report. Geneva: WHO.
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Table 2: World rank alcohol consumption per capita, (liters)

Year Beer Vine Spirit Total

2001 85 (1,31) 124 (0,04) 5(7,13) 40 (8,47)
2000 92 (1,25) 132 (0,03) 6 (7,12) 43 (8,40)
1999 102 (1,13) 138 (0,03) 6 (7,16) 44 (8,31)
1998 102 (1.04) 146 (0,01) 9 (6,61) 50 (7,71)

Source: WHO Global Report 2004.36

As seen above in table 2¢the Thai people are increasing their alcohol
consumption in every categoryofalcohol be_\_lerages, in the four-year period from
1998- 2001, with spirits.being the most péﬁl}_lar, but Thais are according to this
data Thailand is the fifth largest spirit cons‘umgrs in the world, in the year 2001.
The biggest progression how ever_is in bee;f_éonsumption, going up seventeen
places in the four-year period, while spiri'.(‘cjg-.rlsumption only moves up ten
places. The year 2001:Thais where ranking_;}-le 85 largest beer consuming
country. Even though viie is not the favorite alcohol beverage of the Thais, the

ranking shows that the Thais are developing a taste for vine, with a considerable

growth in the vine consumptien in the period.

Data; gathered by Dr. Bandit former director of CAS shows the large
increase in alcohol consumption of a period of 44 years, showing the alcohol

consumption increasing many fold in that period.

36WHO. (2004). Global alcohol status report. Geneva: WHO.
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Figure 4: Thai alcohol consumption 1961-2004.

Thai alcohol consumtion 1961-2004
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findings on'¢onsiderable increase in alcohol consumption in Thailand.

37Bundit Sornpisan. (2008). Alcohol deveopment in Thailand and policy
control. Bangkok, Thailand: Center of Alcohol Studies. Slide 7.
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Table 3: Consumption development of age groups 1996 -2007.

Age Group Drinkers 1996 Drinkers 2007 Change

15-19 4.7 % 8.0 %

20-24 15.0 % 21.6%

25-29 20.1 % 245%

30-34 221 % 24.7 % 12%

35-39 22.0% 2216 % 16%

40 - 44 20:9% i 256l 22%

45 -49 2089% ‘1 24.9% 19%

45 - 54 18.600f [+ '; W27 % 17%

55 - 59 Bapnf 7 ) T179% 4%
60+ 14.6 %~ * 10.5% -9%

ald v ol

Source: Centre of Alcohol Studies Thailand?® -

s

As seen in tabl-g_fé the youngest age groups are tbe ones who have the
highest increase in alcohél consumption in this period. i‘he youngest age group
15 -19 years old showsjan escalatiomof70%:consumption:in this 11-year period.
The second youngest age group 20-24 year old is not so far behind, with an
escalationtof 44% in_alcohol consumption over the same period. The statistics
show that almost all age groups are consuming more alcohol in 2007 then 1996.
The only age groups that are decreasing their alcohol consumption are the two

oldest ones. Though the increase in alcohol consumption is visible among all age

38 Thaksaphon Thamarangsi. (2010, Febuary 2). Director of The Center for
Alcohol Studies in Thailand. (P. A. Steinarsson, Interviewer)
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groups under 55 years old, the utmost growth in alcohol consumption is among

the young Thai people.

Table 4 : Gender group alcohol consumption Development 1996 -2007.

Sex Drinkers 1996 Drinkers 2007 Change
Male 28,3% 37, 7% 33%
Female 23% 3,8% 65%

Source: Centre of Alcohol Studies in Thailand3®

When the same data is‘analyzed accprding to gender, the consumption
increase is seen from angthern perspective,iag seen above on table 3. The 11-year
period shows a change formale alcohel Consumers from 28,3 % to 37,7 %, which
is a 33 % increase in alcohol consumption duri_ﬁg this period. The findings on the

female alcohol consumption show-a big increase in consumption or a rise from

2,3 % to 3,8 %, which is a 65% change from 1996.

Table 5 : Trends of alcohol consumption in Thailand.

1996 2001 2004 2006 2007 | Change
Non Drinker 68,5% | 67,4% | 67,3%"“} 68,5% 70% 2%
Drinker 31,5% | 32,6% | 32,7% | 31,5% 30% -5%
Occasion Drinker 14,6% 16,2% 14,9% 13,1% 9,7% -349%
Regular Drinker 16,8% | 16,4% | 17,8% | 185% | 20,2% 20%
Daily Drinker 6,2% 5,8% 6,4% 7,7% 6,5% 6%

39Thaksaphon Thamarangsi. (2010, Febuary 2). Director of The Center for

Alcohol Studies in Thailand. (P. A. Steinarsson, Interviewer)
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1-2 Times a week

5,5%

5,6%

6,1%

6,6%

6,7%

4%

1-2 Time a month

52%

5%

5,3%

4,2%

7,9%

46%

Source: Centre of Alcohol Studies Thailand 49

The drinking trend has also changed considerably in the in the eleven
year period measured by CAS. As seen on table 5 there can been seen several
patterns in Thai drinking trends. After seeing/the alcohol beverage production
volume on an almost constant rise over the last decade, one would expect a
similar rise in consumption. But in fact the drinking trend of the Thais seems to
be in both directions. Fiust ofallithere is a decrease in drinkers and occasional
drinkers, as well as andincrease/in non;dr_inkers, which implies that fewer
individuals are consuming alcohol. Secon‘dly, the data shows a considerable
increase with regular, monthly, weekly and_;dgily-drinkers. The largest figure is
the 46% increase with the 1-2 drinks per monjth drinkers and on the opposite
side there is a 34% decrease with the occas’i()-ri;l drinkers. Then there is a 20%
increase with regular drinkers. Overall there is an increase with the drinkers,
and it should be noted that the high percentage decrease among occasional
drinkers does not necessarily mean a decrease!in overall drinking trend. The
individuals that are no longer belonging to that group could/just as well
increased their drinking than'stopped drinking, In fact one ' would think it logical

that occasional drinkers, increased their drinking, thus the data could be

interpreted that 34 % of them drink more then they did before.

40 Thaksaphon Thamarangsi. (2010, Febuary 2). Director of The Center for

Alcohol Studies in Thailand. (P.A. Steinarsson, Interviewer)
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CHAPTERI1V
The Thai Alcohol Industry

4.1 Thai Alcohol Market Environment

The Thai alcohol industry was largely controlled by a few wealthy Thai
families, the most dominating being the Bhizom Bhakdi family who made a
alcohol a concession in 1933 with the Thai~government ensuring them a
monopoly of the Thai alcoholsmarket, with the only Thai manufactured Beer
brand, Singah. The concession €ame to-a close about six decades later in 1999,

when the manufacturing of alcohel beveragés in Thailand was liberalized.!

The Anand Panyarachun governmenj;_. P.-l‘oposed the liberalization of the
Thai alcohol market in 1992 and-after discuéﬁigﬁ in the congress it was decided
to implement it in two'steps. The brewing jouf:_B—-e-er was liberalized in 1993 and
spirits in 1999. The“liberalization was executed in two parts, firstly, the
government distilleries where auctioned off, including property, buildings and
equipment. Secondly, it became available foriany,company to apply to the Excise
Department for a license to manufacture alcohol beverages, those who applied

for these licenses had'to conform to certain laws'and standards.2

1 Chris Baker & Pasuk Phongpaichit. (2008). Thai capital after the 1997
crisis. Silkworm Books. Page 130.

2Chris Baker & Pasuk Phongpaichit. (2008). Thai capital after the 1997
crisis. Silkworm Books. Page 141.



52

After the liberalization the alcohol market environment changed and
many smaller manufacturers begun to expand their business. The most
noticeable was Surathip, later known as Thai Beverage (ThaiBev). Today
ThaiBev is Thailand’s leading alcohol manufacturer with more than half of the
market share. The rivalry between Boon Rawd Brevery and ThaiBev, starting in
the middle of the 1990’s have been know as the” Beer Wars” and ThaiBev are
have come out with the upper hand in these beéer marketing battles. The fall of
Boon Rawd Brewery is remarkable, being one of the most highly established
family companies in Thailand«and with 90% of the Thai alcohol market in the
mid 1990’s. Just a few years after the liberation of the alcohol market in 2000
their market share had reduged to 30%. A company, which had battled every
crisis in the 20t century and /had grown a _cllstom to a secure and comfortable
monopolistic business atmosphere, almost bg.c__z;me their downfall.3

4.2.1ThaiBev

ThaiBev’s dominance of the Thai alcohol market can be traced to the
company’s founder Charoen. Sirivadhanabhakdi, ‘often (ranked as Thailand’s
riches man. In 2005 Forbes Magazine he was ranked the fifth wichest man in

Southeast Asia ‘and “194"in the world #&5 ThaiBev's 'foundations-was where

3Nation. (18. August 2010). Boon Rawd's battle for survival. (P.
Chagsorn, Writer) Retrieved 6. October 2010 from
http://www.nationmultimedia.com:

http://www.nationmultimedia.com/home/2010/08/18 /business/Boo
n-Rawd-s-battle-for-survival-30136097.html.

4Baker, C., & Phongpaichit, P. (2008). Thai capital after the 1997 crisis.
Silkworm Books. Page 129.




53

formed in 1983 when Charoen set up his alcohol company Surathip with the aim
to take part in bid to control 32 provincial distilleries, the provincial distilleries
where split into twelve zones in the bid. Surathip eventually got control of all
twelve zones, mostly due to network of powerful friends. After the liberation of
the Thai alcohol market Surathip spearheaded an offensive in progressive
marketing of alcohol, one of them being the introduction of Beer Chang to the
Thai market in 1995.6 In 2003 Charoen set tp Thai Beverage to act as his holding
company and in 2006 the company was listed on the Singapore exchange where
it raised he third highest first.sale.of stock by a company to the public, ever seen
in Singapore.” ThaiBev is the biggest alcohol manufacturer in Thailand, even one
of the biggest in the region of'Southeast Asia. ThaiBev’s main alcohol brand are

as follows;

Beer
0 Chang is the highest selling beer maﬁﬁférc;cured by ThaiBev. First on the
market in 1995-and is brewed at 6,4% alcoho! by volume (abv) for the
domestic market and 5% abv. for export. In fact the domestic and

exported versions' of Chang beer are two different types of beer, the

SForbes. (9. July 2007). Southeast Asia's 40 Richest. Retrieved 6.
October 2010 from forbes.com:
http://www.forbes.com/2005/09/07/southeast-asia-richest-
cz_05sealand 6.html.

6Baker, C., & Phongpaichit, P. (2008). Thai capital after the 1997 crisis.
Silkworm Books. Page 145.

7Chris Baker & Pasuk Phongpaichit. (2008). Thai capital after the 1997
crisis. Silkworm Books. Page 150.
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exported version being a 100% malt, while the domestic Chang beer
contains rice.8

0 Archa beer has only been on the market for 6 years, but it was launched
2006. The beer is 5,4% abv and especially aimed at an emerging group of
beer drinkers who prefer a smooth beer with a lower alcohol content.?

0 Federbrau Beer is especially aimed at the younger generations of beer
drinkers. Some of the marketing of thesFederbrau beer entails that this
particular beer is for young people who live sophisticated and exiting
lives. As the name gives away, the beer has the flavor of a German beer
and has the lowest abv. percentége of all the beer manufactured by

ThaiBev, which is at 4,7% abv.19

Spirits "

0 Mehkong is ThaiBevs most famous hqlieur brand, but not the highest
selling. Mehkong liquélir is cate;é;)-l;;éd as /fum and was first
manufactured in 71941, with the intent having a high quality domestic
liqueur to compete with the imported ones.11

0 Sang Som “‘rum.is* ThaiBev's-biggest selling Spinit' and their strongest

domestic brand. Sang Som rum held abeut 50% of the /brown spirit

8ThaiBev. Beer. Retrieved 13. August 2010 from Thaibev.com:
http://www.thaibev.com/en08/product.aspx?sublvigiD=11

9ThaiBev. Beer. Retrieved 13. August 2010 from Thaibev.com:
http://www.thaibev.com/en08/product.aspx?sublvigID=11

10 ThaiBev. Beer. Retrieved 13. Agust 2010 from Thaibev.com:
http: //www.thaibev.com/en08/product.aspx?sublvigiD=11

11 ThaiBev. Spirit. Retrieved 14. Agust 2010 from Thaibev.com:
http://www.thaibev.com/en08/product.aspx?sublvigID=12
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market in Thailand for about three decades. In the year 2006 the brand
fell under 50 %, the drink is still the spirit choice of the Thai drinker.12&13
0 Ruang Khao is the ThaiBevs biggest white spirit brand. It comes with four

different levels of alcohol content, which is 28%, 30%, 35%, 40% abv.

Other successful spirit brands produced by ThaiBev are; Mungkorn
Thong and Hong Thong and brands based on‘'malt whisky such as Crown 99 and
Blue, White spirit like Niyomthai andy White Tiger. Thau also manifacture
Scottish whisky brands such.as Hankey Banister and Pin Winnie Royal Scotch

Whisky.14

4.2.2 Boon Rawd Brewery
Boon Rawd Brewery was established in the year 1933 by Boonrawd
Srethabutra whom King Prajadhipok Rama VII bestowed the seniority title of
Phraya Bhirom Bhakdi. The Boon Rawd Brewery is still'owned and operated by

the Bhirom Bhakdi family, now the third and'the fourth generation.1>

12ThaiBev. Spirit. Retrieved 14. Agust 2010 from Thaibev.com:
http://www.thaibev.com/en08/product.aspx?sublv1gID=12.

13ThaiBev. History. Retrieved 14. Agust 2010 fra sangsomrum.com:
http://www.sangsomrum.com/history.htm

14Wikipedia. (18. July 2010). ThaiBev. Retrieved 14. August 2010 from
Wikipedia.org: http://en.wikipedia.org/wiki/ThaiBev.

15Chris Baker & Pasuk Phongpaichit. (2008). Thai capital after the 1997
crisis. Silkworm Books. Page 130.
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The company’s main products are beer and soft drinks, though
initially they where a beer brewery, the soft drinks are a new line of products
and give the company a broader variety of products, as said before their main
goal has been to dominate the domestic beer market, as well as to increase the
growth in beer export. Their most successful beer brands are as follows;

0 Singha is the breweries flagship product and their premier beer and the
breweries highest selling product. Singha was the highest selling domestic
beer until Chang replaced took the first spot in the so-called “beer wars”.
The alcohol content of the beer used to be 6% abv. but was changed to 5%
abv.

0 Leo is the economy beer brand.of the brewery and with young people as
the preferred target group. The alco}‘x_oJl content of the beer is 5% abv.1¢

0 Thai Beer is an economy prieed beel_;-il y;ith high alcohol content or 6,4%
abv.17 The beers target group are the rur:al and the poorer domestic beer
drinkers, which is the same target group— fhe of Isan beer, which was the
economy brand-“the brewery had before, obviously targeting the rural

Thais.
4.2.3 Global alcohol corporations

The strong monopolistic hold the ThaiBev and Boon Rawd Brewery

have on the Thai alcohol market is exceptional. The overall development in

16 Boon Rawd Brewery. Leo Beer Product. Retreived 14. Agust 2010
from Leo Beer : http://www.leolism.net/product.html

17Boon Rowd Brewery. Thai Beer. Retreived 14. August 2010 from
www.boonrawd.co.th/: http://www.boonrawd.co.th/
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alcohol consumption in the Southeast Asian region as well as the rest of the
developing world has seen transnational corporations spearhead the promotion
of alcohol beverages. This development has progressed mostly with progressive
marketing strategies, often in business environments that are often lacking
policies regarding alcohol, such as restrictions on promotion methods. In other
Southeast Asian countries, the large transnational alcohol manufacturers control

the majority of the alcohol industry.18

Of the 10 biggest.alcohol manufacturers in the world, Carlsberg and
Heineken have been major players in the Southeast Asian mainland, of the top
ten transnational alcoholfmanufacturers. 'Irn some instances the major alcohol
manufactures join forces 0 secure their holdr on the market in the region, like in
the case of Heineken and Guinness and their joint venture in Singapore, where
the Heineken brewery brews Guinness. In Méléiisia Gunnies is a part owner of a

domestic brewery that manufactures the Guinness beer.1°

According to Dr. Thaksaphon there are in three different models on
how the transnational alcohol companies enter the domestic markets in the
Southeast Asian region:

1. Establishing their branch'in the'country, ‘centralized form the-head office
preferably in Europe or North America and importing the alcoholic

beverages for the market. An example of this is San Miguel in Thailand.

18 David Jerningan. (1999). The Global Expansion of Alcohol Marketing.
Journal of public Health Vol. 20. No 1., 56-80. Page 58.

19 David Jerningan. (1999). The Global Expansion of Alcohol Marketing.
Journal of public Health Vol. 20. No 1., 56-80. Page 58 - 59.
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2. Establishing a joint venture with another transnational alcohol
corporation in order to enter the market, just as Heineken and Guinness
in Singapore.

3. Establishing a partnership with a local brewery, assisting it to brew its
domestic brand, which is usually an economy beer aimed at the local beer
drinkers, while the imported global brand enjoy the same channaels to
promote their brands. Example is the/Heineken partnership in Cambodia

with a local brewery, which manufactures Anchor Beer.20

As mentionedibefore, Thailand is the exception in the Southeast
Asian region. Domestic alcoho! companie_sr-control the majority of the alcohol
market and they seem toshave a secure hold on it. The Thais did not however
miss out completely on joining forces with ogzriq-.bf the global majors. In December
2000 Carlsberg and Thaibev intouduced thebé;égr brand name Chang under the
auspices 50/50 joint venture named Carlsbéfé- Rsia. The objective was to create
a significant brewing €ompany in Asia. A mere three years later in 2003
Carlsberg pulled out from the joint venture, resulting in ThaiBev claiming 2.5
billion US dollars in damages. In 2005 the two companies reached a settlement of

120 million US dollars, which was paid by Carlsberg.?!

20 Thaksaphon Thamarangsi. (10. August 2010). Director of Center of
Alcohol Studies in Thailand. (P. A. Steinarsson, Interviewee) Bangkok.
21Carlsberg. (31. Agust 2005). Chang and Carlsberg agree on settlement
Retreived 15. Agust 2010 from carlsberggroup.com:
http://www.carlsberggroup.com/media/News/Pages/changandcarlsbergagr
eeonsettlement-SEA2005.aspx
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Table 6: Company share by volume

Company Shares of Alcohol Market 2004 - 2007

% Total Volume pr. Company 2004 2005 2006 2007
Thai Beverage PLC 571 553 52.6 553
Boon Rawd Brewery Co Ltd 227 26.0 313 332
Heineken NV 3.8 3.7 3.5 3.2
Permod Richard Group 1.2 1.2 1.0 0.9
Siam Winery Co Ltd 0.7 0.7 0.7 0.7
Diageo Plc 0.4 0.6 0.6 0.6
The Asian Pacific Brewery €o Ltd - - 0.3 0.4
Asian Pacific Breweries (S) Pte'Ltd 0.2 0.2 0.3 0.3
Regency Thai Co Ltd 0.2 0.2 0.2 0.2
San Miguel Corp ' - 0.1 0.2 0.1
SABMiller Plc ) 0.2 0.1 0.1 0.1
Bacardi & Co Ltd _ 0.1 0.1 0.1 0.1
Modelo Sa de CV, Grupo - 0.2 0.1 0.1 0.1
Independent Distillers Group 0.1 0.1 0.1 0.1
Ashai Breweries Ltd . 0.1 0.1 0.1 0.1
Carlsberg A/S 0.1 - - -
Allied Domineq Plc 0.1 - - -
Others 129 114 89 9.6
Total % 100 100 100 100

Source: Centre of Alcohol Studies in Thailand.

Table 6 shows the overall companies percentage share in'the Thai alcohol
market measured by the volume of produced products between the years 2004
to 2007. ThaiBev sits on the throne and dominates the market with 55-57%
share of the market. Interestingly the manufactured volume of alcoholic products
are decreasing gradually in the four year time period, falling by 4,5% between

2004 and 2006, then recovering slightly again in a year later in 2007. Boon Rawd



60

Brewery on the other hand sees a considerable growth from year to year, gaining

a 10,5% growth in produced volume in the four-year period.

According to the data the two Thai companies share 88,5% of the
domestic alcohol market in the year 2007. The remaining 11,5% of the markets
volume is divided by transnational corporations that are trying to penetrate the
Thai market and a few smaller domestic al¢ohol companies. The most successful
global brand is Heineken, with 3,2 % in 2007, but the data shows that their
market share by volume, has*deereased by 0,6% from the year 2004, which
indicates that the competition/on the Thai alcohol market is tough. The other
companies only have a fraction of the mar-krét, some are well known established
global brands, such as Carlsberg, Miller, San _Nliguel and Bacardi.

4.1 Thai Alcohol Production

The Thai alcohol industry has had an rapid growth rate, especially in the
recent years. In the year 1940 the total sales of alcohol beverages in Thailand
were 11,8 million'iters, 2006 or 66 years later the sales of alcohol beverages had
increased 54 times, or a total of 641fmillion liters;let it be noted. that the later

figure does not include any imported-aleohol beverages.22

22Bundit Sornpisan, & Chutaporn Kaewmungkun. (28. May 2008).
Past and present. Dramatic Change of Alcohol Consumption in Thailand. Page
2.
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Figure 5. Production and import 1997-2008.
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Figure 5 shows the devélb_'iﬁient 'i‘ir’f_ﬁé’;%ohol beverage production and

"'--. d

import from the year 1998 to 2008 As 1nd1cate'a on the l‘li.ne chart the amount of
—

alcohol produced and'ﬂﬁported dropped in three perlods‘lln this ten-year time
line. The first drop in‘t"otal production and imports"‘bccurred in 1998. Dr.
Thaksaphon argues, that the fall in production was due 'to the Asian financial
crises, which hit the region heavily in 1997 and.caused a serious decrease in
consumption. The secand production drep occurred in the.time frame of 2003 to
2005 and shows a slight fall or a status quo in the production. Dr. Thaksaphon

explains that this particular drop in alcohol production and imports was a result

of the war on drugs in the northern parts of Thailand. The third fall in production

23Thaksaphon Thamarangsi. (2010, Febuary 2). Director of The Center
for Alcohol Studies in Thailand. (P. A. Steinarsson, Interviewer)
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can as seen on the chart is in the end of 2008 and can be explained by factors
such as a decrease in tourism because internal affairs like, the seizing of the Thai
international airport and political turmoil as well as an large overproducing of
beer in the years before. External causes would be the financial crises hitting

Thailand later that same year.24

Aside from the clear increase trend in'the total production and import of
alcohol in this period, the most noticeable development in the alcohol production
is the immense rise of beer proeduction: In 1998 the production volume is 950,3
million liters then peaking at 1714 million liters in 2007, then descending to
1477 million liters in 2008. In‘fact the rise;i:rll beer production counts for most of
the increase in production and import of al:ig(;hol. The rise of imported alcoholic
beverages is also very interesting. in theéa_rl—year period the alcohol import
grows from 17,64 million liters“in-1998 to-'-—_l-SJ"%JS million liters in 2008, the
growth is nine fold in this ten-yeér period. ]&)-;i-'_lfl-lémarngsi said that the sales in
imported alcohol bevefages were mostly linked to fashion trends, it is

considered cooler than Thaij beverages.

24 ThaksaphonThamarangsi. (2. Febuary 2010). Director of The Center
for Alcohol Studies in Thailand. (P.A. Steinarsson, Interviewer)
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Figure 6. Sales of alcohol beverages (volume)

Sales of Alcohol Beverages by Sector 2008
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Figure 7. Sales of alcohol beverages (volume)

Sales of Alcoholic Beverages by Sector 2008
(mesured by value)
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36 % of the total value. The difference in the shares is explained by the fact that
spirits are generally more expensive and therefore generating a higher income.

The same applies wit wine and RTD’s, which have a higher portion of volume

26International Center for Alchol Policies. (2010). Alcohol Production by
Country. Canadean Limited.
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sold but lover income than RTD’s, wine is in many cases categorized as a

luxurious product and therefore can be very expensive.

According to an estimate calculated by Dr. Thaksaphon and CAS, based on
the production volume in picture 1. The production from 2008 to 2020 will have
an average of 13,7 % increase in imported alcohol beverages. The estimate also
shows a yearly increase in the total, that is import and production of a 11,7%.
The distilled spirits show an estimate of a very low increase just under 2% on a

yearly basis.??

The most significant thing about the increase in production of alcohol
beverages is the massive'ingrease in beer -sales in the country. Thai alcohol
consumers have a history of choosing spiritg-?r_éther then wine or beer. Recently
there has been a shift in this consumer beﬁér\;ilf}r where more consumers have
been turning to beer. The consumption of Bééfhad an eightfold increase in the
period from 1982 to 2001.28 This development in beer consumption is backed
up by statistics compiled from the alcohol industry and the stock exchange by
Bundit Sornpi and Chutaporn Kaewmungkun in'2004. Their findings show that
the market growth of beer in Thailand was fourstimes faster then the in the

world market, the ‘growth rate“in'that period was 2,5%-for theweorld market

27Thaksaphon Thamarangsi,. (2010, Febuary 2). Director of The Center
for Alcohol Studies in Thailand. (P. A. Steinarsson, Interviewer)

28Thaksaphon Thamarangsi. (2006). Thailand: Alcohol today. Society
for study of addiction , 783-787. Page 783.
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while it was 10,1% in Thailand. Their research also showed that growth rate of

spirits was eight times higher in Thailand then the rate of the world market.2°

Figure 8. Beer Production 2000- 2008

Beer Production in Thailand 2000-2008
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Recent data géfhered for the International Ceri’t‘c;;‘ of Alcohol policies
reveal clearly the develo;)ment in the popularity of be(;r amongst Thai alcohol
drinkers. As seen on figure 9,ithe production of beer'in Thailand is on an almost
constant rise. in .the. period 2000, to.2007..The" year.2006 _shows a slight
stagnation in production, which is most likely attributed to the political turmoil
and the worldwide financial crises accruing in that period. Another reason for

the production stagnation pointed out by Dr. Thaksaphon, is the piling of beer or

29Bundit Sornpisan, & Chutaporn Kaewmungkun. (28. May 2008).
Past and Present. Dramatic Change of Alcohol Consumption in Thailand. Page
2.

30[nternational Center for Alchol Policies. (2010). Alcohol Production by
Country. Canadean Limited.
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simply overproduction, which causes less production the year later.31 Overall
there is production of beer in Thailand has approximately doubled in this eight
year period, growing from just 10,833,000 hecto liters (HL) to 20,820,000 HL.
Estimates of the alcohol industry accounting for the period 2008 - 2013
speculate on a 7 % annual growth in beer sales, estimating that total sales

growth in beer in the same period being 40,6%.

Thailand has not only seen growth in the production of beer in for the
domestic market in recent times. The export of Thai beer has been ever rising as
an export product. The export of Thai beer is spearheaded by the two major
alcohol companies in Thailand, ThaiBev who export the beer Chang and Boon
Rawd Brewery with Singha. As shown.on ﬁiéure 10 the beer export have grown
from being just under 177.000 hecto litres (Hli) up to almost 11,51000 HL in just

eight years accounting for approximately six fol&sgrowth in the period.

31 ThaksaphonThamarangsi. (2. Febuary 2010). Director of The Center
for Alcohol Studies in Thailand. (P.A. Steinarsson, Interviewer)
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Figure 9. Beer import & export
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dramatic fall and not ?’écovering. When asked about the Teason for this fall in
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000’s HL

import Dr. Thaksaphon_—’:;lssumed that it could be rel:;fed to the ASEAN Free
Trade Agreement’(AFTA). Which stimulated an influx of industry investment
from imported to domestic copies of internatiomal beer, with brands such as
Tiger. This explanation of Dr. Thaksaphon can be backedup by the 'data on Thai
Beer production, but as seen on figure 6, Thai beer production increases

considerably with in the same timeframe as the increase in the imported beer.33

32International Center for Alchol Policies. (2010). Alcohol Production by
Country. Canadean Limited.

33 Thaksaphon Thamarangsi. (24. August 2010). Director of Center of
Alcohol Studies in Thailand. E-mail . Bangkok, Thailand.
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4.3 Thai Legislation on Alcohol

Before round one of the discussion of the Alcohol Control Act in 2546
(2003) there was no specific regulation regarding promotion and advertisement
of alcohol products in Thailand. The only regulation concerning alcohol products
that could be found was in the Food Contrel Act 2522 (1979), prohibiting the
advertisement of beverages with more than 15% alcohol content, on television
before 22.00. It was the responsibility of the Government Public Relation
Department (PRD) to mouitor that those regulations were followed. In reality the
sector was mostly regulation free. Eviden(:,(;shows that the Thai public had been
exposed to a very high level of alcohol pro‘r_naotion. For example, the advertising
budget for broadcast media of the alcehol i[;-:ti_;istry grew 7,4 times between the
years 1989 and 2003. The overall advertié;iﬁlé budget of alcohol companies
reaching 2,500 million Baht in the year 200307.3;*53-5 There was obviously need for

structuring of a system to regulate the control of promotion of alcohol products.

The partial'advertising ban on alcohol was a-heated issue at the time. The
alcohol industry lobbied heavily against it, forming.an unexpectedralliance with
the sporting sector. Their argument was that a ban" onalcohol ‘advertisement

would harm sports and the Thai economy. They also claimed that the advertising

34 J. Bung-On Ritthiphakdee. (2001). Alcohol consumption. The Globe,
16-17. Page 17.

35ThaksaphonThamarangsi. (2009). The "triangle that moves the
mountain” and Thai alcohol policy development. Bangkok: Federal Leagal
Publications. Inc. Page 256.
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ban would not lead to a reduce in consumption and therefore not reduce in

alcohol related harm.36

One of the main reasons for the ban was the building pressure on the Thai
government to reduce road traffic accidents, which were baked up by the data of
enormous alcohol consumption rise among the Thai citizens in recent years. Dr.
Yongyuth Kajorntham a adviser to The Thai'health Promotion, had distributed
data he had gathered from the WHO database, concluding that Thai per capita
consumption was the fifth highesein the world at 13,59 litres in the year 2000.
Five years Later Dr. Kajosntham findings where revised by WHO to 8,40 litres

per capita.3”

There where also indicators that a mqjq;ity of the Thai population wanted
to see the Thai alcohol industry take moré rlgél’:sponsibility for the harm their
product causes and that the youth should éé}-)-érc-ially be protected form alcohol
promotion. A survey done on the opinion of the public on the partial advertising
ban showed that 41,1 % thought the partial ban would be positive, while 38%

did not, 25 % where undecided.38

36ThaksaphonThamarangsi. (2009). The “triangle that moves the
mountain” and Thai alcohol policy development. Bangkok: Federal Leagal
Publications. Inc. Page 257.

37 Thaksaphon Thamarangsi. (2009). The "triangle that moves the
mountain” and Thai alcohol policy development. Bangkok: Federal Leagal
Publications. Inc. Pages 257-258.

38 ThaksaphonThamarangsi. (2009). The "triangle that moves the
mountain” and Thai alcohol policy development. Bangkok: Federal Leagal
Publications. Inc. Page 259.
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The year 2008 (2551) saw the first round of discussions for of the Alcohol
Beverage Control Act B.E. 2551, pushing further alcohol control policies upon the
Thai people, covering other fields concerning alcohol consumption. Following

are some of the main issues in the Alcohol Control Act:

0 Legal drinking age is defined as 20 years and it is forbidden to sell
alcohol beverages to highly intoxicated persons.
O Manners and practice of sale of alcoho! beverages are limited as
follows;
0 Forbidding the sale of alcohol in automatic vending machines.
0 Salespessonsof alcohol are not allowed to wander about, in
order tosell their produc{,._ |
0 Discountsonall élcéhol prg;:l_ﬁcts are forbidden
0 Forbidding giving free goodéx;(;flen alcohol is purchased
0 Banning alcohol conéufnption at c-e-l:t_é-ﬂlrplaces, Such as
o Templers or any place of worship
O Public health institutions, like hospital and clinics
0 Educational institutions, like high schools and universities
0 Public offices and in&titutions
0" Public parks
0 Petrol stations
0 Direct or indirect advertising of alcohol beverages is banned. Alcohol
manufacturers are however allowed to advertise with intent to give

out information about the beverage to the public.
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0 Alcohol beverages should not be accessible during certain time period
of the day and on special dates. These restrictions are announced by
the authorities and apply to daily sales ban from 14:00 - 17:00. During
elections there is a alcohol sales ban the weekend the elections are
held.3?

0 The Alcohol control act also states that individuals that suffer form
alcohol dependence or their srelatives should get necessary

treatment.40

In assition to the Aleohel Beverage Control Act B.E. 2551, thereare a few
other legislations referring directly to alcdlibl. In the 43 section of the Land and
Traffic Act B.E. 2522 (1979) are legisla‘ti(;ns on drinking and driving that
prohibits the alcohol concentration of a dri\_-;z_;e_; of an auto vehicle to be over 50
ml. The Consumer Protection Act, B.E. 252:2; ki979) regulates that all alcohol
products should have warning labels, Whicfjlr ;igérly state the harm that can be

caused by the consumption of the product.4!

The Thai alcohol industry is not pleased with the regulationa which have
been proposed and implemented in the recent year by the Thai authorities, and

does not hesitate to’ provoke the laws“and policies. ‘They complain that the

39Thai Alcohol Industry. (2008). Thai Alcohol Market 2007. Thai Alcohol
Industry.

40Thai Governmnet. Alcohol Control Act B.E. 2551. Retrieved 21. Agust
2010 from thaiantialcohol.com:
www.thaiantialcohol.com/eng/images/.../alcohol beverage control act.pdf

“1Thai Alcohol Industry. (2008). Thai Alcohol Market 2007. Thai Alcohol
Industry. Page 9
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authorities are adding difficulties to their working environment, on top of all the

internal problems Thailand has been facing since 2006.

In spite of the harsher regulatory system on alcohol products and the
political turmoil, which has had serious consequences fort the economy of the
country. Estimates predict 5,7% annual growth in the period 2008 - 2013, which

accumulates to a 32,2% total growth.#?
4.4 Alcohol Marketing in Thailand

The last decade has segen'the alcoh(.)rl industry in Thailand engaged in a
new and more controversial ways of marke‘_ci-ng strategies. These new strategies
are considered to be a new threat to the __-fecent alcohol control advocacy
activities. In spite of the partial ban-on alco}{bl‘é-dvertisement, which took affect
in 2003, the alcohol industry has found wayé t;) circumvent the regulations by

using indirect advertising or simply ignore them.*3

As mentioned above the Thai alcohol industry responded to the partial
ban by changing their advertising tactics. The Alcohol industries budget for
mobile advertisement, such' as billboards "on' busses “and ' on" drinking site

promotions rose by 583 % between the years 2003 -2004, the year the partial

42Thai Alcohol Industry. (2008). Thai Alcohol Market 2007. Thai Alcohol
Industry.Page 17

43Thaksaphon Thamarangsi. (2008). Newly introduced alcohol
marketing strategies: Thai experience. The Globe, 5-7. Page 18.
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ban took effect.#* One of the Thai alcohol industries questionable tactics is the
so-called “hidden promotion” which is advertising or promotion of surrogate
products. A Thai newspaper (Khao-sod) monitored the hidden alcohol
promotion on Thai television. The findings were that a typical viewer of Thai
television was exposed to alcohol promotion 167 times a day, which was an

average of all the television stations.*>

Dr. Thaksasphon believes that recent moves of the two major alcohol
companies, ThaiBev and Boon-Rawd Brewery by adding drinking water to their
line of products, is done deliberately with the intent to advertise the companies
beer brands. Both of thes€ompanies use t-};e brand of their most popular beer
brand for their drinking water brand, ThaiBe;/ making Chang drinking water and
Boon Rawd Brewery Singha Drinking y&éﬁer.“ A survey done on the
interpretation on a large billboard showing Eh(‘erl’iogo one of the major Thai beer
manufacturers, showed that most people bélié-\}ze-cl the billboard was advertising

Beer, but officially it was advertising water.4”

According the findings of a research done-in the year 2007 on alcohol
and Thai Youth 73.2% of the youth bélieve that aleohol advertisements increase

of alcohol consumption among youths. However, the most-distressing findings in

4 Thaksaphon Thamarangsi. (2008). Newly introduced alcohol
marketing strategies: Thai experience. The Globe, 5-7. Page 6.

45Thaksaphon Thamarangsi. (2009). The "triangle that moves the
mountain” and Thai alcohol policy development. Bangkok: Federal Leagal
Publications. Inc. Page 262

46Thaksaphon Thamarangsi. (10. august 2010). Director of Center of
Alcohol Studies in Thailand. (P. A. Steonarsson, interviewer) Bangkok.



75

the research were that 50% of participants in the survey confirmed that alcohol

advertisements lead them to believe that alcohol is not harmful.48

Dr. Parichart Sthapitanonda at Chulalongkonr University and her
apprentice Natwipa Sinuswarm, a PhD student at Chulalonkorn University, at the
faculty of communications arts, conducted a research on the marketing
strategies of the Thai alcohol industry in 2006 =2007. The objective was to study
the branding process of alcohol products;in Thailand. The result of the research
shows that the branding.«precess is based an integrated marketing
communication mix, which'the fesearchers call the ten P’s, referring to the well
established four P marketing principle.*’ |

Table 7. Ten marketing mixP’s

1. Product: They emphasize on redesigning the product and the

packaging and launchingthe‘new products.

2. Price: They encourage discounts, giveaways and product samples.

They also keep the price on premium products considerably low.

3. Place: They provide new outlets to attract their target groups; among
those palaces are-also websites, who are mostly targeted at the younger

generation;

4. Promotion: Use'of experimental marketing-and intergraded marketing
communications tools to appeal to the target groups sense-6f proud and

trendiness.

5. Positioning: Characterizing alcohol beverages as health products. And

tying the use of alcohol beverages with only positive aspects such as;

48 Nitta Roonsem. (2008). Alcohol marketing and youth. (N. Johnson,
Translated.) London: Global alcohol policy alliance. Page18.

49 Parichart Sthapitanonda & Natwipa Sinsuwarn. (2010). Sin Brand:
An Analysis of comunicatin marketing comunication mix of alcohol bevereages.
Bangkok: CAS.
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happiness, sophistication and implying that to be a member of the “ in-

crowd” one should drink alcohol beverages.

6. Public Advertising: The characteristics accompanied with alcohol are
advertised.

7. Public Responsibility Projects: By sponsoring social events and
welfare projects

8. Partnerships: They align themselves with various well-known
individuals, groups or organisations to join hand in various
cooperation’s

9. Publics: They especially target a special type of alcohol consumer, such
as; travellers and trendsetters

10. Policy Advocacy:Theysupport social movement groups and use them

to challenge policies, whichare to their disliking.

Source: CAS50

AS seen on table 7 above the ten P‘s as marketing mix in terms of the Thai

alcohol

industry, laid forth by Dt Pari_chaft Sthapitanonda and Natwipa

Sinuswarm give a clear picture ofthe framework of the marketing strategies of

the Thai Alcohol industry. Even so al of them -play an gmportant role in the

marketing mix of the alcohol Industry, some of the P's undoubtedly play a far

more important role in stimulating the Thais alcohol consumption.51

S0Parichart Sthapitanonda & Natwipa Sinsuwarn(2010). Sin Brand: An

analysis of comunicatin marketing comunication mix of alcohol bevereages.
Bangkok: CAS.

S1Parichart Sthapitanonda & Natwipa Sinsuwarn. (2010). Sin Brand: An

Analysis of comunicatin marketing comunication mix of alcohol bevereages.
Bangkok: CAS.
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4.4.1Price

One of the more important of these variables is the priceof the
product, and when considering the price one should not forget the economic
conditions of the nation. Even though Thailand is among the most developed
communities in the Southeast Asia. Thailand is a developing country where at

around 10% of its inhabitants live under the poverty line.52

It is a well-knownemarketing strategy to lower the price of products
to stimulate its demand. ln"marketing terminology this is known as penetration
pricing policy and it is usually effective i;n.-markets where the elite market is
small, as in Thailand.>3 That is just what th‘e_ Thai aleohel industry does in order
to get the Thai alcohol constumers to choose;;t-;kl;ir product rather than the locally

i

brewed or the homemade alcohol beverages.;-

The Thai alcohol Industry emphasize on keeping the price of their
products low and further more they engage in allsorts of promotional stunts
which affects the“price directly and-indirectly. The methods used by the Thai
alcohol industry have varied from simply providing.discounts if acertain amount
of alcohol beverages“was purchased, to the use of'give away’s.“That is offering
two for one deals of alcohol beverages or giving some other kind of merchandise

to the buyers of their alcohol beverage brand. ThaiBev for example used their

52Central Intelegence Agency. Thailand. Retrieved 6. Septeber 2010
from The World Factbook: https://www.cia.gov/library/publications/the-
world-factbook/geos/th.html

53 Jerome Carthy & William D. Perreault. (1984). Basic Marketing.
[llinois: Irwin. Page 562.
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popular rum brand Sam Song to promote their beer brand Chang, by giving Sam
Song buyers a free sample of Beer Chang.>* Another recent example of
controversial marketing tactics of the alcohol industry was when a major Boon
Rawd Brewery distributed “sexy edition calendars” to buyers while purchasing
alcohol beverages for the new years festivities. Dr Saman Futrakul, director of
the Office of the Alcohol Beverage and Tobacco Consumption Control Committee,
said that distributing a free product to emcoetirage alcohol drinking, was an
offence, punishable by one-year jail termor a 50.000 baht fine.55 In this case the
calendars where confiscated«bv.the authorities, but the alcohol company is
putting up a fight, and suing the confiscation of the calendars. According to Dr.
Thaksaphon, director of the CAS authoritiés:have been tightening their grip on a
toward the alcohol industry, but the indu‘s_tIJ‘y always hits back. It has a lot of
power and does not hesitate touse i, with 1ts g-.l;my of lawyers and lobbyists.>¢

i

Another influencing factor tha£ ha; -effected the pricing of alcohol
beverages in Thailand is the implementation of trade agreements. The ASEAN
Free Trade Area (AFTA) agreement was signed in Singapore 1992 when the
regional organization. only had six members; Thailand, Brunei, Indonesia,
Malaysia, Philippines and Singapore. Vietnam joined in 1995, Myanmar and Laos

in 1997 and Cambodia was the'last*nation to join'in 1999, making-the ASEAN

54 Natwipa Sinuswarm. (17. Agust 2010). PhD student and alcohol
Resercher. (P. A. Steinarsson, Interviewer)

55Nation, T. (16. December 2009). Health ministry to bust calendars
with  beverage logos . Retreived 11. August 2010 from
http://www.nationmultimedia.com:

http://www.nationmultimedia.com/search/read.php?newsid=301185
83&keyword=alcohol+youth

56 Thaksaphon Thamarangsi. (2010, Febuary 2). Director of The Center
for Alcohol Studies in Thailand. (P.A. Steinarsson, Interviewer)
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member states ten altogether. It was a requirement for the four newcomers to
sign the AFTA agreement in order to become fully-fledged members of ASEAN,
but they were given a longer time frame in which to meet AFTA's obligations.
Like all regional trade agreements, the primary goals of AFTA are firstly to
increase ASEAN's competitive edge as a production base in the world market
through the elimination of tariffs and non-tariff barriers and to attract more

foreign direct investment to ASEAN.>7

WHO have expressed’ grave concern over the fact that alcoholic
beverages are treated just like any other product in trade agreements. WHO
pinpoint a fundamental‘conflict of free. :érade and public health relating to
alcohol, and that the negative effects are lik_e-.ly to be more severe in developing

countries because of the free flow of alecohol.5¢

Dr. Thaksdphon argues that tﬁé-Z\FTA agréement has led to an
expansion of the Thai alcohol market and reduced the retail price of imported
alcohol beverages significantly. He furthermore states That that low price of beer
and secondary spirits is a major factoring the increase of alcohol consumption
among the Thai people, but the price of alcohol beverages havetbeen relatively
low in Thailand, both'in a regional anda global comparative.3°'In the grips of a

world recession and political turmoil the Thai alcohol industry has been

57ASEAN. ASEAN free trade area (AFTA).Retrevied 8. September 2010
from aseansec.org/: http://www.aseansec.org/7665.htm

58FQRUT. (26. January 1007). FAct sheet WTO/GATS alcohol
developments. Retrevied 10. July 2010 from eurocare.org/:
www.eurocare.org/content/download/2470/12068/.../2/.../WTO+GATS.pdf

59 Thaksaphon Thamarangsi. (2008). Newly introduced alcohol
marketing strategies: Thai experience. The Globe , 5-7. Page 6.
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emphasizing on super economy alcohol beverages in order to boost the alcohol

consumption of low-income alcohol consumers.®0

4.4.2 Place (accessibility)

It is a known fact that with increased accessibility of alcohol
beverages will stimulate the overall alcohol consumption in a society.t1
Therefore it is in favor of the alcohol industiy-to have as many outlets as
possible. The number of authorized alcohol have dealers grown enormously,
mostly stimulated by the egonomic growth and the evolution of society towards
a modern state. With the emergence of con;enient stores chains such as Seven-
Eleven the accessibility has maltiplied: In a r;search on the economic aspects of
alcohol in Thailand 2004 had findings Claiﬁljir;-g that there was one authorized
alcohol dealership on every 110 individualsrf'ar‘l'd only an average of 7,5 minute

walk to the next alcohol dealership.5?

Another aspect of accessibility of alcohol”concerns the younger
generation, especially students. Portable bars"offering alcohol drinks designed
for the younger customer base, like: alcohol smoothies and other sweet and
candy like" alcoholici 'beverages, iplace« them 'self nearby high schools and

universities, with the intent of selling their product to the students when they

60Thai Alcohol Industry. (2008). Thai Alcohol Market 2007. Thai Alcohol
Industry. Page 1

61Thomas Babor. (2003). Alcohol: No ordinary commodity. New York:
Oxford Univeristy Press.

62Thaksaphon Thamarangsi. (2008). Newly introduced alcohol
marketing strategies: Thai experience. The Globe, (pp) 5-7. Page 6.
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have finished their schooldays. Authorities retaliated and have banned selling of

alcohol in the proximity of educational institutions.
4.4.3 Positioning and Promotion

One of the major arguments for banning or limiting alcohol
advertisements is to reduce social harm and protecting children and teenagers
who can easily been influenced toward drinking without fully understanding
consequences of their choicessUnfortunately much of the advertising from the
Thai alcohol industry conveys messages of half-truths. Thus alcohol beverage are
usually linked with onlysenjoyable, excit_ir;g, sophisticated or other desirable
elements. There is seldom a message of cail_r;ion or realistic appearances of the
consequences of alcohol abuse. Which is ur_-l;-_;i_érstandable, for then the product
would not be so desirable if the whole truth \;réjsﬁi)ortrayed. The message is clear,
If you want to enjoy life to the fullest y01’17t-1_1;;r-1k, aleohol is the variable that
makes life fun. Therefore if you do not participate in alcohol drinking behavior
your are not a fun person.3

The 'alcohol “industry nsually portrays their| products alongside
young, fashionable, healthy young peéple, often well known individuals that are
idolized by younger people such as"actors, models, musicians, athletes or other
kinds of celebrities. This is done to create an attractive brand Identity, aligning

the alcohol beverage with attractive and well know personalities so the identity

63 Bantid Sornpaisarn. (2007). The impact of Aalcohol advertisement
on Youth. In C. f. Studies, The 3rd National Alcohol Confrence; "Alcohol No
Ordianary Commodoty"” (pp. 33-40). Bangkok: Center for Alchol Studies. Page
35.
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of the individuals becomes part of the brand identity. There are several
examples of this type of alcohol promotion. To promote Beer Chang, ThaiBev had
a very popular advertising campaign featuring the very famous Thai singer
Carabao. When Boon Rawd Brewery launched its new brand Thai beer, a
economy brand aimed at the rural population, they used three former world
champion Thai boxers to appear in their advertisement and to promote the new
beer brand. The Thai boxers where KaosalsGalaxy, Samart Payakarun and
Sumlock Kumsingh. The campaign was launched just before the Songkran

holliday with an estimate 80 million Baht cost.64

Another recent example is.a cé.fnpaign by Beer Chang called “ just a
little bit more for Thai pgople” which featu_r:ed the Thai national football team.
Dr. Srirath Larpyai who studied alcohol advqf;i;sements and their effects on Thai
youth, says that advertisements like “ just ari- lifltie bit more” by Beer Chang are
deliberately aimed at the Thai youth, portféyirrl-g respected role models in an
environment of enjoyment and beauty. These sorts of advertisements send out
the message, that if an individual wants to be popular and have a lot of friends,
he should drink @'certain brand of alcohol beverages. And if they want to help
society they should drink another specific alcoholsbrand to support the alcohol

industry, for the alcohol industry are responsible community builders:6>

64Bangkok Post. (6. April 2002). Boxers add punch to newst brew. Page.
8.

65Bantid Sornpaisarn. (2007). The impact of Aalcohol advertisement on
Youth. In C. f. Studies, The 3rd National Alcohol Confrence; "Alcohol No
Ordianary Commodoty"” (pp. 33-40). Bangkok: Center for Alchol Studies. Page
34.
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Dr. Nita Roonkasem agrees and states that Thai alcohol industry’s
recent marketing campaigns, show that they are directing their focus more on
the youth. These strategies include aligning alcohol beverage with popular
leisure or entertainment, mainly; music and sport.6¢ Furthermore she argues
that the Thai alcohol industry has been applying a twofold marketing strategy to
enhance brand awareness and promote positive attitudes. One part of the
strategy is aligning the alcohol beverage brand name with music and sporting
events.The other facet of the strategy is to providing community support in
various ways, such as; financial'spensoring culture, religion and charities. This is
done with the intent to promete a positive image, heighten respect for of the
alcohol corporations, and establish a beriéficial relationship with its business

partners.67

Branding the alcohol beverage Correétif_ by making it appealing to the
target group is what ultimately makes the brod‘ﬁct successful. According to Koh
Poh Tiong, former CEO0f Asian Pacific Breweries (APB), which is a joint venture
with Heineken, stated in an interview that branding was what mattered most of
all, branding is in‘'many instances the only difference between beer beverages, In

his words:

“Beer is six thousand years old roughly. A beer is a beer is a beer.

Nothing much has changed. Maybe it is less cloudy then two

66Nijtta Roonsem. (2008). Alcohol marketing and youth. (N. Johnson,
Ritstj.) The Globe, 18-19. Page 18

67Nitta Roonkasem. (2007). The Marketing stretegies of the Alcohol
Business Group in Thailand. In C. o. Studies, The 3rd National Alcohol
Confrence; "Alcohol No Ordinary Commodity” (p. 36). Bangkok. Page 36
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thousand years ago.... But there is nothing much you can do with
beer because it is six thousand years old. So therefore it is all about
brands...if I look at brand, a brand is like a person. How do I make
this product so desirable? We are not selling beer, we are selling

image.”
4.4.4 New Marketing tactics

In reaction to thestightening of the regulatory framework the Thai
alcohol industry has begun using'a more insidious approaches than before.
There has been a major shift on the markeit;ng mix of the alcohol brands, mainly
shifting from the broadcasting media to W}_l;lt in marketing terms is known as
Corporate Social Responsibility (CSR). N

The ultimate aim of ‘using CSR ﬁleﬁl‘keting is for the corporation to
gain more importance in the eyes of the publié- ;fld to raise the reputation of the
corporation. For a good reputation will most likely reflect positively on the

corporation’s brands and products. 8

In a recent research conducted by Natwipa Sinuwarm monitored
CSR activity of the Thai aleohol industry. The chart'below 'shows'the ‘great shift of

the alcohol industries usage of CSR marketing.

68Kolija Paetzold. (2010). Corporate Social Responsibility (CSR): An
International Marketing Approach . Hamburg: Diplomica. Page 52
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Figure 10. CSR activity

Changes in CSR activity regarding to the partial
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69Natwipa Sinuswarm. (2010, Agust 17). PhD student and alcohol
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Figure 11. CSR activity by events

CSR activity of the the Thai alchol industry by
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Football has been one of the sports the alcohol Industry sponsor
greatly in recent years. The Thai alcohol majors have both been sponsoring
domestic football and international football. An example of the domestic
sponsorship is, Boon Rawd Brevery using Singha as a sponsor for fourteen
domestic football teams.”? Chang follows the same line by being one of the Thai

Football Association’s main sponsors?2

The Thai alcohol companies have fiirther more been pushing the
promotion of their Beer brands en a global platform by affiliating their beer
bands with well-known feotball.teams in the English Premiership, the most
popular football league 4n thes world. C_};ang has been sponsoring Everton
Football club since 2004 and currently haveJ a three -year sponsorship contract
with the club ending after'season 2010- 2011 ThaiBev paid 382 million Thai
Baht for the current three-year contract Mth Everton football club as their
number one sponsor, with the logo of theirrbee-r brand /on front of the team’s
uniform. ThaiBev haveplans to extend the deal with Everton.’3
Singha have just signed a sponsorship contract with two of the largest
Premiership football clubs in_England, Manchester-United and Chelsea FC. The
contract entails that Singha beer is the official been.of the two foatball clubs and

is the only beer'brand available*at'the two-football'club heme'ground stadiums,

7IThe Nation. (6. August 2010). Singha signs Bt409m sponsorship deal
with Chelsea FC. Retrieved 8. October 2010 from nationmultimedia.com:

http://www.nationmultimedia.com/home/2010/08/06 /business/Sin
gha-signs-Bt409m-sponsorship-deal-with-Chelsea--30135329.html

72Football Association of Thailand. Football Association of Thailand.
Retrieved 8. October 2010 from fat.or.th: http://www.fat.or.th/

73The Bangkok Post. (31. July 2010). Chang Satified. Retrieved 8.
October 2010 from bangkokpost.com:
http://www.bangkokpost.com/news/sports/188765 /chang-satisfied.
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Stanford Bridge and Old Trafford. The three-year sponsorship deal with
Manchester United costs Boon Rawd Brewery 302 million Thai Baht and the
Sponsorship deal with Chelsea FC is a four-year contract costing 409 million Thai
Baht. Boon Rawd Brewery will spend a further two billion Thai Baht in the next
three years in marketing and sponsorship activities affiliated with the two

football clubs.74

Marketing director “of Singha, Chatchai Wiratyosin, says that,
Sponsoring Chelsea and Manehester United is meant to boost and secure the
presence of Singha’s brand in/the international markets, especially in Europe.
Boon Rawd Brevery alsoaims to use.the _sﬁonsorship with the English football
clubs to enhance their brand in the Asian ‘m;rket and plan to be one of the top
three beer brands in Asia in the next three ye_ars and to become a top-50 global

i

brand within five years.”5 =4

Dr. Thaksaphon claims that the main incentive for the two major
Thai alcohol companies to, participate in sponsorship deals with premiership
football clubs is“mostly" to .advertise their beer brands indirectly in Thai

television and align them self with a very popular pastime.”®

74The Nation. (6. August 2010). Singha signs Bt409m sponsorship deal
with Chelsea FC. Retrieved 8. October 2010 from nationmultimedia.com:

http: //www.nationmultimedia.com/home/2010/08/06 /business/Sin
gha-signs-Bt409m-sponsorship-deal-with-Chelsea--30135329.html

75The Nation. (6. August 2010). Singha signs Bt409m sponsorship deal
with Chelsea FC. Retrieved 8. October 2010 from nationmultimedia.com:

http: //www.nationmultimedia.com/home/2010/08/06 /business/Sin
gha-signs-Bt409m-sponsorship-deal-with-Chelsea--30135329.html

76Thamarangsi, T. (2010, August 12). Director of Center of Alcohol
Studies. (P. A. Steinarsson, Interviewer).




AUt INENINeINg
ARIANTAUUNINGIAY



91
CHAPTERYV

The Determinants of the change in Thai drinking

behavior

5.1 Economic growth and social Change

There where three.waves.of economic development in East Asia in the
twentieth century. The first efe originated in Japan in the mid 1950’s and ended
in the early 1970’s. This first wave saw-a flow of Japanese capital to many of the
other countries in the region. The second wave spurred the economic rise of East
and Southeast Asian countries such as; Sout}-l_fl("drea, Taiwan, Singapore and Hong
Kong, which where collectively became knc;w“ri:_as the “Asian Tigers” This wave
started in the mid 1960’s and ended in the early.1980’s. The third and final
economical wave of the century took place from 1980°s and lasted until the mid
1990’s or until the Asian financial crises. The final economic wave saw three
Southeast Asian countries follaw, in jthe) footsteps ofthe, “Asian Tigers” they
where; Indonesia, Malaysia and Thailand. This massive boom was fueled by the
fast growing manufacturing industry .in the Southeast-Asian’ countries, who
where mostly manufacturing products for export. The economic growth was so

rapid in that period that these countries where known as the “Asian miracle” in

economic terms.!

ITerence Chong. (2005). Modernization trends in Southeast Asia. Singapore:
Institute of Southeast Asian Studies. Pages 5-6
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With the department of the US troops from Vietnam saw Thailand move
toward this new era of economical developments. Manifested by liberation of
trade, followed by acceleration of finance along with industrialization and
urbanization.? The last quarter of the 20t century saw Thailand’s economic
growth rise to new heights, causing the quality of life of the Thai people. This
period saw a considerable reduction in poverty as well as increased trade, adult
illiteracy was reduced from 10,7% of the nation to 4,7% during 1983-1999 and
accesses to healthcare services improveditremendously Moreover infrastructure
improved rapidly especially «“with| regards to transportation and
telecommunication® The samefperiod saw the rise of the tourism industry in
Thailand, which in the mid 1970°s was a&racting only few hundred thousand
tourists. With governmental support.the tqﬁrist industry took of and reached
ever grater heights and by the end of thenjﬂilennium Thailand was attracting

around twelve million tourist on ayearly basis#"

The rise of the“Thai middle class went hand in hand with process of
urbanization. Bangkok dominated that process, and grew over forty times the
size of the next'largest place in-the country Khorat. Business prospered
especially in the capital stimulating the growth of the middle class.to grow larger
and expanding the urban working class, mainly with 'people from-the poorer

villages in the country or by attracting workers from Thailand’s neighboring

2Chris Baker & Pasuk Phongpaichit. (2005). A history of Thailand. Cambridge:
Cambridge University Press. Page 199

3Wisarn Pupphavesa. (2002). Globalization and social development in
Thailand. Antwerp: Centre for ASEAN Studies. Page 9

4Wisarn Pupphavesa. (2002). Globalization and social development in
Thailand. Antwerp: Centre for ASEAN Studies. Page 204
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nations, such as Cambodia, Myanmar and Lao.5 The rise of the middle class was
one of the manifestations of the economic rise, with the number of the Thai
middle class more than doubling in just a seven-year period, from 310.000 in
1987 to 710.000 in 1994. The Thai middle class was mostly made up of

executives, managers and other high-skilled technicians.®

Even though prosperity grew more inthe urban areas than the rural areas
in Thailand, there was considerable change in rural societies as well. Dr. Graham
Fordaham points out in his researeh on the social changes in the rural north part
of the country, that in thefmid 1980°s it was considered a symbol of status to
own a scooter or a motorcycle. A decade léter the possession of a scooter was
common and the status symbgl had switche_d to owning a pickup truck, which in
the mid 1990’s was rare.”

The prosperity of the Thai-economy 1n rtiil"é second half of the 20th century
not only stimulated mass urbanization. It Wés- éis;o a huge factor in fundamental
culture change, that saw, consumption patterns of the Thai nations shift to a
model influenced mostly by Japan and the west. The foundations had been laid

for the culture change in the shadow of the Vietnam War, when a large number

Americans had occupied Bangkok, and influencedsthe capital with.their western

SWisarn Pupphavesa. (2002). Globalization and social development in
Thailand. Antwerp: Centre for ASEAN Studies. Page 199-203

6Tereance Chong,. (2005). Modernization trends in Southeast Asia. Singapore:
Institute of Southeast Asian Studies.

7Graham Fordham. (1995). Social change, cultural logic, and the
transformation of domestic relations in rural Northern Thailand. Canberra: Australian
National University.
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way of life. In continuation many Thais traveled abroad for education, western

movies became more popular, and shopping malls started to rise in the capital.®
5.2 Modernization, consumerism and alcohol

The economic growth period in Thailand can be described as period
where Thai society was propelled toward medernity at an enormous speed.
Although this development did not affectiall parts of society equally, it is safe to

say that the majority of the Thaination experienced this newfound modernity

Academic scholarsthave different idéas on what modernization is, some
emphasize on change in/social 'structure aﬁd changes as in education, mass
media and political aspects of the phenomcfng-)n, while other emphasize on the
self-sustainable economic growth, increased é(li_ucation, public participation in

policy arguments, diffusion of secular -rational norms in the culture.’

Socialist Alberto Martinelli describes the process of modernization in the

following way;

“Modernization is specific sum of the large scale-social, economic,
political and cultural changes that have characterized the world

history in the last 200 years and that originate from the multi-

8Chris Baker & Pasuk Phongpaichit (2005). A history of Thailand. New York:
Cambridge University Press. Page 201

9Chavivun Prachuabhoh. (1997). Famiy, comunity and codernization in Asian
Societies; Japan, Vietnam and Thailand. Thammasat University, Assistans Professor at
the faculty of Sociology and Antropology. Fukuoka: ASIAN Pacific Center. Page 47
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faced revolution (economic, social, political, cultural) of the
second half of the eighteenth century. It is a process that tends to
be global in two senses: it affects all aspects of involved societies
and it progressively extends to the rest of the world from its

birthplace in Western Europe”10

A more simplistic outtake on modernization is seeing it as an industrial
progress that signifies the transition of a developing society in to a developed
one. These changes consisting-of major changes in most social sectors as well as

with ideology and philosophy of the countries culture.

Modernization is also often liked Wit_f-l the term modernity, which refers
to the notion of being a modern individual. ThlS differentiates between the living
conditions and the ideological perspectives ofarll urban living individual and an
individual living in an rural area. These indiil-iaﬁals haveé different visions and

experiences on work, entertainment and material possessions.!!

According to Martinelli there are various charactenistics that define how a
society progresses from a traditional society to asmodern one. He summarizes
these essential ‘aspects of the moderation’ transition in“the fotlowing thirteen

categories as shown on the table below:

10Alberto Martnelli. (2005). Global Modernization; Rethinking the project of
modernity. London: SAGE Publications Ldt. Page 8.

UTerence Chong. (2005). Modernization Trends in Southeast Asia. Singapore:
Institute of Southeast Asian Studies. Page 8.
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Table 8: 13 characteristics of modernization

1. Development of science and technology, which becomes the
primary source of economic growth and social change, and
ultimately changes the way human beings view the environment

and the universe.

2. Industrialization, founded on technology greatly increases the
capacity to manufacture and tradewith goods and ever-

accelerating price and value.

3. Forming of a global capitalf‘st market and an economic

interdependence’between different parts of the world

4. Structural differentiation and functional specialization of social

life, bring forth'a new form ofa power struggle with in the
modernizing seciety: _‘ ;
v

5. Transformationof class system a dechne of farm laborers and a
growth of the bourgeOLSles and an expansion of diversity with in

societies. STl ;.f.u

lll-"

6. Development in political mobili_Zat'ion of movements and parties

and representative assoaatlons as well a development in the

estabhshment of a nation state.

7. Aliberation from religious con'4trol over society and scientific

knowledge, and:the privatization of faith,

8. Popularityof new values related to'modernity, such as

individualism, rationalism and utilitarianism.

9. Mass urbanization, where the majority of society live in urban
environment, which are functionally complex, culturally

pluralistic and socially inharmonious

10. The privatization of family life and separation of workplace from

the home, women’s liberation.

11. The democratization of education and the development of mass
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culture and mass consumption

12. The development of a material and symbolic communication

methods, which unite incomparable people of society.

13. The compression of time and space according to the demand of

the industrial production and the world market.

Source: Alberto Martinelli.13

As seen on Marenelli's list on table 7, theprocess of modernization affects
all the major spheres in society, including the economic, political, social and
cultural spheres. If Thailand’s evolution is compared to this model, it will in most

cases fit the descriptionof the'characteristics at hand.

Thailand was transformed from an agriculture society to a consuming
society over a very narrow period of time. These social changes also saw a
fundamental change in ideology towards consumerism, which sociologist

Zygmunt Bauman is defines as follows;

“Consumerism is a type of social arrangement that results form
recycling mundane, permanent and so to speak “regime -neutral”
human wants;, desires-and, longings sin sthe, principal-propelling
and operating force of society, a force that coordinates systematic
reproduction, social integration, social stratification and the

formation of human individuals, as well as playing a major role in

L3Alberto Martnelli. (2005). Global modernization; rethinking the project of
modernity. London: SAGE Publications Ldt. Pages 10-11
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the process of individual and group self identification and the

selection and pursuit of individual life policies”*

Sunate Suwanalong states in his doctoral thesisthat changes in of Thai
identity and individuality were considerable and there were increasing number
of Thai people who defined them self through their patterns of consumption
rather than of their work role, as before. Theilg'consumption also reflected how
they wished to be seen by others injthe ecommunity. As the Thai public
developing an appetite for a new eonsumer driven society soon, it paved the way

for the use of advertisements to create further desires.15

5.3 Thai consumerism and increased alcqilol consumption

The role of the marketing-is essentiél ‘vli'-/hen explaining the increase in
alcohol consumption in, the Thailand and othe} Southeast Asian countries. As
seen in chapter four the alcohol industry has been progressing aggressively with
their marketing strategies, and it does not hesitate to use all available tactics to
increase the sale”of its ‘controversial products. It uses to its advantage the
developing environment of the countries. Both the lack of policy on alcohol
products and the lack of force to implement those*policies‘that ‘are‘at hand. The
general ignorance in some parts of the societies on the harm of alcohol is also in

their advantage.

14Zygmunt Bauman. (2007). Consumng Life. Cambridge: Polity Press. Page 28.
15Sunate Suwanalong. (2006). The history of consumerism in Thai society.
PhD Thesis . Munser, Germany. Page 204.
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Among the debates about the nature and content of marketing is on the
deceptive or manipulative element of the marketing practices. How far can the
promoters go to make his product more attractive than his rival products? Some
say that debate on the manipulative aspects of marketing ultimately lead to
freedom of choice, but in all fairness it is about the right of the consumer not to

be systematically deceived.16

David A Aaker and Geogre S. Day say in their book Consumerism; a search
for consumer interests, claim_that.there ore those who fear that the freedom of
the consumer to make aswell informedrjudgment call on what product they
should consume and purghase, is being re_s.t-ricted by the manufacturers right to

promote his products. There are three basicarguments on this aspect, which are;

1. The concern of using motivation rres‘éf;';lrch, which appeals to motivate
the consumer on a siibconscious level. A classic.case is James Vicary’s
theater expefiment; by flashing the phrase “drink Coke” and “Eat
popcorn” at afi exposure of 1/3.000 of a second during the showing of
a movie, xhich ultimately led to an 57% increase on the sale of Coke
and popcoin!

2. Indirectyemotional appeals are related to issues of deception, where
the, line.between-artistic presentation-and deception, can, easily get
blurred.

3. There are more general claims that the power of modern advertising,

which can stimulates individuals to consume products, and conduct in

16David A. Aaker & S. Day Georg. (1971). Consumerism; search for the consumer
interest. New York: The Free Press. Page 199
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behavior that has negative affects for themself as well as society as a

whole.17

The social effects of marketing have a huge impact on the choices an
individual makes, and consequently his lifestyle and values. The impact of the
marketing has its positive and negative sides. The main issues in the debate on
the effect of marketing are if the walues and lifestyles represented in the
marketing message lead to a unhealthy lifestyleq it is of course debatable how

much of an impact marketing can-have on an individual.18

There is greater consensuson.the harm marketing can have on the youth.
It is generally recognized among sociologiéts*and professionals in the marketing
industry that children are more susceptible to manipulation. They are thought to
lack the perceptual defense of .adults, th-é:réfcl)__re not being able to evaluate
marketing strategies and advertisements objé:ctively. There are those who claim
that all advertising dirécted-at children should be bannéd.!° A resolution from
the 63rdannual World Health Assembly concluded on the marketing tactics on
food and non- alcoholic drinks'that the governments, of all. nations need to show
leadership in monitoring and implementing a policy to protect children from the
negative ‘marketing effects.20"This consensus| on ‘marketing -food and non-

alcoholic drinks is a made to counter the fight obesity of children, which has

17 David A. Aaker & S. Day Georg. (1971). Consumerism; search for the
consumer interest. New York: The Free Press. Page 193

18David A. Aaker & S. Day Georg. (1971). Consumerism; search for the consumer
interest. New York: The Free Press. Page 200.

19David A. Aaker & S. Day Georg. (1971). Consumerism; search for the consumer
interest. New York: The Free Press. Page 200.

20WHO. (2010). Set of recommendations on the marketing of foods and non-
alcoholic beverages to children. Geneva: WHO. Page 10.
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been rising in most societies and now ranks as the fifth major health threat for
children in the world.?1

The growth off consumption in Thailand has mainly had two external
influential sources, the western world being Europe and North America and
Japan.22 Westernization, in the region of Southeast Asia is more so influenced by
American culture than European, which manifested by the popularity of
American pop culture. Chua Beng-Huat, findssthe term Americanization more
appropriate to describe the trends influencing the Youth of Southeast Asia.23 The
Japanese influences in Thai seeiety are tangible as well with, but have in recent
years been replaces by SeuthfKorea, the influence of these two East Asians
nations on pop culture in/Thailand in consi-c.lrerable, manifesting in the popularity
of both J-pop and K-pop among Thai consum_érs.

It is important to recognize that ther:er(‘ilées not have to be a correlation
between what productsithe public might be rdé-rrrrle-mding and the actual quality or
usefulness of the product, In other words the wants and needs of the public are
not always in their best interest. The Betamax versus VHS format war in the
1980’s is a classic marketing example on how product of lower quality gained
market dominance. These where the two rival formats for video recorders in the
late seventies'and early eighties, competing for'dominanee for ‘the ‘market. VHS

was victorious in the end in spite of the fact that Betamax was arguably a better

2IWHO. (2010). Set of recommendations on the marketing of foods and non-
alcoholic beverages to children. Geneva: WHO. Page 4.

22Terence Chong,. (2005). Modernization trends in Southeast Asia. Singapore:
Institute of Southeast Asian Studies. Pages 59-61.

23Chua Beng-Huat,. (2000). Consuming Asians: ideas and issues. In
Consumption in Asia; Lifestiles and identities. London: Routledge. Page 15.
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format, both smaller and with stereo sound, while VHS was larger and with
mono sound. There where great many factors that contributed to the fact that
VHS came out on top, one of the being that the sex industry chose the VHS
format. In the end the public was left with market dominance of a product with

less quality.24

Roman Meinhold points out that manysof the products being marketed
and pushed on to Thai consumers are not necessarily products that are of the
best quality or in the public’s bestinterest. To substantiate he takes the example
of the Western style toiletsThetise of Western toilet has been spreading, and can
be found in most new buildings, hotels and-ghopping complexes in Bangkok. For
some reason the construgtors or the owné_rs of the new buildings in Bangkok
choose the western style over the Asian Squglt toilet. The Squat toilets usually
come with a small water sprayer, sometime;é:;rjlsed a bum gun. Meinhold argues
that the Asian squat toilets are better in ;alf;laét every /way compared to the
Western sitting toilets.”According to him the Squat toilet uses les water when
flushed, individuals use les toilet paper, because of the water sprayer, the water
sprayer provides better hygiene and it takes shorter time to_use a squat toilet,
but often people spend long time on' the toilet and find it comfertable to read

while taking care of business.2>

Z4Dave Owen. (1. May 2005). The Betamax vs VHS Format War. Retrieved 15.
September 2010 from mediacollege.com:
http://www.mediacollege.com/video /format/compare/betamax-vhs.html.

25Roman Meinhold. (2009). Popular culture and consumerism Mediocre,
(schein-) Heilig and Psendo-Therapeutic. In D. L. Ysuf, & C. Dr. Atilgan, Religion,
politics and globalization: Implications for Thailand and Asia (pp. 51-65). Bangkok:
Konrad Adenauer Stiftung. Pages 55-56
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The increased consumption of alcohol in Thailand is similar to the two
examples above, in that way the Thai public is buying into a trend or behavior,
which is of poor quality and does not serve any particular use, except for short

time self fulfillment.
5.4 The Mass media and alcohol consumption in Thailand

Globalization can be described as a process which regional economies,
societies, and cultures becomedntegrated through a global network of

communication, transportation; and trade.2¢

Neil A Englehart argues that the foreesiof globalization had considerable
impact on the democratization in the.1990°s in/Thailand. The country had been
moving toward a steady integratios ifito inté‘i:‘iria‘lcional trade and financial
networks since the mid-1980’s. One of the sidg_e}fects being increased
vulnerability to international public opinion, especially with the foreign
investors. The fact the investors were worried about political instability and

preferred democratic govefning system paved'the way for Thai democracy

activists to push for, the passing of the'new constitution.2”

It isthighly logical'that globalization has had a similar effect on'the Thai
public regarding to the consumption of alcohol. For the modernization of the

country can in many ways to be seen as a form of westernization, for the public

26Christopher Barbara, International legal personality: panacea or
pandemonium? Theorizing about the individual and the state in the era of globalization
(Berlin: DVM Verdag, 2008). Page 3

27 Neil A. Englehart, ,Democracy and the Thai middle class: globalization,
modernization, and constitutional change,” Asian Survey, 43, nr. 2 (March 2003): 253-
279. Page 267
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are not simply getting more modern, they are adopting to lifestyles of the more
developed parts of the world, with alcohol consumption being one of those

adopted elements.

The media environment in Thailand is considered to be one of
most liberal among the Southeast Asian countries, though it has a history of
governmental interference especially in'the in the 1960°s and 70s as well as
having a tradition for being corrupt, but variotsforms of gifts to the members of
the press where common practice especially in the 1970’s. Fortunately these

practices have decreased eonsiderably.?®

Thailand was the first countuy in Southeast Asia to start television
transmissions in 1955, since then the media dperations of the country have
grown immensely. With a variety of governrﬁ_éri’f run television stations and a
few privately owned, as well as a‘cable netw;)r“k.'_'l‘hai television mostly transmits
commercial and popular entertainment, ranging from.news to soap operas.

Domestic productions ate popular as well as foreign shows mostly originated

from china, Japan, America and England.2”

Ever since birth.of mass media, companies have used this means of
communications to let a large number of people know about theirptroducts. .

However, as the years have progressed, the sophistication of advertising

28 Kavi Chongkittavorn. (2002). The media and accsess to information in
Thailand. In R. Islam, The right to tell: the role of mass media in economic development
(pp- 255-266). Wahsington DC. Page 255

29 Kavi Chongkittavorn. (2002). The media and accsess to information in
Thailand. In R. Islam, The right to tell: the role of mass media in economic developmen
(pp- 255-266). Washington DC. Page 255
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methods and techniques has advanced greatly, creating needs where there

where none before, or turning luxuries into necessities.

The alcohol companies put a considerable amount of effort in to the
branding of their alcohol beverages, as shown in chapter four. They align their
beverages with desirable and positive elements such as sport and entertainment.
The branding of an alcohol beverage is carefully molded so it mirrors the image if
its intended target group. Moreover the Thai alcohol industry conveys messages
in their advertisements and promotions that certain activity calls for the usage of
alcohol and they encourage'many forms of socialization to involve drinking of
alcohol.3% As if people aré not€apable of so_ciralizing with out drinking. To
stimulate people towards these behavioral oriconsumer changes, the alcohol

industry uses the power of the mass media.

30 Bantid Sornpaisarn, ,, The impact of Aalcohol advertisement on Youth,“ i The
3rd National Alcohol Confrence; "Alcohol No Ordianary Commodoty", 33-40 (Bangkok:
Center for Alchol Studies, 2007). Page 39
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Figure 13: Mass media and alcohol

Source: TFCPS. 31

Figure 13 portrays in a very cléagmanner how the mass media can affect the
behavior of an individual The messages from the media effect knowledge,

attitudes and intensions relating to the individuals drinking behavior.

5.5 The Thai alcohol paradox; Buddhism and modernization

Theravada Buddhism in large part can be summarizedas follows: the four
noble truths, the cengeptof transmigration, the,doctrine of-Karma, the concept of
merit, salvation ffom rebirth or nirvana and the eight precepts. The precepts.
The eightgprecepts are“assorted in to the five and three, the“latter ones are
considered for the more serious practitioners of Buddhism such as monks and

nuns. To live ones life in accordance the precepts is to follow rules of abstaining

31Task force on comunity preventive services, Effectiveness of massmedia
campaigns for reducing drinking and driving and alcohol involved crahses, (New York:
American journal of preventive medicene, 2004). Page 3
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form behavior that is determined harmful to one self, other or the environment.
Following are the eight precepts:

. To abstain from killing
. To abstain from stealing

. To abstain from sexual indecency

. To abstain from intoxicants and over consumption

1

2

3

4. To abstain form lying or falsehood

5

6. To abstain from eating food atan inappropriate time
7

. To abstain from indecencyasseeiated with music, dancing,
entertainment; bodily adornments and decorations
8. To abstain fromusing large and high sleeping place (which is

generally seens@s a'statement of luxury in Thailand).32

One of the most significant aspects' of the modernization process in
Thailand is the ideological clash between tﬁe traditional or a Buddhist ideology
and of the modern consumerism ideology. Itléplaln to see that these ideologies
are clear opposites of each other. In fact con;}njerism can be interpreted as the
vital component one should-aveid in order to follow the fifth precept of Buddha.
The moral of the fifth precept is to counter suffering caused by mindless

consumption, more so, the precept also.specifically instructs the followers of

Buddha to avoid the usage of mind altering substances, such as drugs or alcohol.

When asked about the recent trend in alcohol use of Thais and the clash
with the fifth precepts. Thai monk and director of the addiction treatment in the
Watt Thamkraborg, Prah Kong Suk, enlightened the researcher on the practice of

Buddhism, especially tolerance and non-judgment. According to his explanation,

32 Paul James Rutledge. (1992). Central Thai Buddhism and modrenization. St.
Luis: Dhammpradipa. Page 10-11



108

Buddhists are given freedom to choose how they follow the teachings of Buddha.
The most important thing is that one is trying his best is on the way to improving
oneself. The precepts are ways to improve one behavior toward other and the
nearest environment, but usually it takes time and experience to follow them,
their objective is more to be suggestive than strict laws that Buddhist follow.
Even monks are not required to follow the precepts to the fullest, it is simply
expected that they try there best. While staying at Watt Thamrkraborg, the
researcher observed that mostly all of the monks there smoked cigarettes, some
of them had girlfriends and even drank alcohol on a regular basis.33 Therefore it
is not the understanding of Thai people that Buddhism forbids the use of alcohol,

as in Islam, it is just a recommendation.

Practitioners of Buddhism always emphasize on anti material value. In
fact it is considered to be one of the maiI{ cﬁéracteristics of Buddhism. It is
believed that the pursuit of material poésé-é;ions, limits the capability for
spiritual growth and the possibility to become enlightened. In reality, however
Thai behavior does mirror those values completely, In the later part of the 20t
century it has become a social norm' to_simultanequsly pursue abstaining

material possessions as well as regularly practice Buddhist faith34

Western values particularly those relating to materialism and

consumerism are considered to be the source of the decline of Buddhism in

33Prah Kong Sak (25. July 2010). Director of addiction therapy at Watt
Thamkraborg. (P. A. Steinarsson, Interviewer).

34Paul James Rutledge (1992). Central Thai Buddhism and modernization. St.
Luis: Dhammpradipa. Page 29.



109

Thailand. Paul James Rutledge states the following paragraph on attitudes
towards modernization in Thailand in his paper on Central Thai Buddhism and

modernization:

“For the monks in the central provinces, there is a nefarious
aspect to modernization, which to large extent negates whatever
good modernization has, to the point in time, brought to the
provinces. The allure of commercialism and the temptations of
consumerism are considered being the handmaidens of social

evils which are a part of western development.’3>

Some of the social evils Rutledge m-entions are elements such as age
discrimination, increased violence and drug‘p__s-é and a more impersonal society,
where monetary transactions are valued morle important than interpersonal
relationships. These effects of modernisrﬁ a;e mainly felt by the younger

generations of Thailand:36

The increase of aleohol use certainly belongs with the above-mentioned
westernized social evils. Prah Kong#Sak monk ef.the addiction.therapy Watt
Thamkraborg', ‘claims’ that the“dangers of alcohol is far“more’ dangerous and
affecting more people with negative consequences than drug use. He underlines

that he does not mean to belittle the drug problem, which he considers to be very

35Paul James Rutledge. (1992). Central Thai Buddhism and modernization. St.
Luis: Dhammpradipa. Page 38.

36Paul James Rutledge. (1992). Central Thai Buddhism and modernization. St.
Luis: Dhammpradipa. Page 38.
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serious in Thailand, especially amphetamine. The element taht makes alcohol
use so more dangerous is the outspread belief that alcohol is relatively harmless
and is a normal consumer product which is accessible almost everywhere. There
is even a widespread belief that alcohol is a health product and is used in medical

purposes, while the stigma of drugs is widespread in society.3”

9
U
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37Prah Kong Sak. (25. July 2010). Director of adiction therapy at Watt
Thamkraborg. (P. A. Steinarsson, Interviewer)



CHAPTER VI

Conclusion

6.1 Conclusion

The increase of alcohol consumption in Thailand is a fact. Moreover the
increase is affecting certain'groups more than others, mainly the youth and
women, who shoe a staggepingrise in the.use of alcohol. Trends in alcohol
consumption have als@ seen a huge turﬁérpund in what alcohol beverages the
Thai people are consuming, choosing be‘e_r ra_lther than traditional spirits. In spite
of the increase in alcohol consumption itér'iixﬁportant to point out that, a majority

of the Thai people are abstainers from alcoh(fi.

An importantaspect-of-this-discussion-is-the-correlation between alcohol
use and modernity. Is rise in alcohol usage an inseparable variable of the
modernization process? The thirteen characteristics of modernization of
Martinelli do net imply that alcoho6l consumption should increase along with the
economic'growth/of nations-Men such as/Dr. Richard Smith afid Dr. Griffith
Edwards and have argued that a rapid social change and development should not
automatically lead to increased alcohol consumption.! Unfortunately the

experience of most developing countries is on the contrary to their argument.

1 Richard Smith. (17. January 1982). Alcohol in the third world: a chance to
avoid a miserable trap. Brithis Medical Journal ,(pp183 -185). Page 184
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WHO has repeatedly pointed to the emerging dangers of alcohol
consumption in developing societies, which they have described as an epidemic.
Almost all developing societies have figures of a large increase in alcohol

consumption and an increase in alcohol related problems.2

SamleePlianbangchang, Seutheast Asian regional director for WHO, puts
most of the blame on the increase in alcohel.eonsumption in the region of
Southeast Asia on externalmarketing forces. Heargues that they have been
focusing more on pushingtheir products in developing countries, while the
markets in developed cotintries mainly_N'orth America and Europe have been in

decline or a status quo pésition regarding the consumption of alcohol.3

Thailand followsanather pattern.x_és_;i_éh its alcohol development, where
two Thai corporations control the majori& (1)'}':'the market. These two
corporations have been able to keep a stli(;f-{g;hold on the alcohol market, and
these two corporations are the two largest benefiters of the alcohol market
expansion. It is therefore safe to come to the conclusion that the major
determinants of the increased alcohal consumption of the Thai people are

internal factors, rather than external factors.

The unconstrained marketing efforts of the Thai alcohol industry are the
play a largest role in the increase of Thai alcohol consumption. Even so the Thai

authorities have been countering this development the alcohol industry seams to

2 David Jernigan. (2002). Alcohol in developing societies : a public health
approach. Summary . Helsinki: WHO. Page 6-8

3 WHO. (2006). Public health problems caused by harmful use of alcohol -
gaining less or losing more? Banglore: WHO. Page 7
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be ahead in the fight, with estimates of a rise in Thai alcohol consumption being
between 7-13 percent on an annual basis.
The effects of the ever shrinking globalizing world also play a large role in
the increases alcohol consumption by introducing new trends related to the
ization introduces a lot of other ideas
% ol. But they don'’t get the same
—

wity. For globalization is

ideas are welcome to

consumption of alcohol beverages

Y,

and products to the peopl
kind of promotion in tw
merely a bridge of id{ .

adjust to their socie r its pleasurable effects,

unaware of its cons

Thai people, and the
{ A

AU INENINYINS
RIAINTUNRINIAY



114

BIBLYOGRAPHY

Aaker, D. A, & Georg, S. D. (1971). Consumerism; Search for the consumer

interest. New York: The Free Press.

American Psychiatric Association. (1999). Diagnostic and statistical manual of

mental criteria from. Wasington: Americanpsychiatric Association.

ASEAN.ASEAN free trade are (AFTA). Retrieved September 8, 2010 from

aseansec.org/: http://www.aSeansec.org/7665.htm

Assanagkornchai, S.;'Sounders, J. B, & Conigrave, K. M. (2000). Patterns of
drinking in Thai men. Alcohol and alcoh_olism ,263-269.

Austin, G. (1985). Alcoholin Western Society from Antiquity to 1800. Santa

Barbara: ABC -Clio Information Services. /

Babor, T. (1986). Alcohol, customs and ritu(.i-ls. New York: Chelsea House
Publishers . g

Babor, T. (2003). Aleohol: No ordinary commodity. New York: Oxford Univeristy

Press.

Baker, C., & Phongpaichit; P. (2005).'A History of Thailand-Cambridge:

Cambridge University Press.

Baker, €., & Phongpaichit, P. (2008). Thai capital afterthe 1997 crisis.

Silkworm Books.

Baker, C., & Phongpaichit, P. (1995). Thailand Economy and politics. Oxford:

Oxford Univerity Press.

Bangkok Post. (2002, April 6). Boxers add punch to newst brew. p. 8.



115

Barbara, C. (2008). International legal personality: Panacea or
pandemonium? Theorizing about the individual and the state in the era of

globalization. Berlin: DVM Verdag.
Bauman, Z. (2007). Consumng Life. Cambridge: Polity Press.

Beng-Huat, C. (2000). Consuming Asians: Ideas and issues. In Consumption In

Asia; Lifestiles and Identities. London: Routledge.

Blocker, ]. S., Fahey, D. M.;& Tyrell, R. L (2003 ).A4lcohol and temperance in
modern history. California=ABC-Clio.

Boon Rawd Brewery. LegiBeer Product. Retrieved Agust 14, 2010 from Leo Beer
: http://www.leolism.net/producthtml ©

Boon Rowd Brewery.Thai Beer. Retrieved August 14, 2010 from

www.boonrawd.co.th/: hitp://www.boenrawd.co.th/

Braudel, F. (1979). Capitalism and maté‘i?ial life, 1400-1800. London: Harper
Colophon. ="

Bundit Sornpisan. (2008). Alcohol deveopment in Thailand and policy
control. Bangkok, Thailand: Center of Alcohol Studies.

Bundit Sornpisan, & Kaewmungkun, C. (2008). Past and Present. Bangkok:

Center for alcohol studies in Thailand.

Carlsberg. (2005, Agust 31). Chang and Carlsherg agree on settlement.
Retrieved Agust 15, 2010 from carlsberggroup.com:
http://www.carlsberggroup.com/media/News/Pages/changandcarlsbergagreeo

nsettlement-SEA2005.aspx
Carthy, E. ]., & Perreault, W. D. (1984). Basic Marketing. 1llinois: Irwin.

CAS. (2009). Thailand Alcoholl Situation 2009 (2552). Bangkok: ThaiHealth.



116

Central Intelegence Agency.Thailand. Retrieved Septeber 6, 2010 from The
World Factbook: https://www.cia.gov/library/publications/the-world-
factbook/geos/th.html

Cherrington, E. H. (Ed.). (1929). The Encyclopedia of the Alcohol problem (Vol.

5). Ohio: Anti Saloon League of America.

Chong, T. (2005). Modernization trends in Southeast Asia. Singapore: Institute

of Southeast Asian Studies.

Chongkittavorn, K. (2002)«The media and accsess to information in Thailand.
In R. Islam, The right testell:.gherole of mass media in.economic development (pp.

255-266). WahsingtonDC.

Edwards, G. (1979). Drinking Problems: Putting the third world on the map.
Lancet, 314 (8139), 401-404.

Football Association of Thailand.Feotball Association of Thailand. Retrieved

October 8, 2010 from fat.or.thi http:/ /WWW.‘f‘at.or.th/

Forbes. (2007, July 9). Southeast Asia’s 40 Richest:Retrieved October 6, 2010
from forbes.com: http://www.forbes.com/2005/09/07 /southeast-asia-richest-
cz_05sealand_6.html

Fordham, G. (1995). Social change, cultural logic, and.the transformation of
domestic relations in.rural Northern Thailand..-Canberra: Australian National

University.

FORUT. {1007, January 26). FAct sheet WTO/GATS alcohol developments.
Retrieved July 10, 2010 from eurocare.org/:
www.eurocare.org/content/download/2470/12068/.../2/../WTO+GATS.pdf

Harvey, P. (2000). An Introuduction to buddhist ethics. Cambridge: Cambridge

University Press.



117

International Center for Alchol Policies. (2010). Alcohol Production by Country.

Canadean Limited.

Ionchev, A. (1998). Central and Eastern Europe. In M. Grant, Alcohol and
emerging markets: patterns, problems, and responses (pp. 177-202). Philadelphia:

Brunner/Mazel.

Jernigan, D. (2002). Alcohol in developing societies: a public health approach.
Helsinki: WHO.

Jerningan, D. (1999). The global expansion of alcohol marketing. Journal of

public Health Vol. 20. Ne'1. ,56-80.

Jiacheng, X. (1995). China: In'D: B. Heath, International Handbook on Alcohol and
Culture (pp. 42-50). Westport: Greenwood Press.

Jory, P. (1999). Thai Identity; globalization and advertising culture. Asian
Studies Rewiew , 461 - 487.

Kittirattanapaiboon, P. (2010, Ma¥rch 12). Intérgrated management of alcohol

intervention program. Department of Mental Health.

Martnelli, A. (2005)."Global modernization; rethinking the project of
modernity. London: SAGE Publications Ldt.

Meinhold, R. (2009). Popular Culture and consumerism Mediocre, (schein-)
Heilig and Pséndo-Therapeutic. In D. I. Ysuf, & C. Dr. Atilgan, Religion, Politics
and Globhalization: ITmplications{for|Thailandand Asia)(pp: 51-65)..Bangkok:
Konrad Adenauer Stiftung.

Mulder, N. (2000). Inside Thai Society. Chaing Mai: silkworm Books.
Newman, I. (2004). Globalization and Alcohol. Executive journal , 54-56.

Owen, D. (2005, May 1). The Betamax vs VHS Format War. Retrieved
September 15, 2010 from mediacollege.com:

http://www.mediacollege.com/video/format/compare/betamax-vhs.html



118

Paetzold, K. (2010). Corporate Social Responsibility (CSR): An International
Marketing Approach . Hamburg: Diplomica.

Peterson, ]. V., Nisenholz, B., & Robinson, G. (2003). A nation under the

influence: Americas addiction to alcohol. Boston: Allyn and Bacon.

Prachuabhoh, C. (1997). Famiy, Comunity and Modernization in Asian
Societies; Japan, Vietnam and Thailand Thammasat University, Assistans
Professor at the faculty of Seciology and Antropelogy . Fukuoka: ASIAN Pacific

Center.

Pupphavesa, W. (2002)#Globalization and social development in Thailand.
Antwerp: Centre for ASEAN‘Studies.

Ritthiphakdee, . B.-0#(2001 ). Alcohol consumption and control in Thailand.
London: Global Alcohol'Policy Alliance.

Roonkasem, N. (2008). Alcoghol marketing and youth. (N. Johnson, Ed.) The
Globe, 18-19. b

Rutledge, P.]. (1992). Central Thai Buddhiéiﬁ and modernization. St. Luis:
Dhammpradipa.

Sak, P. K. (2010, July 25). Director of adiction therapy-at Watt Thamkraborg. (P.

A. Steinarsson,.Interviewer)

Sinuswarm, N.{2010, Agust 17). PhD student and alcohol Resercher. (P. A.

Steinarssan;Interviewer)

Smith, R: (1982, January 17). Alcohol in the third world: A chance to avoid a
miserable trap. Brithis Medical Journal , 183 -185.

Social Issues Research Center. (1998). Soicial and cultural aspects of drinking;

a report to the Amsterdam Group. Oxford: Social Issues Research Center.

Sornpaisarn, B. (2008). Development of Thai alcohol policy. Bangkok,
Thailand.



119

Sornpaisarn, B. (2007). The impact of Aalcohol advertisement on Youth. In C.
f. Studies, The 3rd National Alcohol Confrence; "Alcohol No Ordianary Commodoty”
(pp- 33-40). Bangkok: Center for Alchol Studies.

Sthapitanonda, P., & Sinsuwarn, N. (2010). Sin Brand: An Analysis of
comunicatin marketing comunication mix of alcohol bevereages. Bangkok:

CAS.

Suwanalong, S. (2006). The history of Consumerism in Thai society. PhD

Thesis . Munser, Germany:

Task force on comunitypreventive services. (2004). Effectiveness of massmedia
campaigns for reducing drinking and driving and alcohol involved crahses.

New York: American journal of preventi\.)e medicene.
Thai Alcohol Industry. (2008): Thai Alcohol Market 2007. Thai Alcohol Industry.

Thai_Alcoholic. (2010, March 10): Thai Member of AA. (P. A. Steinarsson,

Interviewer)

ThaiBev. Beer. Retrieved Agust 13, 2010 rfr'o-fﬁ-ThaibeV.com:
http://www.thaibeviecom/en08/product.aspx?sublvigiD=11

ThaiBev. Beer - Archa. Retrieved Agust 13, 2010 from Thaibev.com:
http://www.thaibev.com/en08/product.aspx?sublvlglD=11

ThaiBev. History. Retrieved Agust 14, 2010 from sangsomrum.com:

http://wwwisangsompum.comZhistoryhtm

ThaiBev. Spirit. Retrieved Agust 14, 2010 from Thaibev.com:
http://www.thaibev.com/en08/product.aspx?sublv1gID=12

Thamarangsi, T. (2006). Thailand: Alcohol today. Bangkok: Society for study of

addiction.

Thamarangsi, T. (2010). Alcohol related harms -Thailand. International Health
Policy Program- Thailand . Bangkok, Thailand: CAS.



120

Thamarangsi, T. (2010, august 10). Director of Center of Alcohol Studies in

Thailand. (P. A. Steonarsson, Interviewer) Bangkok.

Thamarangsi, T. (2010, Agust 24). Director of Center of Alcohol Studies in
Thailand. E-mail . Bangkok, Thailand.

Thamarangsi, T. (2010, Febuary 2). Director of The Center for Alcohol Studies in

Thailand. (P. A. Steinarsson, Interviewer)

Thamarangsi, T. (2008). Newly introduced aleohol marketing strategies: Thai

experience. The Globe , 5-7:

Thamarangsi, T. (2006). Fhailand: Aleohol today. Society for study of addiction ,
783-787.

Thamarangsi, T. (2009)..The “triangle that moves the mountain” and Thai

alcohol policy development, Bangkok: Fe_dg_ral Leagal Publications. Inc.

The Bangkok Post. (2010, july.31}. Chanﬁqutified. Retrieved October 8, 2010

from bangkokpost.com:

http://www.bangkokpost.com/news/sp;)rt_s—/188765/chang-satisfied

The Nation. (2010, August 18). Boon Rawd's battle for survival. (P. Chagsorn,
Editor) Retrieved Octeber 6, 2010 from http://www.mnationmultimedia.com:
http://www.nationmultimedia.com /home/2010/08/18/business/Boon-Rawd-
s-battle-for-survival-30136097.html

The Nation: (2009, December 16). Health ministry to bustcalendars with
beverage logos. Retrieved August 11,2010 from
http://www.nationmultimedia.com:
http://www.nationmultimedia.com/search/read.php?newsid=30118583&keyw

ord=alcohol+youth

The Nation. (2010, August 6). Singha signs Bt409m sponsorship deal with

Chelsea FC. Retrieved October 8, 2010 from nationmultimedia.com:



121

http://www.nationmultimedia.com/home/2010/08/06/business/Singha-signs-
Bt409m-sponsorship-deal-with-Chelsea--30135329.html

Unger, R. W. (2007). Beer in the middle ages and the renaissance. Philadelphia:

Unversity of Pennsylvania Press.

Unwin, T. (1991). Wine and the Vine: An Historical Geography of Viticulture
and the Wine Trade. London: Routledge.

WHO.Dependence syndrome. Retrieved Agust29, 2010 from who.int:

http://www.who.int/substance abuse/terminolegy/definition1/en/

WHO. (2003). Get hig in life without alcohol South East Asian Regional Office.
Banglore: WHO.

WHO. (2004). Global algohgl status report. Geneva: WHO.

WHO. (2009). Harmfull useof alcohol. Retrieved Febuary 6, 2010 from
http://search.who.int: 'l

www.who.int/entity/nmh/publications/ fact;sheet_alcohol_en.pdf

WHO. Historical Backround. Retrieved Oktober 4, 2010.from
http://www.searo.who.int/:

www.searo.who.int/EinkFiles/Facts_and_Figures_ch%:pd

WHO. (n.d.). Management of substance abuse. Retrieved August 11, 2010 from
http://www.who.int: http://www.who.int/substance_abuse/en/

WHO. (2009). Programme on reduce harm of Alcohol in the comunity. New

Delhi: World Helath Organization, Regional Ofifce for South-East Asia.

WHO. (2006). Public Health Problems Caused by Harmful Use of Alcohol —

Gaining Less or Losing More? Banglore: WHO.

WHO. (2010). Set of recommendations on the marketing of foods and non-

alcoholic beverages to children. Geneva: WHO.



122

Wikipedia. (2010, Agust 5). Boon Rawd Brewery. Retrieved Agust 14, 2010 from
Wikipedia.org.: http://en.wikipedia.org/wiki/Boon_Rawd_Brewery

Wikipedia. (2010, September 12). E. Morton Jellinek. Retrieved September 16,
2010 from Wikipedia.org: http://en.wikipedia.org/wiki/E._Morton_]ellinek

Wikipedia. Fermation Wine. Retrieved Agust 31, 2010 from wikipedia.org:

http://en.wikipedia.org/wiki/ wine)

v. et@st 14,2010 from

Wikipedia. (2010, July 1
Wikipedia.org: http://

5~

Wisalo, P. P. (1994). DNSUME ~*\ n Thailand. Bangkok:
Thailand Public Heal - .

AULINENTNEINS
AN TUNN NN Y



123

BIOGRAPHY

PallArnarSteinarsson was born in the city of Reykjavik, Iceland in, 1973. He
graduated form Bifrost University with Bachelors Degree in Politics, Philosophy
and Economics. He has a worked in various jobs, such as: manager of music

publishing label, director of a radio station, store manager, event manager and a

9
U

AULINENINYINS
RINNTNUNINYAY



	Cover (Thai) 
	Cover (English) 
	Accepted 
	Abstract (Thai)
	Abstract (English) 
	Acknowledgements 
	CONTENTS
	CHAPTER I INTRODUCTION
	1.1 Background
	1.2 Research Objectives and Research Questions
	1.3 Scope of Research
	1.4 Research Methodology
	1.5 Key Terminology in use
	1.6 Contribution of Research
	1.7 Limitations

	CHAPTER II  ALCOHOL
	2.1 Brief History of The Global use of Alcohol
	2.2 Nature of Alcohol
	2.3 The Global Burden of Alcohol

	CHAPTER III  THAILAND AND ALCOHOL
	3.1 Brief History of Alcohol Consumption in Thailand
	3.2 Alcohol use and Thai Landscape
	3.3 Thai Drinking Culture

	CHAPTER IV  THAI ALCOHOL INDUSTRY
	4.1 Thai Alcohol Market Environment
	4.3 Thai Legislation on Alcohol
	4.4 Alcohol Marketing in Thailand

	CHAPTER V THE DETERMINANTS OF THE CHANGE IN THAIDRINKING BEHAVIOR
	5.1 Economic growth and social Change
	5.2 Modernization, consumerism and alcohol
	5.3 Modernization and Consumerism
	5.3 Thai consumerism and increased alcohol consumpti
	5.4 The Mass media and alcohol consumption in Thailand
	5.5 The Thai Alcohol Paradox

	CHAPTER VI  CONCLUSION
	6.1 Conclusion

	Vita

	Button1: 


