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Abstract

The purposes of this research were to study (1) concepts and theories related to child and
youth protection from food and beverages advertisement, such as social learning theory, the
elaboration Likelihood Model of Persuasion, concept of food sovereign rights and concept of state
business intervention for consumer protection, (2) consumer protection in advertising under Thai
law, namely the Consumer Protection Act B.E. 2522, Ministerial Regulation No. 5 (2534), Food Act
B.E. 2522, Food Advertising B.E. 2561 of Food and Drug Administration, Advertising professional
ethics, Guidelines for advertising food products and snacks targeting children by the Advertising
Association of Thailand, (3) legal approaches recognized by international and national spheres;-in
regulating the food and beverage advertising in protecting of children and youth: Guidelines for the
Convention on the Rights of the Child, World Health Organization, Guidelines for Building
Cooperation within the European Union, Food and Beverage Advertising Regulation (The EU
Pledge) and the guidelines implemented by selected countries, including the United States, the
United Kingdom, (4) establish guidelines for specific legislation regarding the protection of child
and youth consumers of food and beverage online advertising for Thailand. This research was a
qualitative research conducted based on documentary research and in-depth interview.

The result revealed that Thai law is insufficient to control the techniques and patterns in
high in fat, sugar, or sodium food and drinks online advertising. This research suggests measures as
follows: (1) Proposing an amendment to the Food Act B.E. 2522 to increase the fines and penalize
a person involved in the online advertising; (2) Proposing an amendment to the Notification of the
Food and Drug Administration Re: Criteria for Food Advertising B.E. 2561 by improving food
advertising of GDA nutrition and energy, sugar, fat, and sodium labeling and offering additional
rewards to enhance the effectiveness of evaluation and complaints; (3) Proposing an amendment
to the Consumer Protection Act B.E. 2522 by redressing the definition of advertising media and
increasing the penalties for violation of the ministerial regulations issued under the Consumer
Protection Act. (4) Developing the ministerial regulations for the protection of children and youth
consumers for the unfair advertising for children by defining the essence of the law, such as the
definition of the child, advertising aiming at children and unfair advertising characteristics, etc. (5)
developing self-regulatory measures and concluding mutual agreements between food and

beverage manufacturers and media businesses; and (6) Developing policies for food and beverage



advertising to control high fat, sugar, or sodium in food and drinks online advertising concretely

and protect children-consumer effectively.
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