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This study has been done with the objective to create a code of ethics for the advertising
industry in Thailand. Orce implemented, this code will be a guide for uplifting the standard of advertising
and will prevent the dissemination of inappropriate advertising. The study can be divided into three parts
as follows:

(1) Analysis of unacceptable advertising within Thai society —This study has been conducted
based on content analysis and in-depth interviews of four social groups namely government
officials, media personnel, social interest groups, and marketers.

(2) Causes of unacceptable advertising and guidelines to solving the problem -This study has
been conducted by arranging the seminar series in collaboration with the Advertising
Association of Thailand and members of the academia.

(3) Creation of the code of ethics -This study encompasses a survey of advertising practitioners,
grouping ethic statements, and testing the acceptance of the four social groups of the new
code of ethics.

The study found that unacceptable advertising in Thailand can be categorized into three groups
namely falsification/deception/misleading, inappropriate advertising based on the context of Thai society,
and advertising with negative impact on the target group. In addition, the causes of these unacceptable
advertising can be explained by two factors, the advertising practitioners and the nature of the
advertising opened to interpretation. In order to solve the problem, a mechanism for the industry self-
regulation must be created. At this stage, an initial 38 factors were concluded. Using Factor Analysis to
analyze the data collected from survey of advertising practitioners, the 10 factors were found. The results
showed that advertising practitioners and social groups all rated the code of ethics highly. However,
using t-test to compare difference between the two groups, it was discovered that social groups saw the
importance of the code of ethics higher than practitioners did. The difference is significant at the level of

0.05 for 6 factors.



