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Abstract
Background Although previous quantitative studies have documented the association between exposure to alcohol portrayals
and drinking attitudes inWestern countries, few qualitative studies have explored this matter in Thailand. A better understanding
of the association in young Thais is required for a more efficient alcohol policy development. This study aims to explore the
information young Thais have learnt from exposure to alcohol portrayals in society and the media, examine how this exposure
shapes their drinking attitudes, and investigate the alignment of policy-makers’ views on drinking with those of young people.
Methods Two qualitative research methods were employed. Seventy-two university students (38 men, 34 women) aged 20–24
participated in focus groups conducted on campus. Semi-structured interviews were conducted with academia, civil society and
representatives from government who were involved in alcohol policy. Recorded data were transcribed verbatim, systematically
coded and analysed using content analysis.
Results Young Thais were regularly exposed to alcohol portrayals, particularly on social media and in their social environment.
Being increasingly exposed to alcohol portrayals, particularly on social media, and the role of the alcohol industry emerged as
concerningmatters to the academia and civil society sectors. In response to the concerns, the government social media monitoring
and alcohol censorship had become more challenging.
Conclusions This study reflects the growing concerns from academia and civil society sectors of the impacts of increased alcohol
exposure and the role that the industry may have on young people’s drinking attitudes. It highlights the need for response to
significant policy challenges to reduce these impacts.
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Introduction

Exposure to Alcohol Portrayals

There is widespread public health concern about the impacts
of exposure to drinking portrayals in society, particularly in

the media in the forms of alcohol product placements and
advertisements, on drinking perceptions, attitudes, intentions,
behaviours and other risky health behaviours in young people
[1–3]. Traditional media such as films and television are often
identified as potential sources that can influence young
people’s drinking [4]. Previous studies have found that alcohol
placement was common in youth-rated films in Europe
and the Americas [5–7]. In Thailand, over 75% of Thai films
screened in cinemas in 2008–2009 contained youth and un-
derage drinking scenes, particularly in comedy and melodra-
ma films [8]. Similar to other countries such as the USA and
Australia [9, 10], most of these Thai films portrayed drinking
as a positive experience, ranging from enhancing social
interactions to personal success, rather than a negative
experience [8]. Moreover, in the USA and UK, the represen-
tation of alcohol in popular songs and music videos is
generally more positive than negative because alcohol is fea-
tured in association with wealth, sex, luxury objects and
partying [11, 12].
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In addition to exposure to alcohol product placement, young
people are also found to be more likely than adults to be ex-
posed to alcohol advertisements in both print (e.g. magazines)
and digital (e.g. television) media [13, 14]. Alcohol advertise-
ments are prominent during broadcasts of programmes towhich
young people are attracted such as the FIFA Football World
Cup Tournament matches [15]. Previous studies found that
brand-specific exposure to alcohol advertisements in these tra-
ditional media was associated with increased likelihood of
brand-specific consumption, particularly among underage
youth [16–18]. A US study also reported that young people
who were exposed to youth-orientated alcohol advertisements
such as party-themed advertisements were more likely to have
higher rates of alcohol use and binge drinking onset [19].

Besides exposure to alcohol through these traditional me-
dia, alcohol is increasingly being advertised on social media.
The rising expenditure on the production of alcohol advertise-
ments on social media indicates that social media is attracting
increasing attention from the alcohol industry [20]. Although
the influence of alcohol advertising on social media is not yet
fully understood, the body of literature on social media and
alcohol is growing [21]. It is likely that young people, partic-
ularly those aged 18–29, are more likely to be exposed to the
alcohol industry’s messages and promotional materials on so-
cial media because they comparatively use social media more
than other age groups do [21, 22]. For example, an Australian
study has found that alcohol marketing social media use, such
as liking and following, was associated with riskier alcohol
use in people aged 15–29 [23].

Regulatory Control of Exposure to Alcohol in Thailand

Since several past studies have found the associations between
exposure to alcohol and subsequent alcohol consumption and
risky health behaviours, stricter regulatory control of alcohol
on the media is often called for [24]. Governments across the
world have attempted to protect young people in particular
from overexposure to alcohol advertising and alcohol use
portrayed in artistic works through either statutory regulation,
co-regulation or self-regulation [25]. In Thailand, there have
been a multitude of regulatory interventions in the forms of
advertising and marketing restrictions. The Alcoholic
Beverage Control Act B.E. 2551 (the Act) enacted in 2008
stipulates comprehensive regulatory control of alcohol adver-
tising. Previously, information about alcohol consumption and
its concrete negative impacts had not gained public attention
until the Thai Health Promotion Foundation revealed that Thai
adult per-capita consumption was ranked the fifth highest in
the world at 13.59 l of pure alcohol in 2000. Since then, de-
spite being statistically adjusted to 8.40 l of pure alcohol later
in 2005, health advocates continued to use indicators such as
consumption volume and road traffic mortality to call for
stricter alcohol control, leading to enactment of the Act.

The Act stipulates that any alcoholic beverages sold in
Thailand may not be advertised in a manner which directly
or indirectly claims benefits or promotes their consumption
[26]. All alcohol advertisements are also prohibited from con-
taining illustrations of the product or its packaging, and there
is a requirement that these advertisements be accompanied by
one of the five predefined warning messages [27]. Televised
alcohol advertisements are restricted to airing between 10 PM

and 5 AM and must show one of these warning messages for at
least 2 s [26, 27]. In television broadcasts, scenes with con-
sumption of alcohol and illustrations of alcohol brands are
censored [26]. In televised, digital screen and printed media,
the warning message must occupy at least one-third of the
advertisement area [27]. Despite these restrictions, alcohol
portrayals especially of people drinking remain prevalent in
digital and social media in Thailand.

Policy and Young People

In the policy-making process, young people’s participation is
believed to benefit the design and implementation of policy in
achieving its objectives [28]. According to the Organisation for
Economic Cooperation and Development, youth participation
in policy-making process enables young people to understand
better the political and administrative of policy development
which could create trust in public authorities and increase the
ownership of policies and initiatives [29]. These, in turn, help
improve programme design and implementation of policy.
However, there is no evidence of young people’s participation
in the design of alcohol policy in Thailand. Furthermore, al-
though there are a few qualitative studies examining the asso-
ciation between exposure to alcohol portrayals of alcohol use
and drinking attitudes and behaviours in Western settings [14,
30], very few qualitative studies have been conducted in non-
Western settings, including Thailand [31, 32]. Given the well-
documented evidence of the associations between exposure to
drinking portrayals and alcohol use in young people, a better
understanding of how young people perceive alcohol use upon
exposure to drinking portrayals is required in order to develop a
more efficient alcohol control policy. Therefore, this study aims
to explore the information young Thai people have learnt from
exposure to alcohol portrayals in society and the media, explore
how young people perceive this exposure, and investigate the
alignment of alcohol policy-makers’ views on drinking with
those of the young people.

Methods

Research Designs

This study employed two modes of data collection: focus
groups and semi-structured interviews. The focus groups were
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used to explore the information that young Thai people have
learnt from exposure to alcohol in society and the media.
Semi-structured interviews were designed to investigate the
alignment of alcohol policy-makers’ views with those of the
young people as well as policy challenges required to reduce
the adverse consequences of such exposure. The study has
been granted ethics approval by the Human Research Ethics
committees in Australia (HE15/480) and Thailand
(MUPH2016-034). Written informed consent was obtained
from all participants in focus groups and semi-structured in-
terview respondents included in this study prior to the com-
mencement of the discussion. All procedures performed in
studies involving human participants were in accordance with
the ethical standards of the institutional and/or national re-
search committee and with the 1964 Helsinki declaration
and its later amendments or comparable ethical standards. A
code was assigned to each participant/respondent in the study,
so that all data were fully anonymised to preserve
confidentiality.

Focus Groups

Participants Young Thai tertiary students aged 20–24 years
who were studying at a public university with campuses lo-
cated in Bangkok and a peripheral province were recruited via
information flyers and ‘snowball’ referrals. The study recruit-
ed people with a wide range of drinking experiences from ex-
drinkers to frequent drinkers. Based on the participants’ re-
sponses, they were categorised into either ex-drinker, social
drinker or frequent drinker (Table 1). No participants were
non-drinkers. The classification of drinkers was based on the
category of drinking frequency used by the National Statistical
Office of Thailand in their national survey on smoking and
drinking behaviours [33]. As with many topics related to
stigmatised health behaviours, discussions about substance
use like alcohol are sensitive and may pose challenges to elicit
quality and quantity of information from young people [34].
Therefore, groups of friends were encouraged to participate,
so as to lower anxiety about discussing sensitive issues with
strangers. Interested students were asked to contact R.K. or

S.N. via email to organise date and time for participation. The
students were allotted to a group based on their convenience.

Data Collection The focus groups were conducted at both uni-
versity campuses. Each group was mixed in terms of gender
and types of drinkers. Previous studies suggest that a well-
designed focus group usually consists of no more than 12 par-
ticipants [35]. Hence, the authors organised focus groups of
peer groups of 9–12 participants in each group in order for
people to actively exchange ideas among one another and dis-
cuss the issues in a friendly and constructive fashion. There
were 72 participants in total, 38 men and 34 women. The char-
acteristics of the participants are summarised in Table 2.

A moderator (R.K.) and an assistant moderator (S.N.) con-
ducted the focus groups. R.K. explained the study to the par-
ticipants and provided them with an information statement.
They were also given an opportunity to ask questions and
allowed to withdraw from the discussion at any time.
Written informed consent was obtained from all individual
participants prior to the commencement of the focus groups.
Both the information statement and consent form were in
the Thai language to ensure that all participants were well
informed. Each focus group was facilitated by a topic guide
containing open-ended questions. These questions focused on
the participants’ cultural understanding of alcohol consump-
tion, alcohol media literacy and the influence of drinking por-
trayals in the media on their drinking behaviours. Each focus
group (1.5 h) was audio-recorded with the participants’ per-
mission. The participants were compensated for their time and
travel costs to participate.

Semi-Structured Interviews

Respondents Semi-structured interviews were conducted with
the stakeholders who have been actively involved in alcohol
research and policy development. These identified key stake-
holders were from three sectors: (1) the government (policy-
makers), (2) academia and (3) civil society. The three sectors
are collectively called the ‘triangle that moves the mountain’
as proposed by a well-knownmedical, public health and social
scholar in Thailand, Professor Prawase Wasi [36]. The three
interconnected sectors are believed to simultaneously
strengthen capacity in three interrelated areas, namely political
involvement (the government), creation of knowledge
(academia) and social movement (civil society organisations).
Pragmatic purposive sampling through policy networks and
snowball referrals was used. Snowballing was a useful way to
expand a sample of stakeholders, hence reaching out to more
people. It was very important to ask people if they knew of
others whowould be interested in joining this study. However,
it should be noted that the referred stakeholders were the peo-
ple who were listed as committee members of the National
Alcohol Policy Commission. A list of the members of the

Table 1 Types of drinkers

Type Definition

Non-drinker (nil) Reported having never had or
tried alcohol

Ex-drinker (21%) Reported having had no alcohol
in the past 12 months, but having
had alcohol more than 12 months ago

Social (64%) Reported having an average of less than one
drinking session per week in the past 12 months

Frequent (15%) Reported having an average of at least one
drinking session per week in the past 12 months
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National Alcohol Policy Commission as appointed by the Act
[26] was used for initial sample selection. The Commission
involved extensively in the alcohol policy formation in
Thailand. The members of the Commission consisted of repre-
sentatives from government agencies, non-governmental orga-
nisations and persons whose knowledge, competence and ex-
perience pertaining to the fields of either social science, law or
information and communication technology. Table 3 presents a
summary of respondents’ areas of work and/or expertise.
Initially, six stakeholders (two policy-makers, two academics
and two civil society organisations) were contacted by an email.
Those who failed to respond within 5 working days were
followed up by telephone. All of them replied the email within
a few days and accepted the invitation for an interview.
Additional interviewees were referred to by the respondents
who had been interviewed. The snowball sampling was used
because the initially identified interviewees had recommended
that it would be useful for people who were in the same area to
discuss so that the authors could compare and contrast opinions.

Data Collection The semi-structured interviews (30–60 min)
were conducted face-to-face at the respondents’ agreed locations
(e.g. their offices) between May and August 2016. An informa-
tion statement and a consent form provided to all respondents
were in both English and Thai to ensure that the respondents

were well informed. R.K. explained the study and their right to
withdraw from the study to the respondents and allowed them to
ask questions with regard to the study. The interviews were
facilitated by a topic guide containing open-ended questions that
had been provided to the respondents in advance. The signed
informed consent was received prior to the commencement of
the interviews. The interview topics included the perceptions of
the sociocultural context of drinking, the portrayals of alcohol
use in society and the media, and any relevant policy concerns.
Each interview was audio-recorded with the respondents’ per-
mission. R.K. and S.N. separately transcribed, coded and
analysed the audio-recorded discussions simultaneously after
each discussion session to achieve data saturation.

Data Analysis

The recorded discussions of both focus groups and semi-
structured interviews were transcribed verbatim. The tran-
scripts were read, re-read and coded separately by R.K. and
S.N. Content analysis was used to identify key themes and
sub-themes, and the data were continually coded and refined
into categories. Notes were taken throughout the process of
analysis. R.K. and S.N. then compared the themes and cate-
gories derived from their individual coding for similarities and
differences. The emerging themes, categories and concepts

Table 3 Respondents’ areas of
work and/or expertise Category ID number Organisation’s work and/or expertise

Government G1 Alcohol policy

G2 Alcohol policy and enforcement under G1

G3 Government–research unit hybrid organisation

Academia A1 Alcohol industry’s behaviour

A2 Media communication of alcohol industry

A3 Alcohol research in Thailand and health economics

A4 Alcohol research and international collaboration

Civil society S1 Drunk-driving watchdog

S2 Alcohol information and awareness in Thailand

S3 Alcohol-related harm watchdog

Table 2 Characteristics of participants

Group n Mean age (years) Gender (M/F) Educational degree Education level

1 12 22.0 6:6 Public health Undergraduate

2 9 23.6 9:0 Public health Postgraduate

3 9 20.8 9:0 Public health Undergraduate

4 10 22.1 6:4 Public health Undergraduate

5 9 24.0 3:6 Public health Postgraduate

6 11 22.4 4:7 Environmental science Undergraduate

7 12 20.7 1:11 Environmental science Undergraduate

Total 72 22.1 38:34 53%:47% Health/non-health 68%:32% Undergraduate/postgraduate 75%:25%
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were discussed among the study team. While a number of
themes emerged from the focus groups, the analysis presented
here focused on young people’s perceptions about exposure to
alcohol portrayals in society and the media and their drinking
attitudes. Similarly, the analysis of data derived from the semi-
structured interviews focused on the respondents’ views on
exposure to alcohol portrayals, policy challenges and other
relevant concerning areas which varied across three different
sectors. Finally, the codes, themes, categories and sub-
categories were refined by the study team, until no new
themes or categories emerged. These data analyses were on-
going and iterative, as new enquiries derived from the analy-
ses were pursued in the subsequent focus groups/semi-
structured interviews.

Results

Focus Groups

Exposure to Alcohol in the Media

When participants were asked about alcohol or drinking por-
trayals in the media, they initially said that they had often seen
drinking on television dramas. Many participants did not be-
lieve that such portrayals affected their own alcohol consump-
tion. However, a few participants reported to have imitated the
characters’ drinking in the television dramas.

I drink when I’m heartbroken because I’ve seen the ac-
tors drinking in television series/dramas. So I just cop-
ied them.—Male ex-drinker aged 20

When asked about any alcohol-related content in the media
that they have seen and remembered, most participants men-
tioned a number of televised advertisements that belonged to a
few dominant Thai alcohol companies. However, they said
that it was rare to see alcohol advertisements on television
due to the airtime restriction. Participants also noted that the
content of alcohol advertisements has changed to focus more
on the brand rather than the product itself.

Alcohol ads nowadays don’t show the products. In fact,
it looks like they’re promoting the brands, not the prod-
ucts. The alcohol ads on television are only allowed to
air like after 10 pm or later than that. By that time, we’re
probably either in bed or already out (with
friends).—Male social drinker aged 24

When asked further how they recalled these advertisements
and perceived them to be for alcohol, despite the extensive
content restriction, they reported to have seen these advertise-
ments in other platforms such as street advertising or

advertising displays on public transport. They stated that al-
cohol advertisements were often in the form of brand
advertising—only the brand was shown without specifying
the product advertised. They became aware that these adver-
tisements were meant for alcohol because most advertise-
ments belonged to only a few Thai alcohol companies whose
beer was their flagship product. Moreover, participants spec-
ulated that they were in a generation in transition in which
alcohol advertising restriction has come into effect. Asked if
they thought that the similar branding of alcoholic and non-
alcoholic products would increase societal acceptance of alco-
hol consumption, they believed that drinking was becoming
more acceptable because of frequent exposure to alcohol
brand advertisements in the media. Some participants added
that brand advertising made them recall the brandsmore easily
when making a purchase.

We grew up in the period where alcohol advertisements
were allowed. Later, drinking water (a subsidiary prod-
uct with the same branding) was introduced to the mar-
ket. But I already associate the brand with beer.—Male
social drinker aged 22

Exposure to Alcohol on Social Media

Although participants rarely saw drinking portrayals on tele-
vision and played down any influence of such exposure on
their own drinking, they said to have often seen alcohol-
related content on leading social media websites (e.g.
Facebook) that were posted or shared by their friends. They
added that the interactive features of these social media
websites, such as ‘like’ or ‘share’, increased the likelihood
of them seeing these alcohol-related materials. They thought
that it was common for young people to post their own
alcohol-fuelled social activities on social media and ‘tag’ their
friends to acknowledge these activities.

When my friends check-in and post photos (on
Facebook), I feel like I want to go there too. The
(alcoholic) drinks look nice.—Female social drinker
aged 23

However, despite dismissing the instant influence of seeing
alcohol-related content online on their purchasing or drinking
decision, a number of participants admitted that, among other
factors, frequent exposure to alcohol materials online could
incite their curiosity and lead to brand-specific purchasing
intent and consumption. Young people also considered other
factors such as the location of alcohol outlet, previous experi-
ence and on-premise promotions to be influential on their
drinking behaviours.
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If it’s an outlet, I need to check the location of the outlet
first. If the promotions are interesting enough and it’s
not too far, I would go.—Male regular drinker aged 23

Exposure to the Alcohol Industry Activities and Sponsorship

Participants also talked about alcohol brand advertising and
brand placement in the forms of corporate social responsibility
(CSR) activities and sponsorship. They were able to recall a
number of the alcohol industry CSR activities and sponsor-
ships, many of these were donation programmes and sports
sponsorship. Participants believed that it was appropriate for
the alcohol industry to conduct CSR activities and sponsor
youth-orientated activities as an ethical responsibility to the
society.

I think all for-profit organisations conduct some kind of
CSR activities whether we’re aware of these activities or
not. It is one of the ways to give back to society.—Male
ex-drinker aged 23

When asked if these CSR activities and sponsorship had
led to their drinking preferences or intention, although partic-
ipants dismissed the influence of CSR activities on their alco-
hol consumption, they admitted that these activities positively
affected their choice of non-alcoholic products (e.g. soda wa-
ter and still water). Unlike CSR activities, alcohol sports spon-
sorship successfully persuaded a few participants to purchase
and consume alcoholic products of the brands that sponsored
their favourite sports teams. Further, many participants also
noticed that the dominant Thai alcohol brands have expanded
their sponsorship to other youth-orientated sporting events
(e.g. car racing) in both domestic and international arenas.

Chang beer is the first brand that I’ve tried because I
like Barcelona (Football Club). It’s so bitter but I still
drink it. I think it is an indirect way to support my
team.—Female social drinker aged 21

Alcohol Censorship in the Media

Despite seeing alcohol-related content on various media plat-
forms, participants often mentioned that alcohol portrayals are
heavily censored, particularly in traditional media. When
asked whether they considered alcohol censorship to be effec-
tive in preventing drinking, the participants ridiculed and
dismissed the effectiveness of the alcohol censorship to pre-
vent their interest in drinking. Young people could not fathom
the reasons behind the use of censorship. Instead, they thought
that the use of alcohol censorship could further incite youth’s
interest in what was being censored.

When I see censorship in TV dramas or movies, I often
wonder why they need to censor that. The censorship
makes it more noticeable. If the censor wasn’t there, I
wouldn’t have noticed (the alcohol). It actually increases
my curiosity.—Male social drinker aged 22

Exposure to Alcohol in Social Environment

Participants were also asked whether they considered drinking
to be a part of Thai culture. They dismissed the idea that
drinking was a culture, but believed that drinking was custom-
ary, particularly in the north-eastern region. They were told
that in the past alcohol was given as a payment for the labour
in the rice fields, instead ofmonetary compensation. However,
many participants regarded drinking as being symbolic of so-
cial gatherings where alcoholic drinks were often provided,
including at religious ceremonies in which alcohol should be
forbidden, such as at a Buddhist ordination (becoming a
monk).

BThere’re alcoholic beverages in every wedding recep-
tion and Buddhist ordination ceremony. The host prob-
ably wants their guests to feel enjoyable … —Male so-
cial drinker aged 23

When asked about their personal drinking experiences, par-
ticipants recalled that their senior university peers had a sig-
nificant role in introducing them to their first drinks. Many
participants were placed in the situations where alcohol con-
sumption was unavoidable, such as at university initiation
rituals. Drinking with their friends was also common at most
social gatherings during their university years. Asked whether
drinking was a ‘normal’ practice, participants believed that the
Thai society has learnt to ‘accept’ it as a common practice,
providing that drinking would not lead to adverse conse-
quences such as road accidents. However, they disapproved
of underage drinking and believed that the Thai society only
accepted age-appropriate drinking.

I think (our) society has learnt to accept that drinking is
normal. However, it also depends on the drinker’s age.
The society may look at underage drinking more nega-
tively than drinking in adults.—Female social drinker
aged 22

In summary, with regard to exposure to alcohol portrayed
in the media, only a small number of the participants talked
about having seen drinking portrayals in the traditional media
such as in television dramas. However, they noted the prom-
inence and prevalence of alcohol advertising in public places
and on social media. They also noted the alcohol industry
activities in promoting their products using brand advertising
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and brand placement in the forms of CSR activities and sports
sponsorship. Increasingly being exposed to drinking in social
environment, this group of young people regarded alcohol to
be in the same category as other non-alcoholic beverages.
They believed that drinking has become habitual in society
and thought that moderate drinking at social gatherings was
normal and acceptable. In some circumstances, drinking was
even necessary such as at university initiation rituals.

Semi-Structured Interviews

Three different categories of respondents were used to analyse
the data. Similar to young people’s perceptions towards drink-
ing in Thai society, respondents across all three sectors be-
lieved that drinking has become customary in Thailand,
though not a culture.

Academia: Exposure to Drinking Portrayals in Social Setting
and the Media

In regard to drinking custom in Thailand, the respondents
from academic sector said that although drinking was against
the teachings of Buddhism, religious belief was deprioritised
when drinking was involved. They added that Thais have
often made excuses to drink at social gatherings. A respondent
from academic sector thought that drinking was easily incor-
porated into Thai society because of Thai people’s fun-loving
characteristics and believed that Thai people have already
considered alcohol to be an ordinary beverage. These factors
were believed to accommodate alcohol consumption and
could consequently lead to increased exposure to drinking in
social environment.

The fun-loving characteristic of Thai people is used to
support the drinking attitudes. They dismiss that drink-
ing violates the fifth precept in Buddhism, but associate
drinking as a part of celebrations.—A2

The respondents from academic sector also added that al-
though they did not consider drinking to be normalised in
Thailand, they believed that Thais viewed alcohol as a social
commodity. One reason was that Thai people were familiar
with drinking in social settings due to frequent exposure.
Another was that the issues of alcohol use and related prob-
lems were very much related to a biomedical perspective rath-
er than social development issues. Therefore, unlike the peo-
ple in health-related fields, the general public regarded drink-
ing as a ‘normal’ practice.

… drinkers, non-drinkers, and those not working in pub-
lic health field may think drinking is normal. (To young
people), drinking is normal because they’ve seen it since
when they were young. They’ve seen people drinking in

front of their house, in restaurants, (…), at beer gardens
in front of shopping malls.—A2

Moreover, a respondent from the academic sector believed
that the volume of exposure to alcohol in Thai society might
not have changed, despite having Alcoholic Beverage Control
Act since 2008. It was noted that the alcohol industry was
viable in promoting their brands and products by shifting from
traditional media to other types of communication platforms.

… (the alcohol industry) has always been active in com-
municating with their customers. The Act doesn’t really
affect (the industry) that much. It only limits the explicit
communication about alcohol (in traditional media)
…—A3

Civil Society: Exposure to the Alcohol Industry Activities

The respondents from the civil society sector alleged that
the alcohol industry was attempting to increase receptive
and accommodating attitudes towards alcohol use. They
added that, in line with young Thai people’s practice of
drinking into intoxication, the industry viewed it as an
opportunity to form more or less a ‘wet culture’ among
young Thai people by increasing its appearance in youth-
orientated activities, e.g. brand placement in CSR activi-
ties and sports sponsorship. They were also concerned
that the alcohol industry’s online marketing activities on,
especially on social media, would reduce the effectiveness
of alcohol control and increase exposure to alcohol in
young people. They exemplified the recent scandal in
which many Thai celebrities were allegedly paid by a
domestic alcohol company to post pictures of them hold-
ing or drinking from a newly designed beer bottle on a
social media website to promote the new packaging. The
respondents considered it to be a sort of celebrity endorse-
ment advertising. A respondent even compared social me-
dia to the black market for illegal or taboo activities be-
cause of the lack of monitoring on social media.

Social media has become the place where if you couldn’t
do it lawfully, you could do it online. For example, abor-
tion pills can’t be sold in pharmacy, but they are plenty
on social media websites.—A2

With regard to anti-alcohol campaigns, a respondent
from a civil society organisation noted that despite nu-
merous campaigns to raise awareness about alcohol
harm, public communication about alcohol being an
unordinary product was lacking. They also urged the
government to attentively intensify its alcohol control
interventions to reduce alcohol use.
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We (civil society sector) only communicate about the
(alcohol-related) impacts. I think we need to emphasise
more that alcohol is not an ordinary commodity.
Alcoholic drinks shouldn’t be sold like other ordinary
commodities. We talk so little about this issue.—S3

In response to the focus group participants’ dismissal of the
effectiveness of alcohol censorship, the respondents disagreed
and strongly encouraged the use of the censorship. They be-
lieved that it was an effective mechanism to de-normalise
alcohol use, despite believing that alcohol use was not yet
normalised in Thailand. Additionally, they suggested that oth-
er counteractive interventions similar to those of tobacco con-
trol should be considered to maximise alcohol control and
urged the Thai government to increase its attention on public
communication about health hazards of drinking to supple-
ment the existing campaigns on social impacts.

Censorship’s a mechanism to de-normalise drinking in
our society. If we don’t do it, drinking might have be-
come normalised already.—S1

The Government: Anti-Drinking Policy to Discourage Drinking

Although the respondents from the government sector agreed
with respondents from other sectors that alcohol use has not
been normalised in Thailand, they believed that Thai society
has become familiar with alcohol use as a result of a cumula-
tive exposure to drinking portrayals both in social settings and
the media. In response to the criticisms of ineffective regula-
tory control to prevent youth drinking, a respondent from the
government sector stated that the government has been
attempting to change young people’s accommodating atti-
tudes towards alcohol use by utilising strategic social inter-
ventions to supplement the legal measures. They claimed that
a combination of both top-down and bottom-up approaches
could yield more effective results.

We know that we cannot solve alcohol problems with
only legal perspective. At the community level, we’re
trying to discourage drinking by campaigning for ab-
stention during the 3-month Buddhist lent to comple-
ment the alcohol regulations.—G1

However, the respondents from the government sector admitted
that although the Act restricted the alcohol industry activities in
all types of media including on social media, there were diffi-
culties with the authority’s competence to monitor and observe
these activities on social media websites. A respondent from the
government sector also recognised that the government was
currently targeting those who violated the regulatory measures
while the preventive measures on social media were lacking.

In practice, I think we should also work on the preven-
tive measures, not only focusing on solving the problems
…we should think about how use the media to help us in
this.—S1

In summary, three different categories of respondents,
though discussed similar issues relating to youth exposure to
alcohol, emphasised different aspects of increased exposure to
alcohol portrayals. The respondents from academia sector
were mostly concerned about increasing chances of being ex-
posed to drinking portrayals in social settings and the media,
while the respondents from civil society sector stressed the
significant role of the alcohol industry in increasing exposure
to alcohol in the forms of youth-oriented contents. In response
to increasing concerns of the youth exposure to alcohol por-
trayals, the government claimed to focus more on combining
both legal and non-legal measures, however admitted that the
restriction of the alcohol industry activities on social media
became more challenging and would require strenuous en-
forcement of legal interventions.

Discussion

Alcohol Portrayals in the Media

Young people in the study regard alcohol as a foodstuff rather
than a non-ordinary product, hence believing that drinking is
normal. The results of this study reflect the rising trend of
drinking in people aged 15–24 years as reported by the recent
national surveys [33, 37]. Young people reveal to have regu-
larly been exposed to the portrayals of alcohol mainly through
their own observation in social setting and alcohol advertising
in public places and on social media websites. However, they
seem to be less exposed to alcohol portrayals in film and
television content. The declining exposure to alcohol por-
trayals on traditional media may have been offset by the in-
creasing role of social media, particularly the growth of alco-
hol marketing on social media in the last decade [38].

In Thailand, there are millions of social media subscribers
(30 million on Facebook, 26 million on YouTube, 4.5 million
on Twitter and 1.7 million on Instagram), many of which are
under the legal drinking age (20 years old) [39]. The ease of
access to online content on personal mobile devices means
that young people including the underage could be exposed
more easily to alcohol-related materials through these social
media websites. Additionally, the interactive features of social
media, such as like, share and comment, raises further con-
cerns because of its capacity to snowball the distribution of
information. Previous studies have found the associations be-
tween increased exposure to alcohol marketing in the media
and subsequent drinking behaviours and increased consump-
tion levels [38, 40], it is concerning since young people in the
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study have failed to realise the negative consequences of being
exposed to drinking portrayals, especially when they are in
constant exposure to alcohol brand advertising in Thailand.
The increased exposure to the alcohol portrayals on social
media is not a coincidence. Past research has found that social
media platform has been effectively utilised by not only the
alcohol industry but also those with vested interest such as
entertainment and sports industries [38, 40–42]. Such interde-
pendence of these two industries is unavoidable in the busi-
ness world. There are a few apparent reasons for which the
alcohol industry uses sport or entertainment for the promotion
of alcohol consumption. Sport and entertainment attracts mass
audiences and can evoke strong emotions and social identifi-
cation [43]. The nature of the entertainment industry is bus-
tling and social, whereas alcohol advertising and sporting
events have become omnipresent [44]. Moreover, pairing
with healthy activity with an otherwise unhealthy product
(such as alcohol) makes it seem less unhealthy and more
customary and normal [45]. Hence, the alcohol industry
and these industries seem to be inextricably linked beyond
financial implications.

However, despite the concerns about the relationship be-
tween expanding trend of social media and on alcohol intake,
surveys conducted among 23,000 consumers in 39 countries
including Thailand by a marketing company argues that being
accustomed to advertising may offer some beneficial protec-
tion [46]. One of these surveys conducted in Thailand reveals
that Thais aged 16–19, though exposed to advertising from an
early age, are the hardest group to engage with, compared to
the other two older-age groups [20–34 and 35–49]. The results
of this study are in line with the survey’s findings. This study
also finds that this group of young Thais perceive alcohol
advertising to be less influential on their drinking behaviours
and have become more sceptical of it. As a result, marketing
companies have to becomemore equipped, which is what they
have achieved with their brand substitution activities.

These brand substitution activities such as brand advertis-
ing or brand placement in the forms of CSR activities and
sponsorship is more salient and more influential for this group
of young people. This is consistent with a cross-sectional
study that found that Thai adolescents who have been fre-
quently exposed to alcohol CSR advertisements were more
likely to drink [47]. Furthermore, the appearances of alcohol
brands featured in the industry-supported activities help ac-
commodate the use of alcohol because these activities reflect
young Thai people’s social activities to a greater extent. These
everyday life tie-ins are one of the several strategies used by
the marketing agencies to undermine policies aiming to
change social norms around drinking [41]. The contacts that
the young people have with the media and the information
they have learnt from exposure to alcohol mass media com-
munication indicates that the media helps generate accommo-
dating attitudes towards alcohol use.

Observations of Drinking in Social Setting

In Thailand, although it is debatable whether the consumption
of alcohol is culturally accepted, this study suggests that
drinking has become ingrained into Thai society. As noted
by young people in this study, drinking is perceived to be a
norm in the north-eastern region of Thailand due to regular
exposure to drinking portrayals in social environment. In this
region, an ethnographic study exploring drinking perceptions
and behaviour found that drinking was ‘woven’ into everyday
and social life [48]. The locals exhibited positive attitudes
towards alcohol use where alcohol-related social distress and
harm to health were non-existent. Similarly, young people in
the study who consider alcohol to be a normal practice lack
health-orientated attitudes towards alcohol, i.e. they associate
alcohol use with sociability and as socially acceptable norms,
without considering a negative impact on short- or long-term
health. Their attitudes towards alcohol use are clearly shaped
by observing drinking in their social settings. For many of
these young people, early exposure to alcohol use in social
environment instigates the impression that alcohol is an essen-
tial socialising tool and a common practice of growing up. In
fact, many had their first drink at university initiation rituals
and continued to drink when socialising with their senior peers
or friends. The university environment provides them the op-
portunities to create social bond using alcohol because alcohol
is always consumed in groups. These, in turn, generates per-
ceived norm of drinking and consequently leads to social nor-
mative beliefs of drinking among young people.

Policy Challenges and Future Policy Directions

As found in this study, anti-drinking policy is apparent in
Thailand. The government has reportedly increased their ef-
forts to end years of prevarication by the alcohol industry’s
influence on shaping drinking culture through a combination
of legal and non-legal measures. However, two key important
issues remain unsettled and debatable: censorship and social
media monitoring.

Censorship

First, it is undeniable that the government is employing the
censorship as a predisposing measure to change people’s
drinking attitudes. Whereas there is a general consensus that
censorship is effective in preventing young people from the
uptake of smoking [49], the use of alcohol censorship remains
debatable in Thailand and young people in the study are scep-
tical about it. Nonetheless, censorship of alcohol may be sup-
ported by literatures relating to other unhealthy behaviours.
For example, a study assessing character portrayal of alcohol
use in films screened in the USA, Argentina and Mexico has
found that drinking portrayal was often associated with other
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risk behaviours such as smoking and illicit drug use [7].
However, there is minimal evidence in Thailand to support
the use of alcohol censorship. Therefore, Thailand may need
to conduct a regulatory impact assessment to gauge the effec-
tiveness and adjust the current alcohol censorship guideline.

Furthermore, the difference of opinions regarding censor-
ship between young people and concerning stakeholders may
need to be explored more for future policy review. As young
people suggest that rather than reduce their interest in alcohol,
the censorship actually arouses their curiosity. It is possible
that this curiosity is scaffolded by social media and the cen-
sorship activities are unwittingly playing into a very insidious
marketing campaign. The activities of the alcohol industry and
those with vested interests together with the curiosity aroused
by the censorship could become a fairly powerful incentive for
young people to be interested in alcohol.

Social Media Monitoring

Second, the agency of the increasing influence of social media
and the subsiding influence of traditional media indicate that
modern culture plays a pivotal role in enhancing the young
generation’s normative perception towards the social norm of
drinking. However, controlling activities on social media plat-
forms is an insurmountable task and may require comprehen-
sive efforts of all relevant organisational agencies. The previ-
ous research finds that youth are more inclined to respond to
alcohol-related content online [22], evaluation research on
social media may be needed to monitor the industry’s increas-
ing attention on social media. Additionally, despite Thailand’s
strict alcohol advertising regulations, the same attention and
regulatory rigour on the activities on social media are disput-
able and required.

The recent development of the collaboration between the
government and social media watchdogs has seen crackdowns
of many substandard and falsely labelled cosmetic products
and dietary supplements in Thailand [50]. The government
should employ a similar approach of using media advocacy
to raise awareness of alcohol harms and strengthenmonitoring
activities on social media. While the alcohol industry is pro-
gressively active on social media, social media is underutilised
by the government. A similar social marketing approach, such
as social media influencer marketing, should also be used to
counter-advertise or neutralise the alcohol industry’s activities
on social media because social media outlets are less corpo-
rate, less commercial and more diverse than the traditional
mass media [51].

Research Translation

Since the enactment Alcoholic Beverage Control Act B.E.
2551 in 2008, several alcohol control measures have been
issued. Thailand is currently set to review its alcohol

regulatory measures as the Alcoholic Beverage Control
Committee has established a sub-committee to review any
relevant alcohol-related measures and interventions in order
to update any ineffective measures [26]. It is hoped that a
proposal containing the main findings of this study and other
relevant publications will be submitted to this sub-committee
to inform alcohol policy review in Thailand. Furthermore, the
first author of this study is currently involved in the develop-
ment of international framework for alcohol control in which
the importance of limiting exposure to drinking portrayals to
reduce possible negative impacts on drinking attitudes and
behaviours will be emphasised.

Limitations

There are a few limitations that need to be addressed in this
study. Firstly, snowball sampling used in this study might
generate biased samples due to its respondent-driven charac-
teristics, i.e. the interview respondents often suggest others
who share similar characteristics or the same outlook [52].
The selected interview respondents remained within the chain
of referrals and/or were the members of the National Alcohol
Policy Commission (the sampling frame). Secondly, young
participants in the focus groups were mostly social drinkers,
while young people whowere less likely to engage in drinking
behaviour were composed of a lower proportion in this study.
Finally, the generalisability of these findings is limited to the
young people in this study due to the likelihood of a biased
subset of individuals; however, this group of young people
had a range of different levels of alcohol use, and gender
was balanced among the participants. Nevertheless, this study
provides significant insights into how the portrayals of alcohol
in Thailand are perceived by young people and pinpoints po-
tential venues for future policy development which are the
strengths of this study.

Conclusions

The study highlights the formation of drinking attitudes by
reflecting how being exposed to alcohol in social settings
and social media impacts perceptions of others’ drinking be-
haviours. These, in turn, generate perceived norms of drinking
and consequently develop social normative beliefs of drink-
ing. A combination of the contacts that young people have
their social environment and the media, the information they
have learnt from the exposure, and the perceived norm of
drinking is likely to contribute to young people’s drinking
attitudes. This study also finds that, despite a strict regulatory
control of alcohol in Thailand, alcohol portrayals remain
widespread. This study suggests that the measures to limit
and protect young people from exposure to alcohol portrayal,
especially in the media, should be strengthened as an
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important part of alcohol policy review in Thailand. The au-
thority is urged to apply the same attention and regulatory
rigour on all types of media, as well as develop an evidence-
based approach to reduce the negative impacts of exposure to
alcohol portrayals.

Acknowledgements This research has been conducted with the support
of the Australian Government Research Training Program Scholarship.
We are very grateful to the respondents and participants who kindly
contributed to the study. This work was carried out with funding from
University of Wollongong School of Health and Society, and Thailand’s
Center for Alcohol Studies, and with general support from Mahidol
University and the Global Health Division, Ministry of Public Health,
Thailand. The funding bodies had no role in the study design, analysis,
decision to publish or preparation of the manuscript.

Funding This study was funded by University of Wollongong School of
Health and Society, and Center for Alcohol Studies, Thai Health
Promotion Foundation.

Compliance with Ethical Standards

Conflict of Interest All authors declare that they have no conflict of
interest.

Ethical Approval All procedures performed in studies involving human
participants were in accordance with the ethical standards of the institu-
tional and/or national research committee and with the 1964 Helsinki
declaration and its later amendments or comparable ethical standards.

Informed Consent Informed consent was obtained from all individual
participants/respondents included in the study.

References

1. World Health Organization. Global strategy to reduce the harmful
use of alcohol. Geneva: World Health Organization; 2010.

2. Smith LA, Foxcroft DR. The effect of alcohol advertising, market-
ing and portrayal on drinking behaviour in young people: system-
atic review of prospective cohort studies. BMC Public Health.
2009;9:51. https://doi.org/10.1186/1471-2458-9-51.

3. Hoffman EW, Pinkleton BE,Weintraub Austin E, Reyes-Velázquez
W. Exploring college students’ use of general and alcohol-related
social media and their associations with alcohol-related behaviors. J
Am Coll Heal. 2014;62(5):328–35. https://doi.org/10.1080/
07448481.2014.902837.

4. Grube JW. Alcohol in the media: drinking portrayals, alcohol ad-
vertising, and alcohol consumption among youth. In: Bonnie RJ,
OCME, editors. Reducing underage drinking: a collective respon-
sibility: National; 2004.

5. Bergamini E, Demidenko E, Sargent JD. Trends in tobacco and
alcohol brand placements in popular US movies, 1996 through
2009. JAMA Pediatr. 2013;167(7):634–9. https://doi.org/10.1001/
jamapediatrics.2013.393.

6. Hanewinkel R, Sargent JD, Poelen EAP, Scholte R, Florek E,
Sweeting H, et al. Alcohol consumption in movies and adolescent
binge drinking in 6 European countries. Pediatrics. 2012;129(4):
709–20. https://doi.org/10.1542/peds.2011-2809.

7. Kollath-Cattano C, Abad-Vivero EN,Mejia R, Perez-Hernandez R,
Sargent JD, Thrasher JF. Portrayals of character smoking and drink-
ing in argentine-, Mexican- and US-produced films. Prev Med.
2016;90:143–7. https://doi.org/10.1016/j.ypmed.2016.07.005.

8. Kittiwarakul N. Interpreting of scene related to alcohol beverage
and alcohol beverage product placement process in Thai films after
proclaiming of alcohol beverage control act B.E.2008: Center for
Alcohol Studies, Thai Health Promotion Foundation. 2012.

9. Siegel M, Johnson RM, Tyagi K, Power K, Lohsen MC, Ayers AJ,
et al. Alcohol brand references in U.S. popular music, 2009–2011.
Subst Use Misuse. 2013;48(14):1475–84. https://doi.org/10.3109/
10826084.2013.793716.

10. Lindsay J, Kelly P, Harrison L, Hickey C, Advocat J, Cormack S.
What a great night: the cultural drivers of drinking practices among
14–24 year-old Australians. [Australia] 2009.

11. Primack BA, Colditz JB, Pang KC, Jackson KM. Portrayal of alco-
hol intoxication on YouTube. Alcohol Clin Exp Res. 2015;39(3):
496–503. https://doi.org/10.1111/acer.12640.

12. Cranwell J, Britton J, Bains M. "F*ck it! Let's get to drinking—
poison our livers!": a thematic analysis of alcohol content in con-
temporary YouTube MusicVideos. Int J Behav Med. 2017;24(1):
66–76. https://doi.org/10.1007/s12529-016-9578-3.

13. Ross CS, Henehan ER, Jernigan DH. Youth exposure to alcohol
advertising in National Magazines in the United States, 2001–2011.
Am J Public Health. 2017;107(1):136–42. https://doi.org/10.2105/
ajph.2016.303514.

14. Jernigan D, Noel J, Landon J, Thornton N, Lobstein T. Alcohol
marketing and youth alcohol consumption: a systematic review of
longitudinal studies published since 2008. Addiction.
2017;112(Suppl 1):7–20. https://doi.org/10.1111/add.13591.

15. Noel JK, Babor TF, Robaina K, Feulner M, Vendrame A, Monteiro
M. Alcohol marketing in the Americas and Spain during the 2014
FIFA World Cup tournament. Addiction. 2017;112:64–73. https://
doi.org/10.1111/add.13487.

16. Siegel M, Ross CS, Albers AB, DeJong W, King C III, Naimi TS,
et al. The relationship between exposure to brand-specific alcohol
advertising and brand-specific consumption among underage
drinkers—United States, 2011–2012. Am J Drug Alcohol Abuse.
2016;42(1):4–14. https://doi.org/10.3109/00952990.2015.
1085542.

17. Barry AE. Alcohol advertising influences underage brand-specific
drinking: evidence of a linear dose–response relationship. Am J
Drug Alcohol Abuse. 2016;42(1):1–3. https://doi.org/10.3109/
00952990.2015.1104319.

18. Ross CS, Maple E, Siegel M, DeJong W, Naimi TS, Ostroff J, et al.
The relationship between brand-specific alcohol advertising on tele-
vision and brand-specific consumption among underage youth.
Alcohol Clin Exp Res. 2014;38(8):2234–42. https://doi.org/10.
1111/acer.12488.

19. Morgenstern M, Li Z, Sargent JD. The party effect: prediction of
future alcohol use based on exposure to specific alcohol advertising
content. Addiction. 2017;112(1):63–70. https://doi.org/10.1111/
add.13509.

20. White V, Faulkner A, Coomber K, Azar D, Room R, Livingston M,
et al. How has alcohol advertising in traditional and online media in
Australia changed? Trends in advertising expenditure 1997–2011.
DrugAlcohol Rev. 2015;34:521–30. https://doi.org/10.1111/dar.12286.

21. Moreno MA,Whitehill JM. Influence of social media on alcohol use
in adolescents and young adults. Alcohol Res. 2014;36(1):91–100.

22. Jernigan DH, Padon A, Ross C, Borzekowski D. Self-reported
youth and adult exposure to alcohol marketing in traditional and
digital media: results of a pilot survey. Alcohol Clin Exp Res.
2017;41(3):618–25. https://doi.org/10.1111/acer.13331.

23. Carrotte ER, Dietze PM, Wright CJ, Lim MS. Who 'likes' alcohol?
Young Australians' engagement with alcohol marketing via social

276 Int.J. Behav. Med. (2019) 26:266–277

https://doi.org/10.1186/1471-2458-9-51
https://doi.org/10.1080/07448481.2014.902837
https://doi.org/10.1080/07448481.2014.902837
https://doi.org/10.1001/jamapediatrics.2013.393
https://doi.org/10.1001/jamapediatrics.2013.393
https://doi.org/10.1542/peds.2011-2809
https://doi.org/10.1016/j.ypmed.2016.07.005
https://doi.org/10.3109/10826084.2013.793716
https://doi.org/10.3109/10826084.2013.793716
https://doi.org/10.1111/acer.12640
https://doi.org/10.1007/s12529-016-9578-3
https://doi.org/10.2105/ajph.2016.303514
https://doi.org/10.2105/ajph.2016.303514
https://doi.org/10.1111/add.13591
https://doi.org/10.1111/add.13487
https://doi.org/10.1111/add.13487
https://doi.org/10.3109/00952990.2015.1085542
https://doi.org/10.3109/00952990.2015.1085542
https://doi.org/10.3109/00952990.2015.1104319
https://doi.org/10.3109/00952990.2015.1104319
https://doi.org/10.1111/acer.12488
https://doi.org/10.1111/acer.12488
https://doi.org/10.1111/add.13509
https://doi.org/10.1111/add.13509
https://doi.org/10.1111/dar.12286
https://doi.org/10.1111/acer.13331


media and related alcohol consumption patterns. Aust N Z J Public
Health. 2016;40(5):474–9. https://doi.org/10.1111/1753-6405.12572.

24. Anderson P, de Bruijn A, Angus K, Gordon R, Hastings G. Impact
of alcohol advertising and media exposure on adolescent alcohol
use: a systematic review of longitudinal studies. Alcohol Alcohol.
2009;44(3):229–43.

25. Monteiro MG, Babor TF, Jernigan D, Brookes C. Alcohol market-
ing regulation: from research to public policy. Addiction. 2017;112
Suppl 1:3–6. https://doi.org/10.1111/add.13660.

26. Royal Thai Government Gazette. Alcoholic Beverage Control Act
B.E. 2551. 13 February 2008 ed: The Secretariat of The Cabinet;
2008. p. 34–49.

27. Alcoholic Beverages Control Commission. In: Ministry of Public
Health, editor. Alcohol Beverage Control Commission
Announcement: The format and method of displaying warning mes-
sages to accompany logos of alcoholic beverages or the logo of the
alcohol manufacturers. Bangkok: Royal Thai Gazette; 2014. p. 18–9.

28. Organisation for Economic Cooperation and Development
(OECD). Social cohesion policy review of Viet Nam. Paris:
OECD Publishing; 2014.

29. Organisation for Economic Cooperation and Development
(OECD). Engaging youth in policy-making processes (module 6).
Evidence-based policy making for youth well-being: a toolkit.
Paris: OECD Publishing; 2017. p. 147–60.

30. Scott S, Muirhead C, Shucksmith J, Tyrrell R, Kaner E. Does
industry-driven alcohol marketing influence adolescent drinking be-
haviour? A systematic review. Alcohol Alcohol (Oxford,
Oxfordshire). 2017;52(1):84–94. https://doi.org/10.1093/alcalc/
agw085.

31. Kheokao JK, Kirkgulthorn T, Yingrengreung S, Singhprapai P.
Effects of school, family and alcohol marketing communication
on alcohol use and intentions to drink among Thai students.
Southeast Asian J Trop Med Public Health. 2013;44(4):718–26.

32. Kittipichai W, Sataporn H, Sirichotiratana N, Charupoonphol P.
Alcoholic beverages drinking among female students in a Tourist
Province, Thailand. Global J Health Sci. 2012;4(1):57–64. https://
doi.org/10.5539/gjhs.v4n1p57.

33. National Statistical Office. The Smoking and Drinking Behaviour
Survey 2014 Report. Bangkok: National Statistical Office, Ministry
of Information and Communication technology, Thailand, Social
Statistics Bureau;2015.

34. Norris AE. AroianKj Fau -Warren S,Warren S Fau -Wirth J,Wirth
J. Interactive performance and focus groups with adolescents: the
power of play. Res Nurs Health. 2012;35(6):671–9.

35. Onwuegbuzie AJ, Dickinson WB, Leech NL, Zoran AG. A quali-
tative framework for collecting and analyzing data in focus group
research. Int J Qual Methods. 2009;8(3):1–21. https://doi.org/10.
1177/160940690900800301.

36. Thamarangsi T. The Btriangle that moves the mountain^ and Thai
alcohol policy development: four case studies. Contemp Drug
Probl. 2009;36(1–2):245–81. https:/ /doi.org/10.1177/
009145090903600112.

37. National Statistical Office. The Smoking and Drinking Behaviour
Survey 2011 Report. Bangkok: National Statistical Office, Ministry
of Information and Communication technology, Thailand, Social
Statistics Bureau;2012.

38. Lobstein T, Landon J, Thornton N, Jernigan D. The commercial use
of digital media to market alcohol products: a narrative review.
Addiction. 2017;112(Suppl 1):21–7. https://doi.org/10.1111/add.
13493.

39. Vichienwanitchkul M. Online marketing Thailand: the state of so-
cial media. Syndacast. 2015; http://syndacast.com/infographic-
online-marketing-thailand-the-state-of-social-media/. Accessed 23
Nov 2015.

40. Jernigan DH, Rushman AE. Measuring youth exposure to alcohol
marketing on social networking sites: challenges and prospects. J
Public Health Policy. 2014;35(1):91–104. https://doi.org/10.1057/
jphp.2013.45.

41. Nicholls J. Everyday, everywhere: alcohol marketing and social
media—current trends. Alcohol Alcohol. 2012;47(4):486–93.
https://doi.org/10.1093/alcalc/ags043.

42. Nhean S, Nyborn J, Hinchey D, Valerio H, Kinzel K, Siegel M,
et al. The frequency of company-sponsored alcohol brand-related
sites on Facebook—2012. Subst Use Misuse. 2014;49(7):779–82.
https://doi.org/10.3109/10826084.2014.880177.

43. Mackellar J. Event Audiences. In: Event audiences and expecta-
tions. New York: Routledge; 2017. p. 1–19.

44. Brown K. Association between alcohol sports sponsorship and con-
sumption: a systematic review. Alcohol Alcohol. 2016;51(6):747–
55. https://doi.org/10.1093/alcalc/agw006.

45. Giles EL, Brennan M. Trading between healthy food, alcohol and
physical activity behaviours. BMC Public Health. 2014;14:1231.
https://doi.org/10.1186/1471-2458-14-1231.

46. The Nation Newspaper. Teens are ‘Thailand’s toughest ad audi-
ence’. 2017. http://www.nationmultimedia.com/detail/Corporate/
30303934. Accessed 10 Dec 2017.

47. Loysmut S. Impact and problems of television alcohol advertise-
ments on Thai adolescents: Center for Alcohol Studies, Thai Health
Promotion Foundation 2012.

48. Moolasart J, Chirawatkul S. Drinking culture in the Thai-Isaan con-
text of Northeast Thailand. Southeast Asian J Trop Med Public
Health. 2012;43(3):795–807.

49. Paynter J, Chapman S. Is censorship of films a useful solution to the
problem of covert tobacco advertising? (with response byMaubach
et al). N Z Med J. 2013 May 31;126(1375):106–10. N Z Med J;
2013. p. 99–104.

50. Bangkok Biz Newspaper. Thai FDA to crack down on illegal
health-related products. Bangkok Biz Newspaper, Bangkok.
2018. http://www.bangkokbiznews.com/news/detail/799935.
Accessed 30 May 2018.

51. Mercille J. Media coverage of alcohol issues: a critical political
economy framework—a case study from Ireland. Int J Environ
Res Public Health. 2017;14(6). https://doi.org/10.3390/
ijerph14060650.

52. Robinson OC. Sampling in interview-based qualitative research: a
theoretical and practical guide. Qual Res Psychol. 2014;11(1):25–
41. https://doi.org/10.1080/14780887.2013.801543.

Publisher’s Note Springer Nature remains neutral with regard to
jurisdictional claims in published maps and institutional affiliations.

Int.J. Behav. Med. (2019) 26:266–277 277

https://doi.org/10.1111/1753-6405.12572
https://doi.org/10.1111/add.13660
https://doi.org/10.1093/alcalc/agw085
https://doi.org/10.1093/alcalc/agw085
https://doi.org/10.5539/gjhs.v4n1p57
https://doi.org/10.5539/gjhs.v4n1p57
https://doi.org/10.1177/160940690900800301
https://doi.org/10.1177/160940690900800301
https://doi.org/10.1177/009145090903600112
https://doi.org/10.1177/009145090903600112
https://doi.org/10.1111/add.13493
https://doi.org/10.1111/add.13493
http://syndacast.com/infographic-online-marketing-thailand-the-state-of-social-media/
http://syndacast.com/infographic-online-marketing-thailand-the-state-of-social-media/
https://doi.org/10.1057/jphp.2013.45
https://doi.org/10.1057/jphp.2013.45
https://doi.org/10.1093/alcalc/ags043
https://doi.org/10.3109/10826084.2014.880177
https://doi.org/10.1093/alcalc/agw006
https://doi.org/10.1186/1471-2458-14-1231
http://www.nationmultimedia.com/detail/Corporate/30303934
http://www.nationmultimedia.com/detail/Corporate/30303934
http://www.bangkokbiznews.com/news/detail/799935
https://doi.org/10.3390/ijerph14060650
https://doi.org/10.3390/ijerph14060650
https://doi.org/10.1080/14780887.2013.801543

	Young Thai People’s Exposure to Alcohol Portrayals in Society and the Media: A Qualitative Study for Policy Implications
	Abstract
	Abstract
	Abstract
	Abstract
	Abstract
	Introduction
	Exposure to Alcohol Portrayals
	Regulatory Control of Exposure to Alcohol in Thailand
	Policy and Young People

	Methods
	Research Designs
	Focus Groups
	Semi-Structured Interviews
	Data Analysis


	Results
	Focus Groups
	Exposure to Alcohol in the Media
	Exposure to Alcohol on Social Media
	Exposure to the Alcohol Industry Activities and Sponsorship
	Alcohol Censorship in the Media
	Exposure to Alcohol in Social Environment

	Semi-Structured Interviews
	Academia: Exposure to Drinking Portrayals in Social Setting and the Media
	Civil Society: Exposure to the Alcohol Industry Activities
	The Government: Anti-Drinking Policy to Discourage Drinking


	Discussion
	Alcohol Portrayals in the Media
	Observations of Drinking in Social Setting
	Policy Challenges and Future Policy Directions
	Censorship
	Social Media Monitoring
	Research Translation

	Limitations

	Conclusions
	References


