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The study aims at evaluating the effectiveness of the communication process through mass media of the major
alcohol producers: Boonrawd Brewery Co. Ltd., Thai Beverage Public Company Limited and Regency Brandy Thai Company
Limited in comparison to that of the Thai Health Organization. The study focuses on analyzing the communication process to
see how both sides compete to gain more popularity among youths and whose advertisements or campaigns have been more
effective. It was discovered, through in-depth interviews of key personnel and group discussions of yoﬁths, that both the
alcohol beverage producers and the Thai Health Organization have similar processes of launching media advertising
campaigns.

However, detailed campaign strategies and full-scale marketing communication channels aimed at society are
different. It can be concluded that the alcohol industry has implemented more effective communication tools because they
have a higher advertising budget, which has resulted in a higher quantity, frequency and consistency of media advertising.
Besides, they also have had impacts on the media advertising campaigns of the anti-alcohol organization, which delivered the
main message from the campaign into the advertisements and taunched them through the mass media with socially
responsible objectives to the youth. However, the ads could influence only some targeted young people, dus to ineffective
media advertising campaigns and the absence of continuity of the commercials. Teens became less interested and
subsequently failed to participate in the campaigns because they could not fully and continuously get the main message
conveyed, the meaning of the commercials and the objectives of the campaigns.

Furthermore, there were also other factors that influsnced the youths. The internal factors included individuality,
life experiences, lifestyles, interests, self-consciousness, feelings and consideration, while the external factors were mass
media, groups of people who had influence on young people, social surroundings and values, traditions, etc. All of these
influenced the young on their decision to accept or reject what they were exposed to through the mass media. Howaver, the
study had a limitation because it covered only the results from group discussions of only 48-60 targeted adolescents, which
means the researcher could ;nvestigate the effectiveness of the communication process through mass media at a certain level
and among a small number of the young. Therefore, the result of the study could not be used in conclusions regarding such

effectiveness on the youth and the main targeted groups throughout the nation.





