MODEL AND APPROACHES TO ESTABLISH ADVERTISING
PROFESSIONAL COUNCIL

Sarunthita Chanachaiphuwapat

A Dissertation Submitted in Partial
Fulfillment of the Requirements for the Degree of
Doctor of Philosophy (Communication Arts and Innovation)
Graduate School of Communication Arts
and Management Innovation
National Institute of Development Administration
2015

ABSTRACT
Title of Dissertation

Model and Approaches to Establish Advertising
Professional Council

Author

Miss Sarunthita Chanachaiphuwapat

Degree

Doctor of Philosophy (Communication Arts and
Innovation)

Year

2015

This research presents the model and approaches to establish of the
Advertising Professional Council. The objective of the study is to analyze the type of
formation, mechanism for self-regulation in foreign countries, relationship with the
state agencies, expectations of the practitioners and stakeholders of the advertising
industry towards the creation of an advertising professional council in Thailand. The
study was conducted in order to develop a framework and set the direction for the
development of the advertising professional council in Thailand. The researcher
employed the Mixed Methods Research by combining documentary research on the
European Advertising Standards Alliance (EASA), which is an international
organization that oversees advertising self-regulation in Europe. An analysis of the
best practices in the UK on the Office of Communications (OFCOM) and the
Advertising Standards Authority (ASA). Another country studied was the United
States. The analysis was conducted on the Federal Communications Commission
(FCC), the Federal Trade Commission (FTC), U.S. Food and Drug Administration
(FDA), and the Advertising Self-Regulatory Council (ASRC). The study also
included an analysis of the Australian Advertising Standards Bureau (ASB). The
findings showed that the state and the advertising professional organizations focus on
self-regulation of advertising. Their processes are well integrated and effectively
encompass all media including marketing activities and related business practices.
The regulating organizations may include independent state agencies or organizations
established by the professionals. The resulting model is built upon the best practice of
EASA. All the organizations involved in the self-regulation come together with the
purpose of improving the advertising standard in order to create consumer confidence.
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The aim is to ensure that consumers receive the benefits and protection of their rights
as consumers. After that a survey research was conducted to study the perception of
385 respondents, who are representatives of advertising professionals, media
regulating agencies, media monitors, and academics. It was found that the respondents
agreed to the establishment of the advertising professional council for self-regulation
of advertising. The next stage of the research was an in-depth interview of 17 key
informants from the association of advertising practitioners, media regulating
agencies, media monitors, and academics. The objective is to study the types of selfregulation models. In addition the study assessed the expectations of professionals and
organizations related to advertising regarding the establishment of the advertising
professional council. The result is the creation of three models to establish advertising
professional council comprising of four dimensions. The three draft models were then
discussed in Focus Group 1, which comprised of 9 participants from the association of
advertising practitioners, media regulating agencies, media monitors, and academics.
The results were used to create (Draft) Model 4, in which the advertising professional
council would be created under a statute. The organization type would be Selfregulatory organizations (SROs). The self-regulation mechanism would consist of five
dimensions and four operational phases. Focus Group 2 consisting only of association
presidents and management was conducted to discuss (Draft) Model 4. The result is
the creation of Model 5, the Final Model with differences in the details from (Draft)
Model 4. The resulting advertising professional council would have six dimensions in
the form of a co-regulation with the state. Based on the framework of EASA, the
Permanent SRO Secretariat would be created to run routine operations. There must be
the creation of the code and practice, funding initiatives, and complaint handling
process. The vision of the council is to create a self-regulation practice that balances
the freedom of creativity with responsibility to society. It should enhance the
advertising practice in all dimensions in order to drive the Thai economy to a worldclass standard.
The establishment of the council can be created under Section 46 in the
Constitution of B.E. 2550, which ensures the protection of the freedom and justice. In
addition there is a mechanism for advertising self-regulation in order to develop the
advertising practice under a standard protocol. The researcher suggests the
development of charter in order to build the foundation for the establishment of the
advertising professional council.
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CHAPTER 1

INTRODUCTION
1.1 Background and Significance of the Study
The founding and subsequent development of the Advertising Association of
Thailand evolved together with the progress of the communications industry. In 1952
television was officially introduced into Thailand during the celebrations on
Constitution Day. Field Marshall Phibulsongkram realized the importance of
television as a means to disseminate news to the public. This led to the establishment
of Channel 4 Bangkunphrom on June 24, 1955. As a consequence advertising in
Thailand started and grew into a business force that got the attention of society. The
role of advertising became crucial in the development of business. During this early
stages of advertising, it was regulated by state command and control under the Public
Relations Department (PRD). This government agency is responsible for the control
and regulation of the content in radio and television including advertising. There was
the creation of some specific laws to regulate any possible problems in advertising.
The advertising industry grew rapidly especially in the television media. This led to
the growth in numbers of both local and international agencies. Consequently, the
competition between the agencies intensified. The growth of the industry lost its
direction. Prapoth Paorohit and his friends in the advertising industry had the desire
to create the advertising association as a center for knowledge and operations of the
advertising business. The goal of the association is to set a unified direction for
growth, creation of knowledge, and understanding the code of ethical practice in order
to develop a sense of harmony among the practitioners. In the initial stages there was
no desire to regulate advertising. The founders of the advertising association believed
that the growth of the country would happen together with the development of
advertising. Consequently, the advertising association should be established as the
center for the professionals in this industry. The advertising association will act as the
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center of the negotiations with the state and the private enterprise. This is a positive
benefit for the advertising business. The Advertising Association of Thailand was
thus established in 1966. Prapoth Paorohit was the president of the association and its
development has led to the positive growth of the advertising industry up together
with Thai society all along. (Advertising Association of Thailand, 2015)
The Advertising Association of Thailand (AAT) has had continued its growth
in becoming the sole organization that is the center for advertising professionals. The
membership is voluntary. The AAT has cooperated with the government in censoring
advertising prior to broadcast until January 1, 1992. This became a major change in
the state’s role in regulating broadcast media advertising. The Broadcast Act B.E.
1992 changed the state practice from control of advertising to regulating advertising.
The National Broadcasting Commission was abolished and replaced by the National
Telecommunication Commission (NTC) in the form of state or government
regulation. The pre-censor requirement was still implemented until October 13, 1994.
The new regulations stated that the channels were given the right to process the
content before dissemination on their own accord. Once again this was a good change
for the AAT and Thai advertising industry. This led to the administrators of the AAT
of the association to envision a cooperation among practitioners to create a clear
mechanism for self-regulation. As a result the advertising industry has been regulated
enriching its practices over the years. The standard of the industry code of conduct
has been the source of good practice for the advertising professionals. The mechanism
of advertising self-regulation has been continuously developed for public acceptance
(Pirongrong Ramasoota, & Sasithorn Yuwakosol, 2003, Bu-nga Chaisuwan, 2013).
The research conducted by Bu-nga Chaisuwan (2013) studied the development
of the advertising self-regulation practice. The findings found that the AAT must have
three mechanisms for self-regulation including 1) Advertising Code of Conduct-The
association has developed a code of conduct comprising of 16 items since 1976.
These items were revised in 2003 to include 10 items that are still being implemented
today. In 2008 the AAT established the first Advertising Code of Conduct Committee
to consider and make decisions regarding advertising that may violate the code of
conduct; 2) Legal mechanism and practice guidelines-The association has ensured that
the members follow the laws governing advertising such as the Consumer Protection
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Act B.E. 2522, of the Office of Consumer Protection Board, the laws controlling food,
drug, and health products, of the Food and Drug Administration, and 30 additional
laws issued by the state that involve advertising.

There are also guidelines for

practice that advertising needs to consider to operate suitably in the social and legal
context of the country; 3) Mechanism for Assessing Advertising-There has long been
the implementation of advertising regulation mechanism in TV. The beginning of this
practice started with the NTC order stopping the practice of advertising censorship
announced on October 13, 1994. The ministerial regulation no. 14 section 4 regarding
advertising stated that advertising agencies were no longer required to submit the
advertising to the PRD committee for censorship of the content prior to broadcast.
The regulation allows each respective TV station to screen the content of the
advertising prior to broadcast. The concern was a lack of consensus on the standard
in the assessment of the advertising content which may cause problems in
implementation. As a result the AAT cooperated with the stations to establish the
“Television Advertising Screening Committee”, which comprised of representatives
of channels 3, 5, 7, and 9 and the AAT. The responsibility of this committee is to
screen advertising based on the regulations set by the state. This committee is still
operating up to the present 2015. The transition into the digital platform created many
new stations, thus there is a suggestion that these new entrants use the same criteria
prior to broadcasting advertising. The operators of the digital TV voluntarily want to
join this screening process leading to the development of Figure 1.1 by the researcher.
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This screening uses the same regulations as the state monitoring by referring to the Consumer Protection
Act B.E. 2522 (1979) and FDA regulations regarding food, drugs, and health products together with other
related law.

Figure 1.1 Development of Television Advertising Pre-screening Process

From Figure 1.1 The year 1994 was the start of the development of the
advertising self-regulation by the AAT for the television media. The practices are
clear and are well accepted up to the present. In addition the AAT has continuously
developed the mechanism for a strong self-regulation mechanism (Bu-nga Chaisuwan,
2013). 2001 The AAT developed the code of conduct and self-regulation mechanism.
2003-2006 The AAT developed and announced a new code of conduct and
self-regulation mechanism. This comprised of a list of 10 guiding principles and
criteria replacing the code of conduct development in 1976.
2006 The AAT adjusted its mechanisms in the screening of television
advertising in collaboration with the stations. The Television Advertising Screening

5
Committee changed its composition in terms of AAT representation. In the past the
AAT sent a member from its board together with a representative from the advertising
agency. This was changed to be academics from the various universities, who had no
business involvement. The move was expected to enhance the objectiveness in
assessment and ensure that business secrets were not revealed because of the intense
competition among the agencies. This helped to increase the trustworthiness of the
committee and an improvement in the practice of advertising self-regulation.
2007-2008 The AAT established the “Professional Advertising Code of
Conduct Committee”. It comprised of three representatives from 5 organizations
namely, the AAT, the consumer protection groups, representatives from the media,
representatives from the academics, and representatives from the Marketing
Association of Thailand (MAAT). This collaboration was officially announced on
April 3, 2008. This committee also helps to collect complaints regarding advertising.
2008-the present The AAT has operated based on the mechanisms of
advertising self-regulation continuously. It has made an effort to consistently improve
the self-regulation mechanism. For instance in 2013, the representatives from each of
the TV channels were invited to be on the Professional Advertising Code of Conduct
Committee. This is because most of the complaints come from advertising on
television.
The AAT has worked on the development of the advertising self-mechanism
and has been successful to a certain degree. This is because there are issues regarding
the formation of the professionals’ organization including 1) adhering to the direction
set by the founders of the AAT for the development of advertising self-regulation; and
2) the strong collaboration and belief in the ideals of the association driving its
development. The AAT has the developed together with the Thai society all along.
The changes in the communications technology have led to development in the media
landscape at both the societal and individual level. This has resulted in changes in
communications models leading to more challenges in the advertising self-regulation.
This has made it more difficult to regulate advertising because of the growth of media
channels that are beyond the control of the AAT.
Innis and McLuhan two researchers from the Toronto School believed that
changes in communications technology would have major impacts on the global
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community. They believed that technology is one of the production factors that will
drive the process of communications and changes in society. This means that
communications technology will become a prime mover in determining the changes
to humanity. The Toronto School believes in Communication Technological
Determinism, wherein changes in communications technology would drive the
changes at individual, institutional, and societal level (Silverstone, 1999).
The advent of communications technology development led to the birth of the
Internet in the U.S. in 1969, which opened the doors to borderless communications.
This meant that distance and time was no longer an obstacle to communications. This
information technology led to digitalization of communications resulting in the shift
in media landscape. The potential of digital technology created a convergence of new
media. The existing media also started to get on board the digital platform. Mass
media changed in all dimensions including the aspect of regulation. Social media
changed old media and brought it on line to enable the receiver of communications to
become content producers themselves. This led to the development of “User
Generated Content” on formats including websites, blogs, Instagram, Social Cam.
Twitter, Facebook, and Youtube. This created the knowledge field in the digital
domain that led to changes in consumer behavior that adapted easily to this digital
lifestyle (Time Chuastapanasiri, 2014).
In addition the old media such as free TV that is the most influential media has
also made use of these changes in digital technology. This led to the introduction of
cable TV, satellite TV, terrestrial and digital TV. As a result consumers have freedom
in selecting from more media choices. In terms of content there has also been many
changes. Advertising for commercial content has also evolved to keep up with the
challenges in the digital context. This is because advertising is a strategic
communication with its own unique characteristic to achieve its objective. It does so
by affecting the consumers in terms of their cognition, affect, and action. Also
advertising is a creative communications that generates new motivations for
consumers. It is one of the tools of marketing communication that can create a bond
between consumers and the brand. This creates the foundation for commercial
development that is a major impetus to the development of the economy that has
global repercussions (Belch, & Belch, 2012, Fill, 2009, Pardun, 2014).
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The AAT is in charge of the advertising self-regulation through voluntary
membership. The association adheres to the code of conduct and self-regulation
mechanism. It supports the members to operate and create advertising within the
framework of the law established by the state. The AAT can regulate the advertising
on terrestrial TV very well. However, as the media landscape started to change, the
AAT can no longer monitor the advertising in cable TV, local cable, satellite TV, and
other media. These alternative media had more problems than terrestrial TV.
Sarunthita Chanachaiphuwapat, Rattana Timmuang, and Udomsak Yuthanaveerasak
(2012, pp. 92-95) studied advertising in cable TV based on the Consumer Protection
Act B.E. 2522. The researchers found that most of the local cable stations in Thailand
received their content from satellite broadcast by Free-to-Air method. This meant that
the advertising in these satellite broadcasts also was seen in the cable stations. It is
found that advertising in these satellite broadcasts violated the Act and other laws
regarding advertising. As a result advertising in cable stations included advertising
using exaggerated over claim of product benefits and emphasized the frequency of
exposure. This is because the advertising on these stations was not screened like those
in terrestrial TV. These advertising messages were only screened for suitability in
terms of image and sound by station staff.
Advertising in community radio, which is an important source of information
for the communities around the country also exhibits signs of problems as found by
Rattana Timmuang and Apichaya Danaipiriya (2007) in their study “The Role of
Community Radio in Political Activity During the Election. The study found that
community radio stations were created by Section 40 in the Constitution B.E. 2540.
The constitution stated that the radio frequency is a resource that should be used for
the good of the public therefore its allocation should be done for the highest benefit to
the people at the national and community level.

Right after the media reform

community radio stations grew all over the country without any body to monitor or
regulate it. The problems found in community radio stations were reflected in the
opinions given by Saree Ongsomwang (Personal Communication, January 16, 2014).
Community radio stations allow the advertising of a large number of drugs, food, and
health products that have not been approved by the FDA. The advertising generally
makes exaggerated claims about its benefits. There have been many complaints filed
thus it is important to have a strict means to stop such advertising.

8
Advertising on the Internet is also found to have issues regarding the
suitability of the messages (Monrutai Likitthamanit, 2010). The researcher studied
the role of the online proprietors after the introduction of the Computer Act B.E.
2550. The study found that Internet became considered as the land of chaos. There is
no law that can be enforced in this domain. Although there have been laws designed
to regulate the Internet. The first decade still saw a lack of coordinated effort in
enforcing the law and creating a standard practice that is universally accepted. This is
supported by the research conducted by Pirongrong Ramasoota and Nithima
Kanathinun (2004). The study examined the regulation of content on the Internet. The
researchers found that the Internet has specific characteristics that make the power to
regulate fall in the hands of the users. This resulted in the failure of the traditional
type of regulation to control the content especially in advertising.
The AAT has continuously developed the mechanisms for advertising selfregulation. However, the changing media landscape has a direct impact on its
effectiveness. The new media has made it more challenging to regulate advertising.
Vimonrat Rukaworakul (2008) studied the mechanisms of advertising self-regulation
in the Thai advertising industry. The researcher found that most of the advertising
agencies are responsible citizens. This is shown through the advertising that the
public can witness. However, there are still advertising that may be controversial to
the good social values. These are usually created by small advertising agencies that
are not members of the AAT. These agencies cannot be regulated by the AAT and do
not wish to cooperate in observing good ethical practices. In addition there are new
associations of advertising professionals categorized by media that have differing
practices. As a result there is no standard in the regulating of advertising practices. In
addition the AAT does not have any authority by law to regulate the members. Its
membership is only voluntary thus it cannot enforce its regulation to encompass every
media. This is a major weakness and problem in the implementation of advertising
self-regulation in Thailand.
From the problems in advertising self-regulation that is the result of the
changing media landscape, the state has acknowledged this challenge. As a result the
Constitution B.E. 2550 Section 46 has empowered the media to self-regulate as
follows:
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The Thai Constitution guarantees the freedom of the employees or staff
employed in the newspaper, radio, TV, or other mass media to present news
and their opinions. However, such presentation must not violate the laws or
regulations of any government agency, state enterprise, or regulations of the
organization. In addition the presentation must not violate the good code of
conduct of the profession. The constitution also guarantees the freedom to
form organizations of self-regulation within each profession. (Constitution of
the Kingdom of Thailand B.E. 2550 (2007), p. 18)

This became the starting point of the direction for solving the advertising selfregulation problems. On October 7, 2011, the National Broadcasting and
Telecommunications Commission (NBTC) was created as a result of the National
Broadcasting and Telecommunications Act B.E. 2553. (2010) This organization has
the authority to allocate frequencies, regulate the practice of broadcast and
telecommunications, and support the self-regulation of professionals to ensure the
highest benefit to the public. This role has been indicated in strategy 5.2 of the
Broadcast and Telecommunications Master Plan B.E. 2555-2559 (2012-2016). The
emphasis is on the creation of the foundation for the self-regulation of broadcasting
and telecommunications industries. The development must start with the creation of
the regulations and mechanisms of regulation as stipulated in objectives 1 and 2 (The
National Broadcasting and Telecommunications Commission, 2012). 1)

To regulate

the industry and content for quality resulting in the utmost benefit to the public with
consideration to human rights and diversity. 2) To regulate advertising so that it
would not encroach on the rights and abuse consumers. 3) The directives for
achieving the objectives as stated in no. 4 and 5 as follows: 4) The promotion of the
founding of organizations of those who receive the concession, operation license,
content producers, and various forms of mass media practitioners in the broadcast
industry. The goal is to create a standard ethical practice in the professional code of
conduct and to ensure the self-regulation of the professional practice under this code.
5) Create the guidelines for screening advertising for profiteering practices, deceptive
advertising, and advertising that irritate or violate consumers.

10
In addition the state recognizes the importance of consumer rights protection.
The Constitution B.E. 2550 (2007) Part 10 guarantees the right of the consumer in
receiving information and filing complaints Section 61 as follows:

It is the right of the individual consumer to have their rights to receive truthful
information protected. The consumer has the right to file complaints and
receive remedial action for their grievances. In addition the consumer has the
right to form groups to demand the protection of their rights. (Constitution of
the Kingdom of Thailand, B.E. 2550 (2007), pp. 24-25).

The Consumer Protection Act B.E. 2522 (1979) was also modified as the
Consumer Protection Act (2) B.E. 2541 (1998). The consumer protection was defined
in five principles (Office of the Consumer Protection Board, 2011, pp. 6-7). 1) The
right to receive news and information that is accurate and sufficient regarding a
product or service. 2) The freedom to choose a product or service. 3) The right to be
safe in the consumption of a product or service. 4) The right to receive fair treatment
in a contract. 5) The right to receive consideration and compensation for damages.
It is thus necessary to understand that the advertising self-regulation process is
entwined with the protection of the consumer’s right to receive accurate information.
A study of the foreign advertising self-regulation organizations established by the
state or formed by professionals’, reveals that the key emphasis is on the protection of
the consumer. For instance the Federal Communications Commission (FCC) is an
independent state agency that has the authority to oversee media convergence
including advertising on broadcast media. In terms of consumer protection the FCC
collaborates with the Federal Trade Commission (FTC), which is the main
organization supporting free competition. The FTC ensures free competition in the
economy preventing monopoly. It also regulates advertising to ensure suitable and fair
advertising practices for the benefit of the consumer. In addition there is the U.S.
Food and Drug Administration (FDA). The main role is to protect the consumer from
deceptive food and drug advertising. The advertising professionals’ self-regulation
organization is the Advertising Self-Regulatory Council (ASRC). It is the council
supports the self-regulation in advertising, marketing, and related commercial
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activities in the U.S. to ensure fair treatment of the consumer (Folkerts, Lacy, &
Larabe, 2008).
In Australia there is the Advertising Standards Bureau (ASB), which is the
national advertising self-regulation body. It has the highest authority in making the
decisions based on the consumer complaints regarding advertising and marketing
communications. The ASB has the objective in self-regulating advertising to ensure
the high standard of advertising practice. This will ensure consumer trust in the selfregulating practice through the protection of the benefits of the consumer and the
public (The Advertising Standards Bureau, 2015).
In England there is the Office of Communications (OFCOM), which is the
communications regulator. Its role is the management and regulation of
communication convergence in the industry. The role of OFCOM is expressed in the
Communications Act 2003. OFCOM must ensure the benefit of the citizen-consumers
in terms of communications. It also must prevent monopoly and protect the audience
from violent and dangerous content (Dacko, & Hart, 2000, p. 2-3). The Advertising
Standards Authority (ASA) is the independent agency created by OFCOM. It is the
UK’s independent regulator of advertising across all media platforms. ASA is a strong
agency in receiving complaints and monitoring advertising. It works against deceptive
advertising and the content that shows violence and advertising that violates the
consumers’ rights. In the case that ASA finds a violation of the UK Advertising
Codes, it would consider to withdraw or amend that particular advertising (Powell,
Hardy, Hawkin, & MacRury, 2013).
The development of advertising self-regulation reached another milestone with
the creation of the European Advertising Standards Alliance (EASA), which is an
international body. EASA’s mission is to support, promote, and provides
recommendations in the development of Self-regulatory Organizations (SROs) in
countries that are prepared to do so. This will lead to the creation of strong SROs in
these countries within each national context based on ten guiding principles. 1)
Comprehensive coverage by self-regulatory systems of all forms of advertising and
practitioners; 2) Adequate and sustained funding; 3) Comprehensive and effective
codes of advertising practice; 4) Code development suitable for all topics and media;
5) Provide recommendation before any problem arises rather than react to a problem;
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6) The regulation should be based on the law; 7) Prompt and efficient complaint
handling; 8) The committee should be independent free from external influences; 9)
Effective sanctions and enforcements combined with monitoring; and 10) Effective
awareness of the self-regulatory system by the industry and consumers (European
Advertising Standards Alliance, 2004).
In addition the meeting documents between the interested parties in Europe
presented the best practices of the EASA. It discussed the self-regulation in the EU
advertising sector by analyzing the practices of EASA to seek the best practice for the
EU advertising self-regulation. The result is the basic four components for best
practice advertising self-regulation model consisting of 1) Effectiveness, which is the
provision of advise in creating consumer awareness; 2) Independence in the
involvement of interested parties in the stage of the code drafting and the involvement
of independent persons in the adjudication process; 3) Coverage should include all
media not just the new media but also commercial and marketing communication
activities; 4) Funding should be ensured through voluntary industry support with no
additional taxing of advertising. There are two types of funding for advertising selfregulation organizations 1) Based on membership contributions or subscriptions,
which is used widely in Europe where 70% of the funding comes from contributions;
and 2) Levy of advertising media, which is the amount of money calculated in
proportion to the individual advertising project which is added to the invoice in order
to pay for the self-regulatory system. It is levied on the bill and passed on to the
advertiser (European Commission, 2006).
The development

in

the international

organizations

supporting the

development of advertising self-regulation practices and the mechanisms of
advertising self-regulation in different countries reveal the best practices in the
industry. This provides the benchmark for the development of the advertising selfregulation organization in Thailand that should be truly integrated with the
international standard of practice. In addition the Asia-Pacific Economic Cooperation
(APEC), of which Thailand is a member, supports the establishment of advertising
SROs for standard practice in the region. This would help to reduce the potential
discrimination of products based on advertising censorship. APEC has proposed the
Advertising Standard Bureau as the role model for the development advertising SROs
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in the region. This is because this organization has a long history of success in
regulating advertising (Niwat Wongprompreeda, Personal Communication, April 5,
2014).
Therefore it is a good time to study the framework for the establishment of
advertising to be the first model for Thailand. This is because the previous research
only focuses on the regulation and self-regulation of broadcast media. There is no
study that specifically discusses the establishment and approaches of advertising selfregulation. This study will focus on improving the advertising self-regulation
practices in terms of the structure of the central organization that will operate the selfregulation mechanisms in all media. This is a response to the changing media
landscape today and in the future that would comprehensively cover the newer
professions. It will also ensure stability in the advertising industry through fair and
just competition. This would be a positive benefit for consumers and society through
the protection of rights in receiving truthful information. This is in line with the global
initiative in advertising self-regulation.
This has two significant contributions. First is generates a cultural product
through objective research in the profession of advertising and the approaches in
developing advertising self-regulation and the establishment of the advertising
professional council. This will lead to a structural change in the advertising industry.
Secondly this research presents an innovative process in the communication for
regulation through participatory communication. This will lead to the development of
the ritualistic model, which creates a good will and understanding among those who
are engaged in the exchange of ideas. This will lead to the development of the
advertising industry in Thailand to reach an internal standard of practice.

1.2 Research Questions
1.2.1 What should be the model for the establishment of the advertising
professional council based on the study of foreign practices regarding the relationship
between self-regulation organization with the state?
1.2.2 What are the expectations towards the establishment of the advertising
professional council in Thai society?

14
1.2.3 What should be the model for the establishment of the advertising
professional council in terms of organization type, members composition, dimensions
of self-regulation mechanism, and operation procedures?

1.3 Research Objectives
1.3.1 Study the formation of the organization and mechanisms for selfregulation from foreign practices regarding the relationship between the selfregulation organization and the state.
1.3.2 Study the expectations towards the establishment of the advertising
professional council in Thai society.
1.3.3 Present the model for the establishment of the advertising professional
council in Thailand.

1.4 Research Contribution
1.4.1 Create the model for the development of the advertising professional
council.
1.4.2 The self-regulation mechanism must suit the changing media landscape.
1.4.3 It must be in line with the constitution and related laws in terms of the
media’s freedom to group for self-regulation to promote collaboration with the state.
This will help to reduce the burden on the state agencies.
1.4.4 Protect, provide remedial action, and promote the freedom to receive
truthful advertising among consumers.
1.4.5 To promote fair and just competition in the advertising industry to
ensure the benefits of the receivers of the message.
1.4.6 To develop the advertising practice and uplift the industry standards in
order to better serve the society.

1.5 Scope of Research
This study used the Mixed Methods Research combining qualitative and
quantitative methodology. The researcher started with the document research from
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publications and on-line sources. In the next stage the researcher conducted the survey
research using a questionnaire. Then an in-depth interview of key informants using
the data from the initial 3 part study to generate draft models. In the final stage 2
focus group discussions were conducted to analyze the models and create the final
model for the development of a suitable framework for the formation of the
advertising professional council in Thailand.

1.6 Definition of Terms
1.6.1 Model means framework, type of organization, and composition of
members of the advertising professional council.
1.6.2 Advertising professional council establishment directives means the
self-regulation mechanism and operations procedure of the advertising professional
council.
1.6.3 Self-regulation means the practice voluntary participation for selfregulating advertising creating a balance between benefits of the practitioners’
organization and the needs of society. This entails the development of the code of
conduct, code of ethics, and practice guidelines that are in written form for selfregulating member organizations.
1.6.4 Practitioners’ organizations means the grouping of advertising
practitioners in the form of associations, clubs, or alliances with the objective for selfregulation in order to ascertain the benefits to the industry. This includes the
protection of rights of society. In addition this includes the organizations that perform
tasks involving advertising and organizations that have an advertising department.
1.6.5 Regulating agencies means the state agencies that have their
responsibilities dictated by law to regulate advertising and its related activities. In this
research it means Office of The National Broadcasting and Telecommunications
Commission (NBTC), Office of The Consumer Protection Board (OCPB), and the
Food and Drug Administration (FDA).
1.6.6 Media monitors means the groups of those who share the same
objective of monitoring advertising. This can be in the form of foundation or
independent agencies that have activities promoting advertising literacy with no profit
objectives.
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1.6.7 Academics means the faculty members in the Communication Arts,
Journalism or Mass Communication programs in the state and private institutions or
experts in the area of advertising.

CHAPTER 2

LITERATURE REVIEW
For this study regarding model and approaches for the establishment of the
advertising professional council, the researcher reviewed principles, theories and
related research to develop the framework for this study.
2.1 Philosophies, Theories, and Principles in Regulation
2.1.1 The Theories of Social Contract based in the Political Tradition
2.1.2 Principles and Theories on Regulation
2.1.3 Principles for the Establishment of the Advertising Professional
Council
2.1.4 Principles of Foreign Advertising Regulation
2.1.5 Principles of Thai Advertising Regulation
2.2 Normative Theory of Mass Communication
2.2.1 Social Responsibility Theory
2.2.2 Development Communications Theory
2.2.3 Democratic Participation Theory
2.3 Structure and Function Theory of Mass Communications
2.4 Related Research
2.5 Conceptual Framework of the Study

2.1 Philosophies, Theories, and Principles in Regulation
Philosophies, theories and principles have topics encompassing the human
condition, responsibility of the citizen, and social contract. The researcher studied the
related philosophies, theories, and principles that are interrelated. This includes the
theory of social contract, which is a political philosophy that has driven the
cooperation between organizations to adopt self-regulation practices. The principles
and self-regulation practices will be further discussed in the following sections.
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2.1.1 The Theories of Social Contract based in the Political Tradition
Kawee Israreewan (1987, p. 20) explained that the social contract theory was
born from theology, Theory of Divine Right. It makes the assumption that the state is
created by God. This sovereign power or God provided people with the land and
created humans. God has vested his powers for the establishment of the state. Also
God is creator of all the regulations and powers of the state.
After the decline in popularity of theology, the Social Contract Theory was
developed. It contradicts many of the beliefs in the Divine Theory. Social Contract
Theory posits that the state comes from humans and humans create the state. The
creation of the state is the result of people coming to live together by general will. In
order for people to live together in harmony they need to come together and form a
social contract (Apithai Sornthong, 2013, pp. 9-10).
The Social Contract Theory is the root for the development of the political
philosophy in the Renaissance period from the 15th-16th centuries and the
Enlightenment period from the 17th-18th centuries. The basis of this theory is on the
agreement of people to come together and give their power to a representative to act
on their behalf. This is the basis of the Social Contract Theory that was developed by
English philosophers Thomas Hobbes and John, French philosopher Jean- Jacques
Rousseau, and American philosopher John Rawls. Each of these theorists had
different interpretations of the human condition although agreeing on the same
premise of the reason for the social contract (Rousseau, 1896, Vittayakorn Chiangkul,
2005).
2.1.1.1 The Social Contract Theory Thomas Hobbes
Hobbes saw the human condition as savages no different from an
animal. Humans are selfish and do all things for their own survival. He challenged the
religions belief that God created man and the rules of the universe. He said that it is
people that created the state, established its authority and structure. In his view the
citizens have to forgo their personal rights in order to create a condition of peace and
harmony hence the social contract. The person and the state have a contract to abide
by certain regulations for a harmonious existence. The sovereign power is given the
power in exchange for protecting the people from dissent and conflict. This is called
populist governance (Hobbes, 1839, Tinaphan Nakata, 2006).
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Hobbes (1939) used the Social Contract Theory to explain the
relationship between the citizen and the state. The individual must give up personal
aggrandizement to reach an agreement to follow a certain set of social rules and
regulations to live in peace (Hobbes, 1839, Strauss, & Cropsey, 2015, Siti Butra-in, &
Phumin Butra-in, 2011).
2.1.1.2 The Social Contract Theory John Locke
Locke had a very different view of the human condition from Hobbes.
He believed in the rational human. People could distinguish evil from good. The
human nature is free to manage what is best for the individual. However, humans
cannot always express their freedom fully. In order to achieve peace, humans
sometimes need to forgo some of the natural freedom. They must come together to
create a social contract to protect their life and property. Humans form a society with
a sovereign power for their protection. The Social Contract Theory in Locke’s view is
the agreement of all the citizens to forgo personal freedom in exchange for protection
ensuring their safety. This means a peaceful and secure existence and protection of
their property. In addition laws are created to ensure the freedom of the individual.
Locke presents the idea of a sovereign power that has the role to protect the people.
The individual still retains rights and the sovereign power must be just and exercise
power that is the same as the individual.
In the view of Locke the best type of government is democracy because
the people are the absolute power. It is the people that vest the power in the sovereign
to operate under the premise of responsibility to the people. The creation of laws and
regulations must be for the greater good (Locke, 1823, Vittayakorn Chiangkul, 2005).
2.1.1.3 The Social Contract Theory Jean- Jacques Rousseau
Rousseau (1896) believes that humans are inherently good. The human
instinct is good. However, it is the civilization that corrupts the human through
experiences within the environment. Civilization is the corrupting force not the power
of enlightenment, as many understand.
Rousseau (1896) believes that the ideal human condition is the natural
condition. The individual lives a simple life not wanting more and satisfied with the
way of life. However, as the population increases, the way of life and the concept of
satisfaction changes.
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The social contract in Rousseau’s definition ensures the freedom to live
together without the use of force. The people would come together in harmony
through the agreement of a general will. The freedom of the individual may be
sacrificed but it would be replaced by joint freedom, which is beneficial to all equally.
Thus, the social contract is the middle path between the extremes of individual
freedom and the survival of society.
The introduction or changes in laws must be done with the participation
of the people in discussion to ensure the general will for the good of all.
Therefore Rousseau’s idea of democracy gives importance to the
general will as having sovereign power over individual freedom (Rousseau, 1896,
Tinaphan Nakata, 2006).
2.1.1.4 The Social Contract Theory John Rawls
Rawls (1999) wrote the book “Theory of Justice” that presents social
contract based on the principles of justice and fairness, which are both universal.
Humans wish to live in a society that respects freedom, ensures freedom, and equal
justice for all. He proposed the concept of Democratic Socialism as the social contract
in creating a society that respects the rights of others and has justice for all (Rawls,
1999, Vittayakorn Chiangkul, 2005).
The social contract theories proposed by the four philosophers have
been very influential of the development of thought. Social contract is agreed upon as
the means to ensure the satisfaction of the general will in which individuals may have
to forgo their personal freedom in exchange for peace and benefit to society.
This is in line with John Stuart Mill’s proposition that the good to
society outweighs the freedom of the individual (Mill, & Laughlin, 2004). The
individual has the freedom to defend one’s self as long as that freedom does not
violate another individual. This agrees with the belief of Hegel that states that a
reasonable society has the potential to achieve freedom by balancing responsibility
with personal gain. This is called the rational will for the betterment of society in
general (Vittayakorn Chiangkul, 2005, pp. 157-159).
Therefore the establishment of the advertising professional council is a
means for the advertising industry to create a social contract. The council will be the
key organization that plays the role of sovereign power by representation to regulate
advertising practices effectively with equality. This would lead to the development of
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the advertising industry, which is a part of society. This study incorporates the study
of the sovereign power, freedom of the individual and general will for the benefit of
all to develop the approaches in the establishment of the advertising professional
council.

2.1.2 Principles and Theories on Regulation
Kleinsteuber (2004) defined regulation as a process of the state, which is
vested in the Independent Regulatory Body. The role is to mediate the conflicts of
interest that may arise in the media industry that is getting too complicated for the
state to handle. It is therefore better to have experts in the field in the form of
independent agencies to handle the regulation especially through offering licensing
such as the Federal Communication Commission (FCC) in the US and Office of
Communication (OFCOM) in the UK.
Tambini, Leonardi and Marsden (2007) explained that regulation includes the
process of controlling, directing, and governing based on the rules and regulations of
the independent regulatory body.
From this definition it can be said that controlling, directing, and governing
must be made based on the regulations, mechanisms, and guidelines for effective
regulation.
Many academics have similar definitions of media regulation mechanisms.
Bartle and Vass (2013) have explained the mechanism of regulation in multiple levels
ranging from “No Regulation” to “Self-regulation” to “Co-regulation” to “Statutory
Regulation” shown in Figure 2.1

No Clear
Regulation
Practices

Self-regulation
Have clear
regulations, scope,
and practices related
to the selfregulatory

organization

Figure 2.1 Media Self-Regulation Process
Source: Bartle, & Vass, 2013.

Co-regulation
Combines the
mechanisms of the
self-regulatory body
with the authority
of the state

Statutory
Regulation
Specific rules and
scope of authority
determined by the
state
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Each model has its advantages and disadvantages. The model of no regulation
allows the forces of free competition to regulate the media, which is seen in the free
market. The self-regulation model has clear rules and regulations practiced by
professionals in the industry. The co-regulation model has clear rules and regulations
operated by professionals in collaboration with the state. The final model is the
statutory regulation wherein the state sets the rules and enforces regulation.
Bartle and Vass (2013) presented five taxonomies based on the different roles
of the state as shown in Table 2.1.
Table 2.1 Taxonomy of Self-regulation
Type of

Definition

regulation
1. Co-

The regulator and regulated operate together in the form of Co-

operative

regulation or “Co-operative self-regulation”.

2. Delegated

Implementation of statutory duties by the state is delegated to the
self-regulatory organization.

3. Devolved

The legal power of the state is transferred to the self-regulatory body
or called “Statutory Self-regulation”

4. Facilitated

The self-regulation is supported by the state but the organization is
not supported by a statute.

5. Tacit

There is little or almost no state control or Pure self-regulation. It is
found in the US, which is a liberal country. The implementation of
the Tacit self-regulation includes the creation of a Code of Conduct
to regulate members. In the case of violation there is no statute
support, therefore the punishment is determined by the organization.

Paizer and Scheuer (2014) explained that there are three directives in the
implementation of media regulation namely public regulation, co-regulation, and selfregulation.
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1) Public regulation is the original type of regulation practiced by the
state. The state authority would enforce regulation through the creation of laws and
regulation mechanisms. The state ensures compliance through law enforcement. The
rules and regulation process are operated by the state authority, which may be selected
by parliament. The major disadvantage is the creation of rules and policies may not be
best regulation practice in solving problems.
2) Co-regulation is the process where the state authority operates in
collaboration with the professional organization. It is a hybrid mechanism wherein the
professional association uses the state regulation authority. This creates the
development of rules and processes that can be truly implemented.
3) Self-regulation is the model in which the professionals create their
own code of conduct to achieve the objectives of the industry. The professionals are
responsible for regulating the practitioners. This is a good model because the
participation is voluntary and the professionals are involved in the creation of the
regulations.
In addition Spence and Heekeren (2005) studied three models for media
regulation.
1) Statutory regulation /Absolute Government Regulation is a
regulation model wherein the state uses law enforcement and punishment.
2) Self-regulation is a model wherein the professionals in the industry
implement their own regulation through the creation of a code of conduct.
3) Co-regulation is the model is a hybrid model combing statutory
regulation with self-regulation wherein both sides contribute to the development of
the mechanisms and regulations for self-regulation.
Each type of model is selected for practice in different countries based on the
media context in that particular country. It may change depending on the time and
situation. This is especially true for the self-regulation model, which has been widely
accepted internationally. Campbell (1999) explained that the advantage of the selfregulation model is that the professionals have more experience in the industry than
the state. They are also more flexible and may change adapting to the different
requirements in each respective media. This model may include incentives for selfregulation that is accepted well when compared to regulations set by the state.
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In addition Campbell (1999) explained that the disadvantage of self-regulation
may be ineffective because professionals may not do a very good job regulating their
peers. There may be lax regulations to aid the practitioners. In addition there is the
possibility that the expertise in the industry may not be used for the best interest but in
effect may become a means of anti-competition. Livingstone (2012) also said that the
assurance of transparency in self-regulation is hard to prove. This is because there is a
lack of personnel to verify it. In addition there are still complications between the
self-regulatory body and the punishment by law. This resulted in the introduction of a
more effective model, co-regulation. Frydman, Hennebel and Lewkowicz (2007)
explained that co-regulation can be defined as a co-operative self-regulation where the
regulator and regulated work together. Tambini, Leonardi and Marsden (2007)
explained that the implementation of co-regulation is dependent on the condition of
the national context, media type, and time. Thus the decision to implement coregulation needs to consider the scope and definition of its procedures to ensure the
proper understanding between the state and the professionals.
Horowitz (1989) explained that there are five theories on regulation as
presented in the following section.
1) Government regulation and the public interest theory
This theory defines regulation as a response to the conflict between
private corporations and the general public. It promotes consumer welfare by creating
fair competition with a political goal of promoting democratic rights. The
disadvantage of this theory is its promotion of business interest more than the
consumer welfare.
2) “Perverted” Public interest theory and instrumental, Structural and
capture models of influence
This theory explains the failure of regulatory systems. It proposes that
the public has been taken advantaged of by the regulatory bodies because of their lack
of a code of conduct. There are three types of influences as follows:
(1) Instrumental occurs when the staff working in the regulatory
body comes from the same background as the professionals thus they may be more
sympathetic.
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(2) Structural when the regulatory body has fewer resources that
the professionals thus regulation is ineffective.
(3) Capture when the regulatory body increases its authority with
no intention of reducing its power. This means the prevention of deregulation of the
industry.
3) Conspiracy theories and government regulation
This theory explains that businesses want a stable market thus there is a
conspiracy between the business and the state for profit.
4) Organizational theory, institutions and regulation
This theory explains that in the operations of regulatory measures, the
state may develop more and more regulations to the point that the business operators
have fewer profits. It may reduce to a point that the consumer welfare is affected.
5) Government Regulation, politic and capitalist state theory
This is a theory that views the regulation as state apparatus designed to
prevent accumulation of capital. It has its roots in Marxist theory examining how state
intervention affects capitalism. It has been adapted to the co-regulation model, which
allows contract out of practices that maybe a high cost to the state without
compromising on consumer welfare. This is the model used in the UK.
From the discussion of the theories on regulation, the researcher created Table
2.2 to compare the different models.

Table 2.2 Comparison of Regulation Models
Regulation

Paizer, C. &

Spence, E. and

Bartle, L., &

Horowitz.

Model

Scheuer, A.

Heekeren,

Vass, P.

(1989)

(2014)

B.V. (2005)

(2013)

1. No Regulation
2. Statutory
Regulation /
Public
Regulation

/
/

/

/

/
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Table 2.2 (Continued)
Regulation

Paizer, C. &

Spence, E. and

Bartle, L., &

Horowitz.

Model

Scheuer, A.

Heekeren,

Vass, P.

(1989)

(2014)

B.V. (2005)

(2013)

3. Co-Regulation

/

/

/

4. Self-

/

/

/

Regulation
5. Integrated

/

Systems

The theories of media regulation and principles can be well adapted for this
study because it incorporates the regulations process and state authority including
self-regulation practices and co-regulation. The scope of this study is self-regulation,
which may be in different forms including Self-Regulation by Businesses, SelfRegulation by Media, and Self-Regulation by Trade Association. The researcher is
interested in the study of Self-Regulation by Advertising. Dacko and Hart (2005) is a
challenging endeavor. This is because advertising must balance between the freedom
to communicate and the consumer welfare that needs to be protected from misleading
messages.
LaBarbera (1983) said that advertising regulation must comprise of a code of
conduct, policy, and mechanisms for self-regulation in written form to control the
professional organization members. Boddewyn (1991) explained that advertising
regulation must start with the agreement among professionals of a standard set of
practices for all or some of the advertising.
The Foundation for Advertising Research (FAR) created seven principles for
advertising practices including 1) must have an organization, leadership in the
organization, and plan for operations; 2) must have code of conduct; 3) must have
complaints management process; 4) must have clear guidelines in implementing the
law and punishment; 5) must have monitoring and follow-up process; 6) must provide
knowledge to advertising and media agencies; 7) must create the awareness among
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the public (Wiggs, 2012). The self-regulatory organization must be supported by the
industry through the creation of codes of conduct and development of implementation
measures (Ramanathan, 2011, p. 12).
Harker and Harker (2002, pp. 23-46) explained that the advertising selfregulation is a means of creating socially acceptable advertising. It is a popular
method because it allows the advertising professionals that freedom in operations with
the laws regulating their industry. In addition those in the same industry may assist in
providing recommendations for practice. The professionals may assist each other
before a problem occurs. This is a good mechanism for consumer welfare protection.
In addition the consumers would have more channels for filing complaints with no
addition costs incurred.
From the principles and theories the conceptual framework of this study has
been developed to study the approaches for the establishment of the advertising
professional council. This would provide the fundamentals for analysis and synthesis
in the creation of the research recommendations.

2.1.3 Principles for the Establishment of the Advertising Professional
Council
The approaches for the establishment of the advertising professional council
are part of the media regulation literature and advertising practices. It is entwined with
the organization in the form of the advertising professional council to regulate the
advertising industry, which is a part of the mass media. It is one of the main social
structures that have an impact on the individual and society. The self-regulatory
organization plays a very important role. To develop this model, the researcher
studied foreign self-regulatory organizations in the UK, US, and Australia. The
researcher found that there are many types of organizations including independent
entity, bureau, association, and council. The definitions of each are presented in the
following section.
Independent entity is defined as the Independent regulator organization
Bureau is defined as an office or organization that provides information on a
particular subject. A government department or part of a government department.
(Hornby, 2007, p. 199) An organization or a business that collects or provides
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information. A government organization. (McIntosh, 2003, p. 159-160) A government
department. Geddes, & Grosset, 2002, p. 87)
Association is defined as an official group of people who have joined together
for a particular purpose. A connection or relationship between people or organizations.
(Hornby, 2007, p. 79) A group of people who are united in a single organization for a
particular purpose. (McIntosh, 2003, p. 66)

An organization of people jointed

together for a common aim. (Geddes, & Grosset, 2002, p. 47)
Council is defined as a group of people who are elected to govern an area such
as a city or country. The organization that provides services in a city or country.
(Hornby, 2007, p. 347) A group of people elected or chosen to make decisions or
give advice on a particular subject. To represent a particular group of people.
(McIntosh, 2003, p. 277) An elected or appointed legislative or advisory body. A
central body uniting a group of organization. An executive body whose members are
equal in power and authority. (Geddes, & Grosset, 2002, p. 133)
The researcher studied the various foreign self-regulatory bodies including the
US, Australia and Thailand analyzing the information based on Bartle and Va ss
(2013) taxonomy in Figure 2.2
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No
Regulation
Australia :
Advertising
Standards Bureau
US : Advertising SelfRegulatory Council
(ASRC)Thailand

SelfRegulation

Bureau

Two Types of
Council

Thailand : The
Professionals of
Broadcasting Council
(Thailand)
The News
Broadcasting Council
of Thailand

CoRegulation

Statutory
Regulation

-Creation of an Advertising Standards
Board/Funding/Complaints Handling
-Creation of Professional Code & Practice

Type 1
-Council created by statute/constitution
-Statute supports operations

Type 2
-Professional associations agree to establish
the council and accept its authority
-Create professional charter
-Code of professional practice
-Create Advertising Standards
Board/Funding/Complaints Handling
-Create Professional Code & Practice
-Provide member incentive
-Can cooperate with state regulatory agency

Figure 2.2 Synthesis of Advertising Self-regulation Practices in the US, Australia,
and Thailand
Sources: Bartle, & Vass, 2013.
From the analysis of Figure 2.2 based on Bartle and Vass (2013) is the
regulation of advertising by business professionals through the code of conduct based
on the directives of EASA in the creation of Self-regulatory Organizations (SROs).
These organizations must be free from the state and any benefits. The organization
has to have the authority to make the judgment regarding the self-regulation in the
advertising industry (European Advertising Standards Alliance, 2009, p. 12). The
bureau type is seen in Australia. The Advertising Standards Bureau is created based
on the directives of EASA. In the US the Advertising Self-Regulatory Council is in
charge of strong advertising self-regulation practices. The bureau or council types of
SROs are created by the professionals in the advertising industry. It is in line with the
operational design created by the National Reform Council (2015, p. 18). The media
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reform should have three levels of operations including media organizations or media
owners, self-regulatory organizations categorized by advertising media or locality,
and association of association which is the regulating of all media under the same
standard. Therefore the bureau or council types of SROs fall within the second level
or the regulation by industry professionals. The organization is thus involved in the
development of the standards of advertising regulation and creation of incentives.
In addition there should not be too many SROs because consideration must be
made about the number of members because it will impact the operations cost. The
benefit of self-regulation is the creation and promotion of a standard code of conduct
and practice among professionals. There should be an agreement on the minimum
ethical standard to regulate the professionals. The development of the standard should
include the professionals. The enforcement of the ethical code should be made
through the complaints handling process including complaints handling, processing,
and remedial action. There should also be the creation of incentives and punishment
to promote participation (The National Broadcasting and Telecommunications
Commission, 2013, pp. 13-16).
The report of the European Commission (2006, p. 17) “Participants Terms of
Reference Agenda Presentations EASA” explained that the basics components for a
Best Practice SR model on advertising should comprise of four dimensions including
1) Effectiveness (Provision of copy advice, Complaint handling,
Sanctions, Consumer awareness)
2) Independence (Involvement of interested parties in Code drafting,
Independent persons in the complaints adjudication process)
3) Coverage
4) Funding
Therefore these four dimensions are part of the best practice model developed
for the establishment of the advertising professional council. It is used in the synthesis
of research findings to create the best approaches for the establishment of the council
for advertising self-regulation that is suitable for the Thai context.
2.1.4 Principles of Foreign Advertising Regulation
The focus was on studying the international organizations that have the role in
promoting advertising ethics through the self-regulation mechanism and countries that
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have continued good practices in advertising self-regulation. This is discussed in the
following section.
1) The European Advertising Standards Alliance (EASA)
2) United Kingdom : The Office of Communication (OFCOM) and
The Advertising Standards Authority (ASA)
3) United States : The Federal Communications Commission (FCC)
Federal Trade Commission (FTC) U.S. Food and Drug Administration (FDA) and
Advertising Self-Regulatory Council (ASRC)
4) Australia : Advertising Standards Bureau (ASB)
2.1.4.1 The European Advertising Standards Alliance (EASA)
(EASA, 2000)
1) Importance of the Organization
The European Advertising Standards Alliance (EASA) is a
non-profit organization that was created in 1992. The purpose is to promote the
standard of code of conduct and self-regulation of advertising in each of the European
nations. Each country may have different social contexts, legal structures, and culture.
The organization presents best practices that support the creative development of selfregulation in each of the countries.
2) Development/Formation
EASA started as the European Focused Association for the
self-regulation of advertising in Europe until 2009. EASA has 31 member
associations of which 16 are in Europe while the rest are dispersed around the globe.
In 2008 EASA created the EASA International Council with
the following objectives.
(1) Provide a forum to facilitate information exchange and
communication among advertising SROs around the world.
(2) Strengthen and enhance self-regulation mechanisms for
responsible advertising around the world.
(3) Provide resources to facilitate the development of
SROs where they do not currently exist.
3) Authority of the Organization
The EASA emphasizes the importance of the SROs, which is
the key component in the self-regulation process. It aims to create SROs that comply
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with the legal framework in each country to strengthen it for future stability. The
issues that need to be considered include the following:
(1) Cultural practices of self-regulation in each country. It
is a reflection of business practices, economy, and legal framework. Therefore, the
self-regulation practice is a reflection of the true core of the society of each country
that must be considered.
(2) The opportunity for the development of the selfregulation practices. This is dependent on the compliance to the legal framework and
the opportunity in its subsequent development.
The advertising self-regulatory organization around the
world must consider the cultural and societal contexts. EASA provides support for the
development, structure, and process for implementing self-regulation that is suitable
for each respective country. The main components for the self-regulation mechanism
are as follows: 1) A code of standards or set of guiding principles governing the
content of advertisements 2) A system for the adoption, review and application of the
code or principle to ensure impartiality in implementation
4) Self-regulation Mechanisms
EASA presents best practices that support the creative
development of self-regulation in each of the countries to suit the cultural and societal
contexts as shown in Figure 2.3
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Figure 2.3 The workings of an SRO based on the Best Practice Model
Source: The European Advertising Standards Alliance, 2009.
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From figure 2.3 presents the framework for the development of
advertising self-regulatory organizations as follows:
1) SROs The establishment of the Self-regulatory organizations
(SROs) should be free from the state and any interest group. This organization should
have its own authority in making decisions. It should have the authority to regulate
the entire advertising industry which would comprise of different groups including the
advertising agency, media, and the advertiser.
2) The Permanent SRO Secretariat is a permanent organization
should be created to run the routine duties, which is called the “Secretariat”. It should
have the suitable structure so that it can process the duties continuously
3) Code and Practice There should be creation of the of a
standard code of conduct and practice . Each country would have its own
characteristics depending on its condition. However, all would follow the guidelines
of the Consolidated Code of Advertising and Marketing Communications Practice
created by the International Chamber of Commerce (The Consolidated ICC Code)
(International Chamber of Commerce, 2011, pp. 6-7) It comprises of the basic
principles of
(1) Be Legal
(2) Decency
(3) Honesty
(4) Truthfulness
(5) Social Responsibility
(6) Conform to the principles of fair competition
(7) Accepted universally by businesses
(8) Should not make consumers lose faith in advertising
From the study of the Asia-Pacific Economic Cooperation
(Asia-Pacific Economic Cooperation, 2012, pp. 7-8) discussion titled “Advertising
standards-principles and practice dialogue” held from November 7-8, 2012 in Hanoi,
Vietnam the EASA Director General, Oliver Gray presented his views regarding
ethical standards in advertising practices. He explained that in the present day there
are many country groupings at the international level therefore he believes that it is
helpful to create a standardized advertising practice. There are three important
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dimensions necessary for advertising self-regulation. The first is the advertising
agency, media, and the advertiser. In order to achieve the goal of self-regulation it is
important to have a code and best practices as presented in Figure 2.4

The Code
Making-Body
SRO Broad of Director

Advertiser

Agencies

Code

The code-applying
bodies:
The SRO
Jury/Complaints
Committee & The
Appeals Committee

The Permanent
SRO Secretariat

Media

Figure 2.4 Components of SRO and Code
Source: Asia-Pacific Economic Cooperation, 2012.

Gray (2005) concluded that standard advertising practice is
important. Although advertising standards are not laws, they are interconnected. If
ever there is a complaint filed and it is found not to violate the law, the standard of
practice can be used to determine the best course for remedial action (APEC, 2012, p.
9). In addition her provided ten principles for successful advertising self-regulation
(APEC, 2012, pp. 4-6).
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(1) Universality of the Self-Regulatory System
(2) Sustained and Effective Funding
(3) Efficient and Resourced Administration
(4) Universal and Effective Codes
(5) Advice and Information
(6) Prompt and Efficient Complaint
(7) Independent and Impartial Adjudication
(8) Effective Sanction
(9) Efficient Compliance and Monitoring
(10) Effective Industry and Consumer Awareness
4) Funds The establishment and operations of the fund to
support the advertising professional council is the responsibility of the industry
comprising of the advertising agency, media, and advertiser. There should be the
approval of an annual budget for sufficient funds in the effective operations. There are
should be many means for funding. A majority of the self-regulation organizations
have the major source of funding from membership fees. Some organizations receive
a percentage contribution as part of a contribution from the tax on advertising
expenditure.
However, for the initial stages of establishment it is important
to secure funding for the organizations creation. In addition the organization must
receive the necessary funding support until it is able to source its own funds.
5) Complaint Handling Procedure
The complaint handling procedure is the process in which there
should be a consumer complaints processing committee, which has the expertise in
the consideration of advertising complaints. The complained and the advertiser both
do not have to pay any processing fees.
The type of complaints, advertising that have received
complaints, and the procedure for handling the complaints may differ in each country
as a result EASA has presented a general complaints handling procedure that can be
adapted to use in each country (EASA, 2009, p. 12) in Figure 2.5
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Complaint received

Complaint of
substance-advertiser
invited to comment

Complaint not of
substance / out of
remit

Complaint
adjudicated by
SRO Jury /
Complaints
Committee

Parties informed

Appeal reviewed by
Appeal Jury

Complaint upheld

Campaign to
be modified

Complaint upheld

Campaign to
be withdrawn

Appeal made
Parties informed

Parties accept-adjudication published

Figure 2.5 The Procedure for Handling Campaign
Source: The European Advertising Standards Alliance (EASA), 2009.
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2.1.4.2 UK: The Office of Communication (OFCOM) and the Advertising
Standards Authority (ASA)
In the UK the Office of Communication (OFCOM) and the Advertising
Standards Authority (ASA) have been studied by the researcher regarding their roles
in advertising self-regulation. It is found that these two organizations work together as
presented in the following section (Spence, & Heekeren, 2005).
Organization 1 The Office of Communication (OFCOM)
1) Importance of the Organization
The Office of Communications (OFCOM) is the organization
in charge of the communications in the UK. It has a role in the management of media
convergence including broadcast, telecommunications, and wireless communications.
After the establishment of OFCOM the UK regulation of media has changed from
statutory regulation to co-regulation.
2) Development of the Organization
The UK has more than one means of media regulation
comprising of self-regulation and co-regulation models. Non-broadcast media such as
print have long since practiced self-regulation. The broadcast media that are
considered highly influential used to be under statutory regulation.
The birth of the Internet in the 1990s led to changes in the
various media creating the possibility of media convergence. The UK is one of the
countries that realized the importance of this trend, which will make media regulation
more challenging than in the past. The media industry made a recommendation that
the statutory regulation be changed to co-regulation which brought about the changes
in the practice in the UK (Harson, 2005, p. 15).
In 2003 the U.K. government decided to create a new
organization for media regulation called the Office of Communication (OFCOM). It is
supported by the Freedom of Information Act 2000 and 2004. It is the responsibility
of OFCOM under the Communications Act 2003 to create welfare for the citizen and
consumers in terms of communications. It must safeguard against monopoly. OFCOM
therefore regulates all broadcast, telecommunications, and wireless communications
to adhere to the law (Dacko, & Hart, 2005, pp. 2-3) as described in the following
section:
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(1) There are clear announcements of the regulations.
(2) There is a transparent assessment and review of the
annual plan.
(3) There are clear goals for the implementation of
policies.
(4) The intervention in social issues to enforce the
compliance to the law for the public welfare.
(5) The intervention in the organization it has created. One
year after the creation of OFCOM, in 2004 OFCOM established the Advertising
Standards Authority or ASA in accordance to the Deregulation and Contracting Out
Act 1994, This in effect changed the media regulation from Statutory Regulation or
Co-Regulation.
3) Authority of the Organization
OFCOM has the authority to regulate the convergence of media
in

the

UK.

It

regulates all broadcast, telecommunications, and wireless

communications. One year after that the UK changed from statutory regulation to coregulation.
4) Mechanisms of Regulation
The role of OFCOM is to regulate media convergence
encompassing all broadcast, telecommunications, and wireless communications. In
terms of advertising regulation OFCOM used the related law, the Deregulation and
Contracting Out Act

1994 to create the Advertising Standards Authority (ASA) to

regulate advertising in the UK. This changed the country's regulation model from
statutory regulation to co-regulation.
Organization 2 The Advertising Standards Authortiy (ASA)
1) Importance of the Organization
The Advertising Standards Authortiy (ASA) was created by
OFCOM using the the Deregulation and Contracting Out Act 1994. ASA is the UK's
independent regulator of advertising across all media. In the Annual Report 2013 (The
Advertising Standards Authority, 2013, p. 6) the list of media regulated by ASA was
given as follows:
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(1) Magazines and newspapers
(2) TV and radio
(3) Television shopping channels
(4) Posters
(5) Cinema commercials
(6) Direct mail
(7) Internet (including on a company’s own website and in
paid-for space)
(8) Leaflets and brochures
(9) Email and mobile messages
(10) DVDs, video and faxes
(11) Sales promotions (special offers, prize draws and
competitions)
ASA lays the foundation for the advertising practice in the UK
through the creation of two committees.
(1) The Committees of Advertising Practice : CAP for
non-broadcast media
(2) The Broadcast Committee of Advertising Practice:
BCAP for broadcast media
The ASA has a very strong procedure in complaints handing
and monitoring advertising. The ASA also has a very strict monitoring system that
would protect the consumer from deceptive advertising, violent advertising, and
advertising that might abuse the rights of consumers. In the case that there is a
violation of the UK Advertising Codes, the ASA can consider to withdraw the
advertising from media or inform the agency to amend it. The advertising that has
been deemed unfit will not be allowed to air again.
The ASA is confident that advertising across all media in the
UK fit the criteria of be legal, decent, honest, and truthful. ASA works with the
advertising agency, media and advertiser in providing recommendations for good
practices through positive and creative means.
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2) Development of the Organization
The media regulation in the UK is a combination of selfregulation and co-regulation practices categorized by non-broadcast and broadcast
media as follows (The Advertising Standards Authority, 2013, p. 27).
(1) Self-regulation of non-broadcast media including print,
the Internet, sales promotion, and direct marketing. It is a voluntary regulatory
practice wherein members must pay a fee. This is a good system driven the sense of
social responsibility of the business. The industry complies with this type of
regulation for three reasons: 1) To create confidence that advertising will not be
deceitful and dangerous to the consumer welfare. 2) To create an impartial
competition among advertising professionals. 3) To ensure a high standard of
practice.
The creation of the UK Advertising Codes is enforced by
the Committees of Advertising Practice (CAP) as the guideline for advertising
practice. The ASA has the authority to make a decision should any problems occur.
This system is flexible and can be applied to marketing communications, which is
critical to the advertising industry. This is a driver for the rapid development of the
advertising industry creating best practices of self-regulation in non-broadcast media.
As a result the state does not have a need to regulate the industry.
(2) Co-regulation of Broadcast Advertising
Prior to 2004 broadcast media was under statutory
regulation. In November 2004 OFCOM changed the regulation model to coregulation model. It is aimed to create the benefits for professionals and the
consumers. In addition it used the Contract-Out Method to create the ASA. The
committee in charge of broadcast media regulation is the Broadcast Committee of
Advertising Practice: BCAP. It regulates broadcast media based on the UK Codes of
Broadcast Advertising. OFCOM still retains its authority should there be any changes
in the code. The ASA regulates its members with the goal of reform based on the
Responsible for Administering The Code. However, should a case have complications
beyond its ability, it can be forwarded for consideration by OFCOM.
3) Authority of the Organization
The ASA is the UK’s independent regulator of advertising
across all media by enforcing the UK Advertising Codes for non-broadcast and
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broadcast media advertising through the appointment of two committees for these two
categories (The Advertising Standards Authority, 2013, p. 9).
4) Mechanisms of Regulation
The goal for the regulation by ASA is to create responsible
advertising because it is a good practice that reflects responsibility to the public,
which should be considered by the industry (The Advertising Standards Authority,
2015). It has the mechanisms to ensure good practices as follows:
(1) Strategy
a. Consideration for the consumer and society
b. Support ASA is an organization that provides
positive and creative recommendations for responsible advertising practices assisting
businesses and consumers.
c. Impact

ASA

encourages

quality

advertising

differentiation resulting in very few complaints.
d. Proactive ASA is a dedicated entity to work with
related agencies in considering the information to provide proactive solutions to
advertising issues.
e. Awareness ASA creates awareness among the
public, society, and related industry regarding the role of ASA. It provides
information about the ASA committees, its role, and how they can contribute to the
ASA.
(2) Values
ASA is an organization that gives importance to its values
as follows:
a. Consistent and proportionate
b. Reliable and ethical
c. Fair and respectful to all
d. Accessible and helpful
e. Intelligent and thorough, but also timely and
proportionate
f. Open and accountable, acting with integrity and
never being afraid to admit when we’re wrong
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i. An excellent team, inspiring excellence in each
other
(3) Funding
Each year citizens in the UK are exposed to millions of
advertising, promotional messages including direct marketing therefore it is important
that all of these messages comply with the Advertising Codes. Should consumers
observe any violations they are free to make a complaint to ASA. The organization
would consider the case whether it is under its jurisdiction. The ASA funding is
managed by two committees.
a. The Advertising Standards Board of Finance
(ASBOF) is a committee in charge funding for non-broadcast media funding.
b. The Broadcast Advertising Standards Board of
Finance (BASBOF) is in charge funding for broadcast media.
Funding is secured from 3 sources as follows:
a. 1% tax charged from media expenditure
b. 2% tax charged from direct mail
c. Fees collected from training , seminars, and
consultation to the industry.
These funding sources are sufficient for ASA to uphold
its high quality operations without any contribution from the state.
(4) Make a Complaint
In addition the system for lodging complaints is an
important component of the advertising regulation process. The complaint can be filed
through many different channels including online, telephone, telefax, and mail. There
is a unit decided to the quick processing of the complaint. If it is found that there are
minor violations in the advertising, the recommendation for amendment can be made
to the agency. However, in the case of complex violations the ASA Council would
make a ruling. It would consider violations to the advertising code and relevant laws.
The council may decide to have the agency make amendments or withdraw the
advertising. The ASA’s operations are duly fair however should there be any
questions regarding its ruling, the reexamination of the case can be submitted to an
Independent Review Process by the Independent Reviewer of ASA Adjudications.
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2.1.4.3 United

States

of

Commission (FCC)

America:

Federal

Communications

Federal Trade Commission (FTC) U.S.

Food and Drug Administration (FDA) and Advertising SelfRegulatory Council
The U.S. is a country guarantees media freedom ensured in the First
Amendment of the U.S. Constitution, which protects free speech. This is a
characteristic of the US Model yet there is a process of media regulation because it is
recognized that the media has an impact on society. There is also a process for
monitoring advertising to ensure that unsuitable advertising messages deceiving or
abusing the consumer would not be disseminated to the public . There is the
establishment of organizations involved in the regulation of advertising including the
Federal Communications Commission (FCC)

Federal Trade Commission (FTC)

U.S. Food and Drug Administration (FDA). There is also collaboration with the selfregulation organization, the Advertising Self-Regulatory Council for regulating the
advertising, marketing, and related organizations (Spence, & Heekeren, 2005, pp. 2123).
1) Importance of the Organization
The

Federal

Communications

Commission

(FCC), is an

independent state agency that regulates media industry convergence. The FCC does
not normally regulate advertising unless it violates the FCC laws or is broadcasted in
the wrong time. In these situations the FCC would enforce the law. The Federal Trade
Commission (FTC), which is independent state agency that regulates trade to
encourage free competition preventing monopoly and protecting the consumer form
business practices that violate the law or advertising that abuses the consumer. The
FTC would enforce the law and punish all the advertsiing that violates the law in form
of deceitful content and deception. The U.S. Food and Drug Administration (FDA) is
not an independent agency it is a state unit that protects and protects consumers’ good
health through regulation of food and drugs.
The US does not have a single regulatory body but the three
organizations cooperate in the regulating of advertising and receiving complaints. In
addition there is the self-regulation body or the Advertising Self-Regulatory Council
which supports advertising self-regulation.
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2) Development of the Organization
The three organizations involved in media regulation in the US
including the FCC, FTC, and the FDA have developments presented in the following
section (Biagi, 2012, pp. 227-228).
(1) The Federal Communications Commission (FCC)
FCC has the authority for regulation media. It was created
by the Communications Act of 1934. It has the authority to create laws and
regulations. It both enforces and makes a judgment based on the law for wired and
wireless communications. It was created with 7 commissioners. The chairman is
responsible for presenting the name of the commissioners for approval by the US
Senate. The chairman is sourced and appointed with a term of 7 years. Today there
are only 5 commissioners appointed by the President and approved by the Senate for a
5-year term (Federal Communications Commission, 2015).
(2) The Federal Trade Commission (FTC)
FTC is an independent agency called a Bipartisan Federal
Agency created by the Federal Trade Commission Act on September 26, 1914 by
President Woodrow Wilson. The FTC has 5 commissioners appointed by the
President and approved by the Senate. The president chooses the chairman and this
commission has a 7-year term. (Federal Trade Commission, 2015).
(3) The U.S. Food and Drug Administration (FDA)
FDA is a part of the U.S. Department of Health and Human
Service, which is the equivalent of the Thai Ministry of Health. The U.S. FDA has the
Office of the Commissioner, responsible for the regulation of advertising and
registration of food and drugs for the protection of the consumer. It was established
by the Pure Food and Drug Act of 1906. In addition it provides recommendations
regarding advertising of food and drug to the FTC (U.S. Food and Drug
Administration, 2015)
3) Authority of the Organization
(1) Federal Communications Commission (FCC)
The FCC is an independent agency in charge of regulating
media convergence. It regulates interstate and international communications by radio,
television, wire, satellite and cable in all 50 states, the District of Columbia and U.S.
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territories. The FCC is not usually involved in the regulation of advertising unless it
violates the FCC laws. This includes the use of rude words, discrimination of minority
groups, and wrong broadcasting time slot. The FCC bans all advertising of tobacco.
There are also restrictions regarding the time for broadcasting to children aged below
12 years old. Violations will be subjected to punishment by the FCC (Federal
Communications Commission, 2015).
(2) Federal Trade Commission
This independent agency has the role to protect consumers
and promote competition. It prevents against fraud and monopolistic practices. In
addition it ensures good and just practices in advertising. It has the responsibility to
protect consumers from unfair trade practices that are illegal. In addition this
organization monitors and sues the violators. It also regulates advertising that may be
deceitful, abusive, or mislead the consumers. The FTC also develops laws so that it
would be in tune with the changes in society (Federal Trade Commission, 2015)
(3) U.S. Food and Drug Administration
This organization is part of the state mechanism under the
U.S. Department of Health and Human Service. Under the Office of the
Commissioner there are four divisions including (1) Medical Products and Tobacco;
(2) Foods; (3) Global Regulatory Operations and Policy; and (4) Operations (U.S.
Food and Drug Administration, 2015)
4) Mechanisms of Regulation
The media regulation mechanism in the US is very different
from practice in other countries in terms of the details of the practice. There is very
limited regulation. While it promotes freedom, it strongly regulates content that is
unsuitable, has implications in the trade, and may have direct impact on the consumer.
The emphasis is on regulating over claims and deceptive advertising. The study
showed that the goal of regulation in the US emphasizes three main issues as follows:
(1) Competition-promoting the freedom to compete in the
industry
(2) Diversity-promoting the diversity of perspectives
especially regarding social and political context
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(3) Localism-promoting the identity of the locality and the
state while promoting the development of local media, which is different usually
promotes nationalism
The US has three mechanism for regulation as follows:
(1) Technical-regulating the technical aspect of operations
such as hosting license auctions for commercial frequencies
(2) Structural-regulating the practice of trans media
holdings by companies
(3) Content-regulating the content targeted at children and
presentation of political messages
The three organizations of the state take part in regulating
advertising messages that may have an impact on the consumer as follows:
(1) Federal Communications Commission (FCC)
FCC is an independent agency in charge of regulating
media convergence encompassing interstate and international communications for all
wired and wireless media. The FCC is not usually involved in the regulation of
advertising unless it violates the FCC laws. This includes deceptive advertising or the
lack of taste and decency. There is limited regulation in the US. The emphasis is on
protecting children or the general public. The FCC strongly regulates children
programming while relative freedom is given to programs not targeting children. The
FCC also regulates the level of sound in advertising because sometimes advertising
may use loud noises to attract the attention of consumers (Federal Communications
Commission, 2015).
(2) Federal Trade Commission (FTC)
FTC is an independent agency has the role to protect
consumers and promote competition. It prevents against fraud and monopolistic
practices. In addition it ensures good and just practices in advertising. It has the
responsibility to protect consumers from damage. In the case of violations the FTC
has the authority to order advertisers to amend the advertising or create a new one to
replace it. The FTC will intervene when the damage has been inflicted on the
consumer (Federal Trade Commission, 2015).
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(3) U.S. Food and Drug Administration (FDA)
The FDA was created by the Pure Food and Drug Act,
regulates the registration and advertising of food and drugs. In addition it regulates the
use of language on the labels and packaging. Also the FDA cooperates with the FTC
in providing recommendations regarding advertising of food and drugs. If the FDA
should find exaggerated claims on the label or packaging, it would order the product
to be withdrawn from the market (United Sate Food and Drug Administration, 2015).
In addition there is another organization that plays an important
role in the advertising self-regulation, which is the Advertising Self-Regulatory
Council. It is responsible for self-regulation by advertising and related industry
professionals (Advertising Self-Regulatory Council, 2015).
The Advertising Self-Regulatory Council is the Advertising
Industry’s Self-Regulatory body. It was initially called the National Advertising
Review Council (NARC). The name was changed in 2012. The council was first
established in 1971 comprising of members as follows:
(1) The American Advertising Federation (AAF)
(2) The American Association of Advertising Agencies
(AAAA)
(3) The Association of National Advertisers (ANA)
(4) The Council of Better Business Bureaus (CBBB)
In 2009 the Board of Directors decided to expand the
membership to reflect the increasing scope to include marketing and trade practices.
(1) The Direct Marketing Association (DMA)
(2) Electronic Retailing Association (ERA)
(3) Interactive Advertising Bureau (IAB)
The ASRC has 11 committee members. It also cooperates with other
organizations that are involved with the regulating the advertising industry
(Advertising Self-Regulatory Council, 2015) as follows:
1) National Advertising Division (NAD)
Its duty is to monitor and regulate advertising at the national
level in the US. The responsibility to is to check the product claims by testing it and
product demonstration. This includes the tasting of food products, price claims, and
regulating advertising and promotion messages including for dietary supplements.
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This unit also investigates the complaints made by consumers
and consumer protection groups and the advertiser claiming against competitors.
2) Children’s Advertising Review Unit (CARU)
CARU was created in 1974 with the role of monitoring and
regulating advertising targeted at children aged below 12 years old in all media
including broadcast, cable TV, children magazine, comic books, Internet, and mobile
phone. The advertising must comply with the Self-Regulatory Program for Children's
Advertising guidelines.
If deceptive advertising or any violation of the CARU guideline
is found, CARU would investigate. Should the malpractice be found, CARU has the
authority to stop the advertising or order an amendment. In addition the advertiser and
agency would have their names sent to the NAD to record the violation.
3) Electronic Retailing Self-Regulation Program (ERSP)
The ERSP was created by the NARC in 2004 based on the
demand by the Electronic Retailing Association. ERSP regulates advertising in the
electronic channel along with direct sales including live home shopping channels,
Internet marketing, cell phone advertising, broadband channels, and radio advertising
targeted to marketers.
The ERSP must consider the following claims :
(1) Establishment Claims
(2) Performance Claims
(3) Testimonials of product performance
(4) Health and Safety Claims
(5) Disclosures
(6) Before and After Photographs
(7) Puffery
(8) Comparative Claims
4) National Advertising Review Board (NARB)
This is the appeals committee of the ASRC creating of 70
members from various groups including advertising professionals, academics, and
former state employees. The committee receives appeals with the complained is not
satisfied with the ruling of the NAD or CARU. The NARB has the authority to
reconsider the case.
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5) The On-line Interest-based Advertising Accountability
Program
This unit is responsible for the processing of online advertising
to ensure transparency of the advertising industry in implementing advertising
strategy online.
2.1.4.4 Australia: Advertising Standards Bureau (ASB)
1) Importance of the Organization
The Advertising Standards Bureau (ASB) is the national
authority on advertising regulation in Australia. It has two operating committees-the
Advertising Standards Board and the Advertising Claims Board. It promotes the
realization of the importance of communicating accurate product information with
good responsibility to the public with respect to the standards of advertising practice
(The Advertising Standards Bureau, 2015).
The objective of the ASB is to create confidence in the
advertising industry among the industry professionals, the state, and the community. It
promotes respect in the Advertising Self-regulation system. The objective of the
regulation is to ensure the high standard of advertising practice so that consumers can
be confident in the protection of consumers and the community.
The vision of the ASB is the highest authority in advertising
self-regulation in Australia. It has the authority to make decisions regarding the
regulation of advertising and marketing communications. It can create good will for
advertising among consumers through the trust in the protection of their welfare. The
ASB has been honored by the premier organization in advertising and marketing, the
World Federation of Advertisers (WFA) Gold Standard in 2008 (The Advertising
Standards Bureau, 2015).
The self-regulation mechanism has been very successful
through the creation of clear regulations and practices. The rules are created based on
the principles of be legal, decent, honest, and truthful. The advertisers show their
respect for the code, the consumer, and fair competition. Therefore, the ASB is not
regulated by the state.
2) Development of the Organization
ASB was created by the Australian Association of National
Advertisers (AANA) in 1998. Its office is located in Canberra, Australia. It recognizes
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that advertisers must give importance to consumers so that they can trust the general
standards of advertising. The advertisers must comply to the general standards of
advertising by following the best practices of EASA in its creation. It has a
continuous assessment of its effectiveness and efficiency in advertising selfregulation. This has gained its recognition from EASA as having best practices that
members have adapted for use to fit their national context (The Advertising Standards
Bureau, 2015).
ASB comprises of two committees 1) The Advertising Standards Board
and 2) The Advertising Claims Board.
1) The Advertising Standards Board
The Advertising Standards Bureau promotes the equality of all
people respecting diversity. It comprises of people from the various groups of people
in society based on age, background, gender, and social status in Australia. The
committee members must not have any vested interest in the industry. They must be
knowledgeable in various fields. The appointment is done officially and the
committee membership is open for application. The committee is appointed by the
Advertising Standards Board, with fixed terms. This is ensure fairness, impartiality
and keep a sense of prevailing community values in its broadest sense
2) The Advertising Claims Board
The Advertising Claims Board is responsible for complaints
handling. It includes expert legal advisors who have to be certified by law and
experience in handling advertising along with consumer laws. This board has the
authority to process complaints based on the principles of truth, accuracy, and legality
in accordance to the AANA Advertiser Code of Ethics with consideration based on
the following topics: 1) Questions of taste, morality or decency 2) Advertising that is
the subject of litigation, court or government agency order 3) Unlawful business
practices 4) Highly technical issues 5) Packaging claims 6) Issues covered by a specific
industry code 7) Advertising which has been withdrawn or discontinued before the
challenge.
3) Authority of the Organization
The ASB is the self-regulatory body with the authority to
regulate the advertising industry based on the best practice principles as follows (The
Advertising Standards Bureau, 2015). 1) Transparency in decision-making 2)
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Accountability to advertisers and the community 3) Responsive to complaints
enforcing th Australian Association of National Advertisers (AANA) and Australian
Food and

Grocery Council (AFGC) 4) Independent-Diverse Board membership

making decisions without being influences by vested interests and stakeholders
4) Mechanisms of Regulation
The Advertising Standards Board of the ASB along with its
CEO contribute to its positioning as the highest authority in advertising selfregulation in Australia in order to proactively deal with advertising problems
(Advertising Standards Bureau, 2015). It has the following mechanisms.
(1) Financial
The management of funds are done to ensure that
sustainable operations. The funds are collected from a percentage of media
expenditure.
(2) Beneficiaries/Stakeholders
a. The ASB is an organization of the highest quality
standing to gain trust and recognition from the people, community, and society.
b. Has an effective regulation mechanism
c. The stakeholders accept and recognize the good
practice of ASB
d. The stakeholders in the industry understand and
support the operations of ASB
e. The stakeholders in the state understand and
support the operations of ASB.
(3) Internal Business Processes
a. The process is impartial and effective
b. The ASB provides complaints handling services
based on the code of industry practice
c. Dedicated with the expertise for sustainable
operations
(4) Long-term Development
a. Development of complaints handling procedures
b. Develop the standard for improved good practices
in regulation

53
In addition the ASB has developed the best practice principles
based on the EASA guidelines as follows:
(1) The consumer must benefit from the self-regulation
process.
(2) The self-regulation process must be impartial and free
from state intervention.
(3) The self-regulation process must be transparent.
(4) The self-regulation process must be effective, fast,
flexible, modern and adaptable to all systems.
(5) The complaints handling is done free of charge.
(6) There must be suitable punishment that can be
implemented.
(7) The self-regulation must comply with the law.
(8) The self-regulation procedure must have sufficient
resources to fulfill its objectives.
In addition the ASB there are other associations of advertising agencies,
marketing communication organizations, and services that develop the standard
practice including the Code of Ethics/Code of Practice (The Advertising Standards
Bureau, 2015).
1) AANA Code of Ethics is created by the Australian
Association of National Advertisers (AANA) for the self-regulation of advertising and
marketing. It has the objective to create practices that are legal, decent, honest, and
truthful. This will create a feeling among consumers that advertising is done in line
with fair competition practices with consideration to ethics and social responsibility
issues.
2) AANA Code of Ethics Practice Note is the code of ethics
for assisting in the interpretation for advertisers and advertising agency so that they
can comply with the practices of AANA based on the regulations of the Advertising
Standards Board. It can be modified by the AANA.
3) AANA Code for Advertising and Marketing Communication
to Children was developed by the AANA for the regulation of commercial messages
targeting children in Australia. This is to ensure the responsibility of advertisers
targeting children.
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4) AANA Practice Guideline-Managing Images of Children
and Young People was created to ensure proper presentation of images that may be
available online that would effect children and youth. The AANA encourages the
practices that would secure a safe environment for growing up. This is the guiding
principle that encourages responsible practices of advertising agencies and advertisers
to protect youth and children, which may be the result of unsuitable use of images.
5) AANA Food and Beverages Advertising and Marketing
Communications Code/AANA Food and Beverages Advertising and Marketing
Communication Code Practice Note have the objective in the development of
responsibility among advertising agencies and advertisers in the creation of messages
relating to food and beverages in Australia.
6) FCAI Motor Vehicle Code / FCAI Motor Vehicle Code
Practice Note is the voluntary practice for motor vehicle advertising which was
created by the Federal Chamber of Automotive Industries (FCAI). It provides
guidelines for the suitable portrayal of images, themes, and messages of cars on the
road.
7) Australian Food and Grocery Council (AFGC) is the
council responsible in the regulation of advertising of food and drinks targeting
children. The council proposed the reduction of advertising of snack, foods, and
drinks that are not beneficial to children. It encourages the advertising and marketing
of products that are beneficial to children health. Also it promotes understanding
among parents regarding the effects of advertising on children.
8) AANA Environment Claims in Advertising and Marketing
Code/AANA Environment Claims Code of Practice Note is part of the self-regulation
of advertising and marketing to ensure the strict compliance and regulation of product
ingredients and packaging including services. This helps consumers to trust the
quality of products and subsequent environment claims.
9) AANA Best Practice Guideline-The Responsible Marketing
Communication practices in the digital space is the initiative for digital marketing by
the AANA to regulate advertising and communications.
10) Alcohol Beverages Codes is the practice guidelines for
advertising alcoholic beverages.
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11) Therapeutic Goods Advertising Code is the standard for
advertising products related to therapeutic goods based on the Therapeutic Goods Act
1989.
12) Weight Management Industry Code of Practice regulates
the weight management industry by the Weight Management Council Australia Ltd.
13) Commercial Radio Codes of Practice regulates commercial
messages on radio
14) Commercial Television Industry Codes of Practice
regulates the use of commercial messages on television. It has the role to adapt the
code to fit the changes created by the digital landscape.
All of the related agencies are involved with the advertising selfregulation mechanism. In addition the self-regulation of advertising in Australia is
well supported by all the relevant parties making it very successful. The details are
explained in the following section (The Advertising Standards Bureau, 2015)
1) Participation from Advertisers making a 0.035% contribution
of media expenditure and the professionals agree to comply with the Advertising
Standards Board when there is a conflict.
2) Participation from advertising agencies in the creation of a
structure of collaboration based on the ASB regulations including providing advice
for clients and agencies in order to creat good advertising practices
3) Media buyers assist in the collection of tax contributions in
terms of percentage of media expenditure. The media operators also assist in the selfregulation by providing information and advertising materials based on the ASB
standard including moving the advertising materials as seen fit.
From the study of the foreign models of advertising regulation. It can be
seen that advertising regulation is important in developed countries for consumer
welfare. There are many models of operations including self-regulation, co-regulation,
and statutory regulation. The analysis of the literature review shows that the
mechanism for advertising regulation is created to suit the context of each respective
country. The advertising regulation mechanism is an indicator of the development of
that country. Thus it can be concluded that the mechanism of advertising regulation
has a trend to be adapted to suit the context of the country. Therefore to develop
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approaches for the development of advertising self-regulation practices in Thailand it
is important to study the Thai context.

2.1.5 Principles of Thai Advertising Regulation
The study of the advertising regulations practices in Thailand is entwined with
the history, economics, and political situation in the country. There is also
involvement with the development of technology and laws that are different in each
period (Pirongrong Ramasoota, & Sasithorn Yuwakosol, 2003, pp. 16-23).
First Era between 1955-1975 was the time when the media was the
mouthpiece of the government. This was a period of government monopoly on the
media.
Second Era between 1975-1992 saw the establishment of the National
Broadcasting Commission to regulate and censor broadcast content including dramas,
movies, and advertising.
Third Era between 1992-1997 was the time when there was widespread
demand for media reform to ensure freedom of expression. The National
Telecommunication Commission (NTC) was created and still retained the same level
of state authority.
Fourth Era (1997-to the present) is a time of more freedom and less regulation
from the state. There has been consistent easing of state control since the Third Era.
The state regulation through censorship of advertising prior to broadcast was
practiced until 1992. The Broadcast Act B.E. 1992 changed the state practice from
control of advertising to regulating advertising. The National Broadcasting
Commission was abolished and replaced by the National Telecommunication
Commission (NTC) in the form of state or government regulation. The pre-censor
requirement was still implemented until October 13, 1994. The ministerial regulation
no. 14 section 4 regarding advertising stated that advertising agencies were no longer
required to submit the advertising to the PRD committee for censorship of the content
prior to broadcast. The regulation allows each respective TV station to screen the
content of the advertising prior to broadcast. The concern was a lack of consensus on
the standard in the assessment of the advertising content which may cause problems
in implementation. As a result the AAT cooperated with the stations to establish the
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“Television Advertising Screening Committee”, which comprised of representatives
of stations and the AAT. The responsibility of this committee is to screen advertising
based on the regulations set by the state. This committee is still operating up to the
present (Bu-nga Chaisuwan, 2013, pp. 14-20).
The state has slowly reduced its control on the media. However, even if
advertising professionals have started self-regulation procedures, there are still no
laws directly supporting these operations. The process is still dependent on the laws in
the three state agencies-the FDA, OCPB, and NBTC. The FDA regulates the
advertising of food, drugs, cosmetics, medical products, and dangerous substances
that may cause harm to the consumers’ health in compliance with FDA statutes. The
OCPB is operates under the principle of the Consumer Protection Act B.E. 2522
(1979). The act provides guidelines of practice for the advertising of product and
services. In addition there is a monitoring system and complaints handling process to
ensure consumer welfare. The National Broadcasting and Telecommunications Act
regulates advertising to protect consumers from malpractice in advertising. In addition
it has a process for complaints handling. In addition there are numerous state agencies
involved in the regulation of advertising, which will be discussed in the following
section (Bu-nga Chaisuwan, 2006, pp. 2-3). This is in line with the research of
Wanida Sangsarnpun (2011, pp. 134-135). The researcher stated that the constitution
entitled the freedom of expression of the people including advertising. However, the
state must regulate the freedom of advertising. The advertising professionals may
have the freedom to self-regulate but they must comply with the regulations created
by the state.
Advertising regulation practices in Thailand comprises of many organizations
each with a different mission. These organizations include state agencies, media
regulators, and professional associations.
2.1.5.1 State Regulation of Media (State)
The four major organizations regulating advertising and media practices
(state agencies) called the regulating organizations are the Food and Drug
Administration, Office of Consumer Protection Board, the National Broadcasting and
Telecommunications Commission, and other organizations (Advertising Association
of Thailand, 2015, pp. 4-8).
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1) The Food and Drug Administration: FDA
The Food and Drug Administration is a state agency under the
Ministry of Health in charge of regulating advertising of health products that have
been registered with the organization. Its responsibility is to ensure protection of the
consumer by ensuring that they receive accurate information in compliance with the
law and just practices. It has the duty to screen and regulate advertising as well as
provide recommendations about the advertising messages. In addition it monitors
advertising in various media including cable TV, radio, television, Internet,
newspaper, and other print media in compliance with the statute. There are seven laws
that are enforced by the FDA and they can be categorized by product category as
follows (United State Food and Drug Administration, 2015).
Group 1 Laws Requiring Approval Prior to Advertising
(1) The Drug Act B.E. 2510 (1967)
(2) The Food Act B.E. 2522 (1979)
(3) The Medical Equipment Act B.E. 2551 (2008)
Group 2 Advertising Does not Need Prior Approval but must
be in Compliance with the Law
(1) Cosmetics Act B.E. 2535 (1992)
(2) Hazardous Substances Act B.E. 2551 (2008)
Group 3 Controlled Substances: Ban of Advertising to the
General Public except for specialized professionals such as Medical Practices,
Dentistry, and Pharmacy or used for Veterinary Sciences.
(1) Psychotropic Drug Act B.E. 2518 (1975)
(2) Narcotics Act B.E. 2522 (1979)
In addition to its role in regulating advertising the FDA created
a center for monitoring and receiving complaints regarding health products (NKP
Consumer Protection). This unit was created under the FDA order 409/B.E. 2552 and
the establishment date was September 29, 2009. This center has officially been
established to monitor advertising in cable TV, satellite TV, radio, newspaper, and
Internet. The duty also includes the collection of complaints from consumers who
have problems regarding health products or may have witnessed legal violations in
production, sales, imports, or advertising of health products. This unit will compile
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the problems and complaints for submission to the related government agency for law
enforcement including arrest or taking legal action against the offenders (Vareerat
Lertnatee, Personal Communication, November 18, 2013).
2) Office of the Consumer Protection Board
The Office of the Consumer Protection Board (OCPB) is the
equivalent of a department in the state agency. The state realized that the laws
protecting consumers are no longer sufficient. As a consequence the Consumer
Protection Act B.E. 2522 (1979) was created and later modified as the Consumer
Protection Act B.E. 2541 (1998) empowered the OCPB to 7 tasks as follows (Office
of the Consumer Protection Board, 2011, pp. 20-22):
(1) to receive complaints from the consumer who suffer
hardship or injury resulting from the acts of the business man for further submission
to the Board
(2) to follow up and scrutinize actions of the business man
who may do any thing infringing the consumer’s right, and arrange for testing or
verifying any goods or services as it think proper for the protection of the consumer’s
right
(3) to encourage or conduct the study and research on the
problem concerning the consumer protection with other academic institutions and
other agencies
(4) to promote and encourage the Providing of education
the consumers at all levels on safety and harm from the goods or service
(5) to propagate technical information and provide
educational information to consumer in order to instill the consumption habit promote
health, is economical and maximizes the utilization of natural resources
(6) to co-operate with the government offices or state,
agencies which have the power and duty to control, promote or prescribe the standard
of goods or services
(7) to do any other acts as entrusted by the Board or the ad
hoc committees.
The Consumer Protection Act B.E. 2522 (1979) modified as the
Consumer Protection Act B.E. 2541 (1998) stipulated five rights of protection:
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(1) the right to receive correct and sufficient information
and description of products and services
(2) the right to enjoy freedom in the choice of goods or
service
(3) the right to expect safety in the use of goods or services
(4) the right to receive fair contract
(5) the

right

to

have

the

injury considered

and

compensated in accordance with the provision of the Consumer Protection Act
The implementation of consumer protection advertising is
regulated based on the Consumer Protection Act B.E. 2522 (1979). An advertising
message may not contain a statement which is unfair to consumers or which may
cause adverse effect to the society as a whole; that is, notwithstanding such statement
concerns with the origin, condition, quality or description of goods or services as well
as the delivery, procurement or use of goods or services. The following practices are
considered unfair to consumers or may cause adverse effect to the society as a whole
(Office of the Consumer Protection Board, 2011, pp. 20-21):
(1) Statement which is false or exaggerated
(2) Statement which will cause misunderstanding in the
essential elements concerning goods or services, notwithstanding it is based on or
refers to any technical report, statistics or anything which is false or exaggerated
(3) Statement which is directly or indirectly encouraging
the commission of an unlawful or immoral act, or which adversely affects the national
culture
(4) Statement which will cause disunity or adversely
affects the unity among the public
(5) Other statements as prescribed in the Ministerial
Regulation 5 B.E. 2534 (1991) 1) Advertising messages of products or services that
announce offering of rewards or sweepstakes needs the approval from the officers as
described in the Gambling Act. The announcement of the sales promotion must
indicate clearly the following information: (a) The criteria, methodology, regulations,
and conditions for the sweepstakes or contest. (b) The date of the start and end of the
campaign must be communicated clearly. The start of the campaign may be
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announced in media with sound or image. The end of the campaign must be clearly
stated in media with sound and image. (c) Value and the type of reward or total value
of reward must be indictated.in the case that the message is advertised through radio
or television there is no need to provide the detail of every rewarded item. But it is
necessary to indicate the total value and total value of each reward category. (d)
Indicate the scope or locality of the sales promotion campaign (e) Indicate the
location, day, and date of the event of drawing the sweepstakes or holding the contest
(f) Indicate the media used for announcing the winners list. 2) Advertising messages
of products or services that announce offering of rewards and benefits free to the
consumer, the announcement of the sales promotion must indicate clearly the
following information: (a) The criteria, methodology, regulations, and conditions for
receiving the free rewards and benefits. (b) The date of the start and end of the
campaign must be communicated clearly. The start of the campaign may be
announced in media with sound or image. The end of the campaign must be clearly
stated in media with sound and image. (c) Value and the type of reward or total value
of reward must be indictated.in the case that the message is advertised through radio
or television there is no need to provide the detail of every rewarded item. But it is
necessary to indicate the total value and total value of each reward category. (d)
Indicate the scope or locality of the free reward campaign. (e) Indicate the place that
the consumer must come to redeem the reward or receive the benefits. In case of onpack premiums no need for indication because it is evident but if the premium is
inside the packing it must be indicated.
The Office of the Consumer Protection Board has the duty to
directly regulate advertising for the protection of consumers under the Consumer
Protection Act B.E. 1979. The agency does this by regulating advertising through
laws and regulations regarding advertising of products and services in certain
categories. In addition the OCPB also receives complaints from the consumers (Office
of the Consumer Protection Board, 2011, pp. 20-21).
In addition there is a center to monitor advertising on cable and
satellite TV because there have been many complaints from consumers regarding
advertising in these channels. It is found that many of the complaints are about
product benefit exaggeration that has caused damage to the consumer. To improve the
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effectiveness of the process in monitoring and regulating the advertising this center
for monitoring cable and satellite TV has been created on June 18, 2011 by using the
PSI satellite dish that can receive signals from 291 stations nationwide (Wantawee
Srisuksai, Personal Communication, January 16, 2014).
3) The

National

Broadcasting and

Telecommunications

Commission
The National Broadcasting and Telecommunications Commission
is a state agency created by the Act on Organization to Assign Radio Frequency and
to Regulate the Broadcasting and Telecommunications Services B.E. 2553 (2010)
under Section 47 of the Constitution of the Kingdom of Thailand B.E. 2550 (2007).
The Constitution states that (Constitution of the Kingdom of Thailand B.E. 2550
(2007), p. 14):

The frequency spectrum of broadcast and telecommunications are a national
resource that has to be allocated for the benefit of the people. Therefore an
organization must be created to allocate and manage the frequency spectrum
in accordance to Clause 1. This organization must ensure that benefits reach
the people at the national and local level in terms of education, culture,
national security, and other public benefits. The competition must be just
through the inclusion of public participation. The public must be protected
against convergence of monopoly that may result in the creation of biased
information and restrict the freedom of the public. The frequency spectrum,
which is a national resource is to be managed by an independent state agency
hereby called the National Broadcasting Commission.

Therefore, the NBTC is authorized to regulate the frequency
spectrum of broadcast and telecommunications for the benefit of the public. The
Office of the National Broadcasting and Telecommunications Commission is the
secretariat that has received property, staff, funding, responsibilities, and debts from
the NTC since its establishment on December 20, 2010 (Kittipong Kamolthammawong,
2012, p. 47).
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The Telecommunications Master Plan No. 1 B.E. 2555-2559
(2012-2016) is the guideline framework for the development of broadcasting,
television, radio communications, and telecommunications services of the country.
The master plan focuses on licensing and regulating business operations in
accordance with government policies and relevant laws in order to promote free and
fair competition, as well as on licensing and regulating the spectrum usages for the
utmost benefit, by taking into account the appropriateness, necessity and sufficiency
of spectrum available for the commercial use, public services, state security and
public facilitation (NBTC, 2013, pp. 9-10). In strategy 2 it is indicated that the NBTC
must regulate and manage the content quality for the benefit of the public. There must
be variety in content. In addition it must achieve the goals for promoting the grouping
of media professionals, content producers, and license holders for the establishment of
code of conduct and ethical practices in each industry (NBTC, 2013, p. 10).
The NBTC (2013) has two regulatory practices. Ex-ante
Regulation is defined as the process to create rules and regulations to prevent
malpractices. The Ex-post Regulation is remedial action taken after the violation has
taken place. This includes the complaints handling process that leads to the
consideration of the violation (Chanansara Oranop, Na Ayuthaya, 2013, p. 54).
Therefore, it can be said that the NBTC regulates only broadcast media through
regulating the content. In addition it also has a mechanism for consumer welfare
protection by supporting means to achieve this goal including complaints handling
procedures.
4) Other state agencies involved in advertising regulation
There are other state agencies related to the regulation of
advertising based on the laws they handle as follows (Advertising Association of
Thailand, 2015a, p. 5).
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Table 2.3 Table Presenting State Agencies and Laws Related to Advertising
State Agency
1. Ministry of Health

Advertising Law
-Sanatorium Act B.E. 2541 (1998)
-Ministerial Regulation Ministry of Health No. 11 B.E.
2546 (2003)
Regulations in Advertising Medical Centers
-Alcohol Control Act B.E. 2551 (2008)
-Ministerial Regulation in showing the logo and symbol
of alcoholic beverages in advertising B.E. 2553 (2010)
-Announcement Alcohol Control Committee regarding
the inclusion of warnings and use of logo of alcoholic
beverages or company logo in advertising.
-Tobacco Control Act B.E. 2535 (1992)

2. Medical Profession

-Medical Profession Act B.E. 2525 (1982)

3. The Medical Council of

-The Medical Council of Thailand regulations B.E. 2549

Thailand

(2006)

4. The Dental Council

-The Dental Council regulations B.E. 2538 (1995)

5. Pharmacy Council

-Regulation and Code of Conduct B.E. 2538 (1995)

6. Office of Securities

-Announcement of the Office of Securities Exchange

Exchange Commission

Commission SC. 40/2544 (2001)
regarding the regulations in selling stocks and other
investment options.
-Announcement of the Office of Securities Exchange
Commission SC. 10/2552 regarding the use of radio
messages to promote and sell stocks and other
investment options.
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Table 2.3 (Continued)
State Agency

Advertising Law
- Announcement of the Office of Securities Exchange
Commission SC 7/2551 (2008) regarding the regulations
and conditions in advertising and promoting the sales of
stocks and investment options.

7. Capital Markets

-Announcement of the Capital Markets Supervisory

Supervisory Board

Board 23/2556 (2013) regarding the conditions for
advertising and promoting of businesses.

8. Bank of Thailand

-Announcement about non-bank services that may affect
the consumers.

9. Election Commission

-Election Commission Announcement regarding the
practices in election campaigning B.E. 2551 (2008)
-Election Commission Announcement regarding the
practices in election campaigning of local councils B.E.
2551 (2008)

10. Ministry of Culture

-Censor of Advertising and Cinematic Images B.E. 2552

Cinematic and Visual

(2009)

Image Commission
11. Ministry of Interior

-Gambling Act B.E. 2478 (1935)
-Loan and Fraud Act B.E. 2527 (1984)

12. Ministry of Labor

-Labor Protection Act B.E. 2528 (1985)

13. Ministry of Social

-Children Protection Act B.E. 2546 (2003)

Development and Human
Security
-Family Abuse Victims Protection Act B.E. 2550 (2007)
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Table 2.3 (Continued)
State Agency

Advertising Law

14. Ministry of Education

-Private University Act B.E. 2546 (2003)
-Private Institutions Act B.E.2550 (2007)

15. Intellectual Rights

-Copyright Act B.E. 2537 (1994)

Department
-Copyright Act (Modified) B.E.2558 (2015)
16. Office of Insurance

-Life Insurance Act (Modified) B.E.2551 (2008)

Commission
-Damages Insurace Act (Modified) B.E.2551 (2008)
17. Ministry of Agriculture

-Fertilizer Act (Modified) B.E.2550 (2007)

and Cooperatives
18. Ministry of Tourism

-Tour Business Regulation Act B.E.2551 (2008)

and Sports

2.1.5.2 Approaches

of

Advertising

Regulation

through

Media

Monitoring
There are changes at the global, regional, and national levels and
globalization leading to changes in science and technology all have an impact on the
consumer. As a result consumers need to be protected and the state is not effective in
a comprehensive protection of consumer welfare (The Secretariat of the House of
Representatives, 2015, p. 2). Despite the Consumer Protection Act B.E. 2522 (1979)
modified as the Consumer Protection Act B.E. 2541 (1988) stipulated five rights of
protection :
1) the right to receive correct and sufficient information and
description of products and services
2) the right to enjoy freedom in the choice of goods or service
3) the right to expect safety in the use of goods or services
4) the right to receive fair contract
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5) the right to have the injury considered and compensated
(Office of the Consumer Protection Board, 2011, pp. 20-22).
The Thai constitution B.E. 2540 (1997) made a provision in Section 57
stating “the rights of the individual who is a consumer is protected by the law”. It is
the first Thai constitution to ensure the rights of consumer empowering the OCPB.
The OCPB has the power to protect the consumer regulating all sales contracts and
advertising with the authority to fine and arrest. However, there are still more
problems that the OCPB can have the ability to process. As a result there have been
many consumer protection groups formed to join forces in the protection of
consumers. These include the Consumer Protection Foundation, the Consumer
Federation, Family Network Foundation, Family Monitoring and Media Network, and
the Digital Media for Consumer Association. In addition there are numerous
academics that emphasize the protection of consumer welfare that have come to assist
these associations or conduct research for the development of practice guidelines.
2.1.5.3 Advertising Regulation by Professional Organization
The self-regulation of advertising practices has been implemented for a
long time (Pirongrong Ramasoota, & Sasithorn Yuwakosol, 2003). The researchers
explained that the development of advertising in broadcast media has evolved in line
with the laws and social context. Advertising regulation started in 1967. Prior to that
television started broadcasting in 1955. It was considered a period of no state
regulation, advertisers were free to create messages. At that time there were 3 stations
including Channel 4, Army Channel 5, and Army Channel 7. There were no laws
regarding the practice of advertising until state control started in 1967. There are two
major periods in the development of advertising regulation practices:
Period 1 : Pre-censor and Post-censor Practices 1967-1992
Under the Drug Act B.E. 2510 (1968) those in the pharmaceutical
industry that wanted to advertise their products needed to request permission from the
FDA before dissemination in the media. Later in 1974, the Cosmetic Act B.E. 2517
(1974) required that all cosmetics advertising needed to request permission from the
FDA.
In 1975 the National Committee for Media Oversight was created to
censor all the advertising. This meant all advertising to be disseminated in the media
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needed to be censored. There are 3 regulations regarding the censorship of
advertising, which strictly controlled the freedom of advertising in television. The
process for regulation was complex and took a long time. This caused complaints
among advertising professionals. In addition there is a lack of standard practice
among the government officers regulating the advertising. This is a major problem
faced by advertisers in this period.
Period 2 : Self-Regulation Practices
During the government of Anand Panyarachun, the Broadcasting
Regulations B.E. 2535 (1992) was announced. This resulted in the abolishment of the
National Committee for Media Oversight, which was replaced by the National
Broadcasting Commission. The emphasis was on regulating more than control or
censorship of the content. The duty of censoring advertising was transpired to the
Public Relations Department.
In September 1994 the government of Chuan Leekpai announced the
Ministerial Regulation No. 14 B.E. 2537 (1994) based on the Broadcasting Act B.E.
2498 (1955). This in effect transferred the regulation of advertising to the respective
stations and abolished advertising censorship by the Public Relations Department.
Later in October the four stations –Channel 3, 5, 7, and 9, together with the AAT
created a committee for the regulation of advertising. This was done to ensure a
standard practice in the regulation of advertising. This is the start of the development
of self-regulation in advertising within the framework of the laws prescribed by the
state. This laws included the Consumer Protection Act B.E. 2522 (1979) and the laws
of the FDA.
The advertising professionals have many related organizations that may
be categorized based on the industry type as follows:
1) Advertising Association of Thailand (AAT)
The Advertising Association of Thailand was created by the
voluntary participation of the advertising professionals in Thailand. Its members
comprises of advertising agencies and academics. It is the main organizations in the
creation of a standard in the advertising practice. It is also the upholder of the honor
and code of conduct in the industry under self-regulation guidelines without state
control.
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The Advertising Association of Thailand started enforcing the
code of conduct in 1976. There were 16 items in the code of conduct, which was
revised to be 10 in 2003. This code is still in use today. In 2008 the Professional
Advertising Code of Conduct Committee was created in 2008, the practice of which is
still done today. In addition the AAT has made numerous announcements that are in
line with the social context, the government statutes by the FDA and OCPB as the
basis for self-regulation development (Bu-nga Chaisuwan, 2013, pp. 14-17).
In 2008 the first Professional Advertising Code of Conduct
Committee was created to consider and make decision regarding advertising that
violate the code. The committee was also responsible for the creation of practices and
guidelines for the advertising code of conduct. However, there were still problems in
the operations because some of the agencies or professionals are not members of the
AAT. In some cases some agencies chose to withdraw from the AAT. As a result they
are not bounded by the code. This is the reason that unsuitable advertising is still seen
in the free TV despite the pre-screening process. There are also complaints filed
against advertising. From the period 2009-2012, 9 cases have been investigated in
which the AAT could not enforce its code. This is a problem that the AAT has
consistently faced in the self-regulation practice (Bu-nga Chaisuwan, 2013, pp. 19-20).
2) Other Organizations
In addition to advertising professionals there are other
associations that were formed for self-regulation purposes without state control. These
associations are created to strengthen the practices in the their respective industry in
order to develop their professionalism standards. In Thailand there are many
professional organizations including the Advertising Association of Thailand (AAT),
Media Agency Association of Thailand (MAAT), Digital Advertising Association
(Thailand) (DAAT), and Advertising and Sign Production (ASPA). The researcher
has made a comparison of the practices of these associations based on the guidelines
of EASA as follows:
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Table 2.4 Comparison Composition of Advertising Professional Associations Based on the EASA Approaches
Composition
1. Objectives

AAT

MAAT

DAAT

ASPA

Promote advertising 1.To publish the value of digital

1. To promote the growth in the

among the related advertising

related activities

advertising, create reliability,

number and quality of

organizations and media both

educate and development of human

practitioners based on the

local and international.

potential in the advertising

compliance with the laws,

2.Uphold the good values of

industry, and share digital

regulations, and ethical

advertising.

advertising know how for the

standards with good manners

3.To provide information from

industry as a way to increase

respecting ethics and morality.

the advertising professionals to

efficiency and demand of digital

2.Create cooperation with

the public.

advertising into the industry.

external organizations.

4.To increase the standard of

2.To foster cooperation with each

advertising code of conduct and

member in order to raise the

ethical practice.

standards of vocation and morality

5.To protect the rights and

in digital advertising.

welfare of consumers.
6.To promote the benefit to the
society.
2. Members

Ad Agency Member /
Organizations Related to
advertising/ Academics

Media Agency

Digital Advertising Agency
Member/ Individual Member

Signage and production owners
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1. Exchange and collaborate
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Table 2.4 (Continued)
Composition
3. Ethical
Practice
4.Organization

AAT
Advertising Code of Ethics

MAAT
Regulations

(Guidelines/Regulations)
Honorary Chairman

Administrators Honorary President

DAAT
Advertising Code of Ethics

ASPA
Policy and mission

(Basic guidelines and regulations)
President

President, Vice President,

Honorary Consultant

Secretary General

Secretary General, Treasurer,

President, Vice President,

Board Members

Treasure, PR

President, Vice President,
Secretary General, Treasurer,
Board Members
Pitching

Development of

Pitching

Internal activities and activities

Supporting the

Development of advertising

Activities

Presenting information that is

with the sate and private

Industry

professionals and academics

useful to the industry

organizations.

Cooperation with state and
private organizations
Voluntary participation in organization
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5. Activities
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Therefore, it can be said that advertising regulation in Thailand has
passed through a period of total state control to more freedom through self-regulation.
It can be said that the Thai advertising industry has gone through an important
experience and the effort to truly develop the self-regulation mechanism to encompass
every media.
The literature review utilizes the development of the Thai advertising
industry move towards self-regulation as the framework for the study. It combines the
state regulation of media, the perspective of monitoring media, and the view of selfregulation by professionals. In addition this study includes the effort to drive the study
for the development of advertising self-regulation in Thailand. The research aims to
determine the approaches and models for the development of Thai advertising
standards to reach the international level in creating value for society under the
framework of responsibility of the professionals.

2.2 Normative Theory of Mass Communications
In the study of the regulation of advertising practices it is a reflection of the
need of media to be responsible to society. The theory that media is part of the social
structure that is in line with the Structure and Functional Theory of Mass
Communication. The relationship between the media and the society is dictated in its
role as one of the structures of the nation. Thus it has a role in development of
economics, politics, and transfer of culture (Kanjana Kaewthep, 2009, p. 89). The
mass media, advertising professionals, in creating advertising messages is playing a
role in the development of the economy. In addition the advertising messages play an
important role in the transfer of culture in the literal and subjective sense. For instance
the advertising for pasteurized coconut milk reflects the food culture that is inherently
Thai. Therefore, it can be said that the media is responsible for driving the prosperity
of the people in society. This means that advertising is responsible in creating quality
messages for the benefit of the people within the framework of the code of conduct.
As a result the society will move forward creatively making consumers discerning
receivers of information.
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In addition the Normative Theory of Mass Communications has two
categories of expectations from the media. First is the structure where there is an
analysis of the media structure. Second is the level of performance, which focuses on
the actual execution of media at both the individual and organizational level. It would
emphasis the actions that need to be taken in line with the code of conduct. This study
therefore set the research objective regarding the formation of the organizations for
the development of self-regulation practices that are standard in the international
community. In addition this study also analyzes the current state of Thai advertising
self-regulation. The researcher analyzes the role of the media at both the structural
and performance level (as described in Research Objectives 1 and 2). The study will
probe regarding freedom from state control and the level of involvement of the
practitioners in implementing the regulations and the code of conduct in their work.
The Normative Theory of Mass Communications encompasses control,
protection, and regulation in the operations process of the mass media by utilizing the
legal mechanisms and professional code of conduct (Kanjana Kaewthep, 2009, p. 90).
This theory is considered as idealistic among professionals because in the real world
the media cannot perfectly follow the code of conduct. This is especially true in the
advertising industry where the gist of the business is the creation of creative and
persuasive messages. Sometimes in actual practice the development of creative work
does not fall in line with the framework of good conduct resulting in controversial
advertising. However, the ideal position based in this theory is to pull the practice
within the framework of good conduct. This is the reason it is important to establish
an organization that is charged with the duty of advertising self-regulation with a
unified standard of practice. This may be in the form of regulations or guidelines that
can be practiced by advertising professionals. The researcher believes that the ideals
presented are not too extreme but some professionals may disagree on this point. The
debate may be that these principles are too difficult for practice. However, without
ideals the advertising practice will deviate further from the good conduct and become
a creative but unethical profession.
The Normative Theory of Mass Communication is entwined with the changes
in society. Its evolution is based on the factors including social context and media
development. The Normative Theory of Mass Communication can be categorized as
follows:
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1) Authoritarian Theory
2) Libertarian Theory
3) Social Responsibility Theory
4) Soviet Media/Totalitarian Theory
5) Development Communication Theory
6) Democratic Participant Media Theory
The researcher has selected the theories that are relevant to the study for
discussion. These theories are the Social Responsibility Theory, Development
Communication Theory, and the Democratic Participant Media Theory.

2.2.1 Social Responsibility Theory
This theory was developed in 1947 in the U.S. after the growth of the media
based on the liberal perspective. It started in the print media. The proposition was that
media had the right to exercise its freedom with consideration to social responsibility
to the public under the framework of the code of conduct (Nantana Nuntaropas, 2014,
p. 27). This is in line with this study regarding the perspective in establishing the
advertising professional council. This is a reflection of the freedom of the media
therefore it must be complimented with social responsibility. McQuail (1994)
explained that the mass media has the mission to reform society and be responsible to
society. The news presented must be factual and accurate. This is the freedom of the
media under the self-regulation framework. The media must operate in compliance
with its code of conduct. This includes advertising professionals. In addition to being
free to practice it is important to be responsible to society based on the code of
conduct.

2.2.2 Development Communication Theory
This theory was developed by the United Nations Education Science and
Culture Organization (UNESCO). The organization proposed the role of the media in
assisting in the development of third world countries. The media has to be part of the
development through the dissemination of information and knowledge that is useful to
the cognitive development of the people. This includes the development of culture,
language, economics, society, politics, and the nation as a whole (Nantana
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Nuntavaropas, 2014, p. 28). This theory is an interpretation of the original Structure
and Function Theory of Mass Communications including the emphasis on the joint
freedom and responsibility to the development of the economy would help the unity
in the nation. McQuail (1987) explained that this theory had many typologies that can
be applied to this research.
1) The mass media must accept and join in the development of the
nation based on the plan and policy for social development as a whole. This is in line
with this study that is exploring approaches to the establishment of the advertising
professional council. The advertising professionals as media people should play a role
in the development of the country. This is in line with the basis in protecting the
freedom, rights, and justice. In addition there is a professional mechanism that has
been created in the Thai Constitution B.E. 2550 (2007) Section 46 and Strategy 2 of
the National Broadcasting Master Plan No. 1 B.E. 2555-2559 (2012-2016). Thus, the
creation of the advertising professional council complies with the plan and policies of
national development.
2) Mass media must work in the collection and dissemination of
information freely in a socially responsible manner. This research supports this view
that advertising professionals as media people are given the freedom in this
democratic society but it must operate under the basis of social responsibility.

2.2.3 Democratic Participant Media Theory
This theory emphasizes the participation of media that is against authoritarian
control. This theory denies control from the state. It accepts the propositions in the
original Structure and Function Theory of Mass Communication while presenting new
perspectives on it. It presents the view of variety in communications and the use of
media in creating relationships in the community. This theory emphasizes
communication

on

the

horizontal

level

rather

than

hierarchical

vertical

communication (Nantana Nuntavaropas, 2014, p. 29). This is in line with this study
that analyzes the government statutes. In the past advertising was regulated by the
state, which is a one-way communication. This created problems in violations of the
state regulations. Therefore, this study proposes the establishment of the advertising
professional council that would create a unified standard of practice based on the code
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of conduct. This would happen under the concept of participatory communication
from experts, which is a two-way communication. This would create the
communication for regulation, which will create acceptance by those involved.
McQuail (1987) explained that it is the performance of the media in this
democratic theory must not be controlled by the state. This is in line with the view of
the researcher that the establishment of the advertising professional council will
emphasize advertising self-regulation. This will be in line with the data collection
method of this study wherein all the related industry professionals are asked to
contribute to the establishment of the advertising professional council.
Therefore, these studies have been very beneficial for the analysis and
synthesis of the research topics and data collection. This has created the form of
participative communications that involves the professionals allowing contribution to
the development of higher standard in the practice of advertising self-regulation.

2.3 Structure and Function Theory of Mass Communications
Structural-Functionalism was developed by sociology expert Talcott Parson in
the fashion of a grand theory. It was later developed by Merton (1968) with aims to
combine the grand theory with middle-range theories in communications.
Merton (1968) explained the benefits of middle-range theory that is can help
to explain the social phenomenon that happened but may not be generalizable. Once
the conclusions have been developed the observations are used to form normative
explanations of the phenomenon including social behavior and social structure. When
using middle-range theories to explain communications it can link between impact on
the individual and the role of the media.
When using the structural-functionalism view in

explaining social

phenomenon, Merton said that it was important to study the phenomenon in terms of
functions and dysfunctions of the mass media role. In using Merton’s proposition the
researcher found that this study supports this view.
The structural-functionalism view takes society as a major system comprised
of organs that work together. The major system has the basic duty in keeping the
entire system in balance. Each subsystem must perform its duties accordingly. There
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are two types of duties performed by the subsystem. First is the routine duty and
second is the adaptive duty. If all the systems perform well together a harmony would
be achieved. This balance must be sustainable. The researcher proposes that the
advertising is a subsystem in society that needs to be developed through advertising
self-regulation. This will enable sustainable balance in the industry through the
establishment of a standardized advertising self-regulation practice. The mass media,
who are involved with the advertising industry, advertisers, and other related groups
need to take part in the development of this long-term stability in the subsystem that
will lead to the harmony in the big system.
The development of the advertising self-regulatory organization comes from
the structural-functionalism theory is operated based on the principles of selfregulation system or self-maintenance. This will be in line with Parson’s proposition
that society is a sustainable system, which is a normative interpretation. The
individual is an unstable and not long-term part of the system. This means that Thai
society is the major system that needs to be sustained and the advertising industry is a
subsystem of that. These two systems must exist in harmony. In another interpretation
the individual means the advertising professionals and all who are involved in the
advertising industry. All individuals only live for a certain period of time but the
advertising must survive beyond individuals. Therefore individuals must operate
under the framework of duty and responsibility. Values and norms need to be instilled
to create a harmony that will sustain the subsystem leading to the stability of the
major system.
In the same vein the researcher embarked on this study in an attempt to
establish the advertising professional council. The advertising industry currently has
self-regulation measures but there are still differences in practice. The self-regulation
is based on the government statutes and each media regulates its own professionals.
This study was created on the premise of developing a self-regulation system through
participatory communication in order to create a means to encourage participation in
the creation of a standardized system. This will enable the entire subsystem
(advertising industry) to have stability in society.
Therefore, it can be said that this study reflects the development of the
advertising regulation that can be used for the establishment of the advertising
professional council through a methodical process.
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2.4 Related Research
The researcher presents the previous research that have discussed the
regulation of advertising and the advertising self-regulatory organization in the
following section.
Bu-nga Chaisuwan (2015) studied the development of advertising selfregulation by the Advertising Association of Thailand (AAT). The objectives of the
study were to explore the origins of the practice of advertising self-regulation in
Thailand, to study the development of the code of conduct, the mechanisms of
regulation, and the results of the implementation of advertising self-regulation. The
method of study was a documentary research from the regulations, meeting minutes,
and the related documents from the AAT. In addition the researcher used participant
observation as a member of the AAT and being a member of the advertising screening
committee for 10 years.
The study found that advertising self-regulation in Thailand is about the code
of conduct of advertising professionals. This practice lies between the strict
implementation of laws and the conscience of the individual. The AAT has
consistently developed the advertising self-regulation mechanism. The practice is
strong and well recognized especially the screening of television advertising. There
are still problems in the practice because non-member organizations fail to comply
with the code. In addition the practice does not encompass other media and new forms
of marketing communications including the Internet, satellite TV, and cable TV.
These new technologies have made advertising harder to regulate. However, based on
the approaches of EASA (2004) there is the possibility in developing a standardized
self-regulation mechanism. This should be applied to advertising agencies,
advertisers, and media practitioners. The organization that will implement selfregulation must have sustainable funding to ensure effective operations. The authority
to punish must extend beyond member organizations. The result is the establishment
of an SRO that is effective and ready to implement self-regulation. This information
must be communicated to the industry and the public so that they will participate in
the self-regulation mechanism.
In considering the model for the self-regulatory organization, it can be selfregulation or co-regulation. A study of the European countries it is found that a good
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mechanism would lead to better regulation because it will reduce the burden of the old
type of control. This returns the responsibility to the society. The state agencies may
need to be involved in different levels. They may have the role of issuing laws that
will be implemented by the self-regulatory organization or the professional
organization may choose to send the case for the state to enforce punishment. The key
issue is the collaboration of both parties in the regulation of the advertising industry.
Therefore, if the state is involved in a suitable manner, the problems in advertising
regulation faced by the AAT will be reduced. In addition the self-regulation practice
too will be improved.
This research is in line with this present study that aims to study the selfregulation in the advertising industry especially through the AAT, which has long
been recognized for its best practices. This study aims to explore the code of conduct,
regulation mechanisms, and the future of advertising self-regulation practices. The
previous research provided a guide for this study in exploring the model, mechanisms,
and approaches to the establishment of the advertising professional council.
Muela-Molina and Perello-Oliver (2014) conducted a study titled Advertising
self-regulation: A comparative analysis between the United Kingdom and Spain. The
objectives of this research are to compare the systems of advertising self-regulation in
the U.K. and Spain and to study the strength and weaknesses of the system in Spain
on the issues of freedom, effectiveness, the operations funding, and integration of the
media regulated. The research used the U.K. advertising regulation process and
compared it against the Spanish process. This is because the U.K. system has long
been recognized for its effectiveness.
The researcher found that when compared to the strong standard in the U.K.,
the Spanish advertising self-regulation appeared weak and ineffective. It was found
that have interference in all levels from the process, effectiveness, and impartiality of
the regulators. The researchers suggested that it was important to have the selfregulatory organization be independent in its operations. This would start with the
creation of new regulations that need to be fair, avoid misleading messages, and
create a code of conduct that can be really implemented.
This previous research is similar to the current study regarding the exploration
of the self-regulation of advertising practices. The major similarity is in the
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comparison of the self-regulation practices in countries that are known to be highly
effective. This will allow the weaknesses to be determined and would lead to
approaches to prevent them. Another point of the interest is the recommendation of
this study that the self-regulatory body should be independent. This is a
recommendation that this research would build upon in the study of the model,
mechanisms, and approaches to establish the advertising professional council
especially the aspect about the membership composition.
Chanansara Oranop Na Ayuthaya (2013) studied about the self-regulation in
the broadcast media. The objectives of the study include the creation of a database of
all associations, syndicate, networks, and organizations of broadcasting professionals
in Thailand; to collect and analyze the data regarding their ethical code of conduct or
practice in broadcast media and to reflect on the lessons learned from self-regulation
practices; and to study the lessons from foreign self-regulation association that
include the U.K., Australia, U.S., and India. The research methodology includes
documentary research, in-depth interviews, and focus group discussions.
The research found that the major objective for group formation in the
industry is to promote a good relationship among professionals. The organization
becomes the center to disseminate news and information promoting knowledge and
pride of the members. The major incentive is the increased bargaining power in
promoting policies. Other incentives include being the mouthpiece for the
professionals and creating trust in the organization leader. In terms of code of ethics,
each organization usually has a committee or legal expert responsible for creating the
code. Then the committee or members in the organization may play a role in the
consideration of cases. In some cases the committee may include academics from the
field of communications. In terms of complaints handling each organization has an
official channel for collecting complaints. A committee would consider the
grievances.
In terms of the lessons learned from the self-regulation practices in Thailand,
there are four major issues. The first issue is the organization has no authority to
reward or punish thus the enforcing of the code of ethics is in effective. The second
issue is the lack of funding for operations. The third issue is the problem among
members. Finally the organization lacks understanding of the advertising selfregulation process and cooperation from other groups.
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In terms of lessons learn about the advertising self-regulation in Thailand, the
best model should be either self-regulation or co-regulation. The regulations should
comply by the law, be honest, and be trustworthy as indicated by the government
statutes. The U.K. has best practices in co-regulation. Australia has best practices in
self-regulation. The U.S. has best practices in using different levels of state agencies
collaborating in the process. India has self-regulation.
This research presents a guide for the current study on the issue of media
regulation especially by advertising professional organizations in Thailand and
abroad. The results show that foreign models are either self-regulation or coregulation. This is in line with the Thai context that prefers the self-regulation model.
The researcher applied the results as the framework for the study of the appropriate
model, mechanisms, and approaches to establish the advertising professional
association in the future.
Paisarn Limsathit (2012) studied the development of the foreign health
councils from the U.K., New Zealand, and Canada. The object of the study is to
develop the Thai health professional council. This study focused only on healthcare
professionals studied from 2000 to 2002.
The study found that there is a statute supporting the establishment of the
health professional council. In addition there are codes regulating the practitioners in
the healthcare industry to ensure better care of the patients. The objective for the
formation of groups is to regulate the industry professionals. This helps to create
consumer confidence in healthcare professionals, safety measures, and to uphold the
standards of the professional code of conduct. This includes the provision of basic
education, skill development, training for professionals, and registration for license in
the practice. In addition these groups also help to create a standard of practice for
professionals. The study also suggested that it is important for the state to register the
professionals and create a standard practice for the industry for the regulation of
practices based on the code of conduct. This includes the punishment of those
violating the code.
In the U.K. is the model for the health care professional council in Thailand
and many other countries in the world. The Health Professions Council (HPC) was
created from the law “Health Professions Order 2001” and “Health Professions
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Council (Constitution Order 2009)”, which were developed from the Health Act 1999
Section 60. HPC has two duties. The first is to regulate the health professionals
including 15 fields. The second duty is the protection of consumers or the registration
of those wishing to work in the healthcare industry. In addition the council also is
responsible for training those in the industry.
In New Zealand the Ministry of Health is the main organization in charge of
health care policies and related laws. The Health Professional Regulatory Bodies was
created under the Health Practitioners Competence Assurance Act 2003. Each of the
professional councils have the authority in the determination of regulations regarding
the profession in compliance with the law. In the determination of professional
criteria together with certification and the development of the code of conduct and
ethical practices will be processed by the professional conduct committee of each
profession. The committee has the authority to conduct an investigation into the
practice of the member to assess competence and performance. The funding of the
council is collected from the annual membership fee.
In Ontario, Canada, the Health Professions Regulatory Advisory Council
(HPRAC) has its role defined in the Regulated Health Professions Act, 1991 (RHPA).
The HPRAC has the role to provide recommendations to the Minister of Health and
Long-term Care in the state government. It is involved in the promotion for the
creation of health professional councils through legal support based on two criteria.
First is the necessity of the profession to have a legal regulation. This may be due to
the nature of the profession that might cause harm or risk to the consumer. Second is
the benefit to the public welfare in health care.
It can be concluded that in the developed countries like the U.K., New
Zealand, and Canada there are health care professional councils for specific fields.
The government is responsible in providing the funding support based on the needs of
the community.
This study provides the basis for the current research in the study of the
model, mechanisms, and approaches to establish the advertising professional council.
In addition it contributes to the approach that the advertising profession should have
the code of conduct and ethical standard in the same way as the health care
professionals. The only difference would be in the field of work –advertising as
compared to health care.
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Yubol Benjarongkij (2010) studied about the plan for media reform. The
objective is to collect to opinions regarding the media practice from various groups.
This included employees in media organizations, media professionals, media
monitors, academics in the field of communication arts, consumers who are audience
of the media, and the related research regarding the media and media reform
approaches. The aim of the study is analyze and synthesize the information to
formulate the appropriate approach to media reform in Thailand.
The research found that the findings from each of the sources agree on most
topics regarding the urgency of passing the NBTC Act; the protection of the basic
rights and welfare of those working in the media organizations; the failure of the
media to perform its duty emphasizing more on entertainment than beneficial content;
and law enforcement in the country. There are recommendations including there
should be strict law enforcement and there should be a strong public organization that
is involved in consumer protection. The issues where the opinions of the participants
diverged include the issue on media monopoly by the state and the revision of the
criteria for the issuance of professional certification. The media professionals do not
agree to have state control preferring self-regulation. The researcher concluded that
the issues on which participants agreed upon would be used as a guideline for
reducing the problems. This is a means to help solve the systematic media problem in
Thailand. On the topics where the opinions diverged the researcher suggested
studying its cause and the possibility to resolve this difference.
This previous study is in line with the current research in the study of the
opinions on media reform, which is the change in the structure of media operations.
This change should bring about a solution to the systematic media problem. The
current study aims to bring a change to the structure of the self-regulatory
organization in the advertising industry. The study must include all related groups
therefore the target for the research is similar including the professional organizations,
media regulators, media monitors, academics, and those employed in the advertising
agencies.
Vimonrat Rukaworakul (2008) studied the mechanism of self-regulation in the
Thai advertising industry. The objectives are to study the background, development,
and operations of the AAT regarding the mechanisms of advertising self-regulation;
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study the awareness to ethics and social responsible practices of those related to the
advertising industry; and the problems and obstacles in advertising self-regulation. It
is a qualitative study using documentary research and in-depth interview techniques.
There are six groups related to the advertising industry including the representative
from the state agencies involved in the regulation of advertising, AAT administrators,
academics in advertising and law, top management in advertising agencies along with
media agencies, creative, and representatives from consumer protection groups.
The study found that the self-regulation practice of the advertising industry is
based in the Thai Constitution B.E. 2540, (1997) which allowed the media to exercise
their freedom in self-regulation practices. In addition advertising professionals believe
that the state should reduce its control to a more supportive role and self-regulation
should be promoted. In order to ensure the success of advertising self-regulation
practices, it is necessary to have the support from advertising agencies, the media, and
the product owners. From the advertising shown in the media it can be said that most
professionals show responsibility and good practice. However, there still are some
advertising that are controversial to the good Thai values. These are usually made in
small agencies that are not the members of the AAT. As a result the AAT cannot
control these agencies. In addition the self-regulation practice is not clear thus
creating doubt in state agencies and consumers about its impartiality and fairness.
This previous research is similar to the current research being conducted
because it studies self-regulation of advertising. The finding that for the advertising
professional council to be successful it had to involve all the related groups is another
key similarity. The researcher would use these findings to be the framework for study
regarding the composition and mechanisms to establish the advertising professional
council.
Bu-nga Chaisuwan (2006) studied about the code of conduct and the
mechanisms of self-regulation in the advertising industry. The objectives are to study
the types of advertising that are not accepted by Thai society; the cause of such
advertising; and develop or modify the advertising code of conduct to fit the changing
context. In addition the study aimed to study the approaches for the implementation of
the code of conduct. It is a quantitative survey sampling from various groups in
society. There are ten factors in the implementation of the code that can be used in the
self-regulation mechanism.
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The study of the focus group in developed the advertising code of conduct
found that there are two stages in advertising self-regulation in Thailand. (1) Prescreening prior to broadcast (only television advertising). Should the advertising
violate the code of ethics the process of (2) will be activated. This process includes
complaints handling, consideration, appeals, and punishment.
This previous study is similar to the current research especially in the focus on
the code of ethics development to suit the current context. The code of ethics is a part
of the mechanism that has to be standardized.
Dacko and Hart (2005) conducted a study titled Critically Examining Theory
and Practice: Implications for Co-regulation and Co-regulating Broadcast Advertising
in the United Kingdom. The objective of the study is to examine theoretical and
practical implications of participation in the advertising self-regulation process. The
goal is to create understanding in the self-regulation process in broadcast advertising
in the U.K. There are two research methodologies including document analysis and
survey research. The document analysis included a study of the legal foundations,
regulatory terminology, and regulation theory. The survey research the opinions of
consumers and stakeholders from questionnaires about moving to a co-regulatory
model for broadcast advertising in the U.K. The questionnaires were sent to
consumer’s associations and broadcast advertisers, agencies, and associations
The research found that the theoretical and practical implications that led to
the advertising co-regulation in the U.K. is very useful to the advertising industry and
the consumer.
The study is related to this current research in the study of both self-regulation
and co-regulation models of advertising regulation. The researcher also understood
from this study that the decision to change the model of advertising regulation to suit
the changing social context is not an easy endeavor. It should start with the
knowledge gained from research-based learning (RBL) or knowledge gained from
research. The information gained from research will provide the confidence and basis
for the decision to drive the advertising regulation in the appropriate direction in the
long-term.
Duanpen Pinyonithikasem (2003) studied the regulation and implementation
of laws regarding health products. The objective of the study is to examine the
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problems found in the advertising of food, drugs, media equipment, cosmetics,
hazardous substances, psychosomatic drugs, and narcotics. These products are
advertised and promoted in many forms on the radio, television, newspaper, and
electronics media.
The research found that there are advertising that violated the law, are
deceptive in nature, over claim, and advertising that have not been approved by the
FDA. These products are regulated under the Drug Act B.E. 2510 (1967), the
Psychosomatic Drugs Act B.E. 2518 (1975), Narcotics Act B.E. 2522 (1979), Food
Act B.E. 2522 (1979), Medical Equipment Act B.E. 2551 (2008), Cosmetics Act B.E.
2535 (1992), Hazardous Substances Act B.E. 2551 (2008), and the Consumer
Protection Act B.E. 2522 (1979). The state has the authority to pre-censor and postcensor. However, the punishment criteria in these laws are unclear and open to
interpretation. This created a loophole in implementation and protection of the
consumer welfare. The researcher suggested that these laws needed to be amended
and the emphasis should not be on the punishment. There should be measures to
prevent wrongdoing or there must be a mechanism to explain to the consumers
regarding the misleading advertising as soon as possible. In addition the private sector
should be involved in the self-regulation in the professional practice, which should
reduce the number of legal violations.
This study is also in line with the view of the researcher regarding the
punishment measures, which are vague resulting in implementation problems. In
addition the researcher suggests that there should be participation from the
professional organizations in order to reduce the number of violations. These views
are similar to the current study in the selection of participation from stakeholders in
the establishment of the advertising professional council and stakeholders of the
advertising industry.
Pirongrong Ramasoota and Sasithorn Yuwakosol (2003)
Studied the regulation of content in broadcast media in Thailand. The
objective of the study is to find a suitable model for the development the model for
state and professional self-regulation. The study employed theories regarding the
content of media and social benefits, political economics, and the dimensions of the
regulation by the Independent Television Commission (ITC) in the U.K. The study
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starts with a historical analysis of the development of regulation in Thailand that is
connected to the structure of media ownership by the state. The study leads to current
situation in the analysis of the structure and content of broadcast content. The analysis
can be divided into 2 parts-program and advertising content. This study will consider
the standard regulation practices and the monitoring system by the state along with
the regulation by the private sector. This includes the media new industry, media
entertainment industry, and advertising industry. The study also explores the
monitoring and complaints handling mechanisms that can be accessed by the public.
The research indicates recommendations for the policy in the self-regulation
practices of broadcast content. There should be an objective in the regulation of
broadcast content that fits with the changing social context that emphasizes on the
freedom of expression, to be informed, to personal rights, and to quality content. The
type of regulation in the future can be a combination of introducing legal penalties
and the creation of incentives for the three parties including the state, the business,
and the people to participate in the regulation of the quality of content to suit the Thai
context. There are many methods in doing so including the categorization of content
type and regulation in cooperation with broadcast industry professionals in the form
of media self-regulation practices.
The study is similar to this current research on the topic of media regulation.
The researcher agrees with the previous research that the regulation of broadcast
content should change to suit the changes in society or social context. This is because
the regulation of media in one era is no longer applicable to the new era even if the
media remains the same. The mechanism of regulation should combine incentives as
rewards and punishment. This is the approach that the research used in the study of
the establishment of the advertising professional council.
Harker and Harker (2002) conducted the study titled Dealing with complaints
about advertising in Australia: the Importance of regulatory self-discipline. The
objective of the study is to examine the recognition of the complaints handling
process in order to improve the self-regulation process to increase effectiveness. The
research methodology analyzed the advertising self-regulation process especially the
complaints handling procedure by the committee. The analysis was conducted on the
source, type of complaint, and the consideration of the committee for processing the
case.
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The study found that marketers involved with advertising could make
comments about the advertising practice as well as those who have limited knowledge
or understanding of advertising. This has an impact on the development of regulations
binding marketing activities and advertising. The benefit is the protection of
consumers from unsuitable action or messages leading to positive changes in the
advertising.
This study is similar to the current research on the issue of the exploration of
the complaints handling process. The complaints handling component is a critical
process that is found in all the foreign advertising councils studied by the researcher.
This related study focuses on the importance of the complaints handling process to the
development of the regulation of advertising procedure. The researcher can adapt this
perspective for setting the scope of the research on this topic in the establishment of
the advertising professional council.
Kerr and Moran (2002) is titled Any complaints? A review of the framework
of self-regulation in the Australian advertising industry”. There are three objectives in
this study. 1)To study the differences in the standard of the old and new standard of
advertising regulation, the structure of the committees, and the implementation
procedures of the regulations. 2) To compare the results of the implementation of the
new code of ethics to the old code of ethics. 3) To study whether the self-regulation
process has weakened as a result of the new code of ethics. The study analyzed the
new code of ethics in comparison to the old one against the international standard of
ICC (International Chamber of Commerce’s ICC International Code of Advertising
Practice).
The study found that the standard of the new code of ethics (including the
regulation that advertising to children cannot show the transaction of money and must
not show any content that affects the body and mind of children) is very
comprehensive. As a result there has been a dramatic drop in the number of
complaints. It is found that the power to control does not reduce the number of
malpractice in advertising. However, the new code of ethics resulted in a significant
drop of complaints showing the power of self-regulation.
This study is similar to the current research in the focus of the complaints
handling procedure based on the code of ethics and practice along with the related
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laws. Therefore it can be said that the code of ethics, code of practice, and advertising
laws should be suitable to the social context so that it can be truly implemented. This
study compared the code of ethics that can be integrated in the regulation practices in
Australia. The researcher believes this reflects the importance of the complaints
handling process including the code of ethics and code of practice, which must be
created for the establishment of the advertising professional council. This will help
create a standard practice that suits the current social context and the future so that it
can be truly implemented.

2.5 Conceptual Framework of the Study
From the previous research there are numerous problems in advertising in
various media including regulation practices. This information is combined with the
research from text, academic documents, and related research based on the
philosophy, theories and approaches together with the consultation with experts,
academics, and professionals; the researcher has created the resulting research
framework.
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Conceptual Framework of the Study Model and Approaches to Establish Advertising Professional Council
Foreign self -regulation
mechanism and Study
cooperation
1. EASA
2. England (OFCOM ASA)
3. United States of America
(FCC FTC FDA ASRC)
4. Australia (ASB)

Focus Group Discussion 2
Participants including the
President of the Association
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Forming alliances and selfregulation of the various

DRAFT
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associations of Thailand
1. Practitioners’ organizations

Survey
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2. Media regulator
3. Media monitor organizations

In-depth
Interviews

4. Advertising Academic

Figure 2.6 Conceptual Framework of the Study
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CHAPTER 3

RESEARCH METHODOLOGY
This research for the development of Model and Approaches to Establish
Advertising Professional Council, employs the Mixed Method Research. It combines
the quantitative and qualitative research techniques based on the Phenomenological
Approach in the development of the tools used in the study (Cohen, Kahn, & Steeves,
2000). There are four methods employed namely the documentary research, survey
research, in-depth interview, and two rounds of focus group as presented in Figure 3.1

Research
Objectives

Study the formation of association
Study of foreign self -regulation
mechanism and Study cooperation
with the state

Study the expectation of
advertising and related
practitioners regarding advertising
and the establishment of the
advertising professional council

To present the model for the
establishment of the advertising
professional council

Figure 3.1 Research Methodology Framework

Research Methodology

Documentary Research

Survey Research
In-depth Interviews

Focus Group Round 1
Focus Group Round 2
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3.1 Source of Information, Population, Sampling, and Sampling Procedures
The source of information and population definition for the entire research
process is discussed in detail in the following section.

3.1.1 Documentary Data Source
The researcher conducted a documentary research by selecting the academic
documents related to the topic. This included textbooks, documents relating to the
foreign self-regulation organizations and formation of organizations for selfregulation. The data was collected as a secondary research from existing documents
including textbooks, research reports, academic papers, and on-line databases.
The researcher studied the foreign organizations that support the advertising
industry through self-regulation practices and in the countries that have standardized
practices in establishing self-regulation organizations as follows:
Foreign Organizations Studied include
1) The European Advertising Standards Alliance (EASA) is a
transnational organization that supports the self-regulation of advertising and
promotes the establishment of advertising self-regulating organizations.
2) UK: The Office of Communication (OFCOM) and The Advertising
Standards Authority (ASA)
3) US: The Federal Communications Commission (FCC), The Federal
Trade Commission (FTC), US Food and Drug Administration (FDA), and the
Advertising Self-Regulatory Council (ASRC)
4) Australia: Advertising Standards Bureau (ASB)
The topic of study included the importance of the organization, development
and framework for the formation of the organization, authority of the organization,
self-regulation mechanism, and relationship to the state.

3.1.2 Population and Sampling Frame for Survey Research
The survey research is designed to study the perception of the population of
advertising practitioners, media regulators, media monitors, and academics. Based on
the data in The Advertising Book 2014, the population is roughly 10,000 people. Thus
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based on the sampling methodology proposed by Taro Yamane with a confidence
interval of 95% with a margin of error +/-5%, the result is a sample size of 385
respondents. The researchers used the purposive sampling method to acquire the
respondents that fit the study requirements.
The topics of study includes the study of the perception and attitude towards
advertising industry, regulation by the state, freedom of the formation of
organizations for self-regulation, and establishing the advertising council.
3.1.3 Population and Sampling Frame In-depth Interview
The population for the In-depth Interviews are composed of the following
groups:
1) Practitioners’ organizations are defined as the grouping of
practitioners involved in the advertising industry including the Advertising
Association of Thailand (AAT), Thailand Cable TV Association, Digital Advertising
Association (Thailand), and Digital TV Association. The researcher chose to
interview the president of the organization or key influencer in that organization.
2) Media regulator includes the National Broadcasting and
Telecommunications Commission. The key informant was selected from the person
responsible in the formation of the organization for self-regulation and protection of the
consumer. The key informant was selected from the person responsible for regulating
advertising from Office of the Consumer Protection Board (OCPB), and the Food and
Drug Administration (FDA).
3) Media monitor organizations include the foundation and
independent agencies that have the mission in consumer protection and the creation of
creative use of advertising for the good of the public. The researcher chose the key
informant from the representative of the organization.
4) Advertising Academic is defined as academic, lecturer in the
faculties of communication arts, journalism, and mass communication arts from state
and private institutions.
The researcher used the Purposive Sampling methodology in order to select
the key informant for the study as shown in Table 3.1 and 3.2.
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Table 3.1 List of Key Informants Group 1
Type of

Key Informant

Organization of Affiliation

Group 1

1. Mr. Tarawut Suebchua

Advertising Association of

Practitioners’

Vice President : Government Thailand

organization

Relations

Organization

2. Mr. Kasem Inkaew

Thailand Cable TV Association

Honorary Consultant
3. Mr. Siwat Chawareewong

Digital Advertising Association

President of The Association

(Thailand)

4. Mr. Suparb Kleekajai

Digital TV Association.

President of The Association.

Table 3.2 List of Key Informants Group 2 Media Regulators, Group 3 Media Monitor
and Group 4 Academics
Type of

Key Informant

Organization Affiliation

Organization
Group 2

5. Ramida Jarintippitak, Ph.D. Office of The National

Media Regulators

Executive Director of

Broadcasting and

Broadcasting Competition

Telecommunications

Promotion and Self-

Commission

Regulation Bureau
6. Assistant Professor

Office of The National

Thawatchai Jittrapanun, Ph.D.

Broadcasting and

Commissioner

Telecommunications
Commission

7. Sub.LT.Phairoj Kanungsup

Office of The Consumer

Director Secretariat Office

Protection Board
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Table 3.2 (Contuned)
Type of

Key Informant

Organization Affiliation

8. Khunnabhorn

Office of Food and Drug

Taungchutarchai,

Administration

Organization

B.Sc.(Pharmacy) Bureau of
Cosmetic and Hazardous
Substances Control
Group 3 Media

9. Uajit Virojtrairatt

Foundation for Media

Monitors

Director of Media Monitor

Literacy

10. Mr. Visarut Piyakulawat

Digital Media for Consumer

Vice President

Association (Thailand)

11. Ms. Boonyuen Siritham

Confederation of Consumer

President

Organization

12. Mr. Time Chuastapanasiri

Academic Institute of Public
Media Thai PBS

Group 4

13. Assistant Professor

Academics

Pirongrong Ramasoota, Ph.D.
14. Chanansara Oranop na

Chulalongkorn University

Dhurakij Pundit University

Ayutthaya, Ph.D.
15. Assoc.Prof. Pornthip

Thammasat University

Sampathawanit
16. Assoc.Prof. Kalyakorn

Thammasat University

Worakullattanee
17. Assistant Professor

Bangkok University

Sermyot Thammaragsa

3.1.4 Participants in Focus Group Round 1
The participants in focus group round 1 came together to discuss the (Draft)
models and framework for the development of the advertising professional
association. The models used in the discussion were developed in accordance to
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research objectives 1 and 2. The result was the development of the suitable
framework and directives for the development of the advertising professional council.
The focus group round 1 participants include informants from practitioners’
organizations, media regulators, media monitors, and academics. The researcher used
the Purposive Sampling to select the management of the organizations as
representatives. The result is a total of nine participants for the discussions as stated
in Table 3.3.
Table 3.3 List of Participants Focus Group Round 1
Type of

Key Informant

Organization of Affiliation

Group 1

1. Mr. Tarawut Suebchua

Advertising Association of

Practitioners’

Vice President : Government

Thailand

Organization

Relations

Organization

2. Mr. Prasan Osatananda

Advertising Association of

Honorary advisors

Thailand

3. Mr. Kasem Inkaew

Thailand Cable TV

Honorary Consultant

Association

4. Mr. Suraphon

Media Agency Association

Leenirundon

of Thailand

Secretary General
Group 2

5. Tri Bunchua, Ph.D.

Office of The National

Media Regulators

Acting Director of Division

Broadcasting and
Telecommunications
Commission

6. Mr. Danai Hongsuraphan

Office of The Consumer

Director Consumer

Protection Board

Protection on Advertising
Division
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Table 3.3 (Continued)
Type of

Key Informant

Organization of Affiliation

7.Namnueng Sriprasertying,

Office of Food and Drug

B.Sc.(Pharmacy)

Administration

Organization

Bureau of Cosmetic and
Hazardous Substances
Control
Group 3

8. Mr. Visarut Piyakulawat

Digital Media for Consumer

Media Monitor

Vice President

Association (Thailand)

Group 4

9. Assoc.Prof. Kanoppan

Ramkamhaeng University

Academics

Lam-opas
10. Assistant Professor

Bangkok University

Sermyot Thammaragsa

3.1.5 Participants in Focus Group Round 2
The focus group round 2 was organized to discuss the results from focus group
round 1 to develop the Model and Approaches to establish the advertising
professional council. The focus group discussed the following:
1) Type of the Model process, type of organization, and composition.
2) Mechanism for regulation and operations procedure.
The results were used to develop a clear framework that can be implemented.
The participants were comprised only of the president of the organizations selected
using the Purposive Sampling. The result is six participants including the President of
the Advertising Association of Thailand; Vice President for Government Relations,
Advertising Association of Thailand ;Secretary General, Media Agency Association
(Thailand); President, Digital TV Association (Thailand); Honorary Consultant,
Thailand Cable TV Association; and President, Digital TV Association. The details
are provided in Table 3.4.
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Table 3.4 List of Group Round Participants Focus 2
Key Informant
1. Mrs. On-Usa Lamlienpol

Organization of Affiliation
Advertising Association of Thailand

President of the Association.
2. Mr. Tarawut Suebchua

Advertising Association of Thailand

Vice President : Government
Relations
3. Mr. Suraphon Leenirundon

Media Agency Association of Thailand

Secretary General
4. Mr. Siwat Chawareewong
President of The Association
5. Mr. Kasem Inkaew

Digital Advertising Association
(Thailand)
Thailand Cable TV Association

Honorary Consultant
6. Mr. Suparb Kleekajai

Digital TV Association.

President of The Association.

3.2 Research Tools
The tools can be categorized into 5 types as follows:

3.2.1 Documentary Research Tool
Document research recording form which has a set frame for the study such as
the significance of the organization, development and founding of the formation of
association, framework for self-regulation, authority of the organization, mechanism
of self-regulation, and relationship with the state.
3.2.2 Survey Research Data Collection Tool
The questionnaire was developed by the researcher from synthesizing the
texts, documents, and related research. The questionnaire was then pretested on 30
respondents for verification with the reliability test, Alpha Coefficient.
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The questionnaire consists of 3 parts as follows:
Part 1 Demographics profile of the respondent in the type of a checklist
consisting of 4 questions asking about gender, age, level of education, and
organization of affiliation.
Part 2 Questions regarding the opinions about advertising and the
establishment of the advertising professional council. The questions are rating scales
with a range of 5 levels.
Strongly agree

weight is

5

Agree

weight is

4

Neutral

weight is

3

Disagree

weight is

2

Strongly Disagree

weight is

1

The interpretation of the means score in Part 2 will be based on the
recommendation of Best, 1981: 179-187.
Means score 4.50-5.00

means

Within strongly agree level

Means score 3.50-4.49

means

Within agree level

Means score 2.50-3.49

means

Within neutral level

Means score 1.50-2.49

means

Within disagree level

Means score 1.00-1.49

means

Within strongly disagree level

Part 3 Recommendations about the establishment of the advertising
professional council
3.2.3 In-depth Interview Guide
The interview guide was created to elicit open-ended responses. This will
enable the key informants to have the freedom to share their opinions and experiences
freely within the framework of the questions and its objectives. The researcher is also
a major tool in organizing the interview and recording the data for future analysis.
Question Guide for Group 1 Practitioners’ Organization
1) Development/Founding of the organization
2) Authority/ Mechanism in regulating advertising in the organization
3) Obstacles or problems in the regulation of advertising within the
organization.
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4) Process for self-regulation mechanism is Thailand suitable for
Thailand and discussion of suitable role model of the foreign advertising selfregulation.
5) The possibilities, obstacles, and conditions in the establishment of
the advertising professional council to encompass every media.
6) Agreement or not for the development of the advertising
professional council and reasons.
7) Members’ composition of the advertising professional council.
8) Funding and operations fund for operations of the advertising
professional council.
9) Authority of the advertising professional council.
10) Role regarding legal issues and regulations of the advertising
professional council.
11) Developing the standard code of conduct by the advertising
professional council.
12) Guidelines for developing creative advertising that is fair to the
consumer by the advertising professional council.
13) The standard process for assessing advertising for all media by the
advertising professional council.
14) The process for complaints management-collecting, assessing, and
making a decision on the case by the advertising professional council.
Question Guide for Group 2 Media Regulators, Group 3 Media Monitors, and
Group 4 Academics
1) Situation of the problems of advertising in Thai society.
2) The formation of advertising organizations of each media and the
importance of the professional practice.
3) The authority and mechanism of regulating members of the
advertising practitioners’ organizations of each media.
4) The obstacles and problems in self-regulation of advertising
practitioners’ organizations of each media.
5) Process for self-regulation mechanism is Thailand suitable for
Thailand and discussion of suitable role model of the foreign advertising self-
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regulation including the possibilities, obstacles, and conditions in the establishment of
the advertising professional council.
6) The possibilities, obstacles, and conditions in the establishment of
the advertising professional council to encompass every media.
7) Agreement or not for the development of the advertising
professional council and reasons.
8) Composition of the advertising professional council.
9) Funding and operations fund for operations of the advertising
professional council.
10) Authority of the advertising professional council.
11) Role regarding legal issues and regulations of the advertising
professional council.
12) Developing the standard code of conduct by the advertising
professional council.
13) Guidelines for developing creative advertising that is fair to the
consumer by the advertising professional council.
14) The standard process for assessing advertising for all media by the
advertising professional council.
15) The process for complaints management – collecting, assessing,
and making a decision on the case by the advertising professional council.

3.2.4 Tool Used for Data Collection Focus Group Round 1 and 2
The question guide for open ended answers discusses the (Draft) models and
framework for the directives of establishing the advertising professional council. This
will enable the key informants to have the freedom to share their opinions and
experiences freely within the framework of the questions and its objectives. The
researcher acts as the moderator recording the data for future analysis.

3.3 Data Collection
The data collection process can be divided into 5 parts based on the research
process as follows:
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3.3.1 Documentary Research Data Collection
The researcher will conduct the document research from secondary data that
has already been collected in the form of texts and related documents regarding
foreign self-regulation practices. The study includes synthesizing research, academic
papers, and database on the topics related to the study.

3.3.2 Survey Research Data Collection
The data was collected from a sample of 385 respondents from the advertising
practitioners’ organizations, media regulators, media monitors, academics, advertising
agencies, media organization, and staff in advertising departments in media
organizations. The researcher requested cooperation from these organizations to assist
in the collection of data from the sample. The organizations selected for the collection
of data include the following:
1) Practitioners’ organizations including the Advertising Association
of Thailand (AAT), Thailand Cable TV Association, Digital Advertising Association
(Thailand), and Digital TV Association.
2) Media regulators including Office of Food and Drug Administration
(FDA), Office of The Consumer Protection Board (OCPB), and Office of the National
Broadcasting and Telecommunications Commission (NBTC).
3) Media Monitors includes the Consumer Protection Foundation,
Consumer Union, Media Monitor, and Digital Media for Consumer Association.
4) Academics from Chulalongkorn University, Thammasart University,
Ramkamhaeng University, Bangkok University, and Sripathum University.
5) Advertising agencies including Far East DDB, SPA-HAKUHODO,
The Leo Burnett Group Thailand, Dai-Ichi Kikaku (Thailand), TBWA Worldwide.
6) Media agencies including Brand Connection Thailand, Group m,
Media Intelligence.
7) Personnel working in the advertising department of media
organizations including Thai TV 3, Channel 7 Television Network, Royal Thai Army
Radio and Television Channel 5, Channel 9 MCOT.
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3.3.3 In-depth Interview Data Collection
The In-depth interview used the guided interview utilizes the unstructured and
unstandardized technique. This is the type of technique used for the in-depth
interview that allows for freedom to share opinions and allows flexibility in collecting
the knowledge and experience of those who are participating in the data collection.
The questions wordings have been modified to fit each respective respondent and
situation. The process of the data collection for the in-depth interview can be divided
into five stages as follows:
1) The stage of preparing for the interview to set the clear objectives of
the study and determine the question guide. This includes the preparation of the
equipment for the interview. Then the respondent will be contacted to determine the
time of the interview, location, and methodology for the interview. The letter
requesting the interview and the question guide would be sent to the respondent so
that they can consider the issue. This will help to ensure their participation, prepare,
and feel that they have not been pressured to answer. One day before the interview the
researcher would contact the respondent to confirm the appointment.
2) The stage of recording the interview would be made using a
recorder and noting manually the key points. The researcher would request the
respondent for the permission to record the conversation before the start of every
interview.
3) The interview stage would be done in a relaxed manner. The
researcher would first introduce herself and start with asking the general information
regarding the organization of affiliation and confirming the personal profile. Then the
researcher will go through the background of the research and ask each question. The
researcher will ensure that the respondent understands the question before answering.
The interview is not done in a hurry allowing the respondent to freely express their
views completely. Should there be a topic that is of interest that comes up, the
researcher will probe that issue further before continuing with the question guide.
4) The reflection stage is an important stage in the collection of
qualitative data. This involves the reflection of the data collection process. It includes
the consideration and review of the process and analysis of the interview that was
conducted. This allows the researcher to consider the interview process in order to
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seek the next best course of action. The researcher can make the analysis and the
appropriate decision that is made based on the study of all the details involved in the
collection of data. All of the relevant details would be incorporated in the synthesis of
the recording that was made to ensure that the necessary rigor was implemented to
gather the data and its subsequent analysis.
5) Completion of data collection stage concludes the interviewing
process. The researcher will consider the data and ascertain that all of the interviews
have been collected and all of the topics have been covered. After the data collection
has reached a point of consensus, the researcher can make the consideration of for the
end of the data collection. The researcher would then shift to the phase of developing
an understanding of the data collected rather than just increasing the quantity of the
data. At this point the researcher would start to transcribe the verbatim data from the
recording based on the guided research topics.

3.3.4 Data Collection Focus Group Round 1
The data collection of focus group round 1 commenced after the researcher
concluded the list of participants representing each group. The researcher prepared
the (Draft) framework and directives for the establishment of the advertising
professional council. Then the researcher set the data and location of the focus group,
June 16, 2015 at the office of the National Broadcasting and Telecommunications
Commission, EXIM Building 22nd floor Meeting Room 224. The location was
selected for the convenience of the participants. The use of the facilities was
supported by Tri Bunchua, Acting Director Consumer Protection Division, National
Broadcasting and Telecommunications Commission. The researcher sent the invitation
letter together with the question guide to the participants before the focus group date.
A telephone confirmation was made again before the actual date of the focus group to
confirm attendance.

3.3.5 Data Collection Focus Group Round 2
The data collection for focus group round 2 comprised only on presidents of
the associations or practitioners’ organizations. When the participants list has been
completed, the question guide regarding the (Draft) model and approaches in
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establishing the advertising professional council was developed. The date of the
focus group round 2 was set on August 26, 2015 from 09:30-12:30 at the Dai-Ichi
Kikaku (Thailand) Co., Ltd. Office at Shinawatra Tower 3, Viphawadee Rangsit
Road, Floor 23 Meeting Room B. The facilities was supported by Thanawat
Meesawat, Account Management Director, Dai-Ichi Kikaku (Thailand). The researcher
then sent the invitation letter together with the question guide to the participants
before the focus group date. A telephone confirmation was made again before the
actual date of the focus group to confirm attendance.

3.4 Data Verification
The verification of the data was made before the analysis stage. The researcher
synthesized the qualitative research from documentary data, in-depth interviews, and
focus groups into the categorization based on the research topics. The data was
verified to ensure that there is sufficient data to conduct the analysis in order to
answer the research questions.
The data of the qualitative methodologies were synthesized with the
quantitative research results using the Triangulation Method, (Suparn Chantavanich,
2009, p. 32) The process used in this stage includes the procedures of 1) Data
Triangulation and 2) Methodological Triangulation. The Data Triangulation is based
on the analysis of the source of data, characteristics of information, and
trustworthiness of data source.
The Methodological Triangulation is the premise of not being dependent on
any one particular source as having the credibility thus the data collection has to be
made from different sources of data using multiple methodologies for the collection of
the data. The Methodological Triangulation also includes the observation of the
informants involved in the in-depth interviews and focus groups.

3.5 Data Analysis
3.5.1 The analysis of the Survey Research is made from the data collected
from 385 respondents using the SPSS statistical analysis package. The stages for the
data analysis include the following:
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Part 1 The statistical analysis will be conducted on the profile of respondents
using the frequency and percentage.
Part 2 The statistical analysis will be conducted on the perceptions of the
respondents regarding the establishment of the advertising professional council using
the means score and standard deviation.
Part 3 The comparison analysis of the demographics including gender, age,
level of education, and organization of affiliation based on the perceptions towards
advertising, self-regulation of advertising, relationship to the state, freedom to form
organizations, self-regulation of advertising in the various advertising affiliated
associations, and establishment of advertising professional council. The comparison
of means will be made based on the t-test 2 group comparison at the significance level
of 0.05. In the case of more than two groups comparison the One-Way ANOVA
would be used. The assessment of the difference will be tested using the Scheffe' test.
3.5.2 The analysis of the Documentary Research, In-depth Interview, and
Focus Group Discussion.
The researcher would use the data in the analysis and synthesis process. The
analysis will be conducted based on the order of the data collection. The synthesis of
the information will be made based on the major themes defined by the major patterns
identified in the research. The major themes will then be analysed further based on the
sub-themes and categories of the topics. The process will lead to the synthesis of the
categories based on the methodologies prescribed for qualitative research.

3.6 Data Presentation
The data analysis conducted from the different data collection methodologies
where synthesized to make the necessary conclusions and discussions on each of the
topics. This is done to ensure that research questions and objectives set in Chapter 1
are addressed. In addition the researcher has included the recommendations for the
policy for the development of the advertising professional council for future
implementation. This information was synthesized to generate the directions for
future research.

CHAPTER 4
DATA ANALYSIS DOCUMENTARY RESEARCH
This chapter presents the results of the analysis of related data that have
collected using the documentary research methodology to answer the research
objectives as presented in the following section.
The researcher analyzed data from texts, research, academic papers, and
online databases. The focus was on studying the international organizations that have
the role in promoting advertising ethics through the self-regulation mechanism and
countries that have continued good practices in advertising self-regulation:
4.1 The European Advertising Standards Alliance (EASA) International
Organization Promoting the Regulation of Advertising Practices
4.2 The Organizations Studied from the United Kingdom: The Office of
Communication (OFCOM) and The Advertising Standards Authority (ASA)
4.3 The Organizations Studied from the United States: The Federal Communications
Commission (FCC) Federal Trade Commission (FTC) U.S. Food and Drug Administration
(FDA) and Advertising Self-Regulatory Council (ASRC)
4.4 The Organization Studied in Australia: Advertising Standards Bureau
(ASB)

4.1 The European Advertising Standards Alliance (EASA) International
Organization Promoting the Regulation of Advertising Practices
The European Advertising Standards Alliance (EASA) is a non-profit
organization that was created in 1992. The purpose is to promote the standard of code
of conduct and self-regulation of advertising in each of the European nations. Each
country may have different social contexts, legal structures, and culture but this is not
a problem for EASA. The organization presents best practices that support the
creative development of self-regulation in each of the countries. The EASA provides
the guidelines, structures, and mechanisms that are suitable for each country. These
are the critical components for the development of process of advertising self-

108
regulation in each respective country as expressed by EASA (The European
Advertising Standards Alliance, 2009, pp. 1-5).
1) A code of standards or set of guiding principles governing the
content of advertisements.
2) A system for the adoption, review and application of the code or
principles.
From the study and analysis of the international organization promoting the
development of advertising self-regulation practices and the creation of a standard in
the advertising industry, it is found that EASA has the role to promote the
establishment of Self-regulatory Organizations (SROs). In addition EASA supports
the development of advertising self-regulation that is suitable for each national
context. Although each country may have different conditions, legal framework, and
cultures, EASA does not have a problem. The organization presents best practices to
each respective country to adapt for the context. The EASA emphasizes the
importance of the SROs, which is the key component in the self-regulation process.
The SROs should comprise of components including the Permanent SROs Secretariat,
Code and Practice, Funding, and Complaint Handling Procedure as shown in Table 4.1
Table 4.1 Key Components of SROs Proposed by EASA
Key SROs

Detail of Each Component by EASA

Components
SROs

The establishment of the Self -regulatory organizations (SROs)
should be free from the state and any interest group . This
organization should have its own authority in making decisions.
It should have the authority to regulate the entire advertising
industry which would comprise of different groups including the
advertising agency, media, and the advertiser.

The Permanent

A permanent organization should be created to run the routine

SROs

duties, which is called the “Secretariat”. It should have the

Secretariat

suitable structure so that it can process the duties continuously.
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Table 4.1 (Continued)
Key SROs

Detail of Each Component by EASA

Components
Code and

There should be creation of the of a standard code of conduct

Practice

and practice. Each country would have its own characteristics
depending on its condition. However, all would follow the
guidelines of the Consolidated Code of Advertising and
Marketing

Communications

Practice

created by the

International Chamber of Commerce (The Consolidated ICC
Code) comprising of the basic principles of Legal observation,
Decency, Honesty,

Truthfulness, Social Responsibility and

Conform to the principles of fair competition.
Fund

Creating a fund for the operations of the organization is critical
for its sustained ability in order to continue its commitment to
the responsibility of regulating the advertising industry. The
proposed methods are the creation of a fund which can be done
in many ways. For most of the SROs would collect fees from
members while some collect it as a percent of the advertising
tax paid. However, for the initial stages of establishment it is
important to secure funding for the organizations creation. In
addition the organization must receive the necessary funding
support until it is able to source its own funds.

Complaint

There should be a procedure for receiving complaints from the

Handling

consumer. This would include the creation of a committee to

Procedure

consider these complaints. The members of this committee
should be experts in the field. In addition the consideration
process must be fair and transparent to both the side filing the
complaint and the accused. There should not be any fee in
processing the complaints. This complaints handling procedure
differs by country.
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Analysis of the Role of The European Advertising Standards Alliance (EASA)
(2009) by the Researcher based on the Scope of Study on Figure 4.1.

EASA

ICC

Support

1. The permanent
SRO Secretarial

Advice

3. Fund

SROs
Advertising

2. Code and
Practice

Advertising Industry
1. Advertising Agency
2. Media
3. Advertiser

4. Complaint
Handling
Procedure

Figure 4.1 Summary of The European Advertising Standards Alliance
From Figure 4.1 it is found that EASA has the role as the main promoter of
advertising ethics in the industry. It does this through the promotion of self-regulation
and provision of support and recommendations for the creation of the Self-regulatory
Organization (SROs), which should comprise of the advertising agency, media, and
advertsier. In addition it collaborates with the International Chamber of Commerce
(The Consolidated ICC Code), which is an organization dedicated in the detemination
of the advertising code or principles. Each country would adapt the ICC Code to fit
their respective context.
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The EASA emphasizes the importance of four components in the establishment
and operation of the SROs. This includes 1) The Permanent SROs Secretariat, which
operates the routine work; 2) Code and Practice as guidelines for advertising; 3) Fund
for the operations of the organization; and 4) Complaint Handling Procedure to
process the complaints. All of these components must work together effectively to
promote the strength and stability of the SROs.

4.2 The Organizations Studied from the United Kingdom: The Office of
Communication (OFCOM) and The Advertising Standards Authority
(ASA)
The organizations studied by the researcher regarding their roles in advertising
self-regulaiton are The Office of Communication (OFCOM) and The Advertising
Standards Authority (ASA). The results from the study regarding the advertising selfregulation situation in the present, reveals that these two organizations collaborate in
the regulatory roles.

4.2.1 The Office of Communication (OFCOM)
The birth of the Internet in the 1990s led to changes in the various media
creating the possibility of media convergence. In 2003 the U.K. government decided
to create a new organization for media regulation called the Office of Communication
(OFCOM). It is supported by the Freedom of Information Act 2000 and 2004. Its role
is to manage and regulate the convergence of media under a unified industry standard.
This encompasses the radio , television, telecommunications and wireless
communications. After that in 2004 OFCOM established the Advertising Standards
Authority or ASA in accordance to the Deregulation and Contracting Out Act 1994,
This in effect changed the media regulation from Statutory Regulation to CoRegulation.
From the study and analysis of the origins and subsequent development, it is
found that OFCOM is the main body in the development of advertising self-regulation
to suit the changing social context. The results are presented in Figure 4.2
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Figure 4.2 Development of OFCOM as the Organization in charge of Media Regulation to Suit the Social Context
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From Figure 4.2 it can be surmised that the UK has more than one method of
advertising regulation. The media other than those broadcasting sound and image,
practice self-regulation procedures developed in the past. Media that broadcast sound
and image because of its influence practices statutory regulation. With the birth of the
information technology resulting in media convergence, the UK changed its
regulation system. It started with the establishment of OFCOM, which is in charge of
media convergence. The ASA is an independent agency that regulates advertising on
its behalf (Contract-Out). There is also a difference in the practices of regulation. For
instance the non-broadcast media are still practicing self-regulation while the
broadcast media are under the framework of co-regulation.

4.2.2 The Advertising Standards Authority (ASA)
The Advertising Standards Authority (ASA) is an organization created by
Ofcom under the Deregulation and Contracting Out Act 1994. It has the role as the
UK’s independent regulator of advertising across all media (The Advertising
Standards Authority, 2013, p. 6).
It established two committees for advertising self-regulation based on the type
of media.
1) The Committee of Advertising Practice (CAP) regulates nonbroadcast media.
2) The Broadcast Committee of Advertising Practice (BCAP) regulates
broadcast media.
The ASA has a very strong procedure in complaints handing and monitoring
advertising. The ASA also has a very strict monitoring system that would protect the
consumer from deceptive advertising, violent advertising, and advertising that might
abuse the rights of consumers.

In the case that there is a violation of the UK

Advertising Codes, the ASA can consider to withdraw the advertising from media or
inform the agency to amend it. The advertising that has been deemed unfit will not be
allowed to air again.
ASA gives importance to funding, which is managed by two committees.
1) The Advertising Standards Board of Finance (ASBOF) is a
committee in charge funding for non-broadcast media funding.
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2) The Broadcast Advertising Standards Board of Finance (BASBOF)
is in charge funding for broadcast media.
Funding is secured from 3 sources as follows:
1) 1% tax charged from media expenditure
2) 2% tax charged from direct mail
3) Fees collected from training, seminars, and consultation to the
industry.
In addition the system for lodging complaints is an important component of
the advertising regulation process. The complaint can be filed through many different
channels including online, telephone, telefax, and mail. There is a unit decided to the
quick processing of the complaint. If it is found that there are minor violations in the
advertising, the recommendation for amendment can be made to the agency.
However, in the case of complex violations the ASA Council would make a ruling. It
would consider violations to the advertising code and relevant laws. The council may
decide to have the agency make amendments or withdraw the advertising. The ASA’s
operations are duly fair however should there be any questions regarding its ruling,
the reexamination of the case can be submitted to an Independent Review Process by
the Independent Reviewer of ASA Adjudications (The Advertising Standards
Authority, 2015).
From the analysis of the advertising regulation in the UK based on the
objectives of formation of organization, regulation mechanism, and relationship with
the state, the researcher would like to summarize the findings in Table 4.2.

Table 4.2 Summary of Advertising Regulation in the UK on Topics of Formation of Organization, Regulation Mechanism, and
Relationship with the State
Topic of Study

OFCOM

ASA

Type of

- Organization established under the Freedom of - Organization created by OFCOM based on the Deregulation

Organization

Information Act 2000 and 2004

and Contracting Out Act it is the UK’s independent regulator
of advertising across all media to ensure that advertising Be
Legal, Decent, Honest, Truthful

- On the dimension of advertising regulation - ASA created two committees to regulate advertising as

Mechanism

OFCOM would emphasize on the enforcement of follows:
relevant laws which is the Deregulation

and 1) The Committees of Advertising Practice : CAP) for non-

Contracting Out Act 1994. This has resulted in broadcast media and follows the guideline of the Advertising
the creation of the

Advertising

Standards Codes

Authority (ASA), which has the authority to 2) The Broadcast Committee of Advertising Practice : BCAP)
regulate advertising in all media in the UK on for broadcast media and follows the guidelines of the UK
behalf of OFCOM. This replaces the statutory Codes of Broadcast Advertising
regulation by the state to become co-regulation.

- In addition ASA has dimensions of advertising regulation
including strategy, values, funding, and complaints handling.

Relationship
with the State

- OFCOM and ASA are state agencies that cooperate in the regulation of advertising in the UK.
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Regulation
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In addition the researcher summarized the advertising regulations for each
media and criteria for complaints from OFCOM and ASA in their regulation
collaboration in tables 4.3 and 4.4 (The Advertising Standards Authority, 2015).
Table 4.3 OFCOM and ASA Advertising Regulations

Advertising Regulations
Television

OFCOM has a Code on the Scheduling of Television Advertising
(COSTA) has the most regulations regarding the advertising that is
broadcasted in advertising between breaks. OFCOM would monitor
these advertising so that they conform to the COSTA regulations.
Therefore, if there is any violation of COSTA regulations, a
complaint can be filed.

Radio

There are no regulations for advertising in radio because there are
License Requirements that are issued to all stations including
community radio stations. Complaints have to be filed to the radio
stations directly and if the stations fail to take action, there license
will be revoked.

Table 4.4 OFCOM and ASA Complaints Guideline

Complaints Guideline
ASA

Complaints made against advertising broadcasted during television
program breaks and TV Shopping would be processed by the ASA on
behalf of OFCOM.

ASA

ASA regulates advertising on online media including Video on Demand.
Complaints can be filed at the ASA.

OFCOM

OFCOM would regulate the advertising that is related to the format of
communications and program sponsorship including the messages of
support before, during, and at the end of television programs.
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Table 4.4 (Continued)
Complaints Guideline
OFCOM

OFCOM accepts complaints regarding mentions of products, services, or
brands in television programs.

OFCOM

OFCOM accepts complaints regarding the use of interactive media such
as the phone call in to programs and appearance of text messages in
programs.

OFCOM

OFCOM accepts complaints regarding the presenation of political
messages including political advertising.

The analysis of the role and regulation mechanisms of media and advertising
based on the Scope of Study has been summarized and presented by the researcher in
Figure 4.3
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Figure 4.3 Summary of the UK’s Integrated Advertising Regulatory System

From Figure 4.3 it can be concluded that advertising regulation in all media in
the UK results in an integrated advertising regulatory system. It combines the
regulation of non-broadcast media self-regulation and broadcast media conregulation. It results in collaboration in terms of media regulation by independent
state agencies and committees for each media. The structure comprises of the Office
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of Communication (OFCOM), the Advertising Standards Authority (ASA), the
Committee of Advertising Practice (CAP), the Broadcast Committee of Advertising
Practice (BCAP), the Advertising Standards Board of Finance (ASBOF), and the
Broadcast Advertising Standards Board of Finance (BASBOF), and the ASA Council.
This advertising regulation collaboration operates in conjunction with dimensions for
funding and complaints handling to ensure effective processing. This will ensure that
advertising will be Legal, be Decent, be Honest, and be Truthful.

4.3 The Organizations Studied from the United States: The Federal
Communications Commission (FCC) Federal Trade Commission
(FTC) U.S. Food and Drug Administration (FDA) and Advertising
Self-Regulatory Council (ASRC)
The United States is a country that encourages media freedom yet it
emphasizes the regulating of advertising messages that are not suitable or deceptive to
the consumer. The U.S. does not have a unified organization for the regulation of
advertising. It has many state agencies that monitor and receive complaints. There
organizations include the Federal Communications Commission (FCC) Federal Trade
Commission (FTC) U.S. Food and Drug Administration (FDA). In addition there is a
professionals organization called the Advertising Self-Regulatory Council. This
organization has the role in supporting the self-regulation of advertising in the U.S.
The researcher has analyzed and concluded the information based on the study
objectives on the topics of formation of association, mechanism of regulation, and
relationship with the state and Table 4.5.

Table 4.5 Summarizing the Topics of Formation of Organization, Regulation Mechanism, and Relationship with the State
Topics

FCC

FTC

FDA

ASRC

Type of

-Independent agency

-It is an independent

-It is not an independent

Organization

created by the

agency in the form of

agency but is part of the state

Industry's Self-Regulatory

Communications Act of

Bipartisan Federal

under the U.S. Department of

Body) that was originally

1934. The FCC is the

Agency created by The Health and Human Service

called the National

organization that creates

Federal Trade

Advertising Review

the laws and regulations.

Commission Act.

Council (NARC). It was

-The American advertising

created in 1971 by the

and considers the

various advertising

conflicts in the all forms

associations.

of media including
wireless media.
Regulation

-The mechanim of media regulation in the U.S. is quite different from the practice in

-Plays a role in the creation

Mechanism

other countries. There is the promotion of freedom in the content but still

of policies and guidelines of

emphasizes the monitoring of content. This is to ensure that there won’t be

practices in the advertising

unsuitable messages in terms of business and advertising content that might have a

industry, marketing, and

direct impact on the consumer.

business related to

-The U.S. has three dimensions in its media regulations mechanism including

advertising.

technical, structural, and content.
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It implements the law
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Table 4.5 (Continued)
Topics

FCC

FTC

FDA

ASRC

-Utilizes its legal power in

-Utilizes its legal power in

-Utilizes its legal power

regulating media

regulating and supporting the

in protecting the

convergence both in the

practices of freedom in

consumer especially in

telecommunications and

business competition. This

the regulating of

braodcast media. This

prevents the creation of

advertising of food and

-Electronic Retailing

empowers the

monopolies or creation of

drugs that have been

Self-Regulation Program

organization in regulating

deceptive practices in

registered based on the

(ERSP)

the advertising in

competition. It has the

Pure Food and Drug

-National Advertising

broadcast and other

responsibility in monitoring

Act. 1906. This

Review Board (NARB)

media. In case advertising

and suing those who violate

includes consideration

violates the law or

the law and to develop the

of the use of language

presents unsuitable

law so that it would suit the

and messages on the

messages that may impact

current context.

labels and packaging.

society, the FCC has the

-It has the authority to order

The FDA works with

authority to decide on the

the business to stop

the FTC to provide

punishment.

advertising that has a

recommendations about

deceptive nature or any other

advertising for food and

behavior that may cause

drug products. Should

-National Advertising
Division (NAD)
-Children's Advertising
Review Unit (CARU)
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Table 4.5 (Continued)
Topics

FCC

FTC

FDA

damages to the consumer.

the FDA find that there

The FTC can order the

is a violation of its

advertiser to ammend

regulations on the

ASRC

packaging or
advertising including
exaggerated claims and
deception, the FDA
can order the product to

new advertising to replace

be withdrawn from the

the one that

market.

violated the regulations.
Relationship

The regulation of advertising in the U.S., which is a country that promotes freedom, does not have a single unified

with the State

organization. The regulation of advertising is done by independent state agencies and state agencies. In addition it
also has self-regulation practices that is created by professional associations of advertising, marketing and related
businesses.
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the advertising and create
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It can be said that the U.S. is a country where there is a guarantee of media
freedom ensured in the First Amendment of the U.S. Constitution, which protects free
speech. However, there is a process for monitoring advertising to ensure that
unsuitable advertising messages deceiving or abusing the consumer would not be
disseminated to the public. There is the establishment of organizations involved in the
regulation of advertising including the Federal Communications Commission (FCC)
Federal Trade Commission (FTC) U.S. Food and Drug Administration (FDA). There
is also collaboration with the self-regulation organization, the Advertising SelfRegulatory Council. The result is a unique model. The results of the study on the
mechanisms of advertising regulation in the U.S. has been summarized in Table 4.4
by the researcher.
Analysis of the mechanisms of advertising regulation in the US based on the
Scope of Study in Figure 4.4.
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Figure 4.4 Summary of Media Regulation Framework in 3 State Agencies and 1 Self-regulation Organization in the U.S.
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From Figure 4.4 it can be concluded that the regulation of media in the U.S. by
independent and state agencies including the Federal Communications Commission
(FCC), which an independent state agency that regulates media industry convergence.
The FCC does not normally regulate advertising unless it violates the FCC laws or is
broadcasted in the wrong time. In these situations the FCC would enforce the law.
The Federal Trade Commission (FTC), which is independent state agency that
regulates trade to encourage free competition preventing monopoly and protecting the
consumer form business practices that violate the law or advertising that abuses the
consumer. The FTC would enforce the law and punish all the advertsiing that violates
the law in form of deceitful content and deception . The U.S. Food and Drug
Administration (FDA) is not an independent agency it is a state unit that protects and
promotes consumers’ good health through regulation of food and drugs . It is
supported by the Pure Foord and Drug Act of 1906, which creates guidelines for food
and drug registration and proper advertising practices. These three state bodies
collaborate on three dimensions of media regulation in technical, structure, and
content terms. This is create a unified media regulation based on fair competition ,
diversity, and localism.
In addition the Advertising Self-Regulatory Council is an organization that
supports the mechanism of advertising self-regulation in the advertising, marketing,
and related business associations that includes the Children's Advertising Review Unit
(CARU) Electronic Retailing Self-Regulation Program (ERSP) National Advertising
Review Board (NARB) The Online Interest-Based Advertising Accountability
Program.

4.4 The Organization Studied in Australia : Advertising Standards Bureau
(ASB)
The Advertising Standards Bureau (ASB) is the national body for advertising
self-regulation in Australia. It has two committees including the 1) The Advertising
Standards Board and 2) The Advertising Claims Board. This self-regulation practice
is supported by the realization that advertising must promote the importance of
providing factual information to the consumer. Advertising must be responsible and
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respect the standard of good advertising practice (The Advertising Standards Bureau,
2015).
The objective of the ASB is to create confidence in advertising practices
among the industry practitioners, the state, and the community. The Advertising SelfRegulation System ensures a good standard of practice contributing positively to the
public.
The objective of self-regulation is to develop the high standard of practice to
create confidence among the consumers in the self-regulation of advertising. In
addition it would assist in the protection of consumers and the community.
The ASB vision is to be the highest authority in Australia to make decisions
regarding the complaints in advertising and marketing communications.
The Advertising Standards Bureau (ASB) emphasizes the mechanism for
advertising self-regulation because it trusts in its best practices. This helps to link the
consumers to advertising and trust in the system to protect them. The system would be
the channel for consumers to access this just organization effectively.
There is the creation of guidelines of good practices in the industry that can be
voluntarily followed. Advertising must be legal, decent, honest, and truthful. The
advertiser must have a conscience of social responsibility, protection of the consumer,
and fair business competition. The ASB does not operate under the law of the state.
The researcher thus summarized the formation of organization, mechanism of selfregulation, and relationship with the state in Table 4.6.

Table 4.6 Table Summarizing the Topics of Formation of Organization, Regulation Mechanism, and Relationship with the State in
Australia
Topics of Study

ASB

Organization

-ASB was created by the Australian Association of National Advertisers (AANA) in 1998. Its office is located in

Type

Canberra, Australia. This organization was created based on the principles of representation of advertising industry
professionals, consumers, and representatives of the state. It recognizes that advertisers must give importance to
consumers so that they can trust advertising. The advertisers must comply to the general standards of advertising by
following the best practices of EASA in its creation.
-It has the authority of self-regulation in advertising. It is the highest authority in making decisions for advertising

Mechanism

and marketing communication practices.
- ASB comprises of two committees 1) The Advertising Standards Board must ensure fairness, impartiality and
keep a sense of prevailing community values in its broadest sense; 2) The Advertising Claims Board has the
authority to process complaints based on the principles of truth, accuracy, and legality in accordance to the AANA
Advertiser Code of Ethics.
-It has four operations dimensions 1) Financial management to ensure continuous sustainable operations through
revenues gained from media expenditure; 2) Beneficiaries / Stakeholders; 3) Internal Business Processes; and 4)
Long-term development. In addition it has best practice principles in line with the EASA code of ethics and code of
practice. The ASB also has collaboration for the creation of a good standard in the code of ethics and code or
practice. Some codes created by related associations include the 1) AANA Code of Ethics, which is a part of the
advertising and marketing self
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Regulation
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Table 4.6 (Continued)
Topics of Study

ASB
–regulation; 2) AANA Code of Ethics Practice Note, which is a Code of Ethics for interpretation and creation of
advertising; 3)AANA Code for Advertising and Marketing Communication to Children for responsible advertising
and marketing communications aimed at children; and 4) AANA Food and Beverages Advertising and Marketing
Communication

Code

for responsible practices in advertising and marketing communications of food and

beverages.
-Receives the support from related organizations including 1) the advertiser that makes a 0.035% contribution of
ASB regulations including providing advice for clients and agencies in order to creat good advertisign practices; 3)
media buyers that assist in the collection of tax contributions in terms of percentage of media expenditure.
Relationship
with the State

The ASB is the highest national authority in advertising self-regulation therefore, it is independent of the state.
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media expenditure; 2) advertising agencies collaborate in the creation of a structure of collaboration based on the
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An analysis of the Advertising Standards Bureau (ASB) is the highest
authority in advertising self-regulation in Australia. This organization has been very
successful in creating best practices in advertising self-regulation gaining
international recognition. The researcher has summarized its operations based on the
Scope of Study in Figure 4.5.
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Figure 4.5 Summary of The ASB Best Practice Model for Self-Regulation
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Figure 4.5 presents information regarding the Advertising Standards Bureau is
an organization that has received international recognition in advertising selfregulation. It is the highest authority in advertising self-regulation and processing
complaints. This is done through two committees, which are the Advertising
Standards Board and the Advertising Claims Board. In addition there are other
associations of advertising agencies, marketing communication organizations, and
services that develop the standard practice including the Code of Ethics/Code of
Practice such as the AANA Code of Ethic, AANA Code of Ethics Practice Note,
AANA Code for Advertising and Marketing Communication to Children, and the
FCAI Motor Vehicle Code. The strength of ASB comes from its collaboration with
international organizations including the EASA and The International Chamber of
Commerce (ICC) including The World Federation of Advertisers (WFA). This allows
the implementation of best practice principles from EASA. These good practices have
been incorporated into the code of advertising standards receiving cooperation from
the alliances including advertisers, advertising agencies, and media buyers. Thus it
can be said that ASB is a successful organization in implementing advertising selfregulation through cooperation with alliances related to the industry.
From the analysis it is found that advertising regulation practices in the UK,
US, and Australia have been developing continuously. The regulation practices in
these countries have common as well as different practices depending on the social
context and policy of each respective country. Each country aims to develop the
regulation of advertising to improve the standard of practices. The researcher has
summarized the formation of organization, authority in regulation, and the advertising
regulation based on the principles of EASA, UK, US, and Australia as presented in
Table 4.7.

Table 4.7 Table Presenting the Comparison of Organization Establishment, Regulation Authority, and Mechanisms based on the EASA
Principles in the UK, US, and Australia

Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

1. Organization -OFCOM was created by the UK

-FCC is created by the US government.

-ASB is created by the Australian

Established

government in 2003 and ASA

-FTC is created by the US government.

Association of National Advertisers

was created by OFCOM

-FDA is created by the US government.

(AANA)

-ASRC is formed by the cooperation of
the following organizations :

(AAF)
2) The American Association of
Advertising Agencies (AAAA)
3) The Association of National
Advertisers (ANA)
4) The Council of Better Business
Bureaus (CBBB)
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1) The American Advertising Federation
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

-OFCOM was created by the

-FCC was created by the

-ASB created by representatives of

creation of the

Freedom of Information Act 2000

Communications Act of 1934.

advertising professionals, the state,

organization

and 2004.

-FTC was created by the Federal Trade

and the public.

-ASA was created by the

Commission Act.

Deregulation and Contracting Out

-FDA was created by the Pure Food and

Act 1994.

Drug Act 1906.
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2. Law for the

-ASRC no legal support
3. Regulation

-OFCOM is a media regulatory

-FCC is the American state agency

-ASB is the national body for

Authority

agency in the UK. It is

regulating Convergence. It has the

advertising self-regulation. It has the

responsible for the monitoring of

authority to regulate state and

goal to ensure good advertising

media convergence encompassing

international communications in all

practices to gain the confidence and

broadcast media,

media including wireless

trust of consumers in the self-

telecommunications, and wireless

communications. It has the authority to

regulation process. It also assists in

communications.

regulate advertising because it is

the protection of the benefits of the

-ASA is an independent agency.

considered a form of communications.

consumer and the
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

regulating advertising in all media -FTC has the authority in regulating fair

community.

trade practices. It is responsible for
protection illegal business practices
ensuring free competition preventing
monopoly.
-FDA is the state agency responsible for
134

regulating food and drugs.
-Advertising Self-Regulatory Council
(ASRC) is the self-regulatory body of the
associations of advertising practitioners
from different media that have come
together.
4. Regulation

-OFCOM is responsible for

-The mechanism of advertising

-The ASB management positions it

Mechanism

regulating the convergence of

regulation is done in an integrated

as the highest authority in

media therefore under the

manner with the collaboration of the state advertising self-regulation in
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

Deregulation and Contracting Out

agencies involved with advertising

Australia ensuring four principles of

Act 1994 it created the

practices with emphasis on messages that

best practices including

Advertising Standards Authority

impact the consumer.

1) Transparency in decision making;

(ASA) to regulate advertising.

-FCC does not have much involvement

2) Accountability to advertisers and

-OFCOM has the authority for

with advertising unless it violates the

the
community; 3) Responsive to

in the UK. It is has initiated the

-FTC protects the consumer from

complaints; and 4) Independence.

change from statutory regulation

business malpractices and has the

of broadcast media to co-

authority to order the advertising to be

regulation.

withdrawn.
-FDA regulates the products registered
with the FDA. It cooperates with the FTC
to provide advice in creating advertising
content for food an drugs to ensure
correct labeling practices that do not
exaggerate product claims that are
deceitful to consumers. It can order the
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advertising regulation of all media FCC laws.
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

product to be withdrawn from the
market.
-ASRC is a cooperation of advertising
professionals from various media that
cooperate to create a mechanism for
advertising self-regulation. It has been
136

successful in ensuring cooperation for
self-regulation practices in advertising.
5. Model of

UK 3 Regulation Models

A combination of two models of

Regulation

1. Statutory Regulation for

regulation

Broadcast Media

1.Statutory Regulation by the FCC FTC

2. Regulation Non-Broadcast

FDA

Media

2. Self-Regulation by the ASRC

3. Co-regulation in broadcast
media that has been changed from
statutory regulation.

Clear self-regulation practices
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

Has an office for operations

Has an office for operations

Has an office for operations

7. Regulations

-There are two committees for

-Regulatory agencies committees

-ASB hsa two committees that have

Committee

regulating advertising

FCC is The Federal Communications

independence and comprise of

1. The Committees of Advertising

Commission

members from a variety of interest

Practice : CAP for non-broadcast

FTC is The Federal Trade Commission

groups representing people of all

media

FDA is Office of the Commissioner

ages, background, gender, and social

2. The Broadcast Committee of

ASRC is Board of Directors

strata, who do not have any vested

6. SRO
Secretariat

interest in the industry. However,

broadcast media

they must be knowledgeable. The
committees are
1) The Advertising Standards Board
that ensures fairness, impartiality,
and a sense of prevailing community
values in its broadest sense.
2) The Advertising Claims Board
which considers the advertising
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Advertising Practice : BCAP for
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)
based on truth, accuracy, and
legality in line with the AANA
Advertiser Code of Ethics.

8. Code and

-ASA has standard practices

-The US has practices to ensure

-ASB has best practices guidelines

Practice

based on the UK Advertising

Competition, Diversity, and Localism

based on the EASA model. In
addition the ASB conforms to the

and the UK Codes of Broadcast

guidelines of the Code of

Advertising for broadcast media.

Ethics/Code of Practice that is
created by the professional
associations including the AANA
Code of Ethic, AANA Code of
Ethics Practice Note, AANA Code
for Advertising and Marketing
Communication to Children, and
FCAI Motor Vehicle Code.
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Codes for non-broadcast media

139

Table 4.7 (Continued)
Topics
9. Funding

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

-ASA has funding from two

-Each organization has state funding

-There are clear directives in

sources including tax revenues

managing funding to ensure

and fees. There are two

sustainable operations collected as a

committees for managing the

percent of the revenues from media

funding.

expenditure.

1. The Advertising Standards
non-broadcast media
2. The Broadcast Advertising
Standards Board of Finance
(BASBOF) for broadcast media.
The collection comes from three
sources as follows:
(1) 1% of media expenditure
(2) 2% of direct mail expenditure
(3) Fees from training and
consultation
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Board of Finance (ASBOF) for
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Table 4.7 (Continued)
Topics

UK

US

Australia

(OFCOM , ASA)

(FCC, FTC, FDA , ASRC)

(ASB)

-OFCOM and ASA determine the

-Complaints can be submitted to the

-There is a clear process for

Handling

guidelines for complaint

relevant agency such as the FCC, FTC,

complaints handling procedures. The

Procedure

processing.

and FDA. It can also be sent to the ASRC complaints handling committee

-The ASA Council examines the

in which its complaints handling

include registered legal advisors

complaint to check if the

organization is the National Advertising

who have the necessary certification

advertising violates the UK

Review Board (NARB).

with experience. The committee has

Advertising Codes and The UK

the authority to make decisions

Codes of Broadcast Advertising.

regarding advertising with
consideration on truth, accuracy, and
legality with the suitable
punishment.
-The guidelines is based on the
AANA Advertiser Code of Ethics.
There is no fee for processing
complaints.

Source: The European Advertising Standards Alliance, 2009.
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10. Complaint
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When considering the organizations that have the responsibility in regulating
advertising in each country they are the ASA in the UK, ASRC in the US, and the
ASB in Australia. The researcher has created Table 4.8 to compare their similarities
and differences.

Table 4.8 Composition and Mechanism Comparison Advertising Regulation Bodies in 3 Countries
Organization
1.Type of Organization

ASA

ASRC

ASB

(UK)

(US)

(Australia)

-Independent Agency

-SROs in the form of the professional

-SROs in the form of a bureau

council
2. Key Organization in

-Created by OFCOM

the Establishment

-Created by the Australian

1. The American Advertising

Association of National Advertisers

Federation (AAF)

(AANA) with representatives from

2. The American Association of

advertising agencies, the state, and

Advertising Agencies (AAAA)

the public.

3. The Association of National
Advertisers (ANA)
4. The Council of Better Business
Bureaus (CBBB)
3. Legal Support

-Deregulation and

-

-

Contracting Out Act 1994
4. Authority in

-Regulating all the media in

-Regulating advertising, marketing

-Has the highest authority in

Regulating Media

the UK

communications, and business

Australia for the self-regulation of
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-Created by
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Table 4.8 (Continued)

Organization

ASA

ASRC

ASB

(UK)

(US)

(Australia)

practices related to advertising by

advertising industry and marketing

cooperating with various alliances.

communications. It cooperates with
associations of professionals to
assist in the self-regulation
initiative.

-The UK Advertising Codes

-Various guidelines of each agency

-The AANA Advertiser Code of

including the self-regulation

Ethics

guidelines of the professional
association like the ASRC guides for
Self-Regulatory Program for
Children's Advertising
6. Fund

-There are two committees
with three sources of
funding as follows:
1. 1% of media expenditure

-

-Collects a contribution of 0.035 %
from advertisers’ media expenditure
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5. Code and Practice
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Table 4.8 (Continued)

Organization

ASA

ASRC

ASB

(UK)

(US)

(Australia)

2. 2% of direct mail
expenditure
3. Fees from training and
consultation
-Complaints can be filed and

-There are many partner agencies in

-The Advertising Claims Board

Procedure

submitted to the ASA

collecting complaints. The

receives the complaints.

Council

complaints handling organization in
the ASRC is the National
Advertising Review Board (NARB)

8. Ideal

-Legal, Decent, Honest and

-Guarantee of Competition,

-Legal, Decent, Honest and

Truthful Advertising

Diversity and Localism

Truthful advertising with emphasis
in Truth, Accuracy, and Legality for
the processing of complaints.

In addition the researcher has made a comparison of the authority of the different organizations in the three countries namely the
UK, US, and Australia as presented in Table 4.9.
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7. Complaint Handling
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Table 4.9 Table Presenting the Comparison of Authority Issues in Advertising Self-regulation in the UK, US, and Australia
Authority Issues in Self-regulation

England

United States of America

Australia

OFCOM

ASA

FCC

FTC

FDA

ASRC

ASB

√

√

√

√

√

√

√

√

√

√

√

√

√

√

Authority to provide funding support

-

√

-

-

√

√

√

Authority to certify professionalism

-

√

-

-

-

√

√

Authority to make the final decision

√

√

√

√

√

-

√

Authority to punish as civil offence

√

√

√

√

√

-

√

Authortiy to punish through social

√

√

√

√

√

√

√

Authority to provide
recommendadtions
Authority to promote academic
development
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mechanisms

CHAPTER 5
SURVEY DATA ANALYSIS
This chapter presents the results of the survey in response to the research
questions.
This research aims to study the framework and direction for the establishment
of an advertising professional council by using an empirical study. The researcher
conducted this study from a sample of 385 respondents, who comprise of advertising
practitioners, media regulators, media monitors, and academics. The study is aimed to
assess their perceptions about the self-regulation in the Thai advertising industry and
their opinions regarding the establishment of an advertising council. The researcher
would present the data as follows:
5.1 Part 1 The analysis of the general profile of the respondents based on the
demographic characteristics such as age, educational level, and type of organization
affiliation. The analysis uses descriptive statistics presenting frequency and
percentage.
5.2 Part 2 Analysis of the attitude towards the advertising industry and
establishing the advertising professional council.
5.2.1 The understanding and perception towards advertising using the
statistic means X and standard deviation S.D.
5.2.2 The opinions towards advertising regulation by the government
using the statistic means X and standard deviation S.D.
5.2.3 The opinions towards freedom in forming alliances and selfregulation of the various associations namely The Advertising Association of
Thailand, the Digital Advertising Association (Thailand), Advertising and Sign
Producing Association, Media Agency Association of Thailand, Thailand Cable TV
Association, and the Satellite Television Association (Thailand), and Digital TV
Association.
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5.2.4 The opinions toward the creation of the Advertising Professional
Council using the statistic means X and standard deviation S.D.
5.3 Part 3 The analysis comparison of different demographics characteristics
such as gender, age, education, and type of organization on factors such as the
understanding and opinion towards advertising, regulation of advertising by the state,
the freedom to group and create self-regulation mechanisms of each association,
opinion towards the establishment of the advertising council. The statistics used
would be t-test for 2 group comparisons and for more than 2 groups the One-Way
ANOVA will be used.
5.4 Part 4 Recommendations

5.1 Part 1 The Analysis of the General Profile of the Respondents Based
on the Demographic Characteristics such as Age, Educational Level,
and Type of Organization Affiliation.
Table 5.1 General Respondents’ Profile
scihpargomeD

yaceuceeF

ecaececrpc

redneG
elae

156

40.52

eealae

229

59.48

385

100.00

37

9.61

31-35 selGt

169

43.90

36-40 selGt

99

25.71

More than 40 years

80

20.78

385

100.00

lhcrT
ege
nett ssld30 selGt

lhcrT
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Table 5.1 (Continued)
scihpargomeD

yaceuceeF

ecaececrpc

Education
Below Bachelor's Degree

10

2.60

Bachelor's Degree

210

54.55

Master's Degree

152

39.47

13

3.38

385

100.00

49

12.73

47

12.21

38

9.87

Academics

58

15.06

Employee in Advertising Agency

76

19.74

Employee in Media Company

49

12.73

Employee in Advertising Department in

68

17.66

385

100.00

Ph.D. Degree
crTlh
Organization Affiliation
Practitioners (Advertising
Association/Media Associations)
Government Regulators (NBTC, OCPB,
FDA)
Media Monitors (Associations/Consumer
Protection Foundations)

Media Organization
lhcrT

Table 5.1 shows the general profile of the respondents. It is found that the
majority of respondents are women (229 respondents or 59.48%). They are aged
mostly between 31-35 years (169 respondents or 43.90%). Most hold a bachelor’s
degree (210 respondents of 54.55%). The majority of respondents work in an
advertising agency (76 respondents or 19.74%).
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5.2 Part 2 Analysis of the Attitude Towards the Advertising Industry and
Establishing the Advertising Professional Council
5.2.1 The Understanding and Perception Towards Advertising Using the
Statistic Means X and Standard Deviation S.D.

Table 5.2 Means Score and SD of Items Understanding and Perception Towards
Advertising
iinencaDcrenmepirenigcaecgcmhe
1. Advertising is a means of

X

S.D.

lcvcT

4.72

0.52

esGgdgas lgGee

4.66

0.53

esGgdgas lgGee

4.59

0.62

esGgdgas lgGee

4.64

0.59

esGgdgas lgGee

4.45

0.70

egGee

4.41

0.68

egGee

4.33

0.72

egGee

4.54

0.50

ecahepTFirpacc

communicating about a product or
service to the public creating
awareness.
2. Advertising is a persuasive
communications aimed to have an
impact on feeling/thoughts.
3. Advertising is a persuasive
communications aimed to have
behavioral impact.
4. Advertising can create new motivation
for the audience.
5. Advertising is a critical part of the
market economy that helps boost the
growth of the economy.
6. Advertising is an influential
communication for the individual.
7. Advertising is a communication that
can influence the society as a whole.
lhcrT
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The results from Table 5.2 shows that the respondents have a very high level
of understanding and have the appropriate perception towards advertising with a
means score of 4.54. The highest is the understanding that "Advertising is a means of
communicating about a product or service to the public creating awareness." means
score of 4.72 followed by "Advertising is a persuasive communications aimed to have
an impact on feeling/thoughts." means score 4.66. This is followed by "Advertising
can create new motivation for the audience." means score 4.64 "Advertising is a
persuasive communications aimed to have behavioral impact." means score 4.59;
"Advertising is a critical part of the market economy that helps boost the growth of
the economy." means score 4.45 "Advertising is an influential communication for the
individual." means score 4.41 "Advertising is a communication that can influence the
society as a whole." means score 4.33 respectively in this order.

Table 5.3 Perception Towards Advertising in Various Media

Attitude towards Advertising
Issue

Suitable
Content

8. Perception towards advertising in television.
(Digital and Analog)
9. Perception towards advertising in local cable.

10. Perception towards advertising in satellite TV

(Bangkok and Greater Bangkok Area)
12. Perception towards advertising in alternative radio.
(Community radio)
13. Perception towards advertising in newspaper.

14. Perception towards advertising in general magazine.
(General Magazines)

egudn

Content

Words Image

Not
egudn

exposed

No.

381

381

358

365

21

21

42

28

22

%

99.0

99.0

93.0

94.8

5.7

5.7

11.3

7.5

5.9

No.

52

58

58

65

151

147

153

145

146

%

13.5

15.1

15.1

16.9

40.7

39.6

41.2

39.1

39.4

No.

8

9

16

26

297

294

281

277

41

%

2.1

2.3

4.2

6.8

80.1

79.2

75.7

74.7

11.1

No.

353

363

29

335

25

25

15

33

23

%

91.7

94.3

7.5

87.0

6.7

6.7

4.0

8.9

6.2

No.

42

43

11

50

144

145

13

139

134

%

10.9

11.2

2.9

13.0

38.8

39.1

3.5

37.5

36.1

No.

366

364

352

24

10

16

14

10

5

%

95.1

94.5

91.4

6.2

2.7

4.3

3.8

2.7

1.3

No.

368

369

358

18

20

27

40

10

3

%

95.6

95.8

93.0

4.7

5.4

7.3

10.8

2.7

.8
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11. Perception towards advertising in mainstream radio.

Words Image

Not suitable
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Table 5.3 (Continued)

Attitude towards Advertising
Issue

Suitable
Content

15. Perception towards advertising in specialized magazine.
(Specialized Magazines)
16. Perception towards advertising online.

17. Perception towards outdoor advertising.

egudn

Content

Words Image

Not
egudn

exposed

No.

145

132

113

10

193

218

234

28

29

%

37.7

34.3

29.4

2.6

52.0

58.8

63.1

7.5

7.8

No.

39

34

48

30

304

306

293

192

2

%

10.1

8.8

12.5

7.8

81.9

82.5

79.0

51.8

.5

No.

332

336

327

27

27

32

45

16

2

%

86.2

87.3

84.9

7.0

7.3

8.6

12.1

4.3

.5

No.

336

344

345

39

19

22

23

11

5

%

87.3

89.4

89.6

10.1

5.1

5.9

6.2

3.0

1.3
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18. Perception towards advertising in transit media.

Words Image

Not suitable
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The results from Table 5.3 show the perception that respondents have for the
various advertising media as follows:
The top three media rated highest for suitability in terms of content are item 8
(381 respondents or 99%), followed by item 14 (368 respondents or 95.6%), and item
13 (366 respondents or 95.1%).
The top three media rated for suitability in terms of language are item 8 (381
respondents or 99%), item 14 (369 respondents or 95.8%), and item 13 (364
respondents or 94.5%).
The top three media rated for suitability in terms of image usage are item 8
(358 respondents or 93%), item 14 (358 respondents or 93%), and item 13 (352
respondents or 91.4%).
The top three media rated for suitability in terms of use of sound are item 8
(365 respondents or 94.8%), item 11 (335 respondents or 87%), and item 9 (65
respondents or 16.9%).
The top three media rated for unsuitable use of content are item 16 (304
respondents or 81.9%), item 10 (297 respondents or 80.1%), and item 15 (193
respondents or 52%).
The top three media rated for unsuitable use of language are item 16 (306
respondents or 82.5%), item 11 (294 respondents or 79.2%), and item 15 (218
respondents or 58.8%).
The top three media rated for unsuitable use of image are item 16 (293
respondents or 79%), item 10 (281 respondents or 75.7%), and item 15 (234
respondents or 63.1%).
The top three media rated for unsuitable use of sound are item 11 (277
respondents or 74.7%), item 16 (192 respondents or 51.8%), and item 9 (145
respondents or 39.1%).
For the media not exposed to the top three are item 9 (146 respondents or
39.4%), item 12 (134 respondents or 36.1%), and item 10 (41 respondents or 11.1%).
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5.2.2 The Opinions Towards Advertising Regulation by the Government
Using the Statistic Means X and Standard Deviation S.D.

Table 5.4 Means Score and SD of Items Perception Towards Advertising Regulation
by the State
chbranDirnvcacmDmepiacpuTrcmheiwFiiecaecgcmhe
cociDcrcc
1. The Consumer Protection Act B.E. 2522

X

S.D.

lcvcT

4.50

0.62

esGgdgas
lgGee

(1979) is the law that regulates the
advertising practice. But today there are
some advertising promoting unjust
information to the consumer.
2. The Food, drug, media equipment,

4.61

0.59

esGgdgas
lgGee

cosmetics, and hazardous materials Act
regulates advertising but presently there are
those that violate this law.
3. The Broadcasting and Telecommunications

4.64

0.60

esGgdgas
lgGee

Business Act supports the self-regulation of
advertising. However, the mechanism of
advertising self-regulation is still not
standardized.
lhcrT

4.58

0.55

esGgdgas
lgGee

The results from Table 5.4 shows that the perception towards the role of the
state in regulating advertising and its consequences. It is found that respondents have
a very strong agreement (Mean of 4.58) that although there are laws regulating
advertising there is still evidence of violation of these regulations. It is found that
despite the Consumer Protection Act B.E. 2522 (1979) regulating advertising practice
there is still evidence of advertising promoting unjust information to the consumer. In
addition the food, drug, media, equipment, cosmetics, and hazardous materials act is
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implemented to regulate advertising but there is still violations of this law. The
Broadcasting and Telecommunications Business Act supports the self-regulation of
advertising. However, the mechanism of advertising self-regulation is still not
standardized.
5.2.3 The opinions towards freedom in forming alliances and self-regulation
of the various associations namely The Advertising Association of Thailand, the
Digital Advertising Association (Thailand), Advertising and Sign Producing
Association, Media Agency Association of Thailand, Thailand Cable TV Association,
and the Satellite Television Association (Thailand), and Digital TV Association.
Table 5.5 Means Score and SD of Items Perception Towards the Freedom to form
Associations for Advertising Self-regulation

Perception towards the freedom to form of
associations for advertising self-regulation
1. Advertising professionals as media

X

S.D.

Level

4.54

0.58

Strongly

practitioners have rights and freedom as stated

agree

in the constitution.
2. Advertising professions as media practitioners

4.55

0.61

have the right and freedom to form associations

Strongly
agree

based on media type for the self-regulation of
advertising.
3. The formation of associations based on media

4.06

0.63

Agree

3.32

0.62

Neutral

2.93

0.85

Neutral

2.77

0.85

Neutral

type results in business benefits.
4. The formation of associations based on media
type helps to promote the development the
professionalism in that particular media.
5. The formation of associations based on media
type helps to promote the development an
ethical standard in that particular media.
6. The formation of associations based on media
type helps to promote consumer protection.
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Table 5.5 (Continued)

Perception towards the freedom to form of
associations for advertising self-regulation
7. The formation of associations based on media

X

S.D.

Level

2.71

0.90

Neutral

4.80

0.49

Strongly

type helps to create quality advertising.
8. Despite the formation of associations based on
media type there are still advertising that over

agree

claim product benefits.
9. Despite the formation of associations based on

4.78

0.53

media type there are still complaints about

Strongly
agree

advertising from consumers and other business
professionals.
10. The formation of associations based on media

4.67

0.72

type creates a lack on consensus of standard

Strongly
agree

practice across different media.
11. The formation of associations based on media

3.99

0.88

Agree

3.92

0.27

Agree

type makes it more difficult for the state to
regulate advertising.
Total

The results from Table 5.5 shows the respondents perception towards the
formation of associations for advertising self-regulation such as the Advertising
Association of Thailand, Digital Advertising Association (Thailand), Advertising and
Sign Producing Association, Media Agency Association of Thailand, Thailand Cable
TV Association, and the Satellite Television Association (Thailand), and TV Network
Providers Club. The result is a means score of 3.92, which means there is a high level
of agreement that there is the mechanism of self-regulation among the various
advertising industry practitioners.
Upon detailed analysis it is found that the level of strongly agree statements
include "The formation of associations based on media type there are still advertising
that over claim product benefits." (means score 4.80). There are still complaints about
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advertising from consumers and other business professionals (means score 4.78).
Despite grouping together there is still lack of consensus of standard practice across
different media (means score 4.67). The formation of associations based on media
type helps to promote consumer protection (means score 4.55). Advertising
professionals as media practitioners have rights and freedom as stated in the
constitution accordingly (means score 4.54).
At the next level or agree statements include "The formation of associations
based on media type results in business benefits." (means score 4.06). The formation
of associations based on media type makes it more difficult for the state to regulate
advertising (means score 3.99).
At the level of neutral statements include "The formation of associations based
on media type helps to promote the development the professionalism in that particular
media." (means score 3.32). The formation of associations based on media type helps
to promote consumer protection (means score 2.77). The formation of associations
based on media type helps to create quality advertising (means score 2.71).
5.2.4 The Opinions Toward the Creation of the Advertising Professional
Council Using the Statistic Means X and Standard Deviation S.D.
Table 5.6 Means Score and S.D. of Items Opinions Toward the Creation of the
Advertising Professional Council

Opinions toward the creation of the
Advertising Council
1. There should be the establishment of the

X

S.D.

Level

4.65

0.50

Strongly

Advertising Council for a clear directive in self-

agree

regulation.
2. The Advertising Council should play the role as

4.65

0.53

the center for advertising self-regulation to

Strongly
agree

create a single standard of practice.
3. The Advertising Council should solely
comprise of advertising practitioners
associations.

3.31

1.07

Neutral
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Opinions toward the creation of the
Advertising Council
4. The Advertising Council should comprise of

X

S.D.

Level

2.94

0.62

Neutral

3.07

0.74

Neutral

3.66

1.07

Agree

3.90

1.10

Agree

3.85

1.21

Agree

3.03

0.83

Neutral

3.46

1.01

Neural

4.74

0.51

Strongly

advertising practitioners associations and media
owners.
5. The Advertising Council should comprise of
advertising practitioners associations, media
owners and state agencies.
6. The Advertising Council should comprise of
advertising practitioners associations, media
owners, state agencies, and academics.
7. The Advertising Council should comprise of
advertising practitioners associations, media
owners, state agencies, academics, and
consumer representatives.
8. The Advertising Council should receive
operations funding solely from the state.
9. The Advertising Council should receive
operations funding solely from the contribution
of members.
10. The Advertising Council should receive
operations funding from various agencies such
as the state, members, and the public.
11. The Advertising Council should have the
authority to create a standard for advertising

Agree

self-regulation in all media.
12. The Advertising Council should play a part in
the development of laws regarding advertising
so that it would be in tune with the times and
social context.

4.76

0.48

Strongly
Agree
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Opinions toward the creation of the
Advertising Council
13. The Advertising Council should be able to

X

S.D.

Level

4.82

0.43

Strongly

create a standard of ethical conduct for all media

Agree

so that it would be in tune with the times and
social context.
14. The Advertising Council should create

4.83

0.40

advertising with the emphasis on just treatment

Strongly
Agree

of the consumer.
15. The Advertising Council should have a

4.79

0.53

mechanism to consider advertising in every

Strongly
Agree

media before dissemination.
16. The Advertising Council should be the center

4.76

0.53

for receiving complaints regarding advertising,

Strongly
Agree

illegal practices, and violations of the code of
ethics to ensure effectiveness.
17. The Advertising Council should have the

4.67

0.63

authority to make a judgment on the cases of

Strongly
Agree

violation of the code of ethics and conduct.
18. The Advertising Council should consider the

4.71

0.55

cases of illegal practices and report it to the

Strongly
Agree

relevant state agency for punishment.
Total

4.14

0.32

Strongly
Agree

The results from Table 5.6 shows the strong agreement in opinions toward the
creation of the Advertising Council (means score 4.14).
The 10 level of strongly agree statements include “The Advertising Council
should create advertising with the emphasis on just treatment of the consumer.”
(means score 4.83). The Advertising Council should be able to create a standard of
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ethical conduct for all media so that it would be in tune with the times and social
context (means score 4.82). The Advertising Council should have a mechanism to
consider advertising in every media before dissemination (means score 4.79). The
Advertising Council should play a part in the development of laws regarding
advertising so that it would be in tune with the times and social context (means score
4.76). The Advertising Council should be the center for receiving complaints
regarding advertising, illegal practices, and violations of the code of ethics to ensure
effectiveness (means score 4.76). The Advertising Council should have the authority
to create a standard for advertising self-regulation in all media (means score 4.74).
The Advertising Council should consider the cases of illegal practices and report it to
the relevant state agency for punishment (means score 4.71). The Advertising Council
should have the authority to make a judgment on the cases of violation of the code of
ethics and conduct (means score 4.67). There should be the establishment of the
Advertising Council for a clear directive in self-regulation (means score 4.65). The
Advertising Council should play the role as the center for advertising self-regulation
to create a single standard of practice (means score 4.65).
The 3 level of agree statements include “The Advertising Council should
comprise of advertising practitioners associations, media owners, state agencies,
academics, and consumer representatives.” (means score 3.90).

The Advertising

Council should receive operations funding solely from the state (means score 3.85).
The Advertising Council should comprise of advertising practitioners associations,
media owners, state agencies, and academics (means score 3.66).
The 5 level of neutral statements include “The Advertising Council should
receive operations funding from various agencies such as the state, members, and the
public.” (means score 3.46). The Advertising Council should solely comprise of
advertising practitioners associations (means score 3.31). The Advertising Council
should comprise of advertising practitioners associations, media owners and state
agencies (means score 3.07). The Advertising Council should receive operations
funding solely from the contribution of members (means score 3.03). The Advertising
Council should comprise of advertising practitioners associations and media owners
(means score 2.94).
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5.3 Part 3 Comparison Analysis
The analysis comparison of different demographics characteristics such as
gender, age, education, and type of organization on factors such as the understanding
and opinion towards advertising, regulation of advertising by the state, the freedom to
group and create self-regulation mechanisms of each association, opinion towards the
establishment of the advertising council. The statistics used would be t-test for 2
group comparisons and for more than 2 groups the One-Way ANOVA will be used in
conjunction with the Scheffe’ test.
Table 5.7 Comparison: Means Score of the Understanding and Perception Towards
Advertising, Perception Towards Advertising Regulation by the State,
Perception Towards the Freedom to form Associations for Advertising
Self-regulation, and Opinions Toward the Creation of the Advertising
Professional Council by Gender.
1. Understanding and perception towards advertising
Gender

Frequency

X

S.D.

t

Sig.

Male

156

4.57

0.48

0.97

0.33

Female

229

4.52

0.51

2. Perception towards advertising regulation by the state
Gender

Frequency

X

S.D.

t

Sig.

Male

150

4.59

0.54

0.28

0.78

Female

220

4.58

0.55

3. Perception towards the freedom to form associations for advertising self-regulation
Gender

Frequency

X

S.D.

t

Sig.

Male

150

3.95

0.30

1.67

0.10

Female

220

3.90

0.24

4. Opinions towards the creation of the Advertising Professional Council
Gender

Frequency

X

S.D.

t

Sig.

Male

150

4.16

0.30

0.60

0.55

Female

220

4.14

0.33
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The findings in Table 5.7 show that there is no difference in the understanding
and perception towards advertising, Perception towards advertising regulation by the
state, perception towards the freedom to form associations for advertising selfregulation, and Opinions toward the creation of the Advertising Council by gender.

Table 5.8 Comparison: the Means of the Understanding and Perception Towards
Advertising, Perception Towards Advertising Regulation by the State,
Perception Towards the Freedom to form Associations for Advertising
Self-regulation, and Opinions Toward the Creation of the Advertising
Professional Council by Age.

1. Understanding and perception towards advertising
Age

Frequency

X

S.D.

F

Sig.

30 below years

37

4.27

0.42

6.38**

0.00

31-35 years

169

4.57

0.50

36-40 years

99

4.66

0.49

More than 40 years

80

4.48

0.51

2.Perception towards advertising regulation by the state
Age

Frequency

X

S.D.

F

Sig.

30 below years

36

4.31

0.58

9.38**

0.00

31-35 years

165

4.63

0.52

36-40 years

95

4.75

0.43

More than 40 years

74

4.41

0.63

3. Perception towards the freedom to form associations for advertising self-regulation
Age

Frequency

X

S.D.

F

Sig.

30 below years

36

3.96

0.25

0.85

0.00

31-35 years

165

3.90

0.26

36-40 years

95

3.94

0.22

More than 40 years

74

3.91

0.34
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4. Opinions towards the creation of the Advertising Professional Council
Age

Frequency

X

S.D.

F

Sig.

30 below years

36

4.06

0.31

15.87*

0.00

31-35 years

165

4.21

0.29

36-40 years

95

4.22

0.20

More than 40 years

74

3.95

0.39

Note: *Significance level 0.05

The findings from Table 5.8 show that there is a difference in the
understanding and perception towards advertising, perception towards advertising
regulation by the state, and opinions toward the creation of the Advertising
Professional Council show significant difference at the level of 0.05. The perception
towards the freedom to form associations for advertising self-regulation there is no
significant difference.
The Scheffe’ test was conducted on group comparison as follows:

Table 5.9 Comparison: Understanding and Perception Towards Advertising

Age

X

30 below

31-35

36-40

More than

year

years

years

40 years

4.27

4.57

4.66

4.48

-0.30*

-0.39*

-0.21

-0.09

0.09

30 below years

4.27

-

31-35 years

4.57

-

36-40 years

4.66

-

More than 40 years

4.48

-

0.18

The findings in Table 5.9 show that the group aged “below 30 years” have a
significant difference in perception from those aged “31-35 years” and those “36-40
years” at the level of 0.05.
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Table 5.10 Comparison: Perception Towards Advertising Regulation by the State

Age

X

30 below

31-35

36-40

More than

year

years

years

40 years

4.31

4.63

4.75

4.41

30 below years

4.31

-

-0.31*

-0.43*

-0.09

31-35 years

4.63

-

-

-0.12

0.22*

36-40 years

4.75

-

-

-

0.34*

More than 40 years

4.41

-

-

-

-

The findings from Table 5.10 show that the respondents aged below 30 years
have a difference in the opinion the towards advertising regulation by the state from
those aged between 31-35 years and 36-40 years at the level of 0.05. The respondents
aged between 31-35 years and 36-40 years have a difference in the opinion the
towards advertising regulation by the state at the level of 0.05.

Table 5.11 Comparison Opinions toward the creation of the Advertising Professional
Council

Age

X

30 below

31-35

36-40

More than

year

years

years

40 years

4.06

4.21

4.22

3.95

30 below years

4.06

-

-0.14

-0.15

0.11

31-35 years

4.21

-

-

-0.01

0.26*

36-40 years

4.22

-

-

0.27*

More than 40 years

3.95

-

-

-

The findings in Table 5.11 show that the aged group “31-35 years” and “36-40
years” have a significant difference in opinions toward the creation of the Advertising
Professional Council from those in the age group “More than 40 years” at the level of
0.05.
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Table 5.12 Comparison of the Means of the Understanding and Perception Towards
Advertising, Perception Towards Advertising Regulation by the State,
Perception Towards the Freedom to form Associations for Advertising
Self-regulation, and Opinions Toward the Creation of the Advertising
Professional Council by Level of Education.

1. Understanding and perception towards advertising
Level of Education

Frequency

X

S.D.

F

Sig.

Below Bachelors Degree

10

4.59

0.44

1.16

0.33

Bachelors Degree

210

4.53

0.51

Masters Degree

152

4.54

0.49

Ph.D.

13

4.79

0.41

2. Perception towards advertising regulation by the state
Level of Education

Frequency

X

S.D.

F

Sig.

Below Bachelors Degree

10

4.73

0.31

0.31

0.85

Bachelors Degree

206

4.57

0.57

Masters Degree

143

4.59

0.53

Ph.D.

11

4.55

0.58

3. Perception towards the freedom to form associations for advertising self-regulation
Level of Education

Frequency

X

S.D.

F

Sig.

Below Bachelors Degree

10

3.81

0.12

0.73

0.53

Bachelors Degree

206

3.92

0.27

Masters Degree

143

3.92

0.27

Ph.D.

11

3.98

0.25

4. Opinions towards the creation of the Advertising Council
Level of Education

Frequency

X

S.D.

F

Sig.

Below Bachelors Degree

10

4.32

0.10

1.55

0.20

Bachelors Degree

206

4.16

0.30

Masters Degree

143

4.12

0.32

Ph.D.

11

4.10

0.21
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The findings in Table 5.12 show that there is no difference in the
understanding and perception towards advertising, Perception towards advertising
regulation by the state, perception towards the freedom to form associations for
advertising self-regulation, and Opinions toward the creation of the Advertising
Professional Council by level of education.

Table 5.13 Comparison of the Means of the Understanding and Perception Towards
Advertising, Perception Towards Advertising Regulation by the State,
Perception Towards the Freedom to form Associations for Advertising
Self-regulation, and Opinions Toward the Creation of the Advertising
Professional Council by Organization of Affiliation

1. Understanding and perception towards advertising
Organization of Affiliation

Frequency

X

S.D.

F

Sig.

49

4.70

0.51

6.66

0.00

47

4.81

0.35

38

4.62

0.50

Academics

58

4.62

0.49

Employee in Advertising

76

4.43

0.50

Employee in Media Company

49

4.43

0.53

Employee in Advertising

68

4.35

0.46

Practitioners (Advertising
Association/Media
Associations)
Government Regulators (NBTC,
CPB, FDA)
Media Monitors
(Associations/Consumer
Protection Foundations)

Agency

Department in Media
Organization
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2.Perception towards advertising regulation by the state
Organization of Affiliation

Frequency

X

S.D.

F

Sig.

49

4.82

0.36

6.14

0.00

46

4.71

0.41

38

4.71

0.43

Academics

49

4.73

0.44

Employee in Advertising

74

4.39

0.64

Employee in Media Company

47

4.52

0.61

Employee in Advertising

67

4.41

0.59

Practitioners (Advertising
Association/Media
Associations)
Government Regulators (NBTC,
CPB, FDA)
Media Monitors
(Associations/Consumer
Protection Foundations)

Agency

Department in Media
Organization
3. Perception towards the freedom to form associations for advertising self-regulation
Organization of Affiliation

Frequency

X

S.D.

F

Sig.

49

3.99

0.23

2.09

0.05

46

3.94

0.27

38

3.94

0.20

Academics

49

3.96

0.22

Employee in Advertising

74

3.88

0.29

Practitioners (Advertising
Association/Media
Associations)
Government Regulators (NBTC,
CPB, FDA)
Media Monitors
(Associations/Consumer
Protection Foundations)

Agency
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3. Perception towards the freedom to form associations for advertising self-regulation
Organization of Affiliation

Frequency

X

S.D.

Employee in Media Company

47

3.83

0.20

Employee in Advertising

67

3.92

0.34

F

Sig.

Department in Media
Organization
4. Opinions towards the creation of the Advertising Council
Organization of Affiliation

Frequency

X

S.D.

F

Sig.

49

4.29

0.17

8.83

0.00

46

4.22

0.29

38

4.24

0.18

Academics

49

4.17

0.24

Employee in Advertising

74

4.13

0.32

Employee in Media Company

47

4.14

0.32

Employee in Advertising

67

3.93

0.40

Practitioners (Advertising
Association/Media
Associations)
Government Regulators (NBTC,
CPB, FDA)
Media Monitors
(Associations/Consumer
Protection Foundations)

Agency

Department in Media
Organization

The findings in Table 5.13 show that there is a significant difference in the
understanding and perception towards advertising, Perception towards advertising
regulation by the state, perception towards the freedom to form associations for
advertising self-regulation, and Opinions toward the creation of the Advertising
Council by organization of affiliation at the level of 0.05.
The Scheffe’ test was conducted on group comparison as follows:
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Table 5.14 Comparison Understanding and Perception Towards Advertising

1

2

3

4

5

6

7

4.70

4.81

4.62

4.62

4.43

4.43

4.35

4.70

-

-0.11

0.08

0.08

0.27

0.27

0.35*

2

4.81

-

-

0.19

0.19

0.37*

0.38*

0.46*

3

4.62

-

-

-

0.00

0.19

0.19

0.27

4

4.62

-

-

-

-

0.18

0.19

0.27

5

4.43

-

-

-

-

-

0.01

0.09

6

4.43

-

-

-

-

-

-

0.08

7

4.35

-

-

-

-

-

-

-

Organization

X

1

The findings in Table 5.14 show that the practitioners (advertising association/
media associations) have a significant difference in understanding and perception
towards advertising from those who work in the advertising department in media
organizations at the level of 0.05.
The group who are Government Regulators (NBTC, OCPB, FDA) have a
significant difference in understanding and perception towards advertising from those
who work in the advertising agency, media company, and advertising department in
media organizations at the level of 0.05.
Table 5.15 Comparison Perception Towards Advertising Regulation by the State
Organization

X

1

2

3

4

5

6

7

4.82

4.71

4.71

4.73

4.39

4.52

4.41

1

4.82

-

0.11

0.11

0.09

0.43*

0.29

0.41*

2

4.71

-

-

0.00

-0.02

0.32

0.19

0.30

3

4.71

-

-

-

-0.02

0.32

0.19

0.30

4

4.73

-

-

-

-

0.34

0.20

0.32

5

4.39

-

-

-

-

-

-0.14

-0.02

6

4.52

-

-

-

-

-

-

0.12

7

4.41

-

-

-

-

-

-

-
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findings in Table 5.15 show that the practitioners (advertising association/
media associations) have a significant difference in perception towards advertising
regulation by the state from those who work in the advertising agency and advertising
department in media organizations at the level of 0.05.
Table 5.16 Comparison Perception Towards the Freedom to form Associations for
Advertising Self-regulation

Organization

X

1

2

3

4

5

6

7

3.99

3.94

3.94

3.96

3.88

3.83

3.92

1

3.99

-

0.06

0.05

0.04

0.11

0.17

0.07

2

3.94

-

-

-0.01

-0.02

0.05

0.11

0.02

3

3.94

-

-

-

-0.01

0.06

0.12

0.02

4

3.96

-

-

-

-

0.07

0.13

0.04

5

3.88

-

-

-

-

-

0.06

-0.04

6

3.83

-

-

-

-

-

-

-0.09

7

3.92

-

-

-

-

-

-

-

The findings in Table 5.16 show that group comparisons show no significant
difference between groups.

Table 5.17 Comparison Opinion Towards Creation of Advertising Professional Council

Organization

X

1

2

3

4

5

6

7

4.29

4.22

4.24

4.17

4.13

4.14

3.93

1

4.29

-

0.07

0.04

0.11

0.16

0.15

0.35*

2

4.22

-

-

-0.02

0.04

0.09

0.08

0.28*

3

4.24

-

-

-

0.07

0.12

0.10

0.31*

4

4.17

-

-

-

-

0.05

0.04

0.24*

5

4.13

-

-

-

-

-

-0.01

0.19*

6

4.14

-

-

-

-

-

-

0.20*

7

3.93

-

-

-

-

-

-

-
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The findings in Table 5.17 show that the practitioners (advertising association/
media associations), Government Regulators (NBTC, CPB, FDA), media monitors
(associations/consumer protection foundations), academics, advertising agency
employees and media companies have a significant difference in their opinions
towards the creation of the Advertising Professional Council at the level of 0.05.

5.4 Part 4 Recommendations
5.4.1 The Creation of the Advertising Professional Council
1) Recommend the study of the models used in other countries
assessing the advantages and disadvantages for use in Thailand.
2) The Advertising Professional Council would be created from a
collaboration of many different agencies. The initial funding should be supported
from the government and the funding from members through the 5% tax on the
advertising industry should be sufficient for operations.
3) The council should be created from an understanding and
cooperation in order to create a standardized direction for the benefit of society.
4) The council should be fair and apply the same standard to all.
5) The council should have a standard practice and must be open to
scrutiny.
6) The council should have a clear directive in line with the law or
supported by the law emphasizing protection of the consumer.
7) Strongly agree with the creation of this council for the development
of the Thai industry with responsibility to the public.
8) The council should be accepted by all related parties especially by
society and the public.
9) The council should have the authority to regulate all advertising
media.
10) The council should have the authority to truly regulate, investigate,
and punish by law. This council must be supported by the law. Its operations should
be free from the state. In terms of funding it should be supported by the state without
any conditions.
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5.4.2 Components of the Advertising Professional Council
1) The components of the Advertising Professional Council should
include many related agencies with the power to counter balance one another. It
should include state agencies, representatives of the public, academics, and
consumers.
2) It should be comprised of the Advertising Association of Thailand,
media organizations, and marketers (product owners).
3) It should be comprised of the advertising practitioners in different
media, media, state agencies, representative of the public, and academics.
4) It should be comprised of various representations from society in
addition to those in the advertising industry.
5) The components should include more than just advertising
practitioners. The groups may have diverse groups but they can work together for the
development of the advertising industry if a clear directive is agreed upon.
6) There should be a cooperation of the advertising practitioners,
associations of advertising media practitioners, state agencies, and members of the
public.
7) It should comprise of diverse groups so that the various viewpoints
can be represented.
8) It should comprise of various groups such as representatives of the
media, advertising practitioners, consumer protection organizations, and academics in
order to get a varied opinion regarding advertising regulation in order to strike a good
balance for the development of a standard practice.
9) It should comprise of advertising practitioners, advertising media
practitioners, academics, but should not include state representatives. In case there is a
necessity to include state representatives, they should not have any bearing on the
decision of the council.

5.4.3 Standard for Advertising Self-Regulation
1) There should be a standard practice for all media.
2) There should be a standard of practice that is supportive of the good
culture without violating the consumer rights.
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3) There should be a standard practice putting the consumers’ benefit
above all.
4) There should be an emphasis on the development of laws, ethics,
and code of conduct.
5) The council should support a standard practice and be fully
supported by the law.
6) The practice should be within the bounds of ethical, code of conduct
and responsibility.
7) There should be standard in laws, ethics, and code of conduct
practices.
8) There should be a standard in ethics and code of conduct that can be
implemented and clear punishment guidelines.
9) There should be advertising laws that the practitioners can
understand and implement based on the ethical standards and code of conduct that is
fair for the consumer.
10) The development of the practice to be in line with the times and
applicable to all media.
11) There should be a standard practice in self-regulation. There should
be a public hearing from all related groups because advertising has an impact on
society.
12) There should a standard for self-regulation that has flexibility that
suits the present social context.
13) The creation of the practitioners’ code of conduct should
emphasize laws relating to advertising and ethics. There should be laws with
punishment guidelines that can be implemented.

5.4.4 Other Recommendations
1) The council should have the objective to protect the consumers so
that they will be aware of deception in media.
2) There should be a communications wherein all groups can
contribute to the development and directions of advertising practice in a creative
manner.
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3) The council should be free, have good governance, and fair so that
its mechanisms can be really implemented. There should be regulation of advertising
in a suitable manner with consideration to the business practice while balancing the
needs of the public.

CHAPTER 6
DATA ANALYSIS OF IN-DEPTH INTERVIEW
This chapter presents the results of the in-depth interviews conducted to
answer the research questions.

6.1 Data Analysis In-depth Interview
The researchers interviewed the key informants who are advertising
practitioners, media regulators, media monitors, and academics. The goal is to study
their opinions regarding the establishment of an advertising professional council. The
results of the findings will be presented accordingly as follows:

6.1.1 In-depth Interview Group 1 Advertising Practitioners
Topic 1: Development/Origin of Association
Digital Advertising Association (Thailand)
The key informant from the Digital Advertising Association (Thailand)
explained that the association was established in 2012. There was a negotiation
between the digital agencies and the Advertising Association of Thailand. There were
two options presented regarding the formation of an association for digital agencies .
The first option is to remain as part of the Advertising Association of Thailand. The
second option is to become a separate entity. After a discussion among digital
agencies the conclusion was reached to establish the Digital Advertising Association
(Thailand). The reasons are
1) The development of digital advertising is at a different stage of
development from advertising in other media.
2) The main objectives of the Digital Advertising Association
(Thailand) are
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3) Stimulate the growth of digital agencies, which have potential while
advertising in other media are reaching saturation point.
4) To protect the interests of association members in the same way as
the Advertising Association of Thailand.
The decision was reached to establish the Digital Advertising Association
(Thailand) as a business entity. The income will be taken from the fees of the
members, which should be sufficient for the operations. The association has no
intention of seeking other sources of income.
Siwat Chawareewong explained about the Digital Advertising Association as
follows:
Digital Advertising Association (Thailand) has the primary objective for
collaboration among digital agencies to develop the industry. There is a
consideration to regulate the advertising. However, there is no censorship
mechanism. This is different from the Advertising Association of Thailand,
which has a self-regulation mechanism (Siwat Chawareewong, Interview,
November 29, 2014).

Thus, it can be summarized that the Digital Advertising Association
(Thailand) has been established to promote the digital advertising industry. There is
no attempt to regulate digital advertising.
Digital TV Association
The key informant from the Digital TV Association explained that the club
was registered in April 2014. Today it has successfully become an association, which
includes all of the 24 digital channels. The reasons leading to the formaiton of the
group are as follows:
1) After receiving the license for digital TV operations from the
NBTC, all of the operators have had difficulties in doing the business. This is because
the NBTC has failed to provide the necessary public relations to encourage viewers as
promised. The result is low awareness about the transition to the digital TV system,
which in turn affected the ratings. This contributed to the low advertising revenue thus
having a major impact on the bottom line.
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2) The delay in the distribution of coupons for the redemption of
digital TV set top boxes. The announcement for the distribution of coupons was made
in April 2014 but the coupons were distributed in October 2014. Thus, initially
viewers had access to digital TV channels through True Vision, satellite TV operators,
or cable TV. In addition advertising was not allowed in the early stages of operations.
Each operator is not capable of engaging in negotiations with the NBTC
individually in a successful manner, thus the decision to come together to form a club.
The goal is to establish an association in order to bring the issues affecting the
members to the NBTC. When the club was formed, the members voted Suparb
Kleekrajai as the president.
Suparb Kleekrajai explained about the start of the Digital TV Association as
follows:

Digital TV Association was formed as a consequence of the problems faced by
the operators in dealing with the NBTC. The NBTC failed to make the
necessary public relations to inform the people about the transition to the new
system as promised. This has caused major problems in the operations of the
content and advertising. As a result the operators have decided to come
together as a club (Suparb Kleekrajai, Interview, December 2, 2014).

It can be summarized that the Digital TV Association is an organization of
digital TV operators who have faced problems from the NBTC’s failure to fulfill its
obligation as promised. Therefore, the operators had to come together to demand the
proper treatment in operating the digital TV.
Thailand Cable TV Association
The key informant from the Thailand Cable TV Association explained that the
association had its beginning in 1983. At that time there were only 2 channels, which
had very poor signal. In that year the "cable TV" was introduced for the first time in
the provinces. During the early stages the cable TV was not yet standardized in its
operation procedures. The operators back then did not have any technical knowledge
and relied on the engineers and mechanics to set up the system. At that time there was
no law regulating its operations because the only law was BE 2498, which did not
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include cable TV. It can be considered a vacuum in the law. Some operators seized
this opportunity to provide illegal cable services by directly connecting the cables to
the homes. This resulted in conflicts over the right to run the cable along the
electricity wires with the government agencies, such as the Electricity Generating
Authrority, which is protected by the law. To resolve the conflict a big satellite dish
was acquired and the cable drawn from it to the members' homes. The objective is to
improve the signal of the free TV. In addition one additional cable channel was added.
This became the first step of establishing cable TV or video cable in provinces like
Chantaburi, Udon Thani, and Nakhon Sawan.
In 1989 during the government led by Gen. Prem Tinsulanonda, there was a
wide scale crackdown on illegal cable operators. This was because it had a major
impact on video and movie ticket sales. At that time there were still only four free TV
channels namely channels 3, 5, 7, and 11). Once the cables were no longer allowed,
the free TV channels signals reverted back to having poor quality. At that time the
cable operators came together under the leadership of Gen. Chalard Worachat, who
was a politican at that time and the cable operator in Chantaburi . The operators
grouped together to show their intent of operating under a proper law thu s
establishing the Cable Operators' Club. Gen. Chalart Worachat proposed two laws (1)
the law designed to ammend BE 2498 and (2) Royal Decree TV Video Tape. This law
was successfully implemented in 1993. The law empowered the PRD to be the
licensor and collect the operation fees. Each cable operator can have 1 channel. The
fee is 25,000 baht per year. If the operator wishes to include channels 3, 5, 7 and 11
and an international channel such as CNN, the operator must pay an additional 25,000
baht per channel. In the beginning there were 70 operators in the club that were
registered and operated legally. However, there were many more operators, who did
not register for license and were considered illegal operators.
The establishment of the cable club in 1993 was aimed at protecting the
benefits of its members especially regarding the law such as copyrights infringement,
usage of electric service lines, and registration of operations. The first leader was Gen
Chalart Worachat, who was a major driver in pushing for the laws governing cable
operations and establishign the cable TV club. The first secretary general was Kasem
Intkaew. In that same year the club was registered as the Cable TV Association. Then
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in 2002 the name was changed to Thailand Cable TV Association and has been
operating as such until today. The association is regulated by the NBTC . The
operators must produce or purchase rights to the contents broadcasted. The program
names and programming schedule must be sent to the NBTC. Should there be an
order from the NBTC to stop broadcasting any program, the ban must be reported
back to the NBTC. In the case that any local cable operator violates the law, the
NBTC has the authority to close it down.
Kasem Intkaew explains about the creation of the Thail and Cable TV
Association as follows:
The primary objective of the Thailand Cable TV Association is to protect the
benefits of the members in terms of the laws governing operations . The
association is not established for profit reasons. (Kasem Inkaew, Interview,
March 2, 2015).
The Advertising Association of Thailand
The key informant from the Advertising Association of Thailand (AAT) was
first started in 1966. It was grouping of local advertising agencies and international
agencies for entertainment purposes and to discuss the developments in the industry.
In the beginning a monthly meeting schedule was set up. The first president was
Prapote Paorohit followed by Manit Rattanasuwan, who led the organization between
1980-1982. This was a time of change since the association started to receive
recognition by the government to assist in the development of the consumer
protection act and the food and drug administration. As a result the Advertising
Association of Thailand started to have a major influence on advertising and the Thai
public. The Advertising Association of Thailand started to develop mechanisms that
would eventually lead to the development of self-regulation to ensure justice to the
consumers and society. The Constitution of 1997 allowed the media to have the
freedom to self-regulate. This was the direction that the Advertising Association of
Thailand (AAT) took until in 2006. In that year the Advertising Association of
Thailand collaborated with the Faculty of Communication Arts , Chulalongkorn
University in supporting Asst. Prof. Dr. Bu-nga Chaisuwan research in the development of
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the Advertising Code of Ethics with Asst. Prof. Dr. M.L. Vittratorn Chirapravati as the
project supervisor. The development of the code of conduct became an important step
towards the self-regulation of advertising. As a result this made advertising regulation
more in tune with modern times and social context . In 2010 the Advertising
Association of Thailand established the Advertising Ethics Committee, which held the
code of ethics as a part of the self-regulation mechanism along with the government
regulators such as consumer protection board, fda, and nbtc until the present day.
Tarawut Suebchua explained the objectives of the Advertising Association of
Thailand as follows:
The Advertising Association of Thailand was initially set up for entertainment
purposes only. However, as time progressed there have been many changes in
society. It can be seen that advertising is an important communication that has
a major impact on society. Thus, the Advertising Association of Thailand has
collaborated with the government to design laws regulating advertising. This
reiterates the stand point of the Advertising Association of Thailand to work
for the betterment of the society and consumers. As a result the Advertising
Association of Thailand is committed in development a self -regulation
mechanism through the code of ethics that is in line with the social context .
The association is firm in the enforcement of the procedures and mechanisms
of self-regulation up to the present day.(Tarawut Suebchua, Interview, March
9, 2015).
Topic 2: Authority/Mechanism of Advertising Regulation in the Association
Digital Advertising Association (Thailand)
The key information explained regarding the Authority/Mechanism of
Advertising Regulation in the Digital Advertising Association that there is no rules of
mechanisms directly regulating the advertising. There are no clear guidelines about
what advertising can be or can’t be done or any limitations regarding the production
of advertising. However, there are ethical guidelines for members. Thus, the emphasis
is on controlling the behavior of the members. (Siwat Chawareewong, Interview,
November 29, 2014).
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Digital TV Association
The key informant from the Digital TV Association explained that the primary
purpose of the association is to pool together the digital TV operators to increase
bargaining power with the NBTC so that the operations may be in accordance to the
concept of establishing the digital TV. The second objective is to ensure that the 24
operators lead in the development of the Thai TV industry in general . In addition
development should be made in the area of technology, content, and program format
that caters to the need of local and ASEAN audiences. Thus, the association has the
authority to ensure that the members are fairly treated. In addition the association has
the duty to assist in the development of the Thai TV industry (Suparb Kleekrajai,
Interview, December 2, 2014).
Thailand Cable TV Association
The key informant explained that initially cable TV is a paid TV service and
has no advertising. The cable operators received their income from member
subscription. It was only since 2007 that advertising was allowed. Usually the
advertising during this period is in the form of sponsorship of the programming
content in the form of a barter. For example if the local cable TV hosts an event the
product or service must support the event with their products. The local cable will
announce that the product or service is the sponsor of the event. Later advertising of
local businesses such as restaurants, hospitals, and hotels started to enter cable TV in
the major provinces and tourist attractions. During this time the advertising sales, rate,
and frequency considerations were not standardized. The advertising rate is usually
very cheap compared to free TV thus the money received by cable operators is usually
very low. It was only in 2007 that the major cable operators reached an agreement to
set up clear guidelines in establishing advertising rates.
Thus the Thailand Cable TV Association does not have any clear guidelines
regarding the regulation of advertising because it is not a m ajor part of their
operations.
Kasem Inkaew explained that the mechanism for advertising regulation in
cable TV as follows:
The Thailand Cable TV Assocation does not have a mission in regulating
advertising in a clear and precise manner. This is because the nature of
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operations as a Paid TV operator with the major so urce of income from
member subscription. Advertising is not a major part of the business. It was
only until recently that advertising was allowed thus there are no clear
guidelines regarding the advertising practice . In addition the value of
advertising is much less than free TV (Kasem Intkaew, Interview, March 2,
2015).
Advertising Association of Thailand
The key informant explained that the Advertising Association of Thailand has
the authority and mechanism for regulating advertising. The association has the duty
to issue the code of ethics and regulations for creating advertising. In addition the
association encourages its members to comply by the rules governing advertising. The
association also works on improving the process for lodging complaints and
consideration of these complains. As a result the association has established an ethics
committee to process the complaints made about advertising. This committee is
comprised of various organizations including representatives from the TV stations,
academics, consumer protection groups, marketing association, and senior members
of the Advertising Association of Thailand. The number of members is considered
appropriate. If the committee finds that the advertising being considered violates a
law, the matter will be forwarded to the government agency in charge of that matter
for consideration (Tarawut Suebchua, Interviewed/Interview, March 9, 2015).
Topic 3: Obstacles and Problems in the Implementation of Advertising
Regulation by the Association
Digital Advertising Association (Thailand)
The key information explained about the obstacles and problems in
implementing advertising regulations. The association is done for a business purpose
and the members volunteered their cooperation. As a result it must be understood that
when the digital agencies come together they expect some benefit. If an agency feels
that they are not getting the benefit they expect, they are free not to join the
association. There are 23 member agencies. However, there are some agencies that
are not members so the association cannot regulate them. Only the government
agencies are capable of regulating digital advertising such as the ICT Ministry
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because they have the tools to block web sites that are illegal. The implementation of
the law has to be done by the police, who are designated to perform such actions.
Most of the problematic advertising was created by agencies that are not the members
of the association. A majority of the problems can be classified as follows:
1) (Advertorial/Embedded Advertising) Today the consumers in this
consumerist society prefer to search for information. When they search for reviews
such as opinions from bloggers. The sharing of opinions in the web boards especially
Pantip.com. The information is a combination of real consumer recommendations and
those that are created by product owners cheering their own products. This type of
hidden advertising is called “horse”. Consumers today are smarter so they can better
discern, which information is true.
2) Deceptive Advertising is an illegal. This type of advertising usually
comes from non-member agencies. Crooks engage in this type of activity in the form
of small advertising messages not like the ones made by advertising agencies. It is the
duty of the Website Developers Association to monitor this type of messages
appearing in the websites. In addition the consumer protection board is also a major
organization in providing information to the consumers so that they would be aware
and careful of deceptive advertising. Should there be a consumer complaint the issue
would be investigated and sent to the responsible agency for punishment.
Siwat Chawareewong explained about Obstacles and Problems in the
Implementation as follows:

Thus, it can be said that advertising in the digital space is different from
advertising on TV. This is because there is a process for screening the
advertising before it is broadcasted on free TV. In the case of an audience or
receiver complaint, the media channels must be responsible. This is very
different from digital advertising because a website selling banner advertising
might have so much advertising that it is impossible to screen all of it. This is
different from the advertising on Google/Facebook which are screened prior to
publishing it (Siwat Chawareewong, Interview, November 29, 2014).
Digital TV Advertising
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The key informant explained that the association did not find any obstacles or
problems in regulating the members. There are other problems with the signal
providers. Today there are 4 signal transponder providers. Channel 5 has two
transponders. Thai PBS has one transponder. MCOT has one transponder. PRD has
one transponder. These transponder operators have been licensed by the NBTC to
provide the infrastructure for the digital TV signal. As part of the license agreement
these signal transponder operators must provide nationwide coverage. The terms of
agreement has been set as to the number of provinces covered within a certain amount
of time. However, these operators have failed to provide the designated coverage
within the timeframe specified. As a result the viewers may have received the coupon
to redeem the set top box but there is no digital TV signal coverage in their area
(Suparb Kleekrajai, Interview, December 2, 2014).
Thailand Cable TV Association
The key informant explained that Thailand Cable TV Assocation does not
have a mission in regulating advertising. This is because the nature of operations
where advertising is not a major part of the business. Once allowed there were no
clear guidelines regulations and mechanisms to deal with advertising. Most of it was
from local businesses such as hospitals, hotels, or restaurants targeting the local
community. The advertising production was not a complicated affair. It was usually
done by the station sometimes having the news anchor being the spokesperson in the
advertising. The advertising is usually informative providing details about the product
rather than being persuasive. As a result there have been no complaints by viewers.
However, cable stations also receive free-to-air satellite channels that have
both content and advertising. The advertising in satellite channels are generally not
suitable. The advertising may be exaggerated, deceptive advertising, and direct sales.
The products using these strategies are drugs, food supplements, and health products
that cannot be advertised on free TV. These advertising may cause a negative impact
on the audience, who might misunderstand that the ads are produced by local cable
stations. As a result the complaints would be lodged against cable operators. This has
resulted in a negative impact on the reputation of the association.
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In 2007 the Thailand Cable TV Association started to give importance to
advertising by outlining guidelines studed from the Advertising Association of
Thailand and the Media Agency Association of Thailand. This is the effort of the
association to uplift the standard of advertising in local cable stations to be suitable
and on the same level as advertising in other media.
Advertising Association of Thailand
The key information explained that the Advertising Association of Thailand
has obstacles and problems in the function of the Ethics Commission . When the
Ethics Commission reaches an agreement to withdraw a certain ad because it violates
the code of ethics, the Advertising Association of Thailand cannot force the media to
ban the ad. This is because the Advertising Association of Thailand is not a media
regulator. The association can only enforce the decision on its members. Thus the
Advertising Association of Thailand can only request cooperation from the media in
implementing the decision of the Ethics Commission (Tarawut Suebchua, Interview,
March 9, 2015).
Topic 4: The Model, Mechanism, and Approaches for Advertising Regulation
in Thailand Study of Foreign Role Models
The key informant expressed his perception regarding advertising regulation
as having an evolution. The government initially regulated advertising then there was
a shift towards self-regulation. The government has always been supportive in the
enforcement of advertising regulation. In the case of food, drugs, and medical
equipment, approval must be obtained from the Food and Drug Administration
addition advice regarding advertising can also be requested. The Consumer Protection
Board will provide additional support regarding products not regulated by the FDA.
The informant had two types of conclusions regarding the possibility for
advertising regulation. The first conclusion is the implementation of the advertising
self-regulation as practiced by the Advertising Association of Thailand. This
represents development towards a more standardized regulation process although it
may not be applicable to all media. It is still considered a good model. (2) The coregulation model is proposed because advertising may have an impact in many areas.
This is especially important because businesses are critical in driving the economy. It
is proposed that the various agencies and stakeholders involved should play a role in
advertising regulation for a more just and standardized practice.
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The informant stated that advertising has progressed well in the area of
creativity. However, there has been too much emphasis on persuasion with less
consideration to the impact of society. This has resulted in the negligence of certain
good practices, which is a weakness of the advertising regulation. The ideal is to have
creativity developed hand in hand with good ethics and practices in advertising.
Suparb Kleekrajai expressed his view towards Thai advertising as follows:

Today Free TV has a collaboration with the Advertising Association of
Thailand to censor advertising. Now with the introduction of Digital TV, the
new stations have been invited to join this process. This process is made based
on the regulations issued by the government. The state is supportive of this
collaboration of different groups for a standardized self-regulation process.
(Suparb Kleekrajai, Interview, December 2, 2014).

Foreign Role Models for the Development of the Advertising Self-Regulation
in Thailand
The key informant stated that there are five reasons for Thailand to use foreign
role models in the development of the Thai advertising self-regulation. The first
reason is because of the strength of law. The second reason is the straightforward
enforcement of the law. The third is the responsibility of the media, creative, and
advertising agency. The fourth is the awareness of the public and the courts authority
in protecting the consumers should complaints arise. The fifth reason is the high fine
rate thus resulting in the small number of problems regarding advertising.
This is especially clear in the control of digital advertising in the US. The use
of deceptive advertising by having fake reviews online is an illegal practice. Most
digital advertising agencies realize the importance of this issue and are very careful to
avoid this problem. This is because Westerners are very rational in their decisionmaking. In the US and Europe there are audit agencies that monitor digital advertising
to verify its presentation schedule as referenced. The audit agencies will then stamp
their approval, which ensures the standardization of digital advertising rates. Digital
advertising can be monitored mechanically but the auditing agencies serve as an
added verification.
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The key informant has the opinion that the UK is a good role model for the
development of self-regulation in advertising. The government still has a role in
advertising regulation through OFCOM and ASA. This is a good model wherein all
relevant agencies are involved in regulating the industry so that advertising can
develop in the way that is accepted by all.
Siwat Chawareewong explained about the foreign role model as follows:

The US and Europe have development in the field of advertising before, thus
they have gone farther than Thailand. Their industries have a bigger impact on
the world than Asia. I believe that one day advertising in Thailand will get to
that level. (Siwat Chawareewong, Interview, November 29, 2014).

Topic 5: The Possibilities, Obstacles, and Conditions for the Creation of the
Advertising Council
The key informants agree that there is a possibility for the creation of an
advertising council but it needs the cooperation from many agencies especially the
government. The NBTC should play the role of the initiator and provide support in
terms of funding and policies for the establishment. In addition it should support the
self-regulation in the advertising industry. The NBTC, as a government agency,
should not come in to directly regulate advertising but allow self-regulation. Its role
should be to monitor at a distance and come in to provide assistance when a problem
occurs. In addition to establish the council it is important to have the laws supporting
it. This law is currently being proposed by the National Council under the
establishment of media practitioners’ national council directives. Under this same law
the advertising council in charge of self-regulation would be established.
The key informant agrees that the establishment of an advertising council is
possible. However, it is agreed that it would be a challenge to regulate all the media.
This is because the 67 million Thais have very diverse media consumption. In the
present the Advertising Association of Thailand regulates advertising on Free TV,
which is considered the main media in association with OCPB, FDA, and NBTC.
Therefore the new advertising council may not be able to regulate all of the
media. It is thus proposed that it should emphasize on media with a major impact such
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as all TV (including Free TV, satellite TV, cable TV and local cable stations), radio,
and the Internet. The organization must have a clear process for accepting complaints
and a fair process for reaching a judgment. The punishment must be standardized and
practical. In addition the media content producers should monitor the advertising
before dissemination.
Suparb Kleekrajai expressed his views regarding the establishment of the
advertising council as follows:

The organizations set up for advertising self-regulation in satellite, cable TV,
local cable, radio, and the Internet have not had sufficient experience in
performing their duties. (Suparb Kleekrajai, Interview, December 2, 2014).

Tarawut Suebchua stated his view about the establishment of the advertising
council as follows:
The establishment of an advertising council that is capable of monitoring all
media is possible. It must be created with the cooperation with all the
stakeholders including the Advertising Association of Thailand, Media
associations, and Marketing associations. The council should be established as
a central unit for self-regulation without interference from the government.
The emphasis should be on consumer protection and enforcement of the law
related to advertising. It would be easier if there were laws supporting the
establishment of the council. The National Council has a directive for the
establishment of media practitioners’ national council. The establishment of
the advertising council will be supported under this same law. (Tarawut
Suebchua, Interview, March 9, 2015).

Topic 6: Opinions Towards the Establishment of the Advertising Professional
Council
The key informants have opinions in the same direction. They believe in the
possibility of the establishment of the advertising council. However, the government
should not have a major influence in the operations of this council. There should be
cooperation in the implementation of the laws as a guideline. The key informants have
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two frameworks for the development of the advertising council as follows: (1) The
Advertising Association of Thailand should continue its role since it has been very
capable in implementing self-regulation. However, its responsibilities should be
expanded so that it can better serve the public. The interests of the people should be
central in the operations of this council to ensure that they would not be wronged by
deceptive advertising. The advertising council should be created for this function of
consumer protection drawing its members from advertising practitioners to engage in
self-regulation. (2) The establishment of a new advertising council, wherein the
Advertising Association of Thailand is one of its members. The council should be
supported by law governing its operations. Also a study must be conducted to find the
proper incentive that needs to be given to members. This would include the power to
negotiate with government agencies, gaining tax breaks, or receiving funding from the
government to develop personnel in the field of advertising.
Suparb expressed his opinions regarding the advertising council as follows:

I agree that there should be an advertising council as a representative of the
practitioners. However, it should not be redundant with the existing
organization. The Advertising Association of Thailand should have its
responsibilities and authority expanded so that it may keep up with the
development of technology. (Suparb Kleekrajai, Interview, December 2,
2014).

Tarawut stated his opinions regarding the advertising professional council as follows:

I strongly agree with the establishment of the advertising professional council
that monitors all the media. It should be created through the cooperation of
numerous agencies and stakeholders. It would be much easier to establish with
the support of law. This would be an opportunity to increase the standard of
advertising practice and knowledge. In addition there should be a license for
advertising practice to serve as a screening criteria to ensure that the individual
is ready for work. There should be a careful consideration of the framework
for the council and the incentives that can be given to members. The
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incentives can include negotiating power with the government, tax breaks, and
receiving support for developing advertising practitioners. (Tarawut Suebchua,
Interview, March 9, 2015).

Topic 7: The Components of the Advertising Professional Council
The key informants agree that the Advertising Council should be comprised of
many related agencies. The committee for the creation of the council should be
composed of the following:
1) Advertising practitioners associations
2) Media practitioners associations
3) Government agencies such as the NBTC, FDA, and OCPB
4) Legal Advisors
5) Academicians
6) Consumers
Topic 8: Funding for Operations
The key informants agree that it is important to consider which parties will
receive benefits from the membership. This would be tied to the source of the funding
such as the NBTC, which is the licensor and regulator. Once the advertising council is
created, the NBTC’s work would be must easier thus it should provide the funding.
Should there be other government agencies providing the funding, it is imperative to
ensure that the state would not attempt to meddle. Once the council is in stable
situation the funding should come from the cooperation of advertising practitioners in
the form of a contribution from the tax collected on advertising. However, it is
important to come to an understanding together so that it would be beneficial to all
parties involved.
Topic 9: Authority of the Advertising Professional Council
The key informants agree that the advertising council must have the authority
to enforce its decisions. It must not be a “paper tiger” having the power as follows:
1) It must monitor advertising before dissemination. However, in the
case of digital advertising it would be difficult because of the large number. In the
future advertising would be evaluated after dissemination unlike advertising in the
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past. Regulating advertising practitioners would be difficult thus it is important to rely
on complaints from affected consumers.
2) It has the authority to receive complaints ensuring effective
processing to reach a fair judgment.
3) It has the responsibility for advertising before and after its
dissemination.
Topic 10: Role of the Advertising Professional Council including Legal
Issues, Regulations, and Advertising Guidelines
The key informants have agreed that the advertising council should play a part
in the improvement of existing laws and development of new laws. Once these laws
have been formulated it should be presented to ensure that takes into consideration
moral and ethical issues.
In the past laws relating to the digital media can be categorized into two parts.
The first is the Computer Act and the Consumer Protection Act. The digital media
practitioners have collaborated with the government to develop laws governing the
digital industry. This is because the law enforcers do not have the knowledge but the
government ultimately did not use this law.
Topic 11: Advertising Practitioners Code of Ethics, Advertising Professional
Council
The key informants agree that there should be a standardized code of ethics
that can be applied to all advertising media. The emphasis is to protect consumers
from deceptive advertising. The code of ethics should be flexible enough so that it can
be implemented and advertising can still be creative.
Topic 12: Guidelines for Creating Fair Advertising for Consumers
The key informants agree that advertising creativity should be made with a
consideration for consumer protection especially children and youth. In addition
advertising must consider good Thai cultural values in terms of presentation and the
use of new technology.
Today Thai advertising has very good potential. However there is a clear
divide between good advertising that ensures protection of the consumers and a
modern view. It is important that advertising creative consider that advertising should
not mislead consumers.

192
Topic 13: Mechanism for Regulating Advertising by the Advertising Professional
Council
The key informants agree that there should be a standardized mechanism for
monitoring advertising in all media. Each media should have different details and
framework for consideration especially in food and drugs. The key issue is to make
sure that advertising is truthful and not deceptive. The communication must be clear
whether the review is truthful or paid. Even in the case of one product with
advertising in multiple media, it is important to ensure that the evaluation of the
advertising must be made in the same standard.
Topic 14: Mechanism for Accepting Complaints, Processing, and Punishment
by the Advertising Professional Council
The key informants agree that the advertising council should have the
authority vested in the law. It should be created by the agreement of all relevant
agencies in society. Based on this justification it should be able to accept and process
complaints. The mechanism should have a clear timeframe and have the presence of
government officials from the relevant organization. For instance if the complaint is a
violation of the law relating to the agencies such as the FDA, Consumer Protection
Board, and the NBTC, the relevant agency should have the authority to met out
punishment. In the case of violation of the code of ethics, the advertising council
should be able to punish the offender based on its guidelines.
The advertising professional council should develop a mechanism for the
processing of complaints. It must provide information regarding what type of
information or documentation needs to be provided. In addition it must provide
multiple means for complaint filing for the convenience of the consumer such as
through the Internet. The council must also have staff dedicated to the effective
assessment of the complaint within the timeframe.

6.1.2 In-depth Interview Group 2 Media Monitoring Organizations
Topic 1: Situation of the Advertising Problems in Thailand
The key informants provided two streams of problems in Thai advertising as
follows:
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1) The first dimension is about the management of advertising as
follows:
(1) The rating cannot encompass all media especially the newly
established digital TV. Normal advertising practice is regulated through a rating
agency.
(2) The advertising budgets are concentrated in the major channels
namely Channel 3 and 7.
(3) The management of rating agencies have not been done
properly because AC Nielsen has been holding the monopoly. In the future it is hoped
to have a better means for selecting the rating agency with a concession period of 6-7
years.
2) The second dimension arises from the advertising media as follows:
(1) Satellite and cable TV have increased in numbers with no
mechanism in advertising monitoring. The exception is major provider like True
Vision that previously did not have advertising. However, now that it has advertising,
there is a process for regulating it.
(2) In radio there is a serious concern regarding advertising of
food, drugs, and diet pills.
(3) The online media provides an easy access to consumers.
However, it is difficult to monitor this media especially in the case of food
supplement advertising. When there is an attempt to make contact regarding a lawsuit,
the culprit would close the website. But this type of deceptive advertising is still
prevalent.
There are also some issues regarding advertising on Free TV. Examples
include the advertising of cheap tour services. However, when the day of travel comes
the customers are left empty handed at the airport. The investigation at the Civil
Aviation found that the airline did not even have a permit to operate flights. This case
is considered deceptive advertising on Free TV. Normally advertising on Free TV is
monitored before broadcasting through a process that has already been well
established. This is done through the collaboration between the various TV channels
with the Advertising Association of Thailand. The same practice will be done with the
newly created digital TV stations.
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The NBTC does not always monitor advertising. It takes more of a reactive
stance waiting for complaints regarding advertising in the broadcast media. In some
cases the NBTC might witness the wrongdoing or in some cases the deception might
be a topic of social interest. The NBTC will then file a complaint and submit it for
action through the consumer protection agency.
Phairoj Kanungsup Director Secretariat Office explained the problems in Thai
advertising as follows:

The problems seen commonly in advertising on satellite and cable TV are
exaggerated claims. These include very cheap airline tickets or advertising
giving discounts and premiums that don’t indicate the date the program starts
and ends. This type of advertising is monitored by the Consumer Protection
Board, which always finds some sort of violation. (Phairoj Kanungsup,
Interview November, 18, 2014).

Topic 2: The Importance of Professional Media Associations
The key informants agree that the practitioners may group together in an effort
to create a mechanism for self-regulation based on a common ethical code of conduct
for presenting suitable advertising. The association may deal with the member that
has violated the code accordingly. The role of the state such as the NBTC should only
be involved in cases where there is a violation of the law. The practitioners’
association may choose to punish the member in the case of law violation as well.
However, in the case of violation of the code of conduct the government should not be
involved.
Therefore the self-regulation of advertising should be a means for assisting the
government because the state cannot effectively monitor all of the media on its own.
This is because the state does not have sufficient manpower to do so.
Ramida Jarintippitak Executive Director of Broadcasting explained the
importance of forming practitioners’ associations as follows:
The formation of practitioners’ associations would create a mechanism for
self-regulation in each particular medium. However, there would be no mechanism to
follow-up on that piece of advertising if it is released in other media. Therefore, there
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should be a regulating body that encompasses every media for it to have the necessary
influence. (Ramida Jarintippitak, Interview, December 12, 2014)
Topic 3: The Development of Professional Associations by Media:
Discussion of Authority and Mechanism for Regulating Members
Standardized Practice
The key informants agree that the practitioners’ associations by media have
differing mechanisms and standards of practice, which is dependent on the mission,
vision, and framework.
In addition the NBTC has issued a basic code of ethical conduct for the 200
some associations to use as a guideline. However, each association already have their
own codes of conduct, which are different. Therefore, adding the code issued by the
NBTC does not help because some associations are very strict while others are
negligent. Some major media organizations do not pay much attention to these
regulations and recommendations made by regulating bodies.
Phairoj Kanungsup expressed his opinion regarding the standard, authority,
and responsibility of regulating bodies by field as follows:
There is no standard in the authority and mechanism for regulating
advertising. It is highly dependent on each respective association thus there is
no single standard operating procedure. (Phairoj Kanungsup, Interview,
November 18, 2014)
Topic 4: Obstacles in Self-Regulation by Media Professional Associations
The key informants agree that the self-regulation by separate practitioners
based on media has many implementation problems and obstacles. First is the
problem in regulating the large number of members. Because of the sheer number, not
all of the members can be properly monitored. When found to be guilty the culprit
usually resigns from the association. In effect the association loses the authority to
punish them in anyway.
The NBTC is directly in charge of supporting the self-regulation mechanism
among media practitioners. However, in actual practice not all associations are strong
enough. The only exception is the Advertising Association of Thailand, which has a
strong process collaborating with the major Free TV channels.
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As a result the NBTC has a new mechanism modeled after the UK. In the case
that association members are found to be guilty of malpractice, they would not be too
heavily punished. On the reverse if a non-member company violates the code it would
be punished more severely. Therefore, in the associations where there is no strong
self-regulation practice, the NBTC will play a bigger role is regulating the advertising.
For instance in the case of malpractice, the agency would be punished. It is also
expected that the company would punish the person responsible for the malpractice
accordingly.
Phairoj Kanungsup explained about the obstacles and problems in selfregulation of practitioners’ associations as follows:

It is not strange to have problems since associations are comprised of members
from different organizations. The gathering of practitioners’ associations is
considered a benefit in reducing the burden on the state. (Phairoj Kanungsup,
Interview, November 18, 2014)

Topic 5: The Ideal Mechanism of Advertising Self-Regulation
The key informants agree that self-regulation or co-regulation must start with
support from the government. With the state providing support for the establishment
of the practitioners’ association, it would be the co-regulation. When the association
becomes stronger, it can shift of self-regulation at a later time. This new organization
that will be created should enhance the standard of advertising practice in Thailand.
The emphasis should be on the ethical code of conduct and responsibility to the
customer and society. Advertising should not be deceptive or exaggerated. It should
be regulated to be reasonable and not violate the law. The advertising regulation
should be expanded to include the satellite and cable TV as well.
The key informants expect that the Free TV and Digital V (48 stations) that
are currently developing their content and coverage will become the effective major
force in pushing for quality content. It should come replace satellite TV (which has
better coverage) and local cable TV (which has more attractive content). Also the
digital TV should drive the satellite and cable operators to improve the quality of their
content.
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The Suitable Foreign Role Model of Advertising Self-Regulation
The key informants introduced many models of foreign advertising selfregulation. The ASA from the UK is an example of self-regulation and OFCOM as a
model co-regulation. Japan, Korea, and Singapore have strong self-regulation
therefore there is no state involvement in the regulation.
In Australia there is the Advertising Standards Bureau (ASB), which is an
example of co-regulation with the various advertising practitioner associations. The
advertising industry creates the regulation process and collecting complaints, while
ASB plays a part in the mechanism.

Thawatchai Jittrapanun explained the suitable foreign role model as follows:
I would like to see the Thai advertising self-regulation take the same form as
the UK, which has the ASA and OFCOM as co-regulation. This would ensure
a smooth process in advertising self-regulation. (Thawatchai Jittrapanun,
Interview November 19, 2014).

Topic 6: The Possibilities, Obstacles, and Conditions in Establishing the
Advertising Professional Council
The key informants agree that there are two issues that need to be considered
in the establishment of the advertising council- 1) who would be the leader in
establishing the council and 2) funding the council’s operations.
The council should be formed with the state taking the lead role. The NBTC
should support in terms of the development process, framework for establishing the
council and part of the funding (from its fund). This will establish the role of the
NBTC in the early part of the establishment of the council. Once the council is strong
the NBTC might reduce its role. The council should be created with the agreement of
the advertising practitioners that see a common benefit so that the self-regulation can
be implemented effectively.
Phairoj Kanungsup expressed his views regarding the possibilities, obstacles,
and conditions in establishing the advertising council as follows:
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I would like to see the establishment of the advertising council. But I
am concerned would be organizing it and where would the funding
come from. The government may come in to play a supporting role
however, when the council is strong enough, the state must reduce its
role. (Phairoj Kanungsup, Interview, November 18, 2014)
Topic 7: Opinions Towards the Establishment of the Advertising Professional
Council
The key informants agree that there should be the establishment of the
advertising council. It should be like a big umbrella that will encompass all media
ensuring standardized self-regulation of advertising. The NBTC as a state agency
should provide the funds and support the operations in the initial stages. Once the
council is strong, the NBTC should reduce its role to only provide funding. The
responsibility in regulating advertising should be given to the council, which
comprises of members from the practitioners of the various media that have come
together.
It has been proposed that all TV channels should be regulated this includes
free TV, local cable, satellite, and all radio stations. It would be ideal if the council
can monitor every media.
Thawatchai Jittrapanun expressed his opinion towards the establishment of
the advertising council as follows:
I strongly agree that the television media and radio should be monitored. This
includes free TV, local cable, and satellite TV. The NBTC can assist in
monitoring these media. However, it would be ideal if all of the media can be
regulated. (Thawatchai Jittrapanun, Interview, November 19, 2014).
Topic 8: Member Composition of the Advertising Professional Council
The key informants agree that the Advertising Council should be comprised of
many related agencies. The committee for the creation of the council should be
composed of the following:
1) Advertising practitioners associations
2) Media practitioners associations
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3) Government agencies such as the NBTC, FDA, and OCPB
4) Operators
5) Legal Advisors
6) Academicians
7) Consumer protection groups or NGOs
The representatives of these groups should play a part in forming committees
such as the ethical and moral code of conduct committee, complaints management
committee, complaints assessment and judging committee.
Topic 9: Funding for Operations
The key informants agree that the funding should come from the following
sources:
1) Funding from the NBTC in the initial stages
2) Collection from members
3) Donation from various foundations
Topic 10: Authority of the Advertising Professional Council
The key informants agree that the authority of the advertising professional
council should include the following:
1) The authority to regulate advertising to ensure justice and
responsibility to the public by monitoring advertising before its release.
2) The authority to regulate members based on code of ethics with
guidelines for punishment such as fines, revoking the membership status, and losing
certain benefits for not complying with the regulations.
Topic 11: Role of the Advertising Professional Council including Legal
Issues, Regulations, and Advertising Guidelines
The key informants agree that traditionally the state issues the laws. Once
there is a violation of the law the sate must enforce the law. In some cases the
advertising agency might also be punished by their association. Therefore the
advertising council should play a role in the development and improvement of the
laws because they are directly affected by it. In addition the practitioners have a better
understanding of the problem. Thus, the advertising council should have a say in the
development of the law so that it would be created to suit the current modern context.
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In terms of ethical conduct, the council must be responsible for enforcing
compliance. Should there be a violation, the members must be punished. The
government does not need to be involved in this process.
Topic 12: Advertising Practitioners’ Code of Ethics, Advertising Professional
Council
The key informants suggested that there should be a “minimum requirement”
in showing responsibility to the consumers and the public. Advertising should be
truthful. This should be the standard ethical practice for all media. Each media may
have their own details but it must not be less than the minimum requirement set.
Topic 13: Guidelines for Creating Fair Advertising for Consumers
There should be truthful and complete presentation of information regarding
the product. For example a car advertising claiming fuel saving capabilities but it
cannot be done in reality. In this case it is necessary to state the condition in which it
could be done for instance in the lab. This is a difference between western and Thai
advertising. In western advertising this information must be clearly stated.
1) Advertising should not be forced on to the consumer such as
placement in news programs and sitcoms. This violates the law allowing no more than
12 minutes advertising in one hour.
2) Advertising should not create false beliefs.
3) Advertising should not mislead the consumer.
Topic 14: Mechanism for Regulating Advertising by the Advertising
Professional Council
The key informants presented the idea that advertising should be regulated in
every media. There might be differences in the regulating mechanism because of the
differing nature of the media. However, there should not be much of a difference.
Therefore two frameworks have been presented as follows:
1) The advertising council should have the authority to set the frame
for the regulating advertising. This framework should be created for each respective
media so that each will have suitable mechanisms. This framework can be called
“Framework for considering advertising in…..”. Then this framework can be used by
each media association for considering advertising before its release.
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2) The advertising council has the power to set up committees to assess
advertising before its release (as much as can be done). This should set the benchmark
for practice in all media for assessing advertising before its release.
Topic 15: Mechanism for Accepting Complaints, Processing, and Punishment
by the Advertising Council
The key informants suggested that the advertising professional council should
have a good self-regulation process. This should include complaint management and
assessment up to the punishment. This process should be done in this one
organization. A committee should be set up to assess and make a decision on the
complaints. However, punishment can only be done to a certain degree such as
revoking membership status or social sanctions.
However, should the complaints not be acted upon or the consumer feel they
have not received a fair outcome, they can submit their complaint to the NBTC. Once
the NBTC makes its decision to punish an agency, the council must comply.
However, if the council already issued a punishment and the member still does not
comply, the NBTC has the right to file a lawsuit against that member.

6.1.3 In-depth Interview : Group 3 Media Monitor Organizations
Topic 1: Situation of the Problems of Advertising in Thai Society
The key informants explained that the problems of advertising in Thai society
can be grouped into three categories as follows:
1) The problem in the media content producer because the responsible
people do not have the basic knowledge in mass communications thus they use media
for the wrong purpose.
Today there are many new media organizations coming up especially in
the major media such as TV, radio, and print. In the present day the online media
allows access to more people thus causing the loss of the ethical standard in media
practice. This is because not all of the practitioners have a background in mass media.
Technology is also a major impetus driving this situation therefore it becomes a
challenge to create a standard ethical media practice. The radio station can be easily
be set up thus creating quite a number of advertising complaints. This is because
many of those operating community radio stations do not have a background in mass
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communications. The owners of these community radio stations are usually influential
people in the community. These people use the radio stations for their own personal
purposes as well as making a profit from their investment. There is no guideline of
proper media usage thus it is observed that many of the advertised products have no
approval from the FDA. It is therefore an operation of media without the proper code
of conduct and code of ethics to create advertising as a tool in a media controlled for
personal influence.
2) The Problem Arising from Unsuitable Advertising Content
Today advertising in Thailand is very free. Despite strict controls in
some media some advertising still continues to violate the law. Some advertising still
use persuasive language regarding beauty, handsomeness, fairness of skin, wealth,
longevity, being free from illness, and sexual prowess. Many of these products have
not been registered properly with the FDA. The foundations and associations for
consumer protection hope that the FDA can be the organization for screening the
advertising before dissemination. However, due to the large number of advertising
through diverse media channels such as satellite TV, local cable TV, and community
radio, it becomes impossible to screen all of the advertising. This is the reason that
deceptive advertising with no regard for the law is still seen. In the free TV, which is
a major media, despite monitoring of the advertising there are still those that violate
the code of ethics, presenting deceitful information, with no regard for taste and
decency. There are advertising messages from some drink companies that use
business strategy such as sales promotion through the submission of bottle caps for a
lucky draw to lure consumers to believe they could be rich. In reality the possibility of
winning is very low. Also there are advertising that intentionally avoid the law by
twisting the messages. The FDA and the OCPB cannot address these problems
because it is beyond the scope of their authority. Such violations are considered to be
in the domain of the public administration unit in the Ministry of Interior, the
complaint can only be processed in the case that a consumer files it. However, in the
most part consumers do not file complaints in these types of advertising. The
practitioners’ use this loophole to continue presenting deceitful advertising in free TV.
3) The Problem Arising from Self-regulation
The major problem is the lack of a standard practice in the regulation of
different media. For instance regulation of the Internet is under the ICT Ministry,
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which is more concerned about violations of the monarchy and national security.
There is no emphasis on the negative impact on the receiver of the message.
In terms of the media such as television and radio, which is regulated by the
NBTC that depends on its interpretation of the law. The emphasis is on regulating
advertising that is deceitful and exaggerated. However, advertising has more impact
beyond that such as creating misleading messages and promoting the wrong set of
beliefs. For instance women who have dark skin when watching whitening products
advertising might feel that they are not normal. This is the same case that might
happen when fat women see presenters who are thin on TV. Being white or thin can
be a good thing, which is why the law does not cover this issue because it is a matter
of personal taste.
Currently the NBTC does not have any regulations regarding advertising
therefore there is no standard guideline what is good advertising based on good code
of conduct and ethics. There is no regulation to limit the advertising time to 12
minutes per hour and advertorial or embedded advertising. This is the reason that
NBTC only goes after deceptive and exaggerated advertising.
The NBTC is not concerned with the programs that have advertorial/
embedded advertising all day in the series, news programs, and game shows. This is
considered an abuse of the consumer, but the NBTC has no authority to take any
action against it.
Print media also has problems in advertising because there is only regulating
through the OCPB, which does not encompass every media. Most of the problematic
advertising is found in the agriculture magazines that violate the Food and Agriculture
Organization of the United Nations (FAO) guidelines. Many of the agriculture
publications violate this regulation because the only monitoring organization is the
OCPB, which is only concerned with the labeling regulations of the OCPB. There is
no consideration of the guidelines of the FAO.
Visarut Piyakulawat expressed his views regarding the problems of Thai
advertising as follows:
The core of the problem in Thai advertising comes from the lack of ethics of
the owners of community radio, who can easily set up their own station. The
owners of these community radio stations are usually influential people in the
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community. These people use the radio stations for their own personal
interests (Visarut Piyakulawat, Interview, November 4, 2014).

Topic 2: The Importance of Self-regulation Media Professional Organizations
The key informants expressed the view that today the formation of
organizations of practitioners are done for business benefits with no intention of
setting up standard practices or protecting the consumer.
In addition these associations are not true representatives of the practitioners
in the industry. They are usually groupings of those who are associated or have
business mutual benefits. Therefore, the so-called practitioners’ organizations are not
true representatives of the media they claim they represent.
A good practitioners’ organization should be the true coming together of those
who really represent the group in order to set the standard of practice in that particular
media.
Boonyuen Siritham expressed her views on the practitioners’ associations’ as
follows:
The practitioners’ organizations are the groupings for business interests that
rely on advertising revenues. There is no real intention to set the standard of
advertising or protecting the consumer (Boonyuen Siritham, Interview,
November 22, 2014).

Topic 3: Discussion of Standardized Practice in Professional Media Organizations
on Authority and Mechanism of Regulating Members of the Advertising
The key informants have similar observations that the practitioners '
associations of the various advertising media do not have real authority and
standardized practice. This is because the formation of the organizations are done on
their own with no law supporting their existence and practices . The authority,
regulations, and mechanisms are all created on their own therefore the associations do
not have any real power over the practices of the members. Some associations have
no authority and no real guidelines of practice over the members. As a result these
organizations cannot control their members. In some cases should members feel
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disatisfied they can simply leave the organization and doing so does not have any
impact on their business.
In addition the key informants recommended that the practitioners' of every
media should have a certification (like that of doctors) to ensure that there is a
sustainable standard. The certification would ensure that the practitioners' have the
necessary comprehensive training and knowledge regarding the communications
practice. The process will promote the level of professionalism by ensuring that those
who enter the industry are well developed. One of the key informants suggested that
the process should be co-regulation because self-regulation has not been very
successful. Co-regulation is a cooperation with the state wherein the state has a role to
enforce its authority in case the practitioners' organization cannot do so. The key
informant suggested that the state issue a media license to practice. Any violation
would lead to a formal warning and eventual revocation of the license. This will
create a real mechanism of regulation that is standardized and can be really
implemented effectively.
Uajit Virojtrairatt explained about the authority and mechanism of selfregulation in practitioners’ organizations as follows:

There is no standard practice. Some organizations do not have the full
authority because the membership is voluntary. In the case the members are
not satisfied with any of the associations actions, they can just leave (Uajit
Virojtrairatt, Interview, December 8, 2014).

Topic 4: The Obstacles and Problems in Advertising Self-Regulation of
Media Professional Organizations
The key informants agree that the major obstacle in the self-regulation of the
various practitioners’ organizations is the lack of full authority over the members.
This is because the associations are not established with the support of the law and
membership is voluntary. There is no standard practice because the organization is set
primarily for protecting business interests. Therefore, the organization cannot force
any action on its members when they do wrong.
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Some key informants suggested that the co-regulation format should be
implemented by balancing the freedom of expression, with free trade and freedom of
creation. This should be made on the basis of equal treatment and professional code of
conduct.
Boonyuen

Siritham

explained

the

obstacles

and

problems

in

the

implementation of self-regulation in the practitioners’ organizations as follows:

There are many obstacles and problems because many of the associations
cannot really regulate their members despite their best efforts. This is because
the associations have no real punishment measures and the lack of strict law
enforcement (Boonyuen Siritham, Interview, November 22, 2014).

Topic 5: Ideal Advertising Self-Regulation in Thailand
Some of the key informants suggested the use of the co-regulation model. This
is because the self-regulation model has not been very successfully implemented.
Some conceded that there could be self-regulation but the state must play a role in
supporting the association.
The media reform has to be completed first. Then the advertising practitioners’
organizations can come together by signing an MOU of collaboration to establish the
advertising professional council. There should be a law supporting this council in
order to create a standard practice of regulation and protection of the consumer. The
NBTC should be the major contributor and supporter creation of this council. There
should be the establishment of practices and punishment measures. The law should
require that advertising practitioners get a professional license. In case of malpractice
the license can be revoked. In addition there should be the creation of advertising
monitors in each area.
Suitable Foreign Advertising Self-regulation Models
The key informants presented the practices in Australia and the U.S. as
follows:
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Australia
The model in Australia, which is in the Asia-Pacific Economic Cooperation
(APEC), has been used as the example for the establishment of the advertising
professional councils in the region. There is no such organization in APEC before
this.
APEC has the policy to support self-regulation practices in advertising without
having state interference in business operations. This is to ensure the freedom and
standard of practice in APEC. This led to the meeting of the International Council on
Advertising Self-regulation (ICAS) with the China Association of National
Advertisers held in China. APEC suggested the case of the Australian Advertising
Standards Bureau (ASB) as an example for implementing advertising self-regulation
for standardization of the advertising practice in the region. The ASB is an
independent agency but has the state authority in developing the Code of Conduct,
which should be the same standard across APEC based on the Consolidated Code of
Advertising and Marketing Communications Practice by the International Chamber of
Commerce (The Consolidated ICC Code). There should be a mechanism for receiving
complaints, processing and punishment. ASB is an example of an organization that
has a good cooperation with the state, public, professional organizations, media, and
related industry continuously over the years.
The bureau for self-regulation of advertising that will be established needs to
receive the support from the producers/service providers, media industry, advertising
industry, civil society/community, and the state. The use of the ICC Code as the basis
of the development of the code suiting each respective country should be done so that
the resulting code can be truly implemented.
In terms of the funding there should be support from all related organizations.
There should be the creation of committees to run the operations comprising of
routine staff and experts. This must include the process for receiving complaints and
guidelines for punishment.
United States of America
The role model of the United States of America comprises of many related
agencies in the regulation of advertising including academics. The advertising is
censored before dissemination in TV media. There is also a monitoring system after
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the dissemination of the advertising known as the “Consumer Report”. This is an
organization that tests the products that are advertised to see if they can perform as
claimed. The tests are developed using scientific method and is trusted by the public.
This is a good way to balance the power of the practitioners’ organizations resulting
in the benefit to the consumer. The practitioners’ usually act on their own benefit thus
it is necessary to have an organization to balance their claims.
Uajit Virojtrairatt explained that the suitable advertising self-regulation
process in Thailand should be as follows:

Thailand has a problem that self-regulation practices have no real authority
over the members. The best method should be a co-regulation combined with
self-regulation (Uajit Virojtrairatt, Interview, December 8, 2014).

Topic 6: The Possibilities, Obstacles, and Conditions in Establishing the
Advertising Professional Council
The key informants agree that there is a good possibility in the establishment
of the advertising professional council. Some of the obstacles include the following :
1) Community radio is a very tough media to regulate. This is because
there are so many community radio stations. Thus, it is necessary that the NBTC
create a mechanism for self-regulation of community radio stations in order to create
a standard ethical practice for this media. However, it is recognized that this cannot be
done in all of the stations.
2) On-line media has the biggest problem in terms of regulation. This
is because some people who use this media feel that it is their personal space so they
are free to do anything with it. However, in reality it is a public space that is easily
accessible in sending and receiving information. This media has just recently entered
Thailand and has rapidly developed to the point that users find it hard to catch up with
the changes and understand. This results in the formation of wrong attitudes regarding
the use of this media. In addition the literacy level of understanding in this media is
very low. This is because most of the users of the Internet do not have any basic
knowledge in communications. As a result they end up using it in the wrong way.
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3) Failure to implement self-regulation in all media in Thailand –This
can happen despite support from the state. This is because there is no effective means
to monitor all the media and there is the probability of interference from politics.
The conditions for the development of the advertising professional council
includes the following:
1) The establishment of this organization needs the collaboration of the
state. It is the role of the state to help in the establishment of this organization. There
should be a process of self-regulation despite the fact that it may not encompass all
media. It should at least cover the TV and radio media.
2) There should be completion of the media reform. This will lead to
the creation of the law supporting the establishment of the advertising professional
council. The punishment should start from minimum to maximum level. For instance
if an advertising featuring exaggerated claims is found on television or radio, the
initial response is to issue a warning. The next step is to ban the sales of the product
for three months, then revoke the license and eventually close the station.
Uajit Virojtrairatt expressed views regarding the possibilities, obstacles and
condition for setting up the advertising professional council as follows:

Although there is a good possibility to set up the advertising professional
council, there are still obstacles and conditions that need to be overcome. This
is because the nature of self-regulation in Thai media still cannot be truly
implemented (Uajit Virojtrairatt, Interview, December 8, 2014).

Topic 7: Opinions towards the Establishment of the Advertising Professional
Council
The key informants agree that there should be the establishment of the
advertising professional council. This is because the media especially the advertising
practice should have a higher standard of practice. The number of advertising media
has increased from the past therefore the standard practice should include the
following measures:
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1) There should be a joint understanding among all the related
organizations regarding the establishment of the advertising professional council. In
addition the council must be supported by law.
2) There should be a careful study of the model and approaches of selfregulation to create the mechanism and code of conduct, which would be the standard
practice without stifling creativity with an emphasis on consumer protection.
3) Control the formation of the organization within the framework of
self-regulation that has been developed.
Topic 8: Members Composition of the Advertising Professional Council
The key informants agreed that the members of the advertising professional
council should include the following:
1) Advertising practitioners’ associations
2) Media practitioners’ associations
3) State agencies such as the NBTC, FDA, OCPB, and Public
Relations Department
4) Business owners
5) Academics
6) Consumer groups or NGOs
Some of the key informants suggested that the NBTC should not be
represented in the committee of the advertising professional council. The role of the
NBTC should only be to support the founding of the council and operations in the
initial stages only.
Topic 9: Funding and Operations Fund
The key informants agree that the initial funding should come from the
following sources:
1) State agencies that have a budget for consumer protection or have
spending budget for media
2) Funding from member organizations such as the fee taken from the
advertising budget of the advertising agencies
Topic 10: Authority of the Advertising Professional Council
1) Creation of the standard practice, conduct, and ethical framework
for creating suitable advertising
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2) Creation of the code of conduct, code of ethics, and code of practice
3) There should be a mechanism to monitor through random selection
for research and study
4) There should be a mechanism

for accepting complaints,

consideration, and judgment. There should be the guidelines for fines, repayment, and
remedial action for individuals and organizations affected by malpractice.
Topic 11: The Role of the Advertising Professional Council Regarding the
Law and Regulations of Advertising
The key informants agreed that the advertising professional council should
have the role regarding advertising laws and regulations with the reason as follows:
1) In the case the group that creates the law is not the same group for
the implementation there will be a discrepancy in the practice. This will create a
loophole in the practice or an avoidance to comply with the law. The council should at
least be able to take part in making suggestions regarding the modification of the law
such as the Consumer Protection Act B.E. 2522 (1979). The modification should be in
the manner of a positive contribution rather than just forcing certain practices. This is
because the Thai society is developing at a much faster pace than the law that is
created at one point in time can keep up with. Therefore, the law should emphasize
and promotion of development rather than simply control.
2) The law should be related to the code of conduct, code of practice,
and code of ethics. There should be a study to evaluate the needs of the law before
designing the various codes. Even if ethics is not law, however it is the responsibility
of the practitioners’ to adhere to such practices. The code of conduct and code of
practice are the details for practices that should be in line with the law.
This organization should not only make suggestions regarding the
modifications in the law. The council must monitor the changes in the media that
happens rapidly through research. This will help the council to be proactive in making
adjustments to the law in a timely manner.
Topic 12: Standard Code of Conduct for the Advertising Professional Council
The key informants agree that there should be code of conduct, which is a very
complicated matter. This code should be more than the law. It should be able to create
detailed information regarding the practice of advertising. This code must be enforced
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strictly and its implementation must be standardized with emphasis on the following
issues:
1) Human rights (should not have discrimination against those who are
dark colored, midgets, transgender, etc.)
2) Promotion of peace and order
3) Promotion of a sufficiency and sharing society
In addition there should be the code of conduct that suits each media so that it
can be truly implemented in line with the standard code.
Topic 13: Guidelines for Creating Fair Advertising for Consumers
The key informants agree that advertising should be created with a frank
presentation of product/service benefits without using persuasion techniques that may
lead to misunderstanding. Thus, to be fair to the consumer, advertisers should not use
the following types of advertising:
1) Exaggerated claims
2) Deceptive advertising aimed to mislead the consumer
3) Should not engage in advertising that persuades or creates unease in
the consumer by comparing on basis of body figure and skin color. This may result in
negative perceptions of the consumer that degrades the individual, which is a
violation of human rights.
Some key informants suggested that there should be an organization that is
similar to the “Consumer Report” in the United States of America. This type of
organization will balance the power of the practitioners. Although advertising may be
censored, this organization will ensure that products perform as claimed with no
exaggerated claims are made. Products that fail the test should withdraw the
advertising. In this way consumers will learn to know which advertising to trust and
not believe such claims again. This will lead advertisers to be more careful in creating
advertising messages.
Topic 14: The Guidelines for Assessing Advertising by the Advertising
Professional Council
The key informants agree that there may technical differences in the
assessment of advertising in different media. This is because each media may be
different thus the assessment should reflect the difference with respect to the standard
that should be enforced in the same way in all media as follows:
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1) Code of Conduct/ Code of Practice should be set as the guidelines
for the development of creating advertising
2) Code of Ethics should be set as the standard of ethical practice
These two issues should be the standard practice in all advertising
media.
Topic 15: The Process for Complaints Management in the Advertising
Professional Council
The key informants presented suggestions as follows:
1) The advertising professional council would have difficulty in
implementing self-regulation because it would be a challenge to have legal support. It
is thus suggested that consumers can file complaints to the relevant state agency.
Another option is to use the co-regulation model with the state supported by law.
With legal support the council can operate in accordance to the law in receiving
complaints, processing and issuing punishment.
2) There must be a consideration if the offence is a legal violation or
code violation. In case it is a legal violation the council cannot enforce a punishment
thus it must forward the case to the relevant state agency. In the case that it is a
violation of the code of conduct or code of ethics, the council can reach its own
verdict and issue the punishment.
Some of the key informants suggested that this organization should have the
authority to collect, process, and reach a verdict in one organization. The council
should have members from all relevant organizations such as practitioners’,
academics, and representatives of the public to strike a balance of power.
On the part of the punishment, there can be many ways to implement it. In
case that there is a certification for the advertising professional, punishment can be
done by temporarily revoking the license for 3 months, then one year and a permanent
ban eventually. This will make the advertisers more responsible. Setting up fines is
not a good way of solving the problem because it does not address the root cause of
the issue.
6.1.4 In-depth Interview : Group 4 Advertising Academics
Topic 1: Situation of the Problems of Advertising in Thai Society
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The key informants had a diverse view about the problems of advertising in
Thai society that can be concluded as follows:
1) The development of technology and creativity do not go hand in
hand.
Technology has enabled a more varied method of communications. This
allows for new ways of creating content leading to the change in advertising. The new
type of advertising is more interactive and can target a more specific group. This has
led to more creativity in the advertising due to this increase in freedom. There is no
fixed theory dictating the creation of advertising. The form and creative content has
changed. Instead of using the main media advertisers are turning to alternative media
such as online media. This may be beneficial for creative but it has resulted in the
creation of messages that emphasize violent emotions and persuasion that may be
negative to the consumer.
There is also a difference between the new and the old generation of
advertisers because both groups grew out of different social contexts. These two
groups have differing views regarding advertising. The older generation has the
perspective that consumers are helpless and need to be protected. However, the newer
generation believes that consumers have the ability to seek additional information.
The exposure to advertising messages are made out of the consumer’s own volition.
Therefore the new advertising practitioners employ more of the new technologies
resulting in problems and negative impact of advertising on the consumer.
However, holding different opinions is not wrong. It should be held
together through partial regulation. Full regulation or control does not contribute to
learning within the society.
2) A problem in violating the code of ethics by presenting messages
that are not done in good taste and decency and the usage of interpretive means to
avoid the law.
The advertising in Thailand is regulated by clear laws such as the law
prohibiting the presentation of content regarding the monarchy, alcohol advertising,
and presentation of nudity. As a result most of the advertising do not violate the law.
However, advertising is done violating the code of conduct and code of ethics through
the presentation of content that has no regard to human dignity, no good taste and
decency, or the lack of manners in presenting advertising messages. The advertisers
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do not have any regard about the social context or impact on society such as
discrimination based on skin color or race. Some advertising carry degrading
messages that shows a lack of honor for the human condition. This includes
advertising for Twin Lotus toothpaste, Darlie toothpaste, and Durex advertising,
which can be found in free TV. Once consumers file complaints against them these
advertising get released in the online channel to a worldwide audience. As a
consequence when people see such demeaning action they would be boycotted. This
is called social sanction, which is a means of regulation within the society. In civilized
societies such demeaning messages based on gender, skin color, and race will not be
seen in advertising unlike in Thai advertising that uses such content as a joke. It may
not violate the law but it shows a lack of responsibility and bad taste.
In addition advertisers avoid the law by using interpretation. The
message would be presented as the advertiser intends it to be but in a way that avoids
the law. When such practice is coupled with frequency in advertising, the consumer
gets persuaded in the way that is intended by the advertiser. This is seen often in
children snacks, food, drugs, and beauty products. Most of the content as such are
exaggerated claims, deceptive information, and intentional persuasion to mislead the
consumer.
This is the consequence of the fact that there is no Thai Code of
Conduct Guidelines that is designed for specialized products in a standard manner.
The measures are only done based on past practices and the opinions of the individual
officer doing the initial assessment. This is different from the foreign examples that
have clear specific codes of conduct for each category.
3) The reactive mentality of advertising assessment is another problem.
The advertising in Thai TV has to go through an assessment process
before airing. However, the committee in this process does not have any regard to the
impact of the advertising after airing. They only consider the advertising in such a
way so that it will pass the regulations and requirement of the law. Therefore these
committees just assess the advertising with no consideration about the complaints
process and remedial action. However, for a comprehensive function of advertising
assessment there should be a consideration of the assessment, investigation, and
remedial action. However, the advertising associations have no authority to ban, fine,
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or punish any malpractice. The state agencies such as the Office of the Consumer
Protection Board (OCPB) and Food and Drug Administration (FDA) are the ones with
the power to enforce the law. The advertising association only considers the
advertising that pass the criteria for going on air. They simply pass on the case to
relevant agencies for instance if an advertising is deemed to violate the good social
values; it is forwarded to the Ministry of Culture. The advertising associations do not
really consider their responsibility.
Presently, the advertising only focuses on assessment to go on air, it
should also consider the impact to the consumers. This should include the
consideration of the development of a complaints management process, judgment, and
remedial courses of action.
4) There is also the problem in advertising regulation (Punishment and
remedial action).
The Thai advertising industry has grown very well and the selfregulation has developed to a certain degree. The Advertising Association of Thailand
(AAT) has a self-regulation mechanism to control its members by creating a unified
guideline for members. Although it is not fully supported by the law there is a clear
effort in creating a good practice for self-regulation. However, not all advertising
agencies are members following the guidance of the AAT thus not all of the
advertising is processed through the self-regulation mechanism. In addition there is no
clear operating guideline for creative to adhere to thus there are varied forms of
advertising some of which are not suitable and may violate the law.
The rate of the fines is very low, which fails to reflect the true damage
for the consumer or business losses or profit. For example in the case of the billboard,
the fine is 5,000 baht per day. Some of the product owners are willing to pay the fine
for advertising malpractice because the profits exceed this amount that has to be paid.
The advertising complaints processing responsibility is pushed to the consumer to sue
the product owner. The consumer has to bear all the costs involved with the lawsuit.
This makes it impossible to sue and win against the advertisers and product owners
because they have enough money to prolong the legal process.
Therefore there should be an organization that regulates advertising
comprehensively with the emphasis on protecting the consumers, who are affected by
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advertising. It is the role of this organization to sue the wrong doers on behalf of the
consumers. In addition there should be an organization that accepts complaints
regarding malpractice involving religion practices and superstition. This is because to
date there is no such organization except the OCPB, which receives general
complaints. The FDA also focuses only on the wrongdoing involving food, drug, and
cosmetics.
Time Chuastapanasiri explained the problem in the advertising industry as
follows:

There are content or message related malpractices in Thai advertising. There
are clear laws regarding what can be done, however most of what happens is a
violation of moral codes, bad taste and no decency. There are also advertising
that mislead the consumer. The Thai advertising is only concerned about being
able to air. There is no consideration about the process of remedial action. For
instance in the case of exaggerated claims the emphasis on whether it can be
aired to the public. The emphasis is on the freedom of expression with no real
responsibility. The worse thing is the fact that the fines are very cheap. The
process of taking any legal action is pushed to the consumer or those affected
by the advertising. As a result the affected people do not want to make any
complaints (Time Chuastapanasiri, Interview, November 1, 2014).
Pornthip Sampathawanit explained regarding problems in advertising as follows:
The potential of the technology has made communications limitless . As a
result the presentation of advertising has changed significantly with an
emphasis of being interactive. The advertising has the capability to reaching a
more specific audience through its content and method of presentation because
some of the products serve a niche market. This is a good thing in finding a
creative way to sell the product. However, when the impact to society also has
to be considered. There is also a difference between the old and the new
generation of advertising practitioners . Some of the ideas of the new
generation allowing the technology to have an impact or technology
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determinism guide their work may be good. However, this has resulted in the
problems in online advertising. The society must learn to adapt not simply
control. Simply enforcing control would be impossible because technology has
changed the way things are and society must keep up with the pace of change
(Pornthip Sampathawanit, Interview, November 4, 2014).
Topic 2: The Importance of the Individual Media Professional Associations
The key informants agree that the practitioners' associations are very important
in the practice.
This is because each media has a different characteristic and nature. The
formation of associations thus have different objectives such as business benefits
through operations, sharing of information, creating buisness negotiating power, etc.
In addition the formation of associations would create the devleopment and sharing of
new knowledge and perspectives regarding advertising, the problems, and seeking of
solutions together.
However, there are over 200 practitioners' associations in Thaialnd. Most of
the associations are formed for the benefit fo the business in that respective industry.
There is no real development of regulation. In addition there is no strong commitment
to the code of conduct, ethics, or creation of innovative practice guidelines for
instance the guide for creating advertorials, advertising snacks for children, or below
the line activities. Thailand currently has no guide line for such advertising practices
and no ethics of business practicers.
Therefore the grouping of practitioners' associations can be categorized into
two types:
1) Associations formed for a respective industry with some form of
ethical control
2) Associations formed to regulate ethical conduct or Self-regulatory
Organizations (SROs)
Currently the code of ethics in countries like England and the United Sates are
very detailed and in pace with the times. This is because their associations are not
formed only for business benefits. There is an emphasis on the new code of conduct to
keep up with the times and advertising or to find measures to solve the problem
before it happens.
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Thus it is the role of the self-regulation organization to be in charge of the
entire process and every dimension of advertising. It must have clear objectives and a
strong foundation in regulating and control. The organization must have a committee
in charge of receiving complaints and deciding on remedial actions. The committee
should be able to order the payment of fines and order the implementation of
correctional measures. In addition the committee must develop the code of conduct
for the new types of advertising. Presently, there no such committees in the selfregulation organizations but are only seen in state agencies.
Time Chuastapanasiri expressed his views regarding the importance of the
practitioners’ associations as follows:

The formation of associations is very important to the professional practice.
The emphasis has always been primarily regarding the business benefit. The
formation of organizations for self-regulation needs to emphasize the code of
ethics or development of new ethical practices, which is currently not yet
given importance. In countries like England and the America the emphasis is
not only on business benefits. The emphasis is on the development of new
codes of conduct in order to keep up with the changing situation in advertising
or solving problems before they occur. Therefore, it is important to form
professional organizations to oversee ever process and dimension of
advertising (Time Chuastapanasiri, Interviewed/Interview, November 1,
2014).

Topic 3: Discussion of Media Professional Associations on the Topic
Authority and Creation of Mechanisms for Controlling Members
Under a Unified Standard
The key informants agree that the formation of the professional associations
do not have a unified standard. This is because the formation of such associations is
not supported by the law but is self-regulation organizations. Each of the associations
has their own objectives or direction for practice. Each discipline has its own practice.
Some emphasize the ethical code of conduct; others may consider it to a certain
degree while the rest may not at all.
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Thus there is no standard authority or mechanism in place. It all depends on
the initial stand taken when forming the association, which is set by the president or
the managing committee. In the case where the authority and mechanism for
regulation is strong in the first place or there is a lack of connection to the new
generation, it would be forced to change when the new generation comes in. It can be
said the formation of such an association is not an easy task.
The key informants agree that there should be a minimum standard comprising
of the following:
1) Committee to screen the advertising content
2) Committee to receive complaints
3) Committee to consider the punishment
4) Committee to consider the remedial action (work on behalf of the
affected consumer)
5) Committee to develop the academic work regarding ethical practice
and train the new generation of advertising practitioners in the code of practice and
code of ethics. In addition the studies should include understanding new trends in
advertising to create a code of conduct that is in tune with society.
Each of the committees should have a clear description of their authority and
mechanism. Their operations should be independent of one another to ensure
protection of the consumer however this must no hamper advertising creativity. This
should be like the practice in England and America where there is a code of conduct
that is in tune with the global situation while ensuring creativity.
Time Chuastapanasiri explained the standard practice for authority and
mechanism in regulating advertising professionals as follows:

It is impossible to have the same standard in all associations in terms of
regulation. All of the associations should have a single minimum requirement
that is a single unified standard practice (Time Chuastapanasiri, Interview,
November 1, 2014).

Kalyakorn Worakullattanee explained that standard practice for authority and
mechanism in regulating advertising professionals as follows:
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Each of the associations has similar foundation for the operations that is the
structure of the president, members, secretary general, and experts. Each of the
associations has their own practices, objectives and guidelines that are in tune
with their unique profession in the same manner (Kalyakorn Worakullattanee,
Interviewed/Interview, November 11, 2014).

Topic 4: Obstacles or Problems in Self-Regulation of Different Media
Professional Associations
The key informants have varied views on this topic. There are positive points
as well as obstacles and problems. The formation of professional association creates
an understanding of each respective type of media (this is because the same type of
media group together into one association), which may facilitate the regulation of
members.
In the case of problems or obstacles this may be due to the convergence of
media. One piece of advertising may be created for one media and disseminated
across multiple platforms at the same time. This is especially true in digital marketing,
which may cause problems. This is because each association may have a different
standard or practice. With the changes in social context each association will also
adapt to the situation in different ways thus there may be a discrepancy in answering
to the needs of society.
In addition there are obstacles and problems that are related to the specific
type of media or industry. In the case of national level industry such as advertising on
free TV there may not be much obstacles. However, when it comes down to the
smaller scale associations such as the satellite and local cables stations there may be
problems about operating costs, human resources, lack of social responsibility, and
feeling ownership of the media. As a result the management of cable and satellite TV
stations do not pay much attention to the code of conduct and the code of ethics.
When the associations are formed for a long period of time, there would be an
accumulation of knowledge resulting in the reduction of problems and obstacles when
compared to the newer ones. The initial stage of formation is usually the most
problematic.
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Some of the key informants are confident that are many obstacles and
problems in the self-regulation of professional associations that can be categorized as
follows:
1) The objective of the formation of the association is primarily for
business benefits with no regard to the consequences or no consideration of the public
receiving the message.
2) The membership is voluntary therefore there is no real control over
the members. In the case that any of the members are caught doing wrong, any
warning or punishment may not be done. This is because if the member is not
satisfied it is possible to leave the association without any consequence.
3) The associations do not have a proper channel for receiving
complaints. Some organizations have the self-regulation mechanism while others do
not. There are some that do have a complaints collection process, however, the public
is not informed of the means to do so.
4) The process takes a long time. The remedial action is not taken in a
timely manner causing the affected party to lose the willingness to pursue the issue.
For instance in the case of the satellite TV, the affected consumer must sue the
product owner in court. But in practical terms how could one consumer fight against a
company that can afford advertising that has nationwide coverage.
There is no organization that takes the legal proceedings on behalf of
consumer affected by the media.
In addition the law states that the person taking legal action must be directly
affected thus people who see any malpractice simply do not report it because it is a
burden. Another case seen commonly in the FDA is the low cost of the product,
which makes it not worth to pursue legal action. For instance a whitening facial
product costs 100-200 baht so it is not worth to take such a case to court. In addition
some consumers feel they do not have the right or power to take such legal action
against major manufacturers. This is the wrong type of attitude to have and it is an
abuse of the consumer. As a result there are not that many court cases although there
are those who would like to see legal action taken against malpractice.
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The key informants also expressed their views regarding incentives given in
foreign regulating bodies. The incentives are given to encourage participation because
membership has its privileges that have to be acknowledged by the public. For
instance in Singapore, multinationals can only hire agencies that are members of the
regulating body. Advertising agencies that are non-members will not be considered
because they are considered not to have standard quality. This is different from
Thailand where there is no clear incentive for members and the public is unaware of
the groupings of the media.
Time Chuastapanasiri explained the obstacles and problems in self-regulation
in the professional associations in different media as follows:

Thailand certainly has problems in implementing self-regulation 1) the
objective for forming associations in Thailand is for business benefits with no
consideration of the consequent impact on the receivers of the message; 2) The
membership is voluntary therefore the association has no authority to control
their actions. When members violate the code they simply walk out; and 3) the
management of these organizations only has the self-regulation mechanism
without a complaints management system (Time Chuastapanasiri, Interview,
November 1, 2014).
Pornthip Sampathawanit explained the obstacles and problems in self-regulation
in the professional associations in different media as follows:

The major obstacle is in the benefit especially in controlling the members.
This is because the principles changes with the people in charge and with the
times. (Pornthip Sampathawanit, Interview, November 4, 2014).
Topic 5: The Ideal Mechanism for Advertising Regulation in Thailand
The key informants explained that the advertising regulation in Thailand can
either be in the form of self-regulation or co-regulation. Both models need to be
founded on a strong mechanism of self-regulation. Co-regulation is the combination
of self-regulation plus collaboration with the suitable state support . The level of
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support by the state can vary. It can be the recognition and support in the initial stages
of formation or recognizing and supporting the operations when the organization has a
problem.
The most important thing however, regards the motivation to create the
mechanism for advertising self-regulation, formation of the organization, and standard
practices. This should come from the study and consideration of the following
matters:
1) Study of the motivation for the creation of foreign Self-Regulatory
Organizations (SROs) for the following reasons:
(1) The formation of professional organizations is necessary
because marketers especially multinational companies would select advertising
agencies of record that gave good ethical practices. This opportunity for being
selected for work with a multinational company is a good incentive for membership.
(2) There is a motivation to create a good standard of practice. This
is because any exaggerated over claim of the product benefits has a long-term
negative impact on the reputation of the company.
(3) The saturated market situation in the advertising industry or the
lack of competition will enable the development of the effective self-regulation in
advertising.
Therefore the formation of the Self-Regulatory Organization
(SROs) in Thailand needs a detailed study of the necessary incentives for members.
This includes the funding support from the NBTC, consideration for tax breaks, and
opportunity for selection in pitching for big organizations or multinational companies,
or certification from the NBTC. This will make the SRO a true standard for
advertising self-regulation in society.
2) Empahsis on the regulation based on the principles of the law
The development of mechanism and approach to implementing the law
strictly and clearly is important in the implementation. For instance the regualtion of
advertising billboards, online media, and other media that currently have advertising
problems.
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3) Emphasis on the code of conduct and code of ethics
There should be a clear code of conduct that has to be agreed upon by
every related practitioner such as the advertising agency, members of the media,
product owners, academics, consumer protection foundations, etc. The consideration
has to be made to ensure fairness for all groups of people of all ages in society that is
in line with the changing social context. This is because most of the problematic
advertising does not violate the law but it lacks consideration of the code of conduct
and ethics. The result is discrimination against people and violation of the good Thai
social values creating problems in society.
4) Design the framework for the organization to suit the Thai social
context
The establishment of the advertising self-regulation organization in
Thailand should start with the support of the NBTC to create the "National Committee
for Broacasting Advertising" to be part of the the NBTC. This organization should
incorporate the responsibilities of the OCPB and FDA.
However, should the NBTC not play an active role, it should support the
creation of the "Advertising Professional Council". This would be an organization
with voluntary membership comprising of those in the advertising industry, media
industry, and boardcasting industry. The NBTC should provide funding for this
organization in the initial stages. Then the NBTC should recognize this organization
and create professional certification. In addition it must support the process for
creating the committees responsible for the management, complaints collection,
developing the advertising code of conduct, punishment consideration, courses of
remedial action, and academic development. This organization will replace the NBTC
with the authority to effectively regulate advertising practice to attain a unified
standard. This will reduce the social conflicts that may occur because advertising
needs high flexbility in operations. The NBTC may not be suitable to engage in such
operations.
In addition some of the key informants suggested that the advertising self regulation in Thailand should be similar to the German model. The German Standards
Advertising Council is a self-regulation organization that comprises of many groups
such as the advertising agencies, product owners, NGOs, academics, representatives
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of the public, and state agencies. All groups are equal therefore when the code of
conduct is developed it reflects the interest of every goup because all the members can
voice their opinions in its creation.
The Suitable Foreign Role Model for Advertising Self-Regulation
The key informants presented that the idea that there are many interesting role
models.
The American model has the American Association of Advertising Agencies
whose members are comprised of people who truly represent the advertising industry.
As a result it is well-accepted because 1) it has a clearly established code of conduct
that is in tune with the times and new methods of advertising; 2) it has clear guides for
practice; 3) it has a fair complaints collection process because the committee is
represented by people from different interest professions including those from
advertsiing, marketing, economics, psychology, family psychology, medicine,
communications arts, and law. If only advertising professionals are represented there
would be a bias and the association would not be very well accepted.
In addition the models of the U.S. and Australia have a major emphasis on the
code of conduct regarding advertising to children. This is because children cannot
distinguish what is advertising and what is not. Therefore it is prohibited to use
cartoon characters in advertising snacks to children because of its high level of
persuasion. In the Scandinavian countries there is also a law prohibiting advertising to
pre-schoolers. The government will only support funding for children programs .
Advertising is allowed for grown up children. However, there must be a three second
black screen separating advertising from the program content so that children will see
the distinction between advertising and the program content, which is a good practice.
In England there is a good process for receiving complaints because OFCOM
provides the authority in receiving complaints to another organization.
In Singapore the state is involved in the self-regulation of advertising to ensure
protection of consumers in every media. The emphasis is on receiving complaints
through one phone number. The committee processing the complaints will have state
agency representatives on board. The consideration will be made based on the law and
good taste and decency standards.
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In Germany there is the German Standards Advertising Council which is a
self-regulation organization that has no legal implications. It is comprised of as the
advertising agencies, product owners, NGOs, academics, representatives of the public,
and state agencies. All groups are equal. There is a committee to screen the
advertising content however there is no assessment before the dissemination of
advertising. It is up the to discretion of the advertising and the marketer to decide on
the advertising. However, it has a very strong monitoring system and complaints
collection process or ex-post. The organization will strictly monitor the advertising
and collection complaints. If it is found that the agency has violated the code, the
council can ban the advertising. Most of the advertisers follow the recommendation of
the council. For those violating the code, the German Standards Advertising Council
will publish the case and disseminate it to the members. This is a form of shaming the
wrong-doer The publication will include the name of the company and the brand of
the product with the message that this company has violated the decision of German
Standards Advertising Council. This will result in a negative impact on the company.
Time Chuastapanasiri explained the ideal model for Thai advertising selfregulation as follows:
It might have to start with the NBTC in organizing the "National Committee
for Broacasting Advertising" to be part of the NBTC. This organization should
incorporate the responsibilities of the OCPB and FDA. However, should the
NBTC chose not to play such an active role it can establish the advertising
professional council. The NBTC should recognize the members of this
organization and support the its founding. This should be the best course of
action (Time Chuastapanasiri, Interview, November 1, 2014).

Sermyot Thammaragsa explained the ideal model for Thai advertising selfregulation as follows:

The current self-regulation practice in Thailand is already good. However, it
needs the support from the government to provide the guidelines for good
advertising practice. In the present day there are so many developments in
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technology affecting advertising and the social context. Therefore there should
be a state agency involved in the creation of the necessary laws that will be
passed to the advertising association for implementation

(Sermyot

Thammaragsa, Interview, November 12, 2014).

Kalyakorn Worakullattanee explained the ideal model for Thai advertising
self-regulation as follows:

The advertising agency should be able to create advertising freely like in the
United States of America. However, it needs to consider the code of conduct
and ethics. The society must also have lessons learned and deny advertising
that violates the good practice (Kalyakorn Worakullattanee, Interview,
November 12, 2014).

Topic 6: The Possibilities, Obstacles, and Conditions for the Establishment of
the Advertising Professional Council
The key informants agree that there is a good possibility for the establishment
of the advertising professional council because many countries have already
implemented this self-regulation mechanism. Many of these countries have already
been successful in their implement of self-regulation with no overlap with the media
industry. The advertising industry has clear stakeholders such as the advertising
agency, product owner, and consumer. The possibility in creating the advertising
professional council has two issues as follows:
1) There is a possibility to set up the advertising professional council
with the support of the NBTC by bringing together the existing advertising
associations.
2) For the effective operations of the advertising professional council it
must have a different mechanism from the existing advertising associations.
The conditions include the following :
1) There should be a key organization in the setting up of the council.
The key informants agree that it should the AAT. This is because the AAT has had
long experience in strongly regulating advertising. In addition some of the key
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informants suggested that the NBTC has recognized the role and authority of the
AAT. The NBTC must announce the requirement of pre-censor and post-censor in all
media by the advertising professional council. This organization should have full
authority (currently there is only the pre-censor process but there is no post-censor
process).
2) The state must not interfere in the operations. The NBTC has to
support the founding of the council and provide initial funding.
3) There must be the determination of incentives for participation in
the council.
4) The council must be accepted by advertising professionals, the
public, and the state (OCPB and FDA) thus its members should comprise of the
following :
(1) Advertising practitioners’ associations
(2) State agencies (OCPB and FDA)
(3) Media monitors (NGOs) such as the Federation for Consumer
Protection
(4) Academics from the fields of communication arts such as
advertising, law, psychology, and marketing.
5) It should have both the Ex-Ante before the dissemination and ExPost that encompasses the process of receiving complaints, consideration,
punishment, and considering remedial action.
6) There should be clear objectives for self-regulation professional
practice to protect and remedy those in the industry and those who are affected by
advertising.
In terms of the obstacles there might be some problems in the initial stages
such as the lack of flexibility, feeling of reduction of freedom in each of the
participating organizations, or uneasiness from a feeling of being controlled.
However, it is important that joint understanding be created in the early stages of
implementation so that all relevant groups have the same goal in developing a strong
self-regulation mechanism that ensures freedom and high standard of advertising
practice. This is a preferable option to state control.
However, some of the key informants have different opinions regarding the
type of self-regulation. Some of the key informants suggest that the membership
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should be mandatory. It cannot rely solely on voluntary participation. Initially the
organization should be in the form of the advertising professional council and all
practitioners must register as members. This will be done with support by the law.
Another group of key informants believe in voluntary membership. They
reasoned that the organization is a self-regulation mechanism that should provide
incentives to members.
Pirongrong Ramasoota explained the possibilities, obstacles, and conditions
in the establishment of the advertising professional council as follows:

There is a possibility for the establishment of the council because advertising
self-regulation has been long practiced. However, there should be participation
from advertising professionals, the state agencies, members of the public,
NGOs, and academics. The emphasis should include ex-ante and ex-post along
with enforcement of the code of conduct (Pirongrong Ramasoota, Interview,
November 12, 2014).

Time Chuastapanasiri explained the possibilities, obstacles, and conditions in
the establishment of the advertising professional council as follows:

There are two considerations to the establishment of the advertising
professional council. It should be supported by the NBTC and include the
current advertising associations. Another consideration is to ensure that this
organization can be effectively managed under the condition of acceptance by
the advertising professionals, the public, and the state. It should have the
objective to enforce the good code of conduct and ethical practice. The
membership should be mandatory. In addition this organization must have the
authority for pre-censor and post-censor (Time Chuastapanasiri, Interview,
November 1, 2014).
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Topic 7: Opinions Regarding the Establishment of the Advertising
Professional Council
The key informants strongly agreed with the establishment of the Advertising
Professional Council. However, they suggested that it is necessary to create the proper
benefits because advertising professionals are highly independent. The advertising has
had consistent development in self-regulation practices that must take into
consideration every dimension. It is an important issue that should be done in the
same direction. The self-regulation should encompass every media integrating the
entire process and including every platform of advertising. The execution of
advertising has to be done based on the standard code of conduct in every media. This
should include pre-screening and the collection of complaints regarding advertising.
The process needs to include a consideration process and remedial action. The NBTC
should have a major role in supporting this model. The composition has to include
many interest groups including the professionals, academics (from different fields of
expertise), members of the public, and the state (should have the lowest proportion of
representation and authority).
The organization may or may not be supported by the law. If there is a law
supporting this organization, its operations would be more effective. In addition the
organization must be known to the public and create a process of public education.
There must also be importance given to the uplifting of the professional standards.
This will help to ensure that there would be a system to cope with the future
challenges in advertising.
Time Chuastapanasiri expressed views regarding the establishment of
advertising professional council as follows:
I support the establishment of the advertising professional council because it is
should be a legal integration of advertising in every media. It is an integration
of process, platform, and advertising media (Time Chuastapanasiri, Interview,
November 1, 2014).
Sermyot Thammaragsa expressed views regarding the obstacles and conditions
for the establishment of the advertising professional council as follows:
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I agree with the establishment of the advertising professional council however,
it is important to see which organization would take the lead in this situation.
The council would be of great benefit to the industry and uplift the standard of
practice in the advertising industry. This will help the industry to cope with the
new challenges in that will occur especially in the new media (Sermyot
Thammaragsa, Interview, November 12, 2014).

Topic 8: Members Composition
The key informants suggested that the members composition of the advertising
professional council should come from a variety of interest groups including:
1) Professional advertising individuals
2) Advertising professional associations
3) Media associations
4) Product owner associations
5) State agencies such as the FDA and OCPB. These two agencies will
be active participants in receiving the complaints, consideration, and setting remedial
action. These two agencies should retain their authority however, the NBTC should
join the powers of these two organizations and vest it in the council. This will create
an effective integration of the complaints handling process.
6) Legal advisors
7) Academics from the various fields including communication arts
(advertising), law, psychology, marketing, humanities, medicine, pharmacy, health,
and religion
8) Representatives of the public including foundations and groups for
the protection of consumers
All of the parties involved would be in the form of a board that will process
information that is supplied from the various committees. Each committee is
independent in operations and procedures. For instance the complaints collection in
foreign models can be divided into committees that emphasize issues protection
children, remedial action, and academic action. Each committee should be comprised
of different groups of people.
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Then there must be a spokes person or Head of Office whose job is the general
management. This person does not have the authority to make decisions. There must
be 2 out of 3 representatives of practitioners in order to reach any decision.
As for the NBTC, its role should only be to support the establishment of the
council and funding. It should not play a role in the council itself because it may
interfere with the operations. In the case that there must be representation from the
NBTC it should be limited to 1-2 persons.
Topic 9: Funding for Operations
The key informants agree that regarding the funding there should be a fund
that can be managed effectively and transparently. This fund should consist of
1) Initial funding for the establishment of the advertising professional
council that may come from the NBTC to create the council, appoint the board, and
run the operations.
2) Operations funding may come from two sources
(1) Funding from members, which should be the main source.
There can be different rates of contribution based on type of membership but
members should pay because they receive benefits from the council.
(2) Funding from government agencies such as the NBTC, OCPB,
and FDA because the council will reduce their burden.
3) Fund from other sources such as fines, copyright, and fees for the
processing of advertising
4) Funding for research and development, which should be contributed
from the NBTC to be used for the training of advertising professionals except for
those members who have violated the code. These members should be barred from
attending these trainings.
Topic 10: The Authority of the Advertising Professional Council
The key informants have varied views regarding the authority of the
advertising professional council as follows:
1) Study the problems regarding advertising and the situation of
advertising in society in general
2) Code of Conduct should emphasize the code of good practice and
ethics that is in line with the social context to be standard for advertising practice for
society.
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3) To create an understanding of the Code of Conduct and its concrete
implementation
4) To strictly enforce all the laws involved with advertising
5) Assess and screen advertising prior to dissemination
6) Send the advertising back for revision in case of violation
7) To receive the complaints based in the legal framework and related
process. This is to ensure that there is a procedure to sue the mal practitioners on
behalf of the consumers and ensure that the complaints are process, those who violate
the codes are punished, and remedial action is taken.
8) To create a suitable self-regulation practice that will prevent the
creation of messages that may mislead the consumer
9) To strengthen the social processes to create social sanction action
10) To create an environment for the development of media literacy
that will create a protection for the consumers
11) To organize seminars for the dissemination of new knowledge
among members
Topic 11: The Role of the Advertising Professional Council Regarding the
Legal Framework, Regulations, and Guidelines in Advertising
Practice
The key informants agree that the advertising professional council should have
the role it the implementation of the law. As the organization that must implement the
law, the council should have a part in creating the laws governing advertising. The
practitioners’ know best where the loopholes in practice are and what needs to be
done. Therefore this council should have the role in making suggestions regarding the
law and partial integration. This is because it is important to use the state power in the
implementation. The council has the role as the center of personnel and legal
knowledge regarding advertising practices. This organization cannot create its own
laws therefore it must have the capability to suggest adjustments to be made.
1) The consider the suitability of the laws regarding advertising for its
proper implementation such as the Consumer Protection Law B.E. 2522, Food and
Drug Act, Cosmetic Act, or laws about nudity and gambling and laws regarding
online advertising.
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2) Study and consider the legal framework wherein some laws may not
suit the current advertising context. There are some laws that overlap or may have
loopholes. There are some laws that may be under the wrong state agency. There
needs to be consideration regarding the loopholes and which laws are not beneficial to
the public. This has caused implementation problems in the current situation and the
possibility of problems in the new media that may be developed. Thus the law must
be changed to fit the media context.
3) There should be an opportunity to collect opinions regarding the
laws related to advertising from the public.
4) The should be public hearing to study the opinions of the public
regarding the laws related to advertising that should be presented to the state.
The regulations of advertising code of conduct and ethics currently in use are
no longer suited to the current context and cover the changing media landscape.
Therefore, it is necessary to create a code of conduct by academics in order to create a
unified standard.
Topic 12: Standard of Advertising Code of Conduct in the Advertising
Professional Council
The key informants all agree that
1) The advertising professional council should develop a minimum
standard code of conduct and ethical practices to be the standard for the industry. This
should be compared to the existing code being used by the code of conduct being used
by the advertising media professionals. This new code should not be lower than the
original standard practiced in each media.
2) The advertising professional council should have a standard code of
conduct for the practice at a maximum level for members to practice. This should
emphasize the content, presentation of message, and separate the regulations based on
the media such as the digital media, television advertising, and online advertising that
will be based on the expertise of each association.
Therefore the code of conduct and ethical practices should emphasize the
impact on society with consideration on the following issues:
1) Present the advertising that is truthful and in accordance with the
law
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2) The advertising should reflect good practices in taste and decency
For instance it must consider human rights and human dignity
(1) consider protection of children and youth
(2) religious rights and protection of minorities
(3) good taste in the use of language
(4) should have a good conscience
(5) should avoid the presentation of violence
Topic 13 Guidelines for Creating Fair Advertising for Consumers
The key informants agreed that there should be the development of the code of
conduct.
1) The related groups should have the right to voice their opinions
regarding the creation of the code of conduct. This should include the representatives
of the public especially foundations protecting consumer rights not only the
practitioners and academics. The result would be the creation of a code of conduct
that is truly fair for the consumer.
2) The code of conduct should give importance to the following issues
(1) the

advertising

must

not

be

deceptive

resulting

in

misunderstanding
(2) the advertorials or embedded advertising in news, game shows,
and series that create trust and persuasion
(3) the importance to good taste and decency
(4) the presentation of violence in advertising
3) There should be an MOU of cooperation between the advertising
professional council and its members to ensure fairness to the consumer. In the case
of violation the practitioners’ must be punished accordingly.
4) Open the opportunity for the members of the public to regulate
advertising. The council should be a organization that forms an alliance with the
members of the public to form an educational institution. This unit should help in the
monitoring of advertising that may risk violation of the code of ethics. There should
also be a framework for the creative complaints collection.
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Topic 14: Regulation for Assessing Advertising by the Advertising
Professional Council
The key informants have agreed that each media may have different practices
and processes. Therefore, there should be a central standard practice as follows:
1) Create a standard for the assessment of advertising based on the
standard practice such as every platform of advertising. The process of advertising
pre-screening already has a strong practice in self-regulation. There is only the local
cable and satellite TV that needs to be integrated into this process. There needs to be a
standard for radio, print media, billboard, and online media. This good practice should
be done in all media with the same standard under the regulation of the advertising
professional council/
2) The creation of the guidelines for the pre-screening of advertising
should be the bible that should be implemented in all media as follows:
(1) there should be defining the word assess and consider or other
words to have the same standard practice as follows:
-pre-screen before dissemination
-pre-screen for the consideration of code of conducts and ethics
-pre-screen for the consideration of remedial action
(2) There should be a general principle for the consideration of
advertising of products and services
(3) There should be the guidelines for practices of the advertising
of products that can be categorized such as food advertising, drug advertising,
cosmetic advertising, advertising of institutions, services, direct sales, and advertising
campaign. There should be a standard practice in terms of advertising content such as
the selection of the presenters and presenting advertising. This should also include the
use of the sound of the presenter and the way of speaking. The use of unsuitable
language in exaggerating claims and presentation techniques.
3) There should be creation of a code of conduct for each media that
has a clear detail that is in line with the practitioners’ code of practice and laws
regulating advertising. There should be a standard practice used in all advertising
media.
The key informants agree that there should be a consideration of advertising in
the same standard but it is difficult to do so. The process of advertising is usually
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hurried without sufficient staff. So far the pre-screening process can only be done well
in the television advertising but it cannot be implemented in all media. At least there
should be the development of the code of conduct, which should be used as the bible
for every media. The practitioners should all follow the guidelines and the failure to
comply would carry a very high fine or punishment. This should have an impact on
the advertising and brand that violated the code.
In addition the key informants it is found that the state should monitor the
advertising that has already been disseminated. There should be a post-screening
procedure after the release of advertising. In addition it should screen the performance
of advertising in violation of the law or creating advertising with bad taste or lack of
decency. There should be two types of implementation.
1) Assessment of advertising that has been disseminated
2) Receiving complaints from consumers that have been submitted. If
the complaints are found to violate the code and the offender should be punished.
Topic 15: The Process for Collecting Complaints, Consideration, and
Punishment in the Advertising Professional Council
The key informants agreed that there should be an organization that would
receive the complaints as a one-stop service. This would promote convenience for the
consumer. There should be a fixed time frame for the consideration of the complaints
based on the following stages:
1) There should be increase in the number of channels receiving
complaints for the convenience of the consumer in addition to the original channels of
the OCPB, FDA, and the NBTC. There should be additional channels such as the
advertising professional council and other associations. This will increase the
convenience for the consumers.
2) The committee for receiving the appeals –there should be a
committee to screen the complaints that are relevant to advertising. The characteristics
of the person filing the complaint and effectively process the complaint. The parties
involved in the violation should have a contribution in the process and have a right to
appeal.
3) There should be a committee to consider the complaints to evaluate
if it violates any laws. This committee should be comprised of practitioners,
academics, legal advisors, and organizations representing the public.
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In many organizations the committee that receives the complaints and
process them are usually the same committee. The name of the committee usually is
the complaints handling committee. This is dependent on the organization.
4) After the consideration of the complaints there should be a
committee to process the punishment. There must be a consideration if there is a
violation of the law. If there is a violation of the law the issue must be submitted to
the relevant state agency. The punishment may be in the collection of fines, modify
the advertising, retract the advertising or ban the advertising.
However, if it is not a violation of the law but is a violation of the code of
conduct and ethics, the council must be able to enforce the punishment. The
committee must be able to consider the punishment and provide the appropriate
warning. The name of the advertising involved in the malpractice must be published
in the public as well as the owner of the product. The membership privileges will also
be revoked and banned for life. The member that violated the code will also be denied
any support or research funding.
Finally there should be an auditor that would assess the complaints to check if
the complaint is true as filed.
There should be three committees to manage the complaints handling process.
The first is the committee to receive the complaints, the committee to process the
complaints, and the committee to process the punishment. These committees should
not be composed of the same people because it might become a loophole for
corruption. Each of the committees should be independent in their operations.

6.2 The Analysis of the In-depth Interview of the Four Groups of Key
Informants Showed that Their Views Tended to be in the Same
Direction. There Are Some Topics Where Their Opinions Diverged.

The researcher has created a summary of the key informant opinions to the
key topics as follows Table 6.1:
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Table 6.1 Table Showing Comparison of Four Key Informant Groups on Key Topics
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

1. The advertising issues

1. The problem in managing

1. Problem with the media

1. Problem regarding

Advertising

that can be seen are

advertising such as ratings and

that does not have basic

inappropriate use of

usually in the form of

the concentration of media

communications knowledge

creative message in new

exaggerated product

expenditure in only a few media thus the media usage is not

technology

claims and advertising

outlets.

appropriate.

2. Problems in content such

that lack taste and

2. The presentation of

2. Problem from

as violation of ethical

decency. There are also

unsuitable advertising messages

inappropriate advertising

practices, lack of taste and

problems regarding

that abuses the consumers’

3. Problem from a lack of

decency, and using

advertorials and

rights on satellite TV, cable TV,

standard in regulation

interpretation tricks.

embedded advertising,

community radio, and online

practices.

3. The regulation system is

deception and over claims media.

still reactive in nature.

in advertising. This is

4. The problem with the

because media owners

self-regulation process that

lack the regard for law,

lacks good practices in

ethics, and code of

complaints handling and

conduct thus creating

seeking suitable courses of

unsuitable advertising

remedial action.

240

1. Problems in
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

and sometimes-using
interpretation tricks.
2. The advertising
regulation does not
include the process of
complaints handling that
collection of complaints
and the determination of
suitable courses of action.
3. Problem due to
changes in technology
that results in differing
practices in creativity.
4. The problem of
advertising professionals
having membership in
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encompasses the
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

different groups thus
lacking a central
standard.
It can be either Self-

Self-Regulation or Co-

Co-Regulation because the

It could be self-regulation

Self-regulation in

Regulation or

Regulation but the organization

self-regulation has not been

or co-regulation as long as

Thailand

Co-Regulation but it

must emphasize compliance to

very successful previously. It

there are incentives

should balance creativity

the code and law in harmony.

can be a self-regulation with a

provided for participation.

with social responsibility

It is recommended to start with

contract signed with the state

The enforcement of the law

and legality.

co-regulation with the state

to provide the necessary

should be fair. There should

until the organization is strong

support such as the law

be a standard code of

enough to exercise full self-

providing authority to the

conduct and ethics. In

regulation.

organization.

addition the structure of the
organization so that its
powers can truly be
exercised.
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2. Ideal Model for
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

1. The UK has OFCOM

1. In the UK there is a

1. The US has many agencies

1. The US emphasizes

Advertising

and ASA to regulate

combination of self-regulation

involved in advertising self-

freedom in creating

Regulation in

advertising directly.

and co-regulation with the main

regulation. In addition there is

advertising. The American

Foreign

2. The US strongly

bodies in charge being OFCOM

pre-censor and post-censor

Association of Advertising

Countries

regulates advertorials or

and the ASA.

mechanism and the consumer

Agencies which is a

embedded advertising.

2. Japan, Korea, and Singapore

report which is an

grouping of advertising

have strong self-regulation

organization that tests all the

professionals giving

bodies thus the state does not

products that have been

importance to the code of

have to be involved.

advertised on TV to ensure its

conduct like in Australia.

3. In Australia there is the ASB,

quality is the same as

2. Singapore has a very

which is a strong regulating

advertised. This is a good

strong self-regulation

body in the form of a council

balance within the advertising

organization with support

with representatives from the

industry.

from the state. The

various professional groups. It

2. ASB is the best practice

emphasis is on protection of

has a very strong complaints

model in APEC. The ASB is

the consumers through

handling process.

an advertising self-regulation

complaints handling

organization with a high

mechanism. There is only
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3. Role Model for
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

standard. It is supported by

phone number for

the state, has its own code of

consumers for complaints

conduct that can be truly

handling in compliance

implemented.

with the law and suitable
taste and decency.
3. In the UK the OFCOM
regulates advertising in

the form of Co-Regulation
4. Opinions

Agree with the

Strongly agree with the

Strongly agree with the

Strongly agree with the

regarding the

establishment of the

establishment of the advertising

establishment of the

establishment of the

establishment of

advertising professional

professional council, which is

advertising professional

advertising professional

the advertising

council is the key

like a large umbrella that will

council. This is because the

council by providing the

professional

organization in the self-

encompass all media ensuring

media standards should be

appropriate incentive.

council

regulation of advertising

standardized self-regulation of

improved. It should be

There should be standard

with no influence in its

advertising. The NBTC as a

supported by law because it

code of conduct for all

operations from the state.

state agency should provide the

would be difficult to establish

media. There should a law
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collaboration with ASA in

245

Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

There are two suggestions funds and support the

such an organization. For this

to support the organization

regarding the

operations in the initial stages.

organization to be successful

as an effort to integrate the

establishment of the

Once the council is strong, the

the media reform must be

authority of the law and

advertising professional

NBTC should reduce its role to

completed.

process of advertising.

council. First is the

only provide funding.

upgrading of the AAT to
become the advertising

comprising of advertising
professionals. The second
suggestion is to create the
advertising professional
council as a new
organization composed of
various interest groups. It
should be supported by
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professional council
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

the law and there should
be an incentive for
members. This may
include negotiation
power, tax reductions,
receiving funding support
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from the state for
personnel development.
5.Authority/Role

1. Screening advertising

1.Regulation of advertising

1. There should be the

1. Study the problems of

of Advertising

prior to dissemination

should be fair to the public

creation of Code of Conduct,

advertising and other issues

Professional

2. Receiving complaints

2. The regulation of members

Code of Ethics, and Code of

regarding advertising in

Council

and process the

should be done with the

Practice.

society.

complaints in an effective

creation of a code of conduct

2. The creation of principles

2. Develop the Code of

manner.

and punishment guidelines.

for good advertising

Conduct

practices.

with emphasis on the ethics

3. It should have role in

and code of conduct

regulating advertising with

suitable to the context of

emphasis on monitoring.

society for implementation.
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group
3. Implementing the related
law strictly
4. Screen advertising prior
to dissemination
5. Order the amendment of
advertising that violates the
6.Complaints handling
complying with the law

6. Standard code

1. There should be a

1. There should be a minimum

1. There should be a standard

1. There should be a

of ethics and

standard code of conduct

standard for advertising code of

code of conduct that

minimum standard for

guidelines for the

for all advertising media

conduct with emphasis on

emphasizes the protection of

advertising code of conduct

advertising

for protecting consumers.

responsibility to the consumer

human rights. There should

for professional practice.

professional

2. There should be

and society.

not be exaggerated,

2. There should be the

council

flexibility in the

2. There should be the code of

deceptive, or misleading to

development of a high

execution of advertising

conduct for each media with

create misunderstanding.

standard of ethical and

without limits to

details not lower than the

Also advertising should not

conduct of practice for each

247

code
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

minimum standard code of

persuade consumers or create

media with emphasis on the

implemented.

conduct.

feelings of inadequacy.

presentation technique

2. There should be a code of

including the following

conduct that suits the detail of

issues :

each media so that it may be

-Truthful advertising in

easily implemented and

compliance with the law

comply with the standard

-Has suitable Taste and

code of practice.

Decency with consideration
of human rights , human
dignity, children and youth,
religion, and minorities in
society. The language usage
should be good with no
presentation of violence.

7. Members

It should comprise of

It should comprise of various

It should comprise of various

It should comprise of

Composition

various groups as

groups as follows:

groups as follows:

various as follows:

follows:

1. Advertising Professional

1. Advertising Professional

1. Advertising Professional
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creativity and can be
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

Associations

Associations

Associations

Professional Associations

2. Media Professional

2. Media Professional

2. Media Professional

2. Media Professional

Organizations

Organizations

Organizations

Organizations

3. State agencies including the

3. State agencies including

3. Business owners

3. State agencies

FDA, OCPB, and NBTC

the FDA, OCPB, and NBTC

association

including the FDA,

4. Business owners

4. Business owners

4. State agencies including

OCPB, and NBTC

5. Legal advisors

5. Academics

the FDA and OCPB

4. Legal advisors

6. Academics

6. Consumer protection

5. Legal advisors

5. Academics

7. Consumer groups and NGOs

organizations or NGOs

6. Academics from many

6. Consumers

fields
7. Representatives from the

Upgrading the AAT to

public and consumer

become the advertising

protection groups

professional council
comprising of only
advertising and related
agencies professionals.
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1. Advertising
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

Funding for operations

Funding for operations and

Funding for operations and

Funding for operations and

Operations of the

and establishment fund

establishment fund should

establishment fund should

establishment fund should

Advertising

should come from

come from

come from

come from

Professional

1. Funding from

1. Initial funding from the

1. Should come from the state

1. Establishment fund

Council

government agencies

NBTC

contribution from the funding

should come from the

such as the NBTC but it

2. Funding collected from

for consumer protection in the NBTC

is important to make sure

members including

state media

2. There should come from

that is no interferance

contributions from tax

2. Contribution from

four fund sources for the

from the state

3. Donation from various

members in the terms of tax

operations

2. Once the council is

foundations

percentage

firmly established the

1) The main income from

funding can be collected

members contribution

from members such as

2) Constributions from the

through contributions

state agencies such as the

from the tax

NBTC, FDA, and OCPB
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8. Funding for
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group
since the council reduces
the work load of these state
agencies.
3. Funding from other
sources such as the fines,
copyright fees, and
processing fees for
4. Funding for research and
development of personnel
in advertising from the
NBTC

9. Process for

There should be a

The assessment of advertising

The standard of assessment

The nature of each media

Complaints

universal standard

in each media must be different

may vary by media because

may be different but the

Handling in the

practice in the assessment

because each has unique

of the technical details. The

criteria and guidelines in

Advertising

of advertising in all

characteristics. However, it

direction for assessment

advertising screening

Professional

media with consideration

cannot be too different. There

should be as follows:

should be universal. The

Council

to its unique

are two suggested directives:

1. Creation of the Code of

key informants provided
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assessing advertising
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

1. There should be an

Conduct / Code of Practice

the following suggestions :

media should have clear

assessment for each media

2. Code of Ethics for a

1. There should be common

guidelines for

guidelines created for each

standard in all media

practice in media that have

consideration,

media. Each media can use

the same platform.

these guidelines to pre-screen

2. There should be a

the advertising before

standard practice for

dissemination on their own.

advertising assessment as

2. Create a committee to pre-

the bible for practice.

screen the advertising to be

3. There should be clear

released in all media to

standards of practice in the

ascertain a unified standard

code of conduct that has to

(Applied to all).

have clear guidelines that
complies with law, ethics,
and professional standard
practices in terms of taste
and decency. These codes
have to be a unified to be
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characteristics. Each
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group
successfully implemented.
The state agency must
establish an organization to
monitor advertising after
dissemination.

The advertising

In the case that the advertising

There must be a system for

There should be an

receiving

professional council must

professional council has full

collecting complaints that is

organization to accept

complaints in the

be able to process and

authority in self-regulation, all

established with the

complaints and process it in

Advertising

consider complaints.

the complaints handling should

organization as part of the

a one-stop service format.

Professional

There should be

be processed within this single

self-regulation mechanism.

The suggestions include

Council

representatives from the

body. Including receiving

Without a law to support its

1. There should be varied

state present in the

complaints, processing, and

operations it would be

and convenient channels for

consideration to

decision on punishment.

difficult for the council’s

receiving complaints.

determine violation of the

Punishment can be partly done

operations. Therefore, it must

2.There should be a

laws such as NBTC or

by this organization such as

need to be in the model of co-

screening committee to

FDA. If the violation falls

fining or withdrawing

regulation with the state

process the complaints and

under the jurisdiction of

membership status, or social

supported by the legal

consider its relevance to
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10. Process for
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

sanction.

framework of that respective

advertising and level of

would be submitted to it

In the case the party filing the

state agency. As a result the

urgency. In addition there

for processing the

complaint is not satisfied with

organization would be able to

must be a consideration of

punishment.For instance

the decision of the council, it

process the complaint and

the parties involved with

violation of the NBTC

can submit the case to the

consider the punishment.

the complaint creating

Act, the case would be

relevant government agency for

However, it must be decided

opportunity for the accused

submitted to the NBTC

reconsideration. In the case that

whether the complaint is a

to defend their case.

whereas if the case

the council has decided on the

legal or code of conduct

3. This committee then has

violates the FDA Act it

punishment and the offender

violation. If there is a

to create a report to be

would be submitted to the

fails to take action, the case has

violation of the law the case

submited to the committee

FDA respectively.

to be forwarded to the state for

has to be submitted for

in charge of considering the

However in the case of

consideration of punishment

punishment processing by the

complaints that must

violation of the code of

determined by the law.

consider it based on the

conduct, good taste and

legality of advertising and

decency, the council can

related laws and

determine the punishment

regulations.

level.
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the agency the case
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group

respective state agency. In the

4. After the consideration

case of a violation of the code

of the complaint it would

of conduct or ethics it can be

be submitted to the

processed by the

committee for consideration

organization.

of the punishment. This
committee would determine

would be enforced in the
case of legal violation. The
committee then submits the
case for the state agency for
consideration and make a
decision on the punishment.
In the case of violation of
the code of conduct on
terms such as ethics, taste,
and decency, the committee
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what level of punishment
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Table 6.1 (Continued)
Topics

Professional Group

Media Regulator Group

Media Monitor Group

Advertising Academic
Group
can deliberate on the
punishment.
5. The remedial action that
has to be given to those
who are affected by
malpractice in advertising

businesses. This committee
must consider the suitable
course of action.
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both individuals and
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6.3 Recommendations for the Establishment of the Advertising
Professional Council The Comparison of Recommendatios in
Table 6.1 Show that their Opinions Tended to be in the Same
Direction.

The researcher based the analysis on these findings to create the recommendations
for the establishment of the advertising professional council as follow in Table 6.2
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Table 6.2 Table Summary of Recommendations for the Establishment of the Advertising Professional Council
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council

1. Advertising Problems

1. The advertising issues that can be seen are usually in the form of
exaggerated product claims and advertising that lack taste and decency.
There are also problems regarding advertorials and embedded advertising,
deception and over claims in advertising.
2.The lack of a unified standardof practice including complaints handling
and seeking suitable courses of remedial action.
technology
4. The problem of advertising professionals having membership in different
groups thus lacking a central standard.

2. Reasons for Establishing the Advertising Professional Council

1. Changes in technology has caused changes in the Thai social context
following the global trend. This has created changes in the type of
communications equipment and communication process. Thus it is important
to develop this knowledge for the Thai society to be aware and develop in
line with these changes. Sometimes this creates advertising that violate the
law affecting the sender and receiver of the message because they do not
media appropriately especially in business settings.
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3. Problem regarding inappropriate use of creative message in new
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
2. For the sustainable development of the industry into the future
3. To protect the interests of the professional industry
4. Develop the self-regulation mechanism for the professional industry
5. Create fair practice for the consumer and society
6. To be the impetus for driving the development of the Thai industry to
compete in the global standard.
1. Code of ethics of members
2. Support the establishment of the advertising professional council

4. Models for Advertising Self-regulation

Three Draft Models were developed
1. Upgrading the AAT to become the advertising professional council
comprising of only advertising and related agencies professionals.
2. Self-Regulation in the format of SROs that is newly established with
members from various groups with legal support for operations.
3. Co-Regulation with the state in the form of the advertising professional
council because the self-regulation does not work successfully in Thailand.
The council therefore should start with co-regulation with the state. The state
should also provide funding in the establishment and continued operations.
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3. Mechanism for Advertising Regulation
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
The council should contribute to the development of laws regarding
advertising using it in regulatory measures. The council should have the right
to punish members and in the case of legal violation submit the case for
ruling by relevant state agencies. This will lead to the strengthening of the
future self-regulation practice. There should be a law supporting the council
and incentives in the creation of self-regulation mechanisms.
There are three role models for self-regulation and co-regulation from three
countries
1. In the UK the OFCOM regulates advertising in collaboration with ASA in
the form of Co-Regulation
2. ASB in Australi is a strong regulating body in the form of a council with
representatives from the various professional groups.
3. The US has many agencies involved in advertising self-regulation.

6. Opinions regarding the establishment of the advertising

The key informants strongly agree with the establishment of the advertising

professional council

professional council that encompasses all media (that can be implemented),
which is the central agency in regulating all advertising
1. The state should not have any influence in the operations. The council
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5. Foreign Role Models
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
should develop to the creation of advertising laws and regulations.
2. There should a certification to screen for good advertising professionals.
3. There should be an incentive for members. This may include negotiation
power, tax reductions, receiving funding support from the state for personnel
development.
4. Must operate under the code of conduct that is of the universal standard

consideration, and decision on remedial action.
5. The NBTC must be the key organization in the establishment of the
council.
7. Authority of the advertising professional council

1. There must be a standard code of conduct, ethics, and practice guidelines
for all of the advertising media.
2. The regulation of all media must be done fairly.
3. Create the pre-screening of advertising before dissemination.
4. Must have a complaints collection and remedial action consideration
process.
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such as the pre-screening in all media, have a complaints collection,
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council

8. Ethical and code of conduct standards

1. There must be a standard code of conduct and ethics for unified practices.
2. There should a high standard for code of conduct and ethics that is created
for each media for ease of implementation based on the universal code. It
should consider the following topics:
1) Advertising should present advertising that complies with the law that
does not deceive or mislead the consumer of motivate them to feel

2) Advertising should be done in good taste and decency with
consideration on human rights, children, religion, minority groups, good
taste, and avoidance of violence.
3. There should be the creation of Code of Practice / Set of Guiding
Advertising Principles) that gives importance to:
1) Not creating misleading or deceptive messages
2) Control of advertorials or embedded messages in game shows and
dramas that are highly persuasive and evasive for the consumer.
3) Consideration of taste and decency
4) Be mindful of violence in advertising
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inadequate or get into trouble.
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
There should be a unified code of conduct and good advertising practices
that is agreed upon by all the relevant groups including representatives from
the public such as consumer protection groups and networks so that it can be
truly implemented.

9. Members Composition

It should comprise of various as follows:

2. Media Professional Organizations
3. Business owners association
4. State agencies including the FDA and OCPB
5. Legal advisors
6. Academics from many fields
7. Representatives from the public and consumer protection groups
In the case of upgrading the AAT to become the advertising professional
council comprising of only advertising and related agencies professionals.
10. Funding for the advertising professional council

Funding for operations and establishment fund should come from
1. Establishment fund should come from the NBTC
2. Four operations funding sources
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1. Advertising Professional Associations
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
1) The main income from members contribution
2) Collection of funds from members who are advertising agencies through
contributions taken from the tax
3) Constributions from the state agencies such as the NBTC, FDA, and
OCPB since the council reduces the work load of these state agencies.
4) Donation from foundations

processing fees for assessing advertising
4. Funding for research and development of personnel in advertising from
the NBTC
11. Advertising assessment process

The standard of assessment may vary by media because of the technical
details. However, the guidelines in advertising screening should be universal.
The suggestions are made as follows:
1. Create the 1) Code of Conduct; 2) Code of Ethics; 3) Code of Practice /
Set of Guiding Advertising Principles to achieve the same code of practice in
all media that will be in line with advertising law and regulations.
Consideration has to be made on taste and decency so that professionals can
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3. Funding from other sources such as the fines, copyright fees, and
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
implement it in all media.
2.There should be clear standards of practice in the code of conduct that has
to have clear guidelines and a standard practice for advertising as the bible
for practice. The organization should pre-screen all advertising.
3. There should be common practice in media that have the same platform
including print, outdoor, and transit advertising.
4. There should be a pre-screening process in all media to achieve the same
standard of regulation practice. In the initial stages it may not be
implemented in all media but should start with the main media. A successful
case study is the television screening of advertising. This practice should be
implemented on media of the similar platform such as satellite TV, cable TV,
and local cable. The make up of the committee should be made suitable for
the purpose.
5. The state should monitor the advertising in the form of post-censor. There
should be an organization that would assess the products and services if they
comply to the law and consider good taste and dececny.
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for exmaple the regular radio and community radio or alternative media
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council

12. Complaints handling of the advertising professional council

There should be an organization to accept complaints and process it in a onestop service format.
1. Complaints collection should be varied and convenient channels in
addition to the OCPB, FDA, and NBTC for receiving complaints. This
should include the new council, advertising associations of each media.
There should be a committee to collect complaints from the various

2. There should consideration of its relevance to advertising laws and
regulations. The committee should include professionals, academics, legal
advisors, and representatives of consumer groups.
3. The process for punishment consideration should be made by a
committee. This committee has the responsbility to level of punishment
would be enforced in the case of legal violation. The committee then submits
the case for the state agency for consideration and make a decision on the
punishment. In the case of violation of the code of conduct on terms such as
ethics, taste, and decency, the committee can deliberate on the punishment.
The punishment can be considered for code violations such a warning,
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channels.
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Table 6.2 (Continued)
Key Topics

Recommendations for the Establishment of the Advertising Professional
Council
publishing apology in the media, social sanction for shaming both the
advertiser and product owner, revoking of membership for 3 months or for
life, and revoking funding support for training and professional development.
4. The remedial action that has to be given to those who are affected by
malpractice in advertising both individuals and businesses. This committee
must consider the suitable course of action.
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6.4 Presentation of the Models and Approaches for the Establishment of
the Advertising Professional Council
The findings of the research methodologies have been used to formulate the
model for further studies. The documentary research was conducted on international
organizations that have the role in promoting advertising ethics through the selfregulation mechanism and countries that have continued good practices in advertising
self-regulation. EASA is a non-profit organization that has the role to promote the
establishment of Self-regulatory Organizations (SROs). In addition EASA supports
the development of advertising self-regulation that is suitable for each national
context. Although each country may have different conditions, legal framework, and
cultures, EASA does not have a problem. The organization presents best practices to
each respective country to adapt for the context. The findings also showed that
different countries had different practices in terms of cooperation with the state. In
some countries the regulation is done in the form of self-regulation, while in others it
may be co-regulation or statutory regulation. The self-regulation practice in Australia
is well recognized by the international community for its best practices.
The survey research found that advertising on free TV both on the analog and
digital platforms have a suitable presentation of content, use of image and sound.
However, advertising in satellite TV, online, and niche magazines are not suitable
accordingly. The respondents reported that they were not exposed to community radio
and satellite television media.
The respondents also expressed the opinion that although the Consumer
Protection Act B.E. 2522 has been designed to protect the consumers, there are still
advertising that violates this law and is not fair to the consumer. In addition the
respondents reported that although the National Broadcasting and Telecommunications
Act may encourage the grouping of professionals for the creation of self-regulatory
bodies, there is still no standard practice among them. There are still advertising that
have exaggerated product claims and there are still complaints filed from consumers
and business practitioners. In addition they said that self-regulation practices are not
standardized as a result the grouping of practitioners is only for the benefit of their
industry.
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The respondents strongly agree that there should be the establishment of the
advertising professional council. It should play the role of the central unit for the selfregulation practices in advertising to ensure a unified standard. The members
composition should include diverse interest groups including professional
associations, media owners, the state, academics, and members of the public. There
should be funding from diverse groups including the state, council members, and the
public. The council should be the single unit that has the authority to create a new
standard for advertising practices to suit the times and social context. It should create
a code of conduct and code of ethics that is the basic guide for practice of advertising
in all media that is up to date and suitable for the social context. The guideline for
advertising practices should be fair to the consumer and there should be a prescreening of advertising in all media. The council should be in charge of the
processing of complaints that should be done effectively in a short period of time.
The results of the in-depth interviews of advertising professionals, media
regulators,. media monitors, and academics are in line with the survey results. There
are three suggestions that will be used to create the models. The first is to upgrade the
AAT to be the Advertising Professional Council with members only from the
advertising industry. The second option is to create a self-regulation organization
called the Advertising Professional Council comprising of members from various
interest groups. The third option is to create the Advertising Professional Council as a
co-regulation body working with the state with members from various interest groups.
The researcher has synthesized the relevant data to create the three models for
the establishment of the advertising and approaches for self-regulation presented in
the following section.

270

270

Figure 6.1 (Draft) Model 1
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Figure 6.2 (Draft) Model 2
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Figure 6.3 (Draft) Model 3
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Table 6.3 Explanation of Draft Model 1 2 3
Model means Framework, Process, Type of Organization, and Composition of members
Model
Framework

(Draft) Model 1

(Draft) Model 2

(Draft) Model 3

-Upgrade the Advertising Association

-Create a new organization as the

-Create a new organization as the

of Thailand (AAT) to be the

advertising professional council

advertising professional council with the

Advertising Professional Council by

emphasis of advertising self-regulation and

expanding its authority and role.

cooperating with the state in supporting
regulation practice and funding.

-Self-Regulation

-Self-Regulation

-Co-Regulation

Type of

-Self-Regulatory Organization (SROs)

-Self-Regulatory Organization (SROs)

-Co-Regulation Organizations in the form

Organization

in the form of an advertising

in the form of an advertising

of an advertising professional council

professional council

professional council

Composition

-Advertising practitioners’

-Composition should come from many -Composition should come from many

of members

organizations or related organizations

groups

groups

1) Advertising practitioners

1) Advertising practitioners

1) Advertising practitioners associations

associations

associations

2) Media practitioners’ associations

2) Media practitioners’ associations
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Process
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Table 6.3 (Continued)

Model means Framework, Process, Type of Organization, and Composition of members

Model

(Draft) Model 1

(Draft) Model 2

(Draft) Model 3

3) Producers and service providers’

3) Producers and service providers’

3) Producers and service providers’

associations

associations

associations

4) State agencies including the FDA,

4) State agencies including the FDA,

4) Other associations related to

OCPB, and NBTC

OCPB, and NBTC

advertising

5) Organizations representing the

5) Organizations representing the public

public

6) Associations of related industries

6) Associations of related industries

7) Legal advisors

7) Legal advisors

8) Academics from related field

8) Academics from related field

and other governemnt agencies related to
the FDA, OCPB, and NBTC

Cooperation

-Cooperation with the related state agency that has law enforcement including

with the state

the FDA, OCPB, and NBTC or other related organizations. The laws will be
used as guidelines in the advertising self-regulation practices or the state
agencies will provide funding assistance in the initial stage.

-Co-regulation with state agencies
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2) Media practitioners’ associations
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Approaches for the Establishment of the Advertising Professional Council

Mechanism for regulation

Operating procedures
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Figure 6.4 Approaches for the Establishment of the Advertising Professional Council
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Figure 6.5 Mechanism for Regulation
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Establishment Procedure : Advertising Professional Council for (Draft) Model 1, 2, 3
 The advertising
professional council
creation has been approved.
 Create a joint understanding
and directive in the advertising
industry and related agencies
for self-regulation in the form
of the advertising professional
council.

would come together for the
development of the selfregulation practice.
 Establish the necessary
cooperation with the state

 Advertising
Standards Board creates

(NBTC) establish
the advertising

the 4 dimensions for
operations.

professional

(1 )Management

council.
 The establishment of

 Start advertising
self-regulation by the
Advertising Professional
Council mechanism.
 Consumer Protection

Dimension
(2) Advertising Code of

organizations monitor the
operations of the council.

the Permanent SRO
Secretariat to perform

Conduct Dimension
(3) Funding Dimension

 Evaluate the effectiveness
of the Advertising

the regular duties for the
creation of the

(4) Advertising Complaint
Processing Dimension

advertising council.

 Select the members for

 The committee must

the Advertising

source and appoint the
directors for each

Standards Board.

dimension

Professional Council selfregulation mechanism.

 Use evaluation results to
improve the selfregulation

process.

(NBTC) for the establishment
of the advertising professional
council and funding support.

Phase 1 :
1 Year

Phase 2 :
2 Year

Figure 6.6 Operating Procedures (Draft) Model 1, 2, 3

Phase 3 :
3 Year

Phase 4 :
Annual Evaluation
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 Establish suitable incentives so
that all of the parties involved

 The key
organizations
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Table 6.4 Table Explaining the Approaches for the Establishment of the Advertising Professional Council
Approches means mechanism of self-regulation and the operating procedures for (Draft Model) 1 2 3
4 Dimensions of Self-

Details of Mechanism

regulation Mechanism
Approaches
1. Management Dimension

Define the management of the organization by two administrative levels
Level of The Advertising Standards Board 7 members and 4 directors:
(1) Director of Management
(2) Director of Advertising Code of Conduct

(4) Director of Advertising Complaint Management
2. Advertising Code of Conduct
Dimension

Define the role of the council to be established in developing the code of conduct, code of ethics, and code or
practice/set of guiding principles. This would be the responsibility of the Director of Advertising Code of
Conduct.
2.1 Developing the code of conduct, code of ethics, and code or practice/set of guiding principles as follows:
1) There should be the development of a standard code of conduct.
2) There should be separate code of conducts can be created for each media for ease of implementation
based on the standard practice
(1) Must present the facts and abide by the law
(2) Must be in good taste and decency standards
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(3) Director of Funding
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Table 6.4 (Continued)
4 Dimensions of Self-

Details of Mechanism

regulation Mechanism
Approaches
3) Creation of the Code of Practice / Set of Guiding Advertising Principles emphasizing on
(1) No deception by language or image leading to a misunderstanding
(2) No advertising in the form of advertorials in news, game shows drama series that create a high
credibility and persuasion impact.
(3) Must give importance to taste and decency
(4) Must be careful about the presentation of violence in advertising
break the law, and must consider taste and decency. It should be called the guideline for advertising regulation.
It should serve as the bible in regulating advertising.
2.3 The process for considering advertising before dissemination should be the same for all media by starting in
the major media first. For instance on every TV platform whether it is satellite, cable, local cable, major radio
stations or alternatives, or print should have the same process for each type of media.
2.4 Appoint the committee for assessing the advertising
This is a process that all advertising should go through before dissemination ot the public. It should start with the
major media such as TV and radio. Once the major media have been successful, the alternative media will adopt
the practice. The committee members should be made up of qualified personnel from the relevant interest
groups.
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2.2 Set the regulation guidelines based on the Code of Conduct / Code of Ethic / / Code of Practice, must not
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Table 6.4 (Continued)
4 Dimensions of Self-

Details of Mechanism

regulation Mechanism
Approaches
3. Funding Dimension

Means the establishment of a fund to support the operations under the responsibility of the Director of Funding.
There should be four sources of funding as follows:
1) Initial funding from the NBTC
2) Operations funding should come from four sources
(1) Membership fee is the funding from members
advertising tax
(3) Contribution from the state agencies such as the NBTC, OCPB, and FDA because the organization would
help to reduce the burden of the state agencies
(4) Donation from foundations
3) Other sources of funding This may come from fines, copyright fees, and advertising processing fees.
4) Funding for research and development This should be a contribution of the NBTC for the development of
the organization and its members.

4. Advertising Complaint
Management Dimension

Defines the process for advertising complaints management
A committee for operating this process should comprise of the following
1) Committee to collect complaints
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(2) Contribution from members that are advertising agencies which can be taken as a percentage of the
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Table 6.4 (Continued)
4 Dimensions of Self-

Details of Mechanism

regulation Mechanism
Approaches
2) Committee to consider complaints
3) Committee to process the suitable action
4) Committee for remedial action
The composition of each committee must include relevant interest groups. In addition the collection,
consideration, judgement, and decision on remedial action should be a one stop service for convenience to the
consumer. There should be a clear time frame as follows:

channels through the OCPB, FDA, and NBTC. These new channels should include the newly established
council and various advertising associations for consumer convenience. It is the duty of the complaints
collection committee to gather the complaints from all the channels.
(2) Complaints Consideration Process will be done by the committee that should have representatives from
the practitioners’ association, academics, legal advisors, and representatives of the public. The consideration
should be made based on the laws, ethical practice, code of conduct, and guidelines.
(3) Seeking Suitable Course of Action Process will be done when the matter has been sent for judgement. The
committee has the duty to consider the level of misdeed and the appropriate pubishment. In the case that it is a
violation of the law the case should be forwarded to the relevant government agency. In the case that it is not a
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(1) Complaints Collection Process should have more channels for complaints collection from the former
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Table 6.4 (Continued)
4 Dimensions of Self-

Details of Mechanism

regulation Mechanism
Approaches
legal violation but a breach of the code of ethics, code of conduct, or done in bad taste with no decency which is
set as the guideline for consideration, the council can consider the punishment.
(4) Remedial Action Process is the part where some sort of compensation is given to those affected by the
advertising whether it is an individual or organization. There must be a committee to consider the appropriate
course of action to be taken.
Approaches mans the Mechanism for Self-regulation and Operating Procedures (Draft Model) 1 2 3
Details of Operations

Phases
Phase 1

1) After the law has been passed to support the establishment of the advertising professional council.

Implementation 1 year

2) Create a joint understanding and directive in the advertising industry and related agencies for self-regulation
in the form of the advertising council.
3) Establish suitable incentives so that all of the parties involved would come together for the development of
the self-regulation practice.
4) Establish cooperation with the state agency such as the NBTC for funding and support.

Phase 2

1) The main organization for advertising self-regulation should be the Advertising Professional Council.

Implementation 1 year

2) The Secretariat should be established to perform the regular duties.
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Operation Procedures4
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Table 6.4 (Continued)
Approaches mans the Mechanism for Self-regulation and Operating Procedures (Draft Model) 1 2 3
Operation Procedures4

Details of Operations

Phases
3) The main organization has to be source and appoint the the advertising standards board
Phase 3
Implementation 1 year

1) The Advertising Standards Board should establish the four dimensions of operations as follows:
(1) Management dimension
(2) Advertising Code of Conduct Dimension

(4) Advertising Complaint Processing Dimension
2) The Advertising Standards Board should source and appoint the director for each dimension
Phase 4

1) Start regulating advertising by the newly established council

Annual Evaluation

2) Consumer protection organizations monitor the operations of the council
3) Evaluate the effectiveness of the self-regulation process
4) Use the evaluation results to improve the self-regulation process
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(3) Funding Dimension

CHAPTER 7
DATA ANALYSIS FOCUS GROUP ROUND 1
This chapter presents the findings from the focus group round 1. The group
consisted of 9 participants from the association of advertising practitioners, media
regulating agencies, media monitors, and academics.
The focus group was conducted after the documentary research, survey
research, and in-depth interviews have been completed. The analyses from the first
three studies have been synthesized for discussion by the focus group. The three
models for the mechanism of self-regulation and operations procedures were
discussed. The researcher analyzed and synthesized the information in developing the
summary of findings presented in the following section.

7.1 Development of the “Advertising Professional Council” Models 1, 2
and 3
The model defines Framework, Process, Type of organization, and Composition
of members.
Eight out of nine focus group participants have the opinions in the same
direction on Model 1. However, not all of them agreed on every detail. The
participants did not agree to transform the Advertising Association of Thailand (AAT)
to be the advertising professional council. They reasoned that this is because the AAT
should be one of the key members of the resulting advertising professional council in
the form of the Self-Regulatory Organization (SROs). The self-regulation of
advertising is a means to protect the advertising industry therefore it should be
supported by a law to ensure the legality of the advertising professional council.
There should be a strong collaboration among the advertising practitioners’
associations including the AAT, the Media Agencies Association (Thailand), and
other advertising associations. But it should not include state agencies.
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In the initial stages of the establishment of the advertising council there should
be a cooperation from the state agencies related to advertising such as Office of Food
and Drug Administration (FDA), Office of the Consumer Protection Board (OCPB),
and Office of The National Broadcasting and Telecommunications Commission
(NBTC). The collaboration should be regarding the legal aspect and enforcement of
punishment in the case of law violation, and supporting the funding to provide
guidelines for self-regulation. The operations and management should be done by
professionals or the new generation, who have good potential.
The presentation of the discussion of the participants is shown in Table 7.1,
7.2, 7.3
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Table 7.1 Table Presenting Analysis of Focus Group on (Draft) Model 1
Model means Framework, Process, Type of organization, and Composition of members
(Draft) Model 1

Opinion of Focus Group Participants on (Draft) Model 1
-Eight out of nine participants agreed with the establishment of the Advertising

Association of Thailand to be the

Council. They did not see the need to upgrade the Advertising Association of

Advertising Professional Council

Thailand to be the Advertising Council because it is a major component in the

with more authority and

establishment of the council.

responsibilities.

-The council will implement the Self-Regulation process

Process

-Self-Regulation Process

-It is necessary to establish Self-Regulatory Organizations (SROs)

type of

-Self-Regulatory Organizations

Composition of membership in the council

organization

(SROs)

It should be a voluntary decision of the advertising practitioners from the

composition of

-Association of practitioners

Advertising Association of Thailand, Media Agency Association of Thailand,

members

1) Association of advertising
practitioners
2) Association of media practitioners
3) Organizations of related
industries

other advertising associations, without the state or other interest groups.
-The advertising council should cooperate with the state in order to create a
fund for the establishment and operations along with legal support as follows:
1) In terms of the laws regarding advertising the council must cooperate with

Cooperation

-Cooperation in the enforcement of

the FDA, OCPB, and NBTC in order to set the laws as guidelines for the

with thestate

laws and funding

practice of advertising self-regulation. In case of a legal violation the
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-Upgrade the Advertising

Framework
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Table 7.1 (Continued)
Model means Framework, Process, Type of organization, and Composition of members
(Draft) Model 1

Opinion of Focus Group Participants on (Draft) Model 1
advertising professional council will send the issue for punishment to the
relevant government agency.
2) Support in terms of funding in the establishment of the organization
especially those that earn a concession from advertising such as the
Metropolitan Electricity Authority, State Railway Authority, or other agencies
that regulate advertising.
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Table 7.2 Table Presenting Analysis of Focus Group on (Draft) Model 2

Model means Framework, Process, Type of organization, and Composition of members
(Draft) Model 2

Opinion of Focus Group Participants on (Draft) Model 2

Establish a new advertising council which

One out of the 9 participants agreed with the (Draft) Model 2 of self-

emphasizes on the self-regulation of

regulation, which is the establishment of Self-Regulatory

advertising industry.

Organizations (SROs). The difference from (Draft) Model 1 is the

Process

Self-Regulation process

composition of members that should include many different interest

Type of

Self-Regulatory Organizations (SROs) in

groups such as the Advertising Association of Thailand, Media Agency

organization

the form of the Advertising Council

Association of Thailand, association of other advertising practitioners,

Framework

of Members

association of product/service providers, state agencies (FDA, OCPB,

1) Association of advertising practitioners

and NBTC), representatives of the public, associations of related

2) Association of media practitioners

industries, legal advisors, and representatives of related academics.

3) Association of product/service providers
4) State agencies such as the NBTC, FDA,
and OCPB
5) Organizations representing the public
6) Organizations of related industries
7) Legal advisors
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Composition Composition of members will include
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Table 7.2 (Continued)

Model means Framework, Process, Type of organization, and Composition of members
(Draft) Model 2

Opinion of Focus Group Participants on (Draft) Model 2

8) Representatives of related academics
Cooperation

Cooperation in the enforcement of related

with the

laws and partial funding.

State

289

290

Table 7.3 Table Presenting Analysis of Focus Group on (Draft) Model 3

Model means Framework, Process, Type of organization, and Composition of members
(Draft) Model 3
Framework

Opinion of Focus Group Participants on (Draft) Model 3

Establish a new advertising council which

(Draft) Model 3 Co-Regulation Process – No participant agreed

emphasizes on the self-regulation of advertising

with this system.

industry in collaboration with the state by
supporting the funding.
Co-Regulation Process

Type of

Co-Regulation Organization in the form of the

organization

Advertising Professional Council

Composition

Composition of members will include

of Members

1) Association of advertising practitioners
2) Association of media practitioners
3) Association of product/service providers
4) State agencies such as the NBTC, FDA, and
OCPB
5) Organizations representing the public
6) Organizations of related industries
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Process
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Table 7.3 (Continued)

Model means Framework, Process, Type of organization, and Composition of members
(Draft) Model 3

Opinion of Focus Group Participants on (Draft) Model 3

7) Legal advisors
8) Representatives of related academics
The state agencies will include the FDA
NBTC, and OCPB.
Cooperation

Cooperation to have co-regulation with the state

with the state
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7.2 The Findings on the Approaches to Establish the Advertising
Professional Council
Means the Self-regulation Mechanism
The participants suggested that the self-regulation mechanism should have 5
dimensions from the original 4 proposed as follows:
1) Management Dimension-There should be the Advertising Standards
Board and directors for each of the dimensions sourced from the advertising industry.
For the first term the committees and directors would be appointed. After the
termination of this first term, the next set of administrators will be elected.
2) Advertising Code of Conduct Dimension-There should be the creation
of a standard code of conduct for all types of advertising media. Then there should be
the development of specific codes of conduct for each particular media.
3) Funding Dimensions-There should be three types of funding as
follows: -Initial funding from contributions of key organizations-Operations funding
from membership fees, state agencies contribution, and donations-Funds from fines,
copyright, and fees for assessing advertising
4) Advertising Complaint Management Dimension -There should be
four steps in the handling of advertising complaint as follows:
(1) Collection of complaints
(2) Consideration of complaints
(3) Decision on complaints that should be changed to be Seeking
Suitable Course of Action
(4) Remedial Action
The participants suggested the adding of the fifth dimension, Members Incentive
5) Members Incentive -The advertising council should be a positive
force in providing benefits to the members. This is a good directive because the
incentive will encourage participation in self-regulation. These incentives may include
negotiating power with the state, reduction of tax, and receiving support from the state
in the development of advertising personnel.
The proposed directives for operations procedures comprised of 4 phases. The
participants agreed to the model with the details of the discussion in Table 7.4 and 7.5
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Table 7.4 Table Presenting Analysis of Focus Group Opinions on Mechanisms of (Draft) Model 1 2 3

Approches means mechanism of self-regulation for (Draft Model) 1 2 3
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
Management of the organization by two administrative

1) The board of management should have 5, 7, 9,

Dimension

levels

or 11 members from various disciplines or the

1) Level of The Advertising Standards Board

management of the associations that are part of the

Sourced by the key organization in establishing the council

council. Members may be sourced from the

7 members

president of each association.

2) Director of the 4 dimensions, each dimension has1

2) Directors for the 4 dimensions (Add Members

director

Incentive Dimension) Each dimension should have

(1) Director of Management

one director who is an expert in the advertising

(2) Director of Advertising Code of Conduct

industry.

(3) Director of Funding
(4) Director of Advertising Complaint Processing
2. Advertising

Define the role of the council to be established in

1) There should be the development of the code of

Code of Conduct

developing the code of conduct, code of ethics, and code or

conduct for each media and code of ethics. There
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1. Management
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
Dimension

practice/set of guiding principles. This would be the

should be no minimum or higher level

responsibility of the Director of Advertising Code of

requirements. The guidelines should be in

Conduct.

accordance to the law and encompass every media.

2.1 Developing the code of conduct, code of ethics, and

2) Then separate code of conducts can be created

code or practice/set of guiding principles

for each media for ease of implementation based

requirement) and a code of ethics (minimum requirement).
2) Develop a higher code of conduct and ethical practice
differentiated by advertising media for ease of
implementation. It must be in line with the standard code of
conduct covering the following issues :
(1) Must present the facts and abide by the law
(2) Must be in good taste and decency standards
3) Creation of the Code of Practice/Set of Guiding

on the standard practice.
3) The development of a Code of Practice / Set of
Guiding Advertising Principles
The participants emphasized the issues of
(1) Must not use deception in language or image
to create misunderstanding.
(2) Must not use advertising in the form of
advertorials in news, game shows drama series
that create a high credibility and persuasion
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1) Creating a standard code of conduct (minimum
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
Advertising Principles emphasizing on
(1) No deception by language or image leading to a
misunderstanding

impact.
(3) Must give importance to taste and decency.
(4) Must be careful about the presentation of

(2) No advertising in the form of advertorials in news, violence in advertising.
The participants are concerned about advertorials

persuasion impact.

in programs that are hard to regualte.

(3) Must give importance to taste and decency

4) The participants agree to have a mechanism to

(4) Must be careful about the presentation of violence

assess advertising before dissemination because it

in advertising

would help to reduce the possibility of

2.2 Set the regulation guidelines based on the Code of

malpractice.

Conduct /Code of Ethic/Code of Practice , must not break
the law, and must consider taste and decency. It should be
called the guideline for advertising regulation. It should
serve as the bible in regulating advertising.
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game shows drama series that create a high credibility and
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
2.3 The process for considering advertising before

5) The participants agree that there should be a

dissemination should be the same for all media by starting

process for assessing the advertising before release

in the major media first. For instance on every TV platform

because it will significantly reduce the possibility

whether it is satellite, cable, local cable, major radio stations for mistakes. The process should start with the
major media first. The process for assessment

each type of media.

should be the same for each media.

2.4 Appoint the committee for assessing the advertising

6) The participants agree to the establishment of a

This is a process that all advertising should go through

committee to assess advertising prior to release.

before dissemination ot the public. It should start with the

The assessment should start with the major media

major media such as TV and radio. Once the major media

for the development of a model. If this model is

have been successful, the alternative media will adopt the

successful it can be used with other media. The

practice. The committee members should be made up of

committee assessing the advertising should not

qualified personnel from the relevant interest groups.

have any involvement with the advertising. The

2.5 The state should play a role in monitoring advertising of

participants are concerned about the fairness and

296

or local stations, or print should have the same process for
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
products and services that have been disseminated in the

the standard of the assessment. Therefore, they

media. This will help to double check if the advertising is

suggested the use of the current process where the

done in accordance to the law with consideration to good

Advertising Association of Thailand cooperates

taste and decency.

with each station for assessing television

be modified to use in media that have similar
characteristics.
7) The state should establish a monitoring unit.
The participants do not agree that the state should
set up a unit for monitoring because the existing
agencies such as OCPB and FDA already have
random checks of the advertising content for
violation of the law. The government checks
should encompass all media but it should not
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advertising before airing as the model. This should
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
regard issues of taste and decency because it is a
creative work.
Defines the estbalishment of the fund so that there would be

The participants agree that there should be funding

Dimension

funding for operations. This would be the responsibility of

to support the operations under the responsibility

the Director of Funding.

of the Director or Funding. There should be three

There are four possible sources of fundign as follows:

types of funding sources.

1) Initial fund for the establishment of the council should
come from the NBTC.

1) The initial funding should be made from
contributions from state agencies with concessions

2) Operations funding should come from four sources as such as the state railway, the state highways, the
follows:
(1) Membership fee which is the main revenue from
members
(2) Funding from member agencies as a contribution
from the tax paid by the advertising agencies annually.

BMA, or the Health Organizaiton. The funding
should not come from the NBTC because it does
not manage every platform.
2) Funds should come from
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3. Funding
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
(3) Funding from the state agencies such as the NBTC,
FDA, and OCPB because the council’s establishment would
reduce the burden on these agencies.
(4) Donation from the various foundations.
advertisng
4) Funds for research and development from the NBTC
for the devleopment of the council and its members.

contributing from the advertising tax of 0.5%
(2) Funding from the state agencies such as the
NBTC, FDA, and OCPB because the council’s
establishment would reduce the burden on these
agencies.
(3) Donation from the various foundations.
3) Funds from fines, copyright, and fees for
assessing advertisng
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3) Funds from fines, copyright, and fees for assessing

(1) The membership fee and funding
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
4. Advertising

Defines the process for advertising complaints management

The participants agree with the advertising

Complaint

A committee for operating this process should comprise of

complaints management process.

Processing

the following

There is a suggestion that step 3 should be

Dimension

renamed to be the process for seeking suitable

2) Committee to consider complaints

action because the role of the committee is to

3) Committee to process the punishment

consider the appropriate action to be taken.

4) Committee for remedial action

The participants support the remedial action

The composition of each committee must include interest

because the government agencies already have the

groups relevant. In addition the collection, consideration,

authority to punish legal violations without any

judgement, and decision on remedial action should be a one

course of action to remedy those affected. This is a

stop service for convenience to the consumer. There should

very important procedure.

be a clear time frame as follows:
(1) Complaints Collection
There should be more channels for complaints collection
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1) Committee to collect complaints

301

Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
from the former channels through the OCPB, FDA, and
NBTC. These new channels should include the newly
established council and various advertising associations for
consumer convenience. It is the duty of the complaints
collection committee to gather the complaints from all the
(2) Complaints Consideration Process will be done by the
committee that should have representatives from the
practitioners’ association, academics, legal advisors, and
representatives of the public. The consideration should be
made based on the laws, ethical practice, code of conduct,
and guidelines.
(3) Punishment Process will be done when the matter has
been sent for judgement. The committee has the duty to
consider the level of misdeed and the appropriate
pubishment. In the case that it is a violation of the law the
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channels.
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Table 7.4 (Continued)
4 Dimensions of

Detail of Each Dimension

Opinion of Focus Group Participants

Self-regulation
mechanism
case should be forwarded to the relevant government
agency. In the case that it is not a legal violation but a
breach of the code of ethics, code of conduct, or done in bad
taste with no decency which is set as the guideline for
consideration, the council can consider the punishment.
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(4) Remedial action process is the part where some sort of
compensation is given to those affected by the advertising
whether it is an individual or organization. The committee
must consider the appropriate course of action to be taken.
5. Member

Initially this dimension was not included in the model.

The participants suggested that there should be a

Incentive

positive reinforcement for members in the form or

Dimension (Add)

member incentives for participating in the council.
These incentives may be in the form of negotiation
power with the state, tax breaks, receiving funding
from the state to develop personnel.
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Table 7.5 Table Presenting the Analysis of the Focus Group on the Process of (Draft) Model 1 2 3

Approches means the operating procedures for (Draft Model) 1 2 3
Operating

Details of Operations

Opinion of Focus Group Participants

Procedure
4 Phases
1) After the statute has been passed to support the

All participants agree with Phase 1

Implementation

establishment of the advertising professional council.

Suggestions include

1 year

2) Create a joint understanding and directive in the

Item 2 initially it may not encompass all media so it

advertising industry and related agencies for self-

might be necessary to start with broadcast media liek

regulation in the form of the advertising council.

TV and radio. These are major media such as free TV,

3) Establish suitable incentives so that all of the

cable TV, satellite TV, and community radio.

parties involved would come together for the

Item 4 There should be a collaboration with other state

development of the self-regulation practice.

agencies instead of just the NBTC. This is because the

4) Establish cooperation with the state agency for

NBTC does not regulate all media.

funding support.
Phase 2

1) The key organization in the establishment of the

Participants agree with Phase 2

Implementation

advertising professional council.

Suggestions include:

1 year

2) The key organization to establish the Permanent

1. The key organization assisting the establishment of
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Phase 1
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Table 7.5 (Continued)
Operating

Details of Operations

Opinion of Focus Group Participants

Procedure
4 Phases
SRO Secretariat to perform the regular duties.

the council should be the state or other related

3) The key organization should select the members of

organizations.

the Advertising Standards Board.
2. The Advertising Standards Board initially may be
sourced and should have a two-year term. After that

Phase 3

1) The Advertising Standards Board should establish

Participants agree with Phase 3

Implementation

the four dimensions of operations as follows:

Suggestions include

1 year

(1) Management Dimension

1. The initial committees may be sourced but after the

(2) Advertising Code of Conduct Dimension

end of their terms the next committee should be

(3) Funding Dimension

elected.

(4) Advertising Complaint Processing Dimension
2) The Advertising Standards Board should
determine the suitable personnel for operations.
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the board has to be elected.
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Table 7.5 (Continued)
Operating

Details of Operations

Opinion of Focus Group Participants

Procedure
4 Phases
Phase 4

1) Start regulating advertising by the newly

Annual Evaluation

established council

All participants agree with Phase 4

2) Consumer protection organizations monitor the
operations of the council
3) Evaluate the effectiveness of the self-regulation
4) Use the evaluation results to improve the selfregulation process
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process
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7.3 Summary of the Analysis of Focus Group Round 1
The summary of the analysis of the focus group 1 includes the discussion of
Models 1, 2, and 3 and the self-regulation mechanism. The result is the creation of
(Draft) Model 4 for the establishment of the advertising professional council. In
addition the participations provided suggestions regarding the directives in
establishing the advertising professional council as presented in figure 7.1, 7.2, with
tables 7.6, 7.7, and 7.8 in the following section.
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(Draft) Model 4Advertising Professional Council
Five Dimensions of Self-Regulation Mechanism

AAT
MAAT
DAAT
Selfregulation
ASPA
Etc.

Digital
TV

Figure 7.1 (Draft) Model 4 with Five Dimensions of Self-Regulation Mechanism

308

Operations Procedure of The Advertising Professional Council for (Draft) Model 4



Phase 1
1 Year

 The key
organizations
establish the
advertising
professional council.
 The establishment of
the Permanent SRO
Secretariat to
perform the regular
duties for the
creation of the
advertising council.
 Select the members
for the Advertising
Standards Board.

Phase 2
1 Year

Figure 7.2 Operations Procedure for (Draft) Model 4

 The Advertising
Standards Board
establishes 5
dimensions for
operations.
 (1 )Management
Dimension
(2) Advertising Code
of Conduct
Dimension
(3) Funding
Dimension
(4) Advertising
Complaint Processing
Dimension
(5) Membership
Incentives Dimension
 The Advertising
Standards Board
source the director
for each dimension

Phase 3
1 Year

 Start advertising
self-regulation by
the Advertising
professional
Council
mechanism.
 Consumer
Protection
organizations
monitor the
operations of the
council.
 Evaluate the
effectiveness of the
Advertising
Council selfregulation
mechanism.
 Use evaluation
results to improve
the self-regulation
process.

Phase 4
Annual Evaluation
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The law for creation of
the advertising
professional council has
been passed or its
creation has been
approved.
 Create a joint
understanding and
directive in the
advertising industry and
related agencies for selfregulation in the form of
the advertising council.
 Establish suitable
incentives so that all of
the parties involved
would come together for
the development of the
self-regulation practice.
 Establish the necessary
cooperation for the
establishment of the
advertising professional
council.
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Table 7.6 Table Summarizing the Analysis of Focus Group 1 Resulting in (Draft) Model 4
(Draft) Model 4 Advertising Professional Council
Model means Framework, Process, Type of Organization, and Composition of Members
Framework

The establishment of a self-regulation organization in the form of the advertising professional council
supported by the …. Act (in the case there is an act).

Process

Self-Regulation Process

Type of Organization Self-Regulatory Organizations (SROs)
Composition of

1) Advertising Association of Thailand
2) Media Agencies Association of Thailand
3) Digital Advertising Association (Thailand)
4) Advertising and Sign Producing Association
5) Marketing Association of Thailand
6) Digital TV Association.
7) Associations related to the advertising industry

Cooperation with the The advertising professional council should cooperate with the state in order to create a fund for the
state

establishment and operations along with legal support as follows
1) In terms of the laws regarding advertising the council must cooperate with the FDA, OCPB, and
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members

Advertising Practitioners or Related organizations
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Table 7.6 (Continued)

(Draft) Model 4 Advertising Professional Council
Model means Framework, Process, Type of Organization, and Composition of Members
NBTC in order to set the laws regarding advertising the council must cooperate with the FDA, OCPB, and
NBTC in order to set the laws as guidelines for the practice of advertising self-regulation. In case of a legal
violation the advertising council will send the issue for punishment to the relevant government agency.
2) The initial funding should be supported by state agencies that received concessions from advertising
such as the Metropolitan Electricity Authority and State Railway or the agencies regulating advertising.
310
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Table 7.7 Table Summarizing the Analysis of Focus Group 1 Dimensions of Self-regulation Mechanisms (Draft) Model 4

5 Dimensions

Mechanisms of Self-regulation (Draft) Model 4
Details 5 dimensions

1. Management

Management of the organization by two administrative levels

Dimension

1) Level of The Advertising Standards Board has to be sourced by the key organization. There can be 5,7,9,
or 11 members from various industries.
2) Five directors one for each dimension
(1) Director of Management
(2) Director of Advertising Code of Conduct
(4) Director of Advertising Complaint Processing
(5) Director of Members Incentive

2. Advertising Code of

Define the role of the council to be established in developing the code of conduct, code of ethics, and code or

Conduct Dimension

practice/set of guiding principles. This would be the responsibility of the Director of Advertising Code of
Conduct.
2.1 Developing the code of conduct, code of ethics, and code or practice/set of guiding principles as follows:
1) There should be the development of a standard code of conduct.
2) There should be separate code of conducts can be created for each media for ease of implementation
based on the standard practice
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(3) Director of Funding
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Table 7.7 (Continued)
5 Dimensions

Mechanisms of Self-regulation (Draft) Model 4
Details 5 dimensions
(1) Must present the facts and abide by the law
(2) Must be in good taste and decency standards
3) Creation of the Code of Practice/Set of Guiding Advertising Principles emphasizing on
(1) No deception by language or image leading to a misunderstanding
(2) No advertising in the form of advertorials in news, game shows drama series that create a high

(3) Must give importance to taste and decency
(4) Must be careful about the presentation of violence in advertising
2.2 Set the regulation guidelines based on the Code of Conduct /Code of Ethic/Code of Practice , must not
break the law, and must consider taste and decency. It should be called the guideline for advertising
regulation. It should serve as the bible in regulating advertising.
2.3 The process for considering advertising before dissemination should be the same for all media by starting
in the major media first. For instance on every TV platform whether it is satellite, cable, local cable, major
radio stations or local stations, or print should have the same process for each type of media.
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credibility and persuasion impact.
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Table 7.7 (Continued)
5 Dimensions

Mechanisms of Self-regulation (Draft) Model 4
Details 5 dimensions
2.4 Appoint the committee for assessing the advertising
This is a process that all advertising should go through before dissemination ot the public. It should start with
the major media such as TV and radio. Once the major media have been successful, the alternative media will
adopt the practice. The committee members should be made up of qualified personnel from the relevant
interest groups.

3. Funding Dimension

The participants agree that there should be funding to support the operations under the responsibility of the
1) The initial funding should be made from contributions from state agencies with concessions such as
the state railway, the state highways, the BMA, or the Health Organizaiton.
2) Funds should come from
(1) The membership fee and funding contributing from the advertising tax of 0.5%
(2) Funding from the state agencies such as the NBTC, FDA, and CPB because the council’s
establishment would reduce the burden on these agencies.
(3) Donation from the various foundations.
3) Funds from fines, copyright, and fees for assessing advertisng
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Director or Funding. There should be three types of funding sources.

314

Table 7.7 (Continued)
5 Dimensions

Mechanisms of Self-regulation (Draft) Model 4
Details 5 dimensions

4. Advertising

Defines the process for advertising complaints management

Complaint Processing

A committee for operating this process should comprise of the following

Dimension

1) Committee to collect complaints
2) Committee to consider complaints
3) Committee to process the suitable action
4) Committee for remedial action
consideration, judgement, and decision on remedial action should be a one stop service for convenience to the
consumer. There should be a clear time frame as follows:
(1) Complaints Collection
There should be more channels for complaints collection from the former channels through the OCPB, FDA,
and NBTC. These new channels should include the newly established council and various advertising
associations for consumer convenience. It is the duty of the complaints collection committee to gather the
complaints from all the channels.

314

The composition of each committee must include relevant interest groups. In addition the collection,
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Table 7.7 (Continued)
5 Dimensions

Mechanisms of Self-regulation (Draft) Model 4
Details 5 dimensions
(2) Complaints Consideration Process will be done by the committee that should have representatives
from the practitioners’ association, academics, legal advisors, and representatives of the public. The
consideration should be made based on the laws, ethical practice, code of conduct, and guidelines.
(3) Seeking Suitable Course of Action Process will be done when the matter has been sent for
judgement. The committee has the duty to consider the level of misdeed and the appropriate pubishment. In
the case that it is not a legal violation but a breach of the code of ethics, code of conduct, or done in bad taste
with no decency which is set as the guideline for consideration, the council can consider the punishment.
(4) Remedial action process is the part where some sort of compensation is given to those affected by
the advertising whether it is an individual or organization. The committee must consider the appropriate
course of action to be taken.

5. Members Incentive

The council should provide a positive reinforcement for members in the form or member incentives for
participating in the council. These incentives may be in the form of negotiation power with the state, tax
breaks, receiving funding from the state to develop personnel.
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the case that it is a violation of the law the case should be forwarded to the relevant government agency. In
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Table 7.8 Table Presenting the Analysis of the Focus Group on the Process of (Draft ) Model 4
Operation

Operation Procedures (Draft ) Model 4

Procedures

Details of Operations

4 Phase
Phase 1
Implementation 1

1) After the statute has been passed to support the establishment of the advertising council.

year

2) Create a joint understanding and directive in the advertising industry and related agencies for self regulation in the form of the advertising council.
3) Establish suitable incentives so that all of the parties involved would come together for the development
4) Establish cooperation with the state agency for funding support.

Phase 2

Key Organization assist to establish Advertising Professional Council.

Implementation 1

1) The main organization for advertising self-regulation should be the Advertising Professional Council.

year

2) The key organization creates the Permanent SRO Secretariat has to be established to perform the regular
duties.
3) There should be a selection of the members of the Advertising Standards Board for a term of 2 years.
Subsequent boards will be elected by the Advertising Standards Board
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of the self-regulation practice.
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Table 7.8 (Continued)
Operation

Operation Procedures (Draft ) Model 4

Procedures

Details of Operations

4 Phase
Phase 3

1) The Advertising Standards Board establish the five dimensions of operations as follows:

Implementation 1

(1) Management dimension

year

(2) Advertising Code of Conduct Dimension
(3) Funding Dimension
(4) Advertising Complaint Processing Dimension
2) The Advertising Standards Board determine the suitable personnel for operations for a term of 2 years.
Subseuqent boards will be elected.

Phase 4

1) Start regulating advertising by the newly established council

Annual Evaluation

2) Consumer protection organizations monitor the operations of the council
3) Evaluate the effectiveness of the self-regulation process
4) Use the evaluation results to improve the self-regulation process

317

(5) Members Incentive Dimension

CHAPTER 8

DATA ANALYSIS FOCUS GROUP ROUND 2
This chapter presents the findings from the focus group round 2 that will
discuss the model created after focus group round 1. The six participants consisted of
the president of the Advertising Association of Thailand, Vice President Government
Relations AAT, the secretary general of the Media Agencies Association of Thailand,
the president of Digital Advertising Association (Thailand), president of Digital TV
Association, and honorary consultant of Thailand Cable TV Association.

The

participants discussed the 1) model which includes the resulting framework, type of
organization, members’ composition, and cooperation with the state; and 2) the
approaches including the self-regulation mechanism and the operations procedure in
establishing the advertising professional council.

8.1 Table Findings Summary : Focus Group Round 2 on the (Draft)
Model 4 with Four Self-regulation Mechanism Dimensions and
Operating Procedures of the Advertising Professional Council is
shown in Table 8.1, 8.2 and 8.3
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Table 8.1 Table Presenting Analysis of Focus Group 2 on (Draft) Model 4
Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
1. Resulting

Establishment of the Advertising Professional

All the participants agree with the establishment of the

Framework

Council based on the act to be passed as part of the

Advertising Professional Council. This would be a

legislation.

major change in the development of the practitioners
council that will truly serve the need of the industry

1) There is a need to upgrade the standard of
advertising practice and self-regulation to be on par
with the international standard, which is in line with
the guidelines of APEC. This has led to the support for
the establishment of the advertising self-regulation.
2) This would ensure the power for negotiation with
the state for instance being able to contribute to the
development of laws regarding advertising.
3) Self-regulation ensures the freedom in creating
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and society. The reason are as follows:
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Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
advertising that is deemed suitable without state
interference.
4) This will ensure suitable support from the state.
5) This will increase the credibility among members

the goals of the industry and society.
In addition the framework of the Advertising Council
will be a professional body that will be supported by a
law. This council should have the following
objectives:
1) To uplift the professional practice in all dimensions
of the advertising through a standard world-class
sustainable self-regualtion practice.
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of the public and the state by comprehensively serving
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Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
2) To ensure that the self-regulation balances the
creativity with social responsibility. This will create
consumers and society confidence and acceptance
through better understanding of advertising thus
receiving real benefits from it.

advertising that will be an impetus for driving the Thai
economy into the international arena within the
framework of self-regulation.
2. Process

Self-Regulation Process

Participants agree with the self-regulation process in
the form of co-existence with the state. This will
ensure that the self-regulation process of advertising
will be done in a systematic way with suggestions as
follows:
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3) To encourage creativity and innovation in Thai
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Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
1) The self-regulation mechanism is based on
responsibility. There is the necessity to co-operate
with the state on the issue of law enforcement and
some funding.
2) The mechanism for self-regulation should be
creation of content is done within the bounds of selfregulation guidelines. 2) ensuring that media has the
freedom to present content that is within the bounds of
self-regulation guidelines.
3. Organization
Type

Self-Regulatory Organizations (SROs)

All participants agree to the development of the
advertising Professional council in the form of SelfRegulatory Organizations (SROs) and establishing the
Permanent SRO Secretariat to perform the regular
duties.
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divided into two parts 1) ensuring that creative
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Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
4. Members
Composition

Advertising Practitioners or Related organizations

All participants agree to the voluntary participation by
the various organizations. This should start with the

2) Media Agencies Association of Thailand

major organizations with good potential in the

3) Digital Advertising Association (Thailand)

industry. The participants also recommended that

4) Advertising and Sign Producing Association

there should be two aspects in the self-regulation

5) Marketing Association of Thailand

which are content and channel therefore the directives

6) Digital TV Association

should be made for each type of media 1) advertising

7) Associations related to the advertising

content producers and 2) media organizations.

industry

For instance
1) Advertising Content Producers
(1) Advertising Association of Thailand
(2) Media Agencies Association of Thailand
(3) Digital Advertising Association (Thailand)
(4) Advertising and Sign Producing Association
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1) Advertising Association of Thailand
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Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
(5) Other organizations related to advertising
production
2) Media Organizations
(1) Digital TV Association.
(3) Satellite Television Association (Thailand)
The advertising professional council should ensure
that members act within the bounds of the selfregulation guidelines. However, should there be a
violation of the law, the council will process the case
in order to minimize the damage for members. But for
non-members any violation of the council guidelines
or laws, the council will submit the case for
consideration by the related government agency.
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(2) Thailand Cable TV Association
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Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
1) Legal Support

The participants suggested that in the initial stage of

Cooperation with

The Advertising the council must cooperate with the

the establishment of the advertising professional

the State

FDA, OCPB, and NBTC in order to set the laws as

council, funding should be taken from the government

guidelines for the practice of advertising self-

agencies that receive income from the advertising

regulation.

industry. These agencies would include those that rent
out spaces for advertising placement such as the

2) Funding and other contribution

BMA, Expressway Authority, State Railway

Funding should be supported by the government

Authority, and Metropolitan Electricity Authority.

agencies that receive income from the advertising

*This should be noted that having the state take part in

industry. These agencies would include those that

the establishment of the advertising council and

rent out spaces for advertising placement such as the

supporting the funding is made under the condition of

BMA, Expressway Authority, State Railway

co-existence. The state does not have the authroity to

Authority, and Electricity Generating Authority.

interfere with the operations of the advertising
professional council.
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5. Two aspects of

326

Table 8.1 (Continued)

Model means the resulting self-regulation mechanism, process, type of

Opinion of Focus Group Participants

organization, and composition of members
(Draft) Model 4
All participants agree with the cooperation with the
FDA, OCPB, and NBTC in order to set the laws as
guidelines for the practice of advertising selfregulation.
326
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Table 8.2 Table Presenting Analysis of Focus Group 2 on Five Dimensions of Self-Regulation Mechanism (Draft) Model4
5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
Management of the organization by two administrative

All of the participants agree with the

Dimensions

levels

mechanism in the Management dimension.

1) Level of The Advertising Standards Board

There is a suggestion that the Advertising

Sourced by the key organization in establishing the council

Standards Board should be sourced by the key

consisting of 7 or 9 or 11 members

organization that would set up the advertising

2) Each dimension has 1 director

council. The board should have 7 members.

(1) Director of Management

The first term will be a closed system in

(2) Director of Advertising Code of Conduct

sourcing the members. The names of the

(3) Director of Funding

committee sourcing the board should be kept

(4) Director of Advertising Complaint Processing

confidential. Its composition should be from

(5) Director of Members Incentive

members of every key member organization
to ensure fairness.

2. Advertising Code of

Define the role of the council to be established in

Conduct Dimensions

developing the code of conduct, code of ethics, and code or the code of conduct, code of ethics, and code
practice/set of guiding principles. This would be the

All participants agree to the development of
or practice/set of guiding principles. There is
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1. Management
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
responsibility of the Director of Advertising Code of

a suggestion for the establishment of a

Conduct.

committee to assess advertising in item 2.4.

2.1 Standard code of

The development of the code of conduct, code of ethics,

All participants agree to the development of

conduct

and code or practice/set of guiding principles should have

the code of conduct, code of ethics, and and

three level as follows:

code or practice/set of guiding principles.

1) There should be the development of a standard code of
2) There should be separate code of conducts can be
created for each media for ease of implementation based
on the standard practice
(1) Must present the facts and abide by the law
(2) Must be in good taste and decency standards
3) Creation of the Code of Practice / Set of Guiding
Advertising Principles emphasizing on

328

conduct.
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
(1) No deception by language or image leading to a
misunderstanding
(2) No advertising in the form of advertorials in news,
game shows drama series that create a high credibility and
persuasion impact.
329

(3) Must give importance to taste and decency
(4) Must be careful about the presentation of violence
in advertising
2.2 Standard for

Set the regulation guidelines based on the Code of Conduct

All participants agree to the standard in

advertising asessment

/Code of Ethic /Code of Practice , must not break the law,

assessing advertising before dissemination.

and must consider taste and decency. It should be called
the guideline for advertising regulation. It should serve as
the bible in regulating advertising and assessment before
dissemination in all media.
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
2.3 Assessment process

The process for considering advertising before

All the participants agree with the assessment

dissemination should be the same for all media by starting

process. There is a suggestion that the

in the major media first. For instance on every TV platform assessment process is intended to screen
advertising to create confidence and trust that

stations or local stations, alternative media or print should

advertising is suitable for society and the

have the same process for each type of media.

consumers.

2.4 Committee for

Appoint the committee for assessing the advertising

Participants in the focus group suggest that

Assessing Advertising

This is a process that all advertising should go through

the committee for assessing advertising

before dissemination ot the public. It should start with the

should only have advisory power in giving

major media such as TV and radio. Once the major media

recommendations before the dissemination of

have been successful, the alternative media will adopt the

advertising like the Office of the Council of

practice. The committee members should be made up of

the State in giving legal opinion, but has no

qualified personnel from the relevant interest groups.

power to make any judgement on the course

Suggest to use the assessment process for TV advertising

of action to be taken.

that is implemented by the Advertising Association of
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whether it is satellite, cable, local cable, major radio
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
Thailand in colloaboration with each TV station as the
model to be used in media that have similar
charactertistics.
3. Funding Dimensions

The participants have recommendations about

support the operations under the responsibility of the

the funding 1) initial funding should come

Director or Funding. There should be three types of

from the government agencies that receive

funding sources.

concession from renting space for advertising

1) The initial funding should be made from contributions

placement such as the BMA, Expressway

from state agencies with concessions such as the state

Authority, State Railway Authority, and

railway, expressway authority, the BMA, or the Health

EGAT. In addition contribution from the

Organizaiton.

NBTC should also be considered a

2) Operations Funding should come from

concession-based contribution.

(1) The membership fee and funding contributing from
the advertising tax of 0.5%
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The participants agree that there should be funding to
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
(2) Funding from the state agencies such as the NBTC,
FDA, and CPB because the council’s establishment would
reduce the burden on these agencies.
(3) Donation from the various foundations.
3) Funds from fines, copyright, and fees for assessing

4. Advertising

Defines the process for comprehensive advertising

All participants agree to the complaint

Complaint

complaints management

management process by providing a

Management

susggestion on the issue 4.2 regarding the

Dimensions

complaints collection process.

4.1 Committee

Defines the process for advertising complaints

All participants agree to the establishment of

management

the committees for managing advertising

A committee for operating this process should comprise of

complaints process.

the following
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advertisng
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
1) Committee to collect complaints
2) Committee to consider complaints
3) Committee to process the suitable action
4) Committee for remedial action
The composition of each committee must include relevant
interest groups.
The collection, consideration, judgement, and decision on

All of the participants agree with the

Complaint Processing

remedial action should be a one stop service for

advertising complaint processing procedure

convenience to the consumer. There should be a clear time

with the following suggestions :

frame as follows:

Step 1 Complaints collection

(1) Complaints Collection

There should be a process to screen the

There should be more channels for complaints

complaints in order to filter the unrelated

collection from the former channels through the OCPB,

matters.

FDA, and NBTC. These new channels should include the

Step 2 Processing the complaint and

newly established council and various advertising

assessment to identify if a member has
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4.2 Advertising
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
associations for consumer convenience. It is the duty of the

violated the law in order to give quick

complaints collection committee to gather the complaints

recommendations to remedy the situation to

from all the channels.

ensure that the state does not need to step in.
In the case of non-members violating the code
of conduct or law the considering process will
help to reduce the burden of the state

(2) Complaints Consideration Process will be done by

Step 3 There should be a suitable

the committee that should have representatives from the

consideration process that will decide on the

practitioners’ association, academics, legal advisors, and

punishment measures. After the punishment

representatives of the public. The consideration should be

has been decided an appeals process can be

made based on the laws, ethical practice, code of conduct,

filed.

and guidelines.
(3) Seeking Suitable Course of Action Process will be
done when the matter has been sent for judgement. The
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agencies.
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
committee has the duty to consider the level of misdeed
and the appropriate pubishment. In the case that it is a
violation of the law the case should be forwarded to the
relevant government agency. In the case that it is not a
legal violation but a breach of the code of ethics, code of
conduct, or done in bad taste with no decency which is set
the punishment.
(4) Remedial action process is the part where some
sort of compensation is given to those affected by the
advertising whether it is an individual or organization. The
committee must consider the appropriate course of action
to be taken
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as the guideline for consideration, the council can consider
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
5. Members Incentive

The council should provide a positive reinforcement for

The participants agree that members should

Dimensions

members in the form or member incentives for

have an incentive. However, they disagree

participating in the council. These incentives may be in the

about the tax break because it is an issue that

form of negotiation power with the state, tax breaks,

may not be well received by society and may

receiving funding from the state to develop personnel.

face opposition from the public. Therefore, it

conflict with other elements in society. The
council may be set as the knowledge center of
advertising in the country. The members’
incentive should be made clear so that all
relevant associations would come together to
build it for the good credit of all. This might
be in the form of reduced costs in buying
advertising media space for instance.
In addition there are incentives that are more
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is suggested that the benefits should not create
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Table 8.2 (Continued)

5 Dimensions of Self-

Details of 5 Dimensions

Opinion of Focus Group Participants

Regulation Mechanism
abstract such as building the reputation of
advertising among consumers and the public
through the promotion of advertising literacy.
6. Professional

This dimension was not in the original proposition.

The participants suggested the inclusion of a
sixth dimension, which is Professional

Dimensions

Development to promote advertising literacy.
This would ensure that the public, the state,
and practitioners will come to an
understanding that will make the advertising
industry a trusted institution through the
promotion of advertising literacy.
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Development
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Table 8.3 Presenting Analysis of Focus Group on Operations Procedure (Draft) Model 4
Operations Procedure

Details of Operations Procedures

Opinion of Focus Group Participants

4 Phases
1) After the statute has been passed to support the

All participants agree with the details of

Implementation period

establishment of the advertising council.

operations in Phase 1.

1 year

2) Create a joint understanding and directive in the

(After the law or the

advertising industry and related agencies for self-regulation

approval for the

in the form of the advertising professional council.

establishment of the

3) Establish suitable incentives so that all of the parties

Advertising

involved would come together for the development of the

Professional Council)

self-regulation practice.
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Phase 1

4) Establish cooperation with the state agency or other
relevant organizations that will be the key provider of
funding support.
Phase 2

1) The main organization for advertising self-regulation

All participants agree with the details of

Implementation 1 year

should be the Advertising Professional Council.

operations in Phase 2.

2) The key organization creates Permanent SRO Secretariat

339

Table 8.3 (Continued)
Operations Procedure

Details of Operations Procedures

Opinion of Focus Group Participants

4 Phases
Phase 2

has to be established to perform the regular duties.

Implementation 1 year

3) There should be a selection of the members of the

(After completion of

Advertising Standards Board for a term of 2 years.

Phase 1)

Subsequent boards will be elected by the Advertising
Standards Board.
1) The Advertising Standards Board should establish the

All participants agree with the details of

Implementation 1 year

five dimensions of operations as follows:

operations in Phase 3 by adding the 6th

(After completion of

(1) Management dimension

dimension - Professional Development

Phase 2)

(2) Advertising Code of Conduct Dimension

Dimensions

(3) Funding Dimension
(4) Advertising Complaint Processing Dimension
(5) Members Incentive Dimension
2) The Advertising Standards Board should determine the
suitable personnel for operations for a term of 2 years.
Subseqent boards will be elected.
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Phase 3
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Table 8.3 (Continued)
Operations Procedure

Details of Operations Procedures

Opinion of Focus Group Participants

4 Phases
Phase 4

1) Start regulating advertising by the newly established

All the participants agree with the details of

Annual Evaluation

council

operations in Phase 4. They have a suggestion

2) Consumer protection organizations monitor the

for item 3) evaluating the effectiveness of the

operations of the council

self-regulation process. They suggest that the

3) Evaluate the effectiveness of the self-regulation process evaluation can be done by observing the
regulation process

following results:
1) Number of advertising that complies by
the law
2) Number of advertising that violates the
law
3) Number of advertising violating the code
of conduct which may be collected through
data collection methods.
4) Number of complaints filed against
advertising which may be collected from the
advertising complaint management process.
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4) Use the evaluation results to improve the self-
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8.2 Table Findings Summary : Focus Group Round 2 the (Draft) Model 4
with Self-regulation Mechanism Dimensions and Operating
Procedures of the Advertising Professional Council.

Synthesized for the Creation of Model 5 for the Directives in the Creation of
the Advertising Professional Council in Figures 8.1, 8.2 and Table 8.4, 8.5 and 8.6
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The Advertising Council
(The Permanent SRO Secretariat)
Self-Regulation

Self-Regulatory
Organizations
Self-regulatory organizations
(SROs)

Vision : To establish a balanced self-regulation practice between the development of creative ideas and social
responsibility as a means to uplift the standard of advertising in all dimensions as a key driver for the sustainable
development of the Thai economy.
Mission
To develop the standard of advertising practice in every dimension under the premise of balancing the development of creative
ideas and social responsibility for the consumers for advertising innovation in parallel of the growth of the Thai economy to a
world standard.
1.
2.

3.

Objectives
To develop the advertising practice in all dimensions with a world-class self-regulation mechanism in a sustainable
manner.
To develop a self-regulation practice that balances the development of creative ideas and social responsibility for the
consumers trust and acceptance through advertising literacy to get the true benefits of the information.
To encourage creativity and innovation as the mechanism to drive the Thai economy to the international standard
within the framework of self-regulation.

Management Dimension
The Advertising Standards
Board
Director

Advertising Code of
Conduct Dimension
Code of Conduct / Code of
Ethic / Code of Practice

Funding Dimension
Funding : Private Sector &
Government Sector

Advertising Content
Producers

Advertising Media
Organizations

AAT
MAAT
DAAT

Digital TV
TCTA
STAT

Advertising Complaints
Management Dimension
Committee / One Stop Service
for Complaint Process

Members Incentive
Dimension
Incentive : Accreditation

Monitor by the Public

Figure 8.1 Model 5 Advertising Professional Council

Professional Development
Dimension
Smart Professional & Smart
Consumer
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Operations Procedure for Advertising Professional Council Model 5

Phase 1 1 Year

 The key
organizations
establish the advertising
Professional council.
 The establishment of the
Permanent SRO
Secretariat to perform the
regular duties for the
creation of the advertising
council.
 Select the members for the
Advertising Standards
Board.

Phase 2 1 Year

 The Advertising
Standards Board
establishes the
6 dimensions for
operations.
 (1 )Management
Dimension
(2) Advertising Code of
Conduct Dimension
(3) Funding Dimension
(4) Advertising Complaint
Processing Dimension
(5) Membership
Incentives Dimension
(6) Professional
Devleopment Dimension
 The Advertising
Standards Board source
the responsible person
for each dimension

Phase 3 1 Year

Figure 8.2 Operations Procedure for Advertising Professional Council Model 5

 Start advertising
self-regulation by the
Advertising Professional
Council mechanism.
 Consumer Protection
organizations monitor the
operations of the council.
 Evaluate the
effectiveness of the
Advertising Professional
Council self-regulation
mechanism.
Use evaluation results to
improve the selfregulation process.

Phase 4 Annual
Evaluation
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 The law for creation of the
advertising
Professional council
has been passed or its creation
has been approved.
 Create a joint understanding
and directive in the advertising
industry and related agencies
for self-regulation in the form
of the advertising council.
 Establish suitable incentives so
that all of the parties involved
would come together for the
development of the selfregulation practice.
 Establish the necessary
cooperation for the
establishment of the
advertising professional
council.
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Table 8.4 Table Summarizing the Analysis of Focus Group 2 Creating Model 5

Model 5 Advertising Professional Council
Model means the resulting self-regulation mechanism, process, type of organization, and composition of members
1. Resulting Model

The establishment of the Advertising Professional Council based on the act supporting the creation of
practitioners’ associations answers to the need of the advertising industry in the implementation of selfregulation with the vision, mission, and objectives as follows:
Vision : To establish a balanced self-regulation practice between the development of creative ideas and
social responsibility as a means to uplift the standard of advertising in all dimensions as a key driver for the

Mission : To develop the standard of advertising practice in every dimension under the premise of balancing
the development of creative ideas and social responsibility for the consumers for advertising innovation in
parallel of the growth of the Thai economy to a world standard.
Objectives:
1) To develop the advertising practice in all dimensions with a world-class self-regulation mechanism in
a sustainable manner.
2) To develop a self-regulation practice that balances the development of creative ideas and social
responsibility for the consumers trust and acceptance through advertising literacy to get the true benefits of
the information.
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sustainable development of the Thai economy.
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Table 8.4 (Continued)
Model 5 Advertising Professional Council
Model means the resulting self-regulation mechanism, process, type of organization, and composition of members
3) To encourage creativity and innovation as the mechanism to drive the Thai economy to the
international standard within the framework of self-regulation.
2. Self-regulation

Participants agree with the self-regulation process in the form of co-regulation in terms legal support to

Process

ensure the self-regulation can proceed based on the designed process
The mechanism for self-regulation should be divided into two parts (1) ensuring that creative creation of
present content that is within the bounds of self-regulation guidelines.

3. Organization Type

The Advertising Professional Council is a Self-Regulatory Organizations (SROs) which would establish the
Permanent SRO Secretariat to perform the regular duties.

4. Members

It is a voluntary participation that should start with the major organizations with good potential in the

Composition

industry.
1) Advertising Content Producers
(1) Advertising Association of Thailand
(2) Media Agencies Association of Thailand
(3) Digital Advertising Association (Thailand)
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content is done within the bounds of self-regulation guidelines. (2) ensuring that media has the freedom to

346

Table 8.4 (Continued)
Model 5 Advertising Professional Council
Model means the resulting self-regulation mechanism, process, type of organization, and composition of members
(4) Advertising and Sign Producing Association
(5) Other organizations related to advertising production
2) Media Organizations
(1) Digital TV Association.
(2) Thailand Cable TV Association
(3) Satellite Television Association (Thailand)

regulation guidelines. However, should there be a violation of the law, the council will process the case in
order to minimize the damage for members. But for non-members any violation of the council guidelines or
laws, the council will submit the case for consideration by the related government agency.
5. Two Aspects of

1) Legal Practice

Collaboration with

The Advertising the council must cooperate with the FDA, CPB, and NBTC in order to set the laws as

the State

guidelines for the practice of advertising self-regulation.
2) Funding
In the initial stage of the establishment of the advertising council, funding should be taken from the
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The advertising professional council should ensure that members act within the bounds of the self-
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Table 8.4 (Continued)
Model 5 Advertising Professional Council
Model means the resulting self-regulation mechanism, process, type of organization, and composition of members
government agencies that receive income from the advertising industry. These agencies would include those
that rent out spaces for advertising placement such as the BMA, Expressway Authority, State Railway
Authority, and Electricity Generating Authority.
*This should be noted that having the state take part in the establishment of the advertising council and
supporting the funding is made under the condition of co-existence. The state does not have the authroity to
interfere with the operations of the advertising council.
347
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Table 8.5 Table Summarizing the Analysis of Focus Group 2 on Six Dimensions of Self-Regulation Mechanism Model 5
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
1. Management

Management of the organization by two administrative levels

Dimensions

1) Level of The Advertising Standards Board
Sourced by the key organization in establishing the council consisting of 7 members
2) Each dimension has 1 director

(2) Director of Advertising Code of Conduct
(3) Director of Funding
(4) Director of Advertising Complaint Processing
(5) Director Members Incentive
(6) Director of Professional Development
Note : The first term will be a closed system in sourcing the members. The names of the committee sourcing
the board should be kept confidential. Its composition should be from members of every key member
organization to ensure fairness. The directors will also first be sourced by a committee but after the first term
ends all directors will be elected.
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(1) Director of Management
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
2. Advertising Code

Define the role of the council to be established in developing the code of conduct, code of ethics, and code of

of Conduct

practice/ set of guiding principles. This would be the responsibility of the Director of Advertising Code of

Dimensions

Conduct.

1) Standard code of

The development of the code of conduct, code of ethics, and code or practice/set of guiding principles should

conduct

have three level as follows:
2) There should be separate code of conducts can be created for each media for ease of implementation based
on the standard practice
(1) Must present the facts and abide by the law
(2) Must be in good taste and decency standards
3) Creation of the Code of Practice / Set of Guiding Advertising Principles emphasizing on
(1) No deception by language or image leading to a misunderstanding
(2)

No advertising in the form of advertorials in news, game shows drama series that create a high

credibility and persuasion impact.
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1) There should be the development of a standard code of conduct.
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
(3) Must give importance to taste and decency
(4) Must be careful about the presentation of violence in advertising
2) Standard for

Set the regulation guidelines based on the Code of Conduct / Code of Ethic / / Code of Practice , must not

advertising asessment

break the law, and must consider taste and decency. It should be called the guideline for advertising regulation.
It should serve as the bible in regulating advertising and assessment before dissemination in all media.
The process for considering advertising before dissemination should be the same for all media by starting in

Process

the major media first. For instance on every TV platform whether it is satellite, cable, local cable, major radio
stations or local stations, alternative media or print should have the same process for each type of media.
Note: The assessment process is intended to screen advertising to create confidence and trust that advertising
is suitable for society and the consumers.

4) Committee for

Appoint the committee for assessing the advertising

Assessing Advertising This is a process that all advertising should go through before dissemination ot the public. It should start with
the major media such as TV and radio. Once the major media have been successful, the media will adopt the
practice. The committee members should be made up of qualified personnel from the relevant interest groups.
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3) Assessment
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
It is suggested that the assessment process for TV advertising that is implemented by the Advertising
Association of Thailand in colloaboration with each TV station as the model to be used in media that have
similar charactertistics.
Note : The committee for assessing advertising should only have advisory power in giving recommendations
before the dissemination of advertising like the Office of the Council of the State in giving legal opinion , but
has no power to make any judgement on the course of action to be taken.
The participants agree that there should be funding to support the operations under the responsibility of the

Dimensions

Director or Funding. There should be three types of funding sources.
1) Initial Funding should come from the key organization establsihing the advertising professional council or
the government agencies that receive concession from renting space for advertising placement such as the
BMA, Expressway Authority, State Railway Authority, and EGAT.
2) Operations Funding should come from
(1) The membership fee and funding contributing from the advertising tax of 0.5%
(2) Funding from the state agencies such as the NBTC, FDA, and OCPB because the council’s
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3. Funding
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
establishment would reduce the burden on these agencies.
(3) Donation from the various foundations.
3) Additional Funds from fines, copyright, and fees for assessing advertisng
4. Advertising

Defines the process for advertising complaints management

Complaint

A committee for operating this process should comprise of the following :
352

Management
Dimensions
1) Committee

1) Committee to collect complaints
2) Committee to consider complaints
3) Committee to process the suitable action
4) Committee for remedial action
The composition of each committee must include relevant interest groups.
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
2) Advertising

The collection, consideration, judgement, and decision on remedial action should be a one stop service for

Complaint Processing

convenience to the consumer. There should be a clear time frame as follows:
(1) Complaints Collection
There should be more channels for complaints collection from the former channels through the OCPB,
FDA, and NBTC. These new channels should include the newly established council and various advertising
complaints from all the channels. There should be a process to screen the complaints in order to filter the
unrelated matters.
(2) Complaints Consideration Process will be done by the committee that should have representatives
from the practitioners’ association, academics, legal advisors, and representatives of the public. The
consideration should be made based on the laws, ethical practice, code of conduct, and guidelines. The
processing the complaint and assessment to identify if a member has violated the law in order to give quick
recommendations to remedy the situation to ensure that the state does not need to step in. In the case of nonmembers violating the code of conduct or law the considering process will help to reduce the burden of the
state agencies.
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associations for consumer convenience. It is the duty of the complaints collection committee to gather the
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
(3) Seeking Suitable Course of Action Process will be done when the matter has been sent for judgement.
The committee has the duty to consider the level of misdeed and the appropriate pubishment. In the case that it
is a violation of the law the case should be forwarded to the relevant government agency. In the case that it is
not a legal violation but a breach of the code of ethics, code of conduct, or done in bad taste with no decency
which is set as the guideline for consideration, the council can consider the punishment.

advertising for the individual and businesses. The committee in charge will have the responsibility to consider
the suitable course of remedial action.
*Note The Advertising Professional Council must determine the course of action to be taken against members
within the framework of self-regulation. In the case that a legal violation has occurred immediate action has to
be taken to solve the problem to minimize damage. In the case of non-members any violation to the law or
code of conduct would be sent for punishment by relevant authorities.
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(4) Process of Remedial Action There is a process for providing remedial action for the damage due to the
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Table 8.5 (Continued)
6 Dimensions of

Details of 6 Dimensions

Self-Regulation
Mechanism
5. Members

The council should provide the incentives as a positive enforcement for voluntary participation in self-

Incentive

regulation.

Dimensions

Membership should require the process of accredidation to guarantee quality and membership benefits . The
members that follow the guidelines set by the advertising professional council will receive accreditation of
quality and benefits as follows :
(1) Have the option to get special rates in buying media from partner organizations
(3) Receive funding from the government to develop personnel
(4) Receive negotiating power with the government on related matters
(5) Create the council as the center for advertising knowledge and advertising literacy
(6) Receive trust and acceptance from the public and government agencies

6. Professional

This mechanism is important for the relationship between the practitioners’ organization with the state and the

Development

public. This would emphasize the development of the potential of the professionals in the advertising industry

Dimensions

with consideration in of the code of conduct and ethical practice. The result would be the development of a
smart professional along with the development of a smart consumer that has advertising literacy and have trust
in the advertising industry.
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(2) Receive pitching privileges
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Table 8.6 Table Summarizing the Analysis of Focus Group 2 on Operations Procedure Model 5
Operations Procedure

Details of Operations Procedures

4 Phases
Phase 1

1) Must have a law supporting the establishing advertising professional council.

Implementation

2) Create a joint understanding between all the practitioners in the advertising industry and related industry for the

period 1 year

establishment of the advertising council. In the first stage it may not control all media starting with the radio and
television because they are major media.
3) Set the incentive
4) Cooperation with the state
Establish the cooperation with the state and related agencies that will be the main organizations in supporting the
operations and funding.

Phase 2

1) The key organization for advertising self-regulation should be the Advertising Professional Council.

Implementation 1 year 2) The key organization has establish Permanent Secretariat to perform the regular duties.
(After completion of

3) There should be a selection of the members of the Advertising Standards Board for a term of 2 years. Subsequent

Phase 1)

boards will be elected.

Phase 3

1) The Advertising Standards Board should establish the six dimensions of operations as follows:

Implementation 1 year

(1) Director of Management

(After completion of

(2) Director of Advertising Code of Conduct

Phase 2)

(3) Director of Funding
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Must develop the incentive that is agreed upon by all related organizations
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Table 8.6 (Continued)

Operations Procedure

Details of Operations Procedures

4 Phases
(4) Director of Advertising Complaint Processing
(5) Director Members Incentive
(6) Director of Professional Development
2) The Advertising Standards Board should determine the suitable personnel for operations for a term of 2 years.
Subseuqent boards will be elected.
1) Start regulating advertising by the newly established council

Annual Evaluation

2) Consumer protection organizations monitor the operations of the council
3) Evaluate the effectiveness of the self-regulation process, which might be assessed by the following means:
(1) Number of advertising that complies by the law
(2) Number of advertising that violates the law
(3) Number of advertising violating the code of conduct which may be collected through data collection methods.
(4) Number of complaints filed against advertising which may be collected from the advertising complaint
management process or survey research method.
4) Use the evaluation results to improve the self-regulation process
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Phase 4

CHAPTER 9

SUMMARY OF FINDINGS,
DISCUSSIONS, AND RECOMMENDATIONS
This research presents the model for the establishment of the Advertising
Professional Council. The objective of the study is to analyze the type of formation,
mechanism for self-regulation in foreign countries, relationship with the state
agencies, expectations of the practitioners and stakeholders of the advertising industry
towards the creation of an advertising professional council in Thailand. The study
was conducted in order to develop a model and set the direction for the development
of the advertising professional council in Thailand. The researcher employed the
Mixed Methods Research by combining documentary research from countries that
have shown consistent progress in the development of advertising self-regulation.
Next a survey research was conducted to study the perception of 385 respondents,
who are representatives of advertising practitioners, media regulating agencies, media
monitors, and academics. The next stage of the research was an in-depth interview of
17 key informants from the association of advertising practitioners, media regulating
agencies, media monitors, and academics. The objective is to study the types of
framework for self-regulation. In addition the study assessed the expectations of
practitioners and organizations related to advertising regarding the establishment of
the advertising professional council. The result is the creation of three models for the
developing the advertising professional council comprising of four dimensions for the
self-regulation mechanism. The three draft models were then discussed in Focus
Group 1, which comprised of 9 participants from the association of advertising
practitioners, media regulating agencies, media monitors, and academics. Focus
Group 2 consisting only of association presidents and management was conducted to
discuss (Draft) Model 4. The result is the creation of Model 5, the Final Model.
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9.1 Summary of Findings
Part 1 : Formation of organization, mechanism of international self-regulation,
and relationship with the state
1) The European Advertising Standards Alliance (EASA)
EASA is a transnational organization that does not seek profit. The
objective is to develop the ethical standard in the advertising industry through selfregulation practices. EASA supports, promotes, and provides recommendations in the
development of Self-regulatory Organizations (SROs). These organizations must be
free from the state and any benefits. The organization has to have the authority to
make the judgment regarding the self-regulation in the advertising industry. The most
important component is the Permanent SRO Secretariat, Code of Practice, Funding,
and Complaint Handling Procedure. In addition EASA has cooperation with the
International Chamber of Commerce (The Consolidated ICC Code), which determines
the rules and guidelines for advertising. Each country can use the ICC Code to
develop their own code of conduct that fits their social and national context. Each
country may have conditions in terms of legal and cultural differences. However,
EASA does not have any problems in the developing the directions and framework
for the procedures based on the best practices that can be adapted to suit the
characteristic of each country.
2) The United Kingdom
There are self-regulation processes that encompass every media. It is a
hybrid of 2 systems-self-regulation of non-broadcast media and co-regulation of
broadcast media. The organizations involved in the regulation of advertising are
OFCOM and ASA.
(1) The Type of Organization
The Office of Communications (OFCOM) is a state agency
established in 2003 under the Freedom of Information Act 2000 and 2004. It is has the
responsibility for regulating the communications industry in the UK. It is in charge of
the regulating the convergence of media for comprehensive coverage of the broadcast
media such as radio and television, telecommunications, and wireless communications.
Self-regulation Mechanism One year after OFCOM was established,
a new organization for advertising regulation was created under the Deregulation and
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Contracting Out Act 1994. The Advertising Standards Authority (ASA) was
established as the UK’s independent regulator of advertising across all media and
changed the system for regulating advertising in the broadcast media that was
traditional regulated by the state to be a co-regulation system.
(2) The Type of Organization
The Advertising Standards Authority (ASA) is an independent
organization established by OFCOM under the Deregulation and Contracting Out Act
1994.
Self-Regulation Mechanism of ASA 1) Create committees to
regulate each type of media 2) Establish a fund 3) Organize an advertising complaints
handling process.
1) Establish two committees for regulate two types of
advertising
(1) The Committees of Advertising Practice (CAP) for
non-broadcast media
(2) The Broadcast Committee of Advertising Practice
(BCAP) for broadcast media
2) ASA gives importance to funding, which comes from the
collection of tax and fees from advertisers. There are two committees created to
manage the funding namely:
(1) The Advertising Standards Board of Finance (ASBOF),
which manages the funding for advertising in non-broadcast media.
2) The Broadcast Advertising Standards Board of Finance
(BASBOF), which manages the funding for advertising in broadcast media.
3) Complaint handling mechanism is an important aspect. The
consumer can submit complaints through many channels. In the evident that the case
is complicated needing investigation it would be forwarded to the ASA Council. It is
the agency that makes the judgment regarding the violation of the Advertising Codes.
In case the consumer is not satisfied with the decision of the ASA Council a petition
can be made to the Independent Review Process.
Relationship with the state OFCOM and ASA are organizations
set up the state, thus it can get the cooperation in regulating advertising in the entire
country.
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3) The United States
The United States is liberal country that does not have one single
regulating advertising body. There are independent state agencies and state agencies
such as the FCC, FTC, and FDA. These agencies also play a role in regulating
advertising. There is also the association of the practitioners in advertising, ASRC,
which supports the self-regulation of advertising as follows:
(1) Founding of the Federal Communications Commission (FCC)
FCC was created under the Communications Act of 1934. The
Federal Communications Commission would be nominated by the president and must
be approved by the senate. The commission has a fixed term of office. It has the
authority in regulating media in the US including the telecommunications and
broadcast industries. It only regulates the convergence of media. The FCC does not
normal regulate advertising unless it violates the FCC laws (use of foul language and
discrimination against minority groups). Another case that the FCC will take action is
the dissemination of advertising in the timeslot not allowed by the FCC.
(2) Founding of the Federal Trade Commission (FTC)
FTC is an independent agency created under the Federal Trade
Commission Act. The commission is appointed by the President and verified by the
Senate. The commission has a fixed term. It is a Bipartisan Federal Agency with the
mission to be the trade regulator supporting free trade and fair competition preventing
monopolistic practices. The FTC also regulates advertising that is suitable and fair to
the consumer. The FTC would take action against any deceptive or misleading
advertising.
(3) Founding of the US Food and Drug Administration (FDA)
FDA is not an independent agency. It is part of the U.S. Department
of Health and Human Service, which is similar in stature to the Thai Ministry of
Health. The FDA has the role to regulate products to protect consumers. It is in charge
of regulating advertising and registration of products. This includes the over claim of
product benefits on the labels or packaging. It encourages good advertising practices
under the Pure Food and Drug Act 1906.
The mechanisms of FCC, FTC, and FDA use the state authority for
regulation. In case the FCC finds practices violate its law (use of degrading words,
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discrimination of minority groups or advertising broadcasting in the wrong time slot.
The FTC is in charge of free trade. It protects the consumers from unfair competitive
practices. It has the duty to create laws that fit the current situation. It also takes action
against deceptive and misleading advertising. Sometimes it would collaborate with
the FDA on food and drugs that are registered to encourage good advertising practices
under the Pure Food and Drug Act 1906. Also it collaborates with other related
agencies.
(4) Advertising Self-Regulatory Council (ASRC)
The advertising self-regulatory organization in the US is created by
the collaboration of the various associations related to advertising. The mechanism of
ASRC involves a collaboration with numerous advertising related associations in
order to create the policies and guidelines for advertising self-regulation practices. In
addition it also encompasses marketing and trade including the Electronic Retailing
Self-Regulation Program (ERSP), which regulates the e-commerce and the Online
Interest-Based Advertising Accountability Program, which regulates online advertising.
The relationship between the state agencies FCC, FTC, and FDA are
independent state agencies that regulate media in accordance to the law including
advertising. In addition the ASRC is the self-regulatory body, which is the grouping
of those in the advertising related associations including marketing and trade.
4) Australia
The Advertising Standards Bureau (ASB) is the organization with the
highest authority in regulating advertising and solving problems that arise form
consumer complaints. It has collaboration with advertising and marketing
communications of products and services in order to assist in the regulation of
advertising. The ASB is accepted internationally as having best practices in
advertising self-regulation.
Founding of the Advertising Standards Bureau (ASB) was initiated by
the Australian Association of National Advertisers (AANA).
Self-regulation Mechanism

includes 1) the code of ethics/code of

practice; 2) establishment of committees; 3) the collaboration with national and
international organizations; 4) funding; and 5) complaints handling process as follows :
(1) Code of Ethics/Code of Practice means the good practices of
advertising based on the legal requirements, is decent, is honest, and truthful. The
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ASB has food practices in self-regulation that is fair and free from the state as well as
interest groups. The ASB acts in accordance with the law enforcing suitable
punishment. The action of the ASB can truly be done for the benefit of the consumer.
(2) There are 2 committees namely the Advertising Standards
Board and the Advertising Claims Board.
(3) There is collaboration with international organization such as
the EASA, the International Chamber of Commerce (ICC), and the World Federation
of Advertisers (WFA), which utilizes the best practice principles for the creation of
high standard codes of advertising. In addition there are partnerships with related
industries such as advertisers, advertising agencies, and media buyers so that they
may have a role in regulating advertising.
(4) It has a funding that collected from related interest groups
including 1) Advertisers pay a contribution of 0.035% from the tax of advertising
expenditure and 2) the contribution from media buyers who contribute as a percentage
of the tax.
(5) The Advertising Claims Board is created to process claims
regarding advertising based on the regulations of the AANA Advertiser Code of
Ethics.
Relationship with the State The ASB is an advertising selfregulation organization that has the highest authority in processing claims regarding
advertising therefore it is independent of the state.
Part 2 : The Expectations of the Advertising Professionals Regarding the Thai
Advertising Industry and the Establishment of the Advertising Professional Council
1) Summary of Survey Data based on the topics as follows:
(1) It is found that advertising on free TV has suitable content in
terms of language usage, image, and sound. The advertising on online media has
unsuitable content in terms of language and image. Advertising in satellite TV and
niche magazines also have unsuitable messages respectively in this order. The local
cable station is the least exposed media followed by community radio and satellite
TV.
(2) The opinions regarding the freedom to form self-regulatory
organizations of the various advertising associations by media show believe there is
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freedom to group together. However, there are still issues regarding over claims and
there are still consumers and business operators complaining about advertising. The
formation of associations by advertising professionals in different media result in a
lack of standard in the practice of advertising self-regulation.
(3) The opinions regarding the state regulation of advertising
shows that despite the presence of laws regulating advertising, there are still
advertising that violates the law and is unfair to the consumer.
(4) The respondents agree to the establishment of the advertising
professional council. They suggested that the member composition should come from
many interest groups, there should be a standard code of conduct, there must be a
standard practice for all medias, it must suit the social context. The process of
screening advertising should be first implemented among the media and then inform
the consumers. The council should ne the center for the complaints handling
regarding advertising that violates the law or code of conduct. The council should
have the authority to create a standard practice in advertising self-regulation that can
be enforced in all media with the same standard.
2) Summary of the In-depth interview Data based on the topics as
follows:
(1) On the issue of the problems in advertising, the key informants
reflected on many issues. The key informants expressed that there were still
deceptive, exaggerated, and advertising that has poor taste and decency. There are
also advertorial or embedded advertising issues. This is because some of the
advertising content producers do not have any regard for the code of ethics, code of
conduct, of the law. This is because some of these practitioners are not members of
the professional associations. In addition some of those creating advertising do not
have the necessary background in communications or advertising thus they lack the
knowledge in the standard practice of advertising. There is also a problem in the
regulating of advertising in all media because of the lack of standard practices. It
lacks the process to regulate advertising including the collection of complaints,
processing, punishment, and assigning remedial action.
(2) On the issue of grouping to form the self-regulatory
organization in Thailand, key informants agree that they are usually in the form of
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associations or at least clubs. The grouping usually includes only practitioners that
work together in the same industry. The key informants said that these associations
were formed primarily to achieve the business benefits of its members to ensure its
growth and protect its interests. In addition the new technology has a major impact on
the business, therefore the grouping helps the operators to adapt to the changes
affecting their industry. The key informants said that the goal of coming together for
self-regulatory purposes was minimal.
(3) On the issue regarding the model for the advertising
professional council there are three (Draft) models presented as follows:
(Draft) Model 1 presents the proposal that the AAT be upgraded to
become the advertising professional council for self-regulation purposes. The member
composition would only include advertising professionals.
(Draft) Model 2 presents the proposal that the advertising
professional council for self-regulation has to be established anew. The member
composition should include the advertising professionals, the state agencies, and
representatives of the public.
(Draft) Model 3 presents the proposal that the advertising
professional council has to be established anew in cooperation with the state. The
member composition should include the advertising professionals, the state agencies,
and representatives of the public.
All three (Draft) models present four dimensions in advertising selfregulation mechanism including the management, advertising code of conduct,
funding, and advertising complaint management. The operations procedure for the
advertising professional council will be divided into four phases.
Part 3 : Presenting the Model and Approaches for the Establishment of the
Advertising Professional Council
1) Summary of Findings from Focus Group Round 1
The three (Draft) models were presented for discussion in the focus
group round 1. This led to the development of (Draft) Model 4 for the establishment
of the advertising professional council anew using the self-regulation principles. The
framework would be in the form of a Self-regulatory Organization (SROs). The
membership is voluntary comprising of the advertising professional associations that
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have high potential such as the AAT, the Digital Advertising Association (Thailand),
and other advertising associations. There should be no representation from the state or
other groups. This is to ensure the establishment of the advertising professional
council. There should be a legal support for the establishment of the council.
In terms of the dimensions of the mechanisms advertising selfregulation, the participants suggested five dimensions namely management,
advertising code of conduct, funding, advertising complaints management, and
members incentive. The operations procedure will be implemented in four phases.
2) Summary of Findings from Focus Group Round 2
The (Draft) Model 4 was discussed by the focus group round 2. The
participants included only the president of advertising professional associations. The
result is Model 5 (Final Model). The participants agreed to add details in the
establishment of the advertising professional council that should be created in
accordance to the law. It would be a means to serve the needs of the industry by
creating a self-regulation system that cooperates with the state in enforcing
advertising laws. In order to ensure the establishment of the advertising professional
council as a self-regulatory organization (SROs), the model of EASA would be used.
This entails the creation of the Permanent SRO Secretariat to perform the routine
duties. There should be the creation of clear vision, mission, and objectives. There
must be the creation of the code and practice, ensure funding, and have a process for
In terms of the advertising self-regulation there would be two separate
aspects. First is the content of the advertising and second is the channel. The
membership must be voluntary starting with strong professional associations in the
industry, which should be divided based on the content producers and channel
owners. A clear distinction must be made that the advertising professional council
will operate based on the principles of self-regulation. However, should there be any
legal or code of conduct violation, the council will consider the case and provide
recommendations to solve the problem to minimize the negative impact. Nonmembers found to violate the code of conduct or law will have their case processed by
the council. Once the verdict has been reached that the case is a violation of the code
of ethics, the council will issue a punishment. In the case it is a violation of the law,
the case would be forwarded to the related government agency for punishment.
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The participants suggested that there should be six dimensions for selfregulation mechanism namely management, advertising code of conduct, funding,
advertising complaints management, members incentive, and professional development.
The operations procedure The operations procedure will be implemented in four
phases.

9.2 Discussion of Findings
The study on the model and approaches of establishing the advertising
professional council presents the triangulation of data from the three studies to answer
the research objectives in the following section.
Part 1 : The formation of the council and mechanism of foreign self-regulation
organizations and the relationship to the state
From the summary in the first part, which is the documentary research,
recommendations can be made about the type of organizations formation found in
advertising self-regulation organizations in the UK, US, and Australia. The grouping
for self-regulation should be made in a positive manner to ensure the establishment
and continuity of the mechanism of advertising self-regulation as follows:
1) The state and the advertising professional in the industry give
importance to advertising self-regulation. There is also continuous cooperation and
support from the stakeholders in the industry and related business. There is an
integration of advertising self-regulation that covers every media and includes
marketing communication activities. There is an effective regulation of advertising
and its related industries. This is supported by the view of Paizer and Scheuer (2014),
who stated that the self-regulation of the professional organizations should create the
guidelines to achieve the goal of each industry. In addition all of practitioners must
take joint responsibility in self-regulation said Oliver Gray, the EASA DirectorGeneral. In the APEC (2012) guidelines for cooperation, there is a discussion about
three important dimensions necessary for advertising self-regulation. The first is the
advertising agency, media, and the advertiser. In order to achieve the goal of selfregulation it is important to have a code and best practices. LaBarbera (1983) also
indicated that the self-regulation of advertising involves the creation of a code of
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conduct, assessment of behavior, standard, principles, and policies that can be used to
guide the process in written form. This is necessary to control the behavior of member
organizations. This is supported by the view of Boddewyn (1991), who said that for
advertising self-regulation to be successful, it needs to start with general and guiding
principles. This is also in line with the 7 guiding principles of the Foundation for
Advertising Research -1) must have an organization, leadership in the organization,
and plan for operations; 2) must have code of conduct; 3) must have complaints
management process; 4) must have clear guidelines in implementing the law and
punishment; 5) must have monitoring and follow-up process; 6) must provide
knowledge to advertising and media agencies; 7) must create the awareness among
the public.
2) The type of organization and grouping of foreign advertising selfregulation has been explored and the findings presented in the next section.
(1) The group must be an independent entity or Quango an
example of which is ASA in the UK that is established by OFCOM. In the US the
FCC and FTC are created by the law while the FDA is created by the state. Each of
independent agencies involved in advertising self-regulation have responsibilities in
different dimensions in advertising regulation (Biagi, 2012).
(2) The resulting organization is in the form a professional council,
and example of which is the ASRC in the US. This organization is created by the
collaboration of the various advertising associations and other associations of related
businesses. The format is the self-regulatory organization (SROs), which is in line
with the proposal of the National Reform Council’s operational design. This means
that the advertising self-regulation should have three stages, one of which is
development of the professional association in order to self-regulate in accordance
with the code of ethics under the same standard.
(3) The formation of the group in the form of a bureau. Examples
include the ASB in Australia, which is the Self-regulatory organization (SROs.). The
NBTC (2013) envisions a strong role for the SROs in regulating professional
practices. The secretariat should be in charge of monitoring the practitioners. To
establish a single standard practice, it is important to start with a be a minimum set of
guidelines for members to follow.
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Part 2 : The expectations of practitioners’ and related businesses to the
establishment of the advertising professional council
The findings in part 2 from the survey research and in-depth interviews
respondents provided their opinions regarding the advertising industry, the formation
of the self-regulation organization, advertising self-regulation in Thailand, and the
establishment of the advertising professional council. They agree on the major issues
presented in the following section.
1) Opinion Regarding the Advertising Industry
The advertising broadcasted on free TV has been found to have suitable
content, use of language, and sound. This is because there has been a long
development in the screening prior to broadcast. Pirongrong Ramasoota and Sasithorn
Yuwakosol (2003) explained in their research that the start of advertising regulation
on Thai TV was in 1967 with the creation of pre-censor and post-censor mechanisms.
This practice was used between 1967-1992 under the Drug Act B.E. 2510 and
Cosmetic Act B.E. 2517. This meant that all the producers of drugs and cosmetics
needed to request permission for broadcasting advertising from the FDA. The state
regulation of advertising was transformed once again in 1994 with the end of the
National Broadcasting Commission. Under the new regulations the Advertising
Association of Thailand (AAT) cooperated with each station to screen the advertising
prior to broadcast. This ensured a unified standard in the screening process with due
consideration of the law and code of conduct. Bu-nga Chaisuwan (2013) studied the
code of conduct of the AAT and found that the association started enforcing the code
of conduct in 1976. At that time there were 16 principles, which were later revised in
2003 to be 10 principles that are still in use today. In 2008 the first Advertising Code
of Conduct Committee was created to consider the complaints regarding problematic
advertising. The committee has the role to enforce and create guidelines for the
implementation of the code of conduct.
Despite good practices, the AAT still encounters problems in
advertising. This is because some of the advertising agencies and professionals are not
members of the AAT. As a result advertising that has unsuitable presentation can still
be seen on free TV despite the pre-screening process. In addition there is numerous
advertising in other media that are not suitable. This is in line with the study that
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found that despite the creation of the law to regulate advertising, there are still those
who violate the law and create messages that are not fair to the consumers. This is
especially found in the online media where advertising is found to have unsuitable
content, usage of language and image. The media that follow up in terms of unsuitable
advertising messages are satellite TV and niche magazines. As a consequence it is
found that there are advertising messages that have exaggerated claims, lack taste and
decency, and are created in the form of advertorials or embedded advertising. This is
research is supported by the work of Pinyo Nitthikasem (2003) which studied the
regulation and enforcement of law in health products. The research found that there
were advertising messages that violated the law. These advertising were in the form of
deceptive messages, exaggerated claims, and some were not approved prior to
dissemination. This situation still occurred despite the fact that advertising of health
related products are protected by the Drug Act B.E. 2510, Food Act B.E. 2522, and
the Cosmetic Act B.E. 2535. The laws empowered the state to create pre-censor and
post-censor mechanisms, however, the law did not have clear punishment. Once it
was open to interpretation it became a challenge to implement these laws for the
protection of the consumer. Therefore, it is recommended that all of the laws designed
to protect the consumer should be modified in the same direction. Another
recommendation is to have the cooperation of the practitioners’ organization to
regulate advertising. This may result in the reduction of malpractice in advertising.
2) Formation of the Self-regulation Organization
Despite the formation of associations in each different advertising
media, there are still advertising messages that exaggerate product claims. There are
still complaints lodged against advertising from consumers and businesses. In
addition the formation of associations in different advertising media created the
challenge in maintaining a unified standard for advertising self-regulation. Each
association is independent of the others because each has their own set of objectives.
The majority of these associations have the goal to promote the growth of each
respective industry and protect the benefits of the members. The goal of developing
self-regulation for the betterment of society and protection of the consumer is given
less importance. There are a few organizations that have the objective to create
mechanisms of self-regulation with adherence to the laws and code of conduct. The
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AAT is one such organization. This is supported by the research of Pirongrong
Ramasoota and Sasithorn Yuwakosol (2003) explaining that the AAT is the association
created to regulate advertising. It is the central organization in the creation and
implementation of the code of conduct to uphold the pride in advertising practice
under the framework of self-regulation. The research of Bu-nag Chaisuwan (2015)
studied the development of the mechanism of advertising self-regulation of the AAT.
The research found that the AAT had continuously developed the mechanisms of
advertising self-regulation. It is a strong organization that is accepted for its practices
especially the pre-screening of advertising on television in collaboration with its
members. However, the obstacle in its operation is the fact that not all advertising
practitioners voluntarily apply for membership. This creates problems in controlling
these non-member agencies. Also the challenge includes the expansion into new
media and marketing communication activities such as the Internet, satellite TV, and
cable TV. This creates difficulty in implementing self-regulation to encompass every
media. However, it is believed that following the direction of EASA (2004) would be
a means to create a comprehensive self-regulation model.
In addition the research also found that establishment of the advertising
professional council is supported by the research of Chanansara Oranop Na Ayutthaya
(2013). The researcher studied self-regulation in the broadcast profession and found
that these professions established professional associations for the purpose of
promoting cooperation and harmony within the industry. These associations also
became the center for information dissemination, promoting knowledge, and
reputation of the members. The members are given incentives to join the association
in order to have negotiation power to influence policies. The representatives of these
associations were the mouthpiece for the members and generated reputation as the
leader of the association that initiates cooperation with other interest groups. The
AAT still lacks the cooperation from other advertising associations to create a
standard self-regulation practice. This is supported by the research conducted by
Vmomrat Rukaworakul (2008) that studied the self-regulation mechanism in the
AAT. The researcher found that the self-regulation needs the cooperation of the
advertising agencies, media, and product owners in order to be successful. In terms of
the awareness of the code of conduct and social responsibility, the evidence in found
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in the fact that most of the advertising are well within the bounds of public
acceptance. However, there are still controversial advertising that are produced by
small agencies that are not members of the AAT, thus the association cannot control
their actions.
In terms of the mechanism of advertising self-regulation Bu-nga
Chaisuwan (2006) studied the code of conduct and mechanism of advertising selfregulation and found that it can be divided into two parts. The first part is the prescreening of advertising (only for television advertising). Should there be complaints
regarding the violation of the code of ethics, the second part of the process will be
implemented. The second part is the process of accepting complaints and processing
by the committee for considering the complaints, appeals and punishment
accordingly.
3) Establishment of the Advertising Professional Council
The analysis of the survey research and in-depth interviews agree that
there should be the establishment of the advertising professional council as the
standard for the creation of the code of conduct and ethics in line with the needs of
society. The council must also have a process for managing complaints. The findings
presented three models under the same self-regulation framework. This is supported
by the research of Chanasa Oranop Na Ayutthaya

(2013) that studied the self-

regulation in the broadcast industry. The researcher found that the most effective
regulation mechanism is the self-regulation or co-regulation. This is in line with the
present study that found that advertising self-regulation should be implemented
through the establishment of the advertising professional council among professionals
or with cooperation with the state. There must be the creation of a standard practice in
all media. The objective for the establishment of the council should be similar to the
existing associations that are to promote the harmony and understanding among
professionals and create negotiating power to implement policies and play a part in
creating ethical standards of practice. The mechanism of the self-regulation must
create official channels for the collection of complaints. This is supported by the study
of Yubol Benjarongkit (2012), which laid the foundation for the media reform. The
study found that to reform the media it was necessary to change the mindset of the
media, and change the structure of the Thai media industry. This would in effect help
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to reduce the problems found in the Thai media practice. This study on the other hand
studied the self-regulation practice in the advertising industry and its related interests
groups including the advertising professionals, media regulators, media monitors,
academics, and employees in advertising agencies. This is supported by Vimomrat
Rukaworakul (2008) that studied the mechanism of advertising self-regulation. The
researcher found that the foundation for advertising self-regulation was laid in the
Constitution B.E. 2540, which created the freedom for the media self-regulation. In
addition the advertising professionals expressed the desire to see a reduction in the
role of the state from control to regulation. The professionals should have the right to
control their own practitioners with cooperation from the media and product owners.
This finding is in line with the spirit of the constitution supporting the direction for
self-regulation. The researcher conducted by Pirongrong Ramasoota and Sasithorn
Yuwakosol (2003) explaining that the AAT is the association created to regulate
advertising. It is the c (2003) on the self-regulation of broadcast media, supports this
view. The recommendation is to create self-regulation practices that are in line with
the changing social context. The emphasis should be on the freedom of expression,
access to information, individual rights, and creating a standard practice in creating
advertising content. In terms of the mechanism it should be combination between the
creation of laws and enforcement of punishment.
Part 3 : Presentation of the Model and Approaches for the Establishment of the
Advertising Professional Council
1) Model for Establishment
The recommendation from the research suggests that the establishment
of the advertising professional council must be supported by the law under the
framework of self-regulation. This would require the cooperation from the state
regarding the enforcement of the law, which would ensure effective operations of the
advertising professional council. The suggestion also includes the possible support
from the state in the initial stages of establishing the council. However, the state does
not have a role in this self-regulation organization. This type of cooperation is
beneficial to the state because once the advertising professional council starts its
operations; the burden on the state regulating agencies would be reduced. The selfregulation organization would in turn play a bigger role in the regulation of
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advertising as suggested by Bu-nga Chaisuwan (2015) regarding co-regulation. The
researcher suggested that the AAT may choose to implement co-regulation measures
as in Europe. This type of practice will lead to better regulation thus reducing
problems because there would be more than one state agency involved in the
regulation. The role of the state agency will depend on the deal agreed upon by the
professional council and the state.
This research finding is supported by Paisarn Limsatit (2012), which
studied the health council creation in the UK, New Zealand, and Canada. It is found
that laws supporting the establishment of health councils are created in many
countries. This council has the responsibility in regulating those involved with the
health industry thus creating confidence that these practices are safe for the public or
those receiving public healthcare. This helps to ensure the best practices of those
involved in the health professionals. Such findings support this research that there
should be a law supporting the creation of the advertising professional council. The
role of this organization is to regulation professionals to ensure freedom of practice
within the framework of responsibility to consumers and society.
This is also supported by the research of Bu-nga Chaisuwan (2015) that
studied the development of the advertising self-regulation in Thailand. It can be
summarized that the AAT has continuously developed self-regulation measures
creating strength and acceptance of its practices. This is especially true in the
screening of television advertising, in collaboration with its members. However, there
are difficulties in regulating the large number of non-members, who chose not to
voluntarily join the association. In addition advertising practices have extended in
new media and marketing practices making it more challenging to regulate. Bu-nga
Chaisuwan suggested that the mechanism should follow the directions of EASA
(2004). This should result in a more comprehensive self-regulation mechanism. This
would entail 1) the creation of mechanisms of self-regulation that is used across of
media and disciplines of advertising including agencies and media platforms; 2) there
should be effective funding source for the sustainable effective operations; 3) there
should be the establishment of the SROs which has a full mechanism of selfregulation that can proactively implement its authority; and 4) should communicate to
the advertising practitioners and consumers to be aware and participate in the selfregulation practices.
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This is supported by the research of Dacko and Hart (2005) titled
“Critically Examining Theory and Practice: Implications for Co-regulation and Coregulating Broadcast Advertising in the United Kingdom”. This research studied
models of self-regulation and co-regulation. The researchers reflected that it is not an
easy task to create a model of self-regulation that fits the context of each country’s
social context. The process must start with research-based learning (RBL). The
research must create a body of knowledge to set directions for the development of the
self-regulation for a confidence in creating a long-term initiative.
In addition the study found that the development of the Thai model for
SROs whether it be under the framework of self-regulation or co-regulation should be
made based on the directives in European counties for better regulation practices. This
will help to reduce the traditional problems associated with advertising because the
level of state involvement will differ based on the issue. The state may play the role of
issuing the law and have the council implement it. On the other hand the council may
find legal violations that they may submit to the state for punishment. The
professionals and the state must both work together to regulate the advertising
industry.
2) Model and Mechanism
The analysis of Model 5 and its 6 Dimensions of Self-regulation
mechanism is in line with the theories of social contract, theories and ideas regarding
media regulation, self-regulation, and establishment of advertising professional
council principles and the basis of communications theory and social responsibility
perspectives. The theories and their discussions are presented in the following section.
(1) The Theory of Social Contract dictates that the advertising
industry and the related businesses must reach an agreement regarding the selfregulation practices and the establishment of the advertising professional council. The
power vested in this organization representing the professionals is the result of the
social contract wherein the council is the sovereign power.
Kawee Isiriwan (1987, p. 20) explained that the social contract
theory was born during the Renaissance and Enlightenment periods. The theory posits
that citizens in society would have a joint contract in living together by vesting the
power to their representatives. There are many theorists who have worked on the

376
development of the social contract theory including Thomas Hobbes, John Locke,
Jean-Jacque Rousseau, and John Rawls. The theorists explained the basic premise of
the human condition reaching the conclusion that this condition is the necessity that
drives the need for a social contract.
Hobbes (1839) explained that individuals would choose to give up
their rights in order to achieve peace by creating a social contract. These are the
guidelines for the principles of living in society with the sovereign power or those in
power representing the people and ensuring that no conflict shall arise.
Locke (1823) explained that humans may have the full freedom to
act but they cannot always do so. In order to maintain peace and order humans must
sometimes forgo the human condition to create a social contract with the objective to
ensure freedom through the creation of a sovereign power that is a just protector of
society.
Rousseau (1896) explained that the social contract is the agreement
wherein the individual forgoes personal freedom to create the general will. This does
not mean that the individual loses the freedom but creates a new joint freedom that is
aimed towards the public good equally.
Rawls (1999) explained that humans belong in a society that
respects the rights of others. The society that will create freedom and equality for all.
The social contract is created to ensure that this society is created with respect to
human rights, freedom, and justice.
Therefore the establishment of the advertising professional council
is the effort of the advertising industry to create a social contract voluntarily for selfregulation practices. This would be ensured through the creation of a code of conduct,
code of ethics, and code of practice/set of guiding advertising principles. The
practices will ensure freedom and justice to all through the establishment of the
advertising professional council as the sovereign power. This will uplift the standard
practice in the advertising industry to be one of the pillars in creating the mutual good
for the public.
(2) This is in line with the theories for the regulation and media
and self-regulation in the creation of the advertising professional council under the
self-regulation framework. Bartle and Vass (2013) explained that there are many
levels of regulation starting with no regulation, self-regulation, co-regulation, and
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statutory regulation. Self-regulation that is commonly used in many countries is the
one similar to Model 5. This model includes cooperation with the state on same
dimensions. This is supported by many researchers such as Paizer and Scheuer (2014)
who explained that voluntary self-regulation practices through the creation of action
guidelines is the reflection of the professionals commitment to responsibility in selfregulation. Spence and Heekeren (2005) explained that the advertising self-regulation
mechanism is reliant on the development of the code of conduct, which should be
given importance by the advertising professional council is being established.
However, self-regulation practices including the regulations and
issues for implementation need to be adapted for each respective country in order to
suit the mass media industry in that locality as well as in terms of timeliness and
suitability to the social context.
(3) The approaches for development the self-regulation model
through the establishment of the advertising professional council would lead to a
concrete development in the standards of advertising practice. This is because
advertising is considered one element of mass media that has the mission for
advertising self-regulation. This is in line with the proposition for the media reform at
the operational design level proposed by the National Reform Council (2015, p. 18).
The mechanism for self-regulation should have three levels (10) media organization;
(2) self-regulatory organization based on media to create the code of conduct; and (3)
association of association to form a comprehensive body to regulate advertising media
under a single standard. The advertising professional council should be created in the
format of the Self-Regulatory Organization (SROs) with the intention to create a
standard for ethical practices and the necessary incentives to promote self-regulation
in the advertising industry.
(4) The Theory of Standard Media Practices and Social
Responsibility Theory of Mass Communications reflects the commitment of the
media to social responsibility because the media is a national institution. It is charged
with the duty to develop the country in terms of the economy, politics, and
preservation of culture. The advertising professional council is another aspect of
media social responsibility mechanism that must be developed together with the
growth of the advertising industry.
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In addition the Theory of Standard Media Practices emphasizes the
importance of control, protection, and regulation of the media operations by relying
on the law and professional code of conduct (Kanjana Kaewthep, 2009, p. 90).
Therefore it is recommended that the advertising professional council develop
mechanism including laws, professional codes of conduct, and codes of ethics as
guidelines of practice for members. It is accepted that this may not be a perfect means
of regulation but at least these measures can reduce the number of practices that
deviate from the standard. This is also in line with the Social Responsibility Theory of
Mass Communications, which posits that the media has full freedom but it must
always be concerned about its responsibility to society. This entails that the media
must be able to enforce self-regulation strictly based on its professional code of
conduct and ethics. This is in line with the vision of the advertising professional
council to create a self-regulation mechanism that will strike a balance between
creativity and responsibility to society in every dimension that will drive the Thai
economy to the international arena.
(5) The Social Structure Theory of Mass Media entails that the
advertising industry s part of the social structure. It is part of social process that is
creating approaches towards self-regulation. This is dependent on the mechanism of a
unified standard of self-regulation under a common communication initiative. This
will ensure the freedom of the process that will lead to the stability of the social
structure.
Merton (1968) explained that the school of mass media responsibility
compares society to the human body, which is the major system. It is comprised of
small processes that work together. The major system must ensure the harmony of the
operations of these small processes. The good performance of these small processes
would ensure the stability of the major system as well. The advertising industry is a
small system that is part of the social structure that has the potential to create a selfregulation system or self-maintenance system. This will create sustainability within
the advertising industry that will lead to the stability of the social structure.
(6) The resulting model is in line with the European Advertising
Standards Alliance (EASA).
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Model 5 is similar to the principles of self-regulation by EASA
(2009), which supports each country to establish self-regulation practices. It has
stipulated three elements for advertising regulation comprising of the advertising
agency, media, and advertiser. This will lead to the establishment of the selfregulatory organizations (SROs), which will establish the code of conduct to ensure
best practice. The Permanent SRO Secretariat must be created to process the work
such as the sourcing of funds and complaints handling process. Model 5 has selfregulation mechanisms in line with the direction set by EASA.
(7) The resulting model is also in line with the Advertising
Standards Bureau (ASB) in Australia.
Model 5 is in line with the practices of the ASB in Australia, which
is a national self-regulation organization. It is a very strong national organization that
has the vision to be the highest authority in Australia regarding advertising and related
marketing communication practices. It has the objective to create confidence among
the advertising professionals, state, and community in the advertising self-regulation
system, which is a valuable standard practice for the society (The Advertising
Standards Bureau, 2015). Model 5 stipulates that the self-regulation would be done
with a keen sense of responsibility to society. The mechanisms of self-regulation are
the same as those of the ASB especially in the dimensions of management, code of
advertising conduct, funding, and complaints handling. These are best practices that
ASB has demonstrated over the years. The ASB has appointed a CEO and the
Advertising Standards Board, that is independent and comprises of various interest
groups including people of different gender and classes in society. There are different
mechanisms in the self-regulation practices with the proposed Model 5, which has a
dimension in members’ incentive and professional development.
The ASB also regulates the code of ethics and code of practice in
the AANA, which oversees advertising for products targeting children. It works to
develop a sense of responsibility in creating advertising and marketing
communications aimed towards children by using the code, “AANA Code for
Advertising Marketing Communication to Children”. These guidelines offer a good
set of practices for advertising and marketing communications in Thailand. It should
lead to awareness of the professional associations on issues that need to be agreed
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upon in the industry by creating a code that is agreed upon jointly or practices that
need to be designed specifically for each industry. This shows the clear commitment
to social responsibility.
Part 4 : Two Knowledge Principles Generated from the Study
The study formulated two knowledge principles derived from the research.
The first is called the cultural product, which is a concrete evidence of the
learning from the research. The model is development for advertising profession
council in the form of a self-regulatory organization utilizing a self-regulation system
as presented in the previous sections.
The second is the innovation process, which is the dimension for creating
communication for regulation. It is a participatory communication that will lead to the
development of a new form of advertising self-regulation. It would be ritualistic
model that allows the exchanges between those involved in the communication so that
they may achieve a joint understanding. In this research it involves those who are
participating in the research including advertising professionals, media regulators,
media monitors, and advertising academics. These diverse groups came together to
discuss the establishment of the advertising professional council (within the research
framework), which led to the concerted effort for the development of the Thai
advertising industry.
Part 5 : Research Limitations
1) The research findings suggest that there should be a law supporting
the establishment of the advertising professional council, which has to be announced
in the Royal Gazette. This would require the passing of the act stipulated by the
National Reform Council and the National Reform Steering Assembly as part of the
new constitution. As part of the media reform in strategy 3 for effective selfregulation practices, the state would support the formation of a self-regulation
organization. If the development is in this path the establishment of the advertising
professional council will be facilitated.
2) The time frame and budget is limited resulted in the collection of
data only from representatives of the professional associations. Other members were
excluded from the research despite the fact that the establishment of the council needs
the cooperation of everyone in the professional associations. Advertising regulation
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needs the cooperation of all related groups, but this research could not reach all of
these groups for instance those representing print and signage media did not
participate.

9.3 Recommendations
The research findings assisted the researcher in the formulation of new
knowledge from the study in the creation of the clear policy implications that will be
presented in the following recommendations section.
Part 1 : Two Plans for Policy Recommendations
Plan 1
The research findings suggest the creation of the advertising professional
council based on Model 5. The related professional associates that should play a role
in the establishment of the council should include the AAT and other related
professional organizations. The results of this research should be adopted for driving
the establishment of the advertising professional council. The development of the
laws should be done based on a detailed study of the advertising industry in
collaboration with the related state agency for determining the legal framework for the
future.
Plan 2
In case that the media reform is not yet completed and the act supporting the
establishment of the advertising professional council is yet to be created, section 46 of
the Thai Constitution B.E. 2550 that dictates the right to form associations to ensure
freedom and just practice in the self-regulation mechanism can be used. This would
be a necessary step for the development of the advertising industry with selfregulation practices that strikes a balance between creativity and social responsibility.
This will open the opportunity for acceptance from society and rapid development in
the future. The researcher would like to propose the development of a charter for the
establishment of the “Advertising Professional Council” as presented in Table 9.1
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Table 9.1 Establishing the Advertising Professional Council (Plan 2)

Timing

Operations Procedure

Phase 1 (Preparation for

1) Create a joint understanding among those in the advertising

the Establishment)

industry and related businesses to have a common standpoint.
The AAT and its alliances may be the prime movers in this
stage.
2) Record a joint understanding among advertising
professionals in the establishment of the advertising
professional council and
develop the charter that will be officially used.
3) Create one committee to draft the advertising professional
council charter. This committee will create the vision, mission,
objectives, and the mechanisms for the establishment of the
advertising professional council (This can be done based on
the recommendations already developed in this research.)
4) Officially announce the charter and officially establish the
Advertising Professional Council.

Phase 2 (Process of

1) Establish the Permanent SRO Secretariat Office as the

Establishment)

center for operations and processing of routine work.
2) Determine the committee that will source the Advertising
Standards Board
3) Appoint the Advertising Standards Board
4) The Advertising Standards Board would establish the 6
dimensions of mechanism for self-regulation and source as
well as point the director overseeing each dimension.

Phase 3 (After

1) The Advertising Professional Council will start the process

Establishment)

of advertising self-regulation based on the mechanism that has
been created.
2) Evaluation of the effectiveness of the performance of the
Advertising Professional Council.

383
Part 2 : Recommendations for Future Research
1) The research findings can be discussed further in public hearings
because it is an issue that has an impact on many interest groups including advertising
professionals, business owners, the state, and the public. The gathering of a wide
range of opinions would help to create a comprehensive mechanism for selfregulation.
2) The findings from the discussions of focus group round 2 can be
further probed with representatives from the business owners in addition to the
management of the professional advertising associations.
3) The research is limited to the establishment of the advertising
professional council wherein there are other issues such the legal framework that can
be explored.
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APPENDICES

APPENDIX A
QUESTIONNAIRE

No. ……………….

Questionnaire
Research Subject: Model and Approaches to Establish Advertising Professional
Council

This questionnaire is part of a research Doctor Thesis PhD doctor of philosophy
program in communication arts, science and innovation, National Institute of development
administration (NIDA)
Please cooperate in this questionnaire based on reality. Thank you.

Part 1 Demography
Statement: Please mark √ into the  that match with your status
1. Gender
 1) Male

 2) Female

 1) Less than 30

 2) 31-35

2. Age
 3) 36-40

 4) More than 40
3. Education
 1) Below Bachelor's Degree

 2) Bachelor’s Degree

 3) Master’s Degree

 4) Ph. D.

4. Organization
 1) Practitioners (Advertising Association /Advertising Association)
 2) Government Regulators (NBTC, OCPB, FDA)
 3) Media Monitors (Associations/Consumer Protection
Foundations)
 4) Academics
 5) Employee in Advertising Agency
 6) Employee in Media Company
 7) Employee in Advertising Department in Media Organization
 8) Other, please specify...............................................................
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Part 2 The Attitude Towards the Advertising Industry and Establishing the
Advertising Professional Council
Statement: Please Mark Your Selection√ into  of Your Answer

Part 1: Understanding and Perception Towards Advertising.

The level of comments.
Issues.

Strongly

communicating about a product
or service to the public creating
awareness.
2. Advertising is a persuasive
communications aimed to have an
impact on feeling/thoughts.
3. Advertising is a persuasive
communications aimed to have
behavioral impact.
4. Advertising can create new
motivation for the audience.
5. Advertising is a critical part of
the market economy that helps
boost the growth of the economy.
6. Advertising is an influential
communication for the individual.
7. Advertising is a
communication that can influence
the society as a whole.

Neutral

Agree

Disagree
1

1. Advertising is a means of

Disagree

Strongly
Agree

2

3

4

5
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Your Attitude Towards Advertising in Various Media. Choose from more than 1.
Attitudes towards advertising
Suitable

Issue
Content.

8. Perception towards
advertising in television.
(Digital and Analog)
9. Perception towards
advertising in local cable
10. Perception towards
advertising in satellite TV
11. Perception towards
advertising in mainstream
radio. (Bangkok and
Greater Bangkok Area)
12. Perception towards
advertising in alternative
radio. (Community radio)
13. Perception towards
advertising in newspaper.
14. Perception towards
advertising in general
magazine.
15. Perception towards
advertising in specialized
magazine.
16. Perception towards
advertising online
17. Perception towards
outdoor advertising
18. Perception towards
advertising in transit
media.

Words

Image

Not suitable
Sound

Content.

Words

Image

Not
Sound

exposed
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Part 2: The Opinions Towards Advertising Regulation by the Government

The level of comments.
Issues.

Strongly

Disagree

Neutral

Agree

Disagree
1

Strongly
Agree

2

3

4

5

19. The Consumer Protection Act
B.E. 2522 (1979) is the law that
regulates the advertising practice.
But today there are some
advertising promoting unjust
information to the consumer.
20. The Food, drug, media
equipment, cosmetics, and
hazardous materials Act regulates
advertising but presently there are
those that violate this law.
21. The Broadcasting and
Telecommunications Business
Act supports the self-regulation of
advertising. However, the
mechanism of advertising selfregulation is still not
standardized.

Part 3: The freedom in forming alliances and self-regulation of the various
associations namely The Advertising Association of Thailand, the Digital
Advertising Association (Thailand), Advertising and Sign Producing
Association, Media Agency Association of Thailand, Thailand Cable TV
Association, and the Satellite Television Association (Thailand), and Digital
TV Association. Etc.
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Opinions Toward the Freedom in Forming and Self-regulating of these
Advertising Association.

The level of comments.
Issues

Totally

Disagree

Neutral

Agree

2

3

4

Disagree
1

22. Advertising professionals as media
practitioners have rights and freedom
as stated in the constitution.
23. Advertising professions as media
practitioners have the right and
freedom to form associations based on
media type for the self-regulation of
advertising.
24. The formation of associations
based on media type results in
business benefits.
25. The formation of associations
based on media type helps to promote
the development the professionalism
in that particular media.
26. The formation of associations
based on media type helps to promote
the development an ethical standard in
that particular media.
27. The formation of associations
based on media type helps to promote
consumer protection.
28. The formation of associations
based on media type helps to create
quality advertising.

Totally
Agree
5
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The level of comments.
Issues

Totally

Disagree

Neutral

Agree

Disagree
1

Totally
Agree

2

3

4

5

29. Despite the formation of
associations based on media type there
are still advertising that over claim
product benefits.
30. Despite the formation of
associations based on media type there
are still complaints about advertising
from consumers and other business
professionals.
31. The formation of associations
based on media type creates a lack of
consensus of standard practice across
different media.
32. The formation of associations
based on media type makes it more
difficult for the state to regulate
advertising.

Part 4: Opinions Toward the Creation of the Advertising Professional Council

The level of comments.
Issues

Totally

Disagree

Neutral

Agree

Disagree
1

33. There should be the establishment
of the Advertising Professional
Council for a clear directive in selfregulation.

Totally
Agree

2

3

4

5
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The level of comments.
Issues

Totally

Disagree

Neutral

Agree

Disagree
1

34. The Advertising Professional
Council should play the role as the
center for advertising self-regulation
to create a single standard of practice.
35. The Advertising Professional
Council should solely comprise of
advertising practitioners associations.
36. The Advertising Professional
Council should comprise of
advertising practitioners associations
and media owners.
37. The Advertising Professional
Council should comprise of
advertising practitioners associations,
media owners and state agencies.
38. The Advertising Professional
Council should comprise of
advertising practitioners associations,
media owners, state agencies, and
academics.
39. The Advertising Professional
Council should comprise of
advertising practitioners associations,
media owners, state agencies,
academics, and consumer
presentatives
40. The Advertising Professional
Council should receive operations
funding solely from the state.

Totally
Agree

2

3

4

5
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The level of comments.
Issues

Totally

Disagree

Neutral

Agree

Disagree
1

41. The Advertising Professional
Council should receive operations
funding solely from the contribution
of members.
42. The Advertising Professional
Council should receive operations
funding from various agencies such as
the state, members, and the public.
43. The Advertising Professional
Council should have the authority to
create a standard for advertising selfregulation in all media.
44. The Advertising Professional
Council should play a part in the
development of laws regarding
advertising so that it would be in tune
with the times and social context
45. The Advertising Professional
Council should be able to create a
standard of ethical conduct for all
media so that it would be in tune with
the times and social context.
46. The Advertising Professional
Council should create advertising with
the emphasis on just treatment of the
consumer.
47. The Advertising Professional
Council should have a mechanism to
consider advertising in every media
before dissemination.

Totally
Agree

2

3

4

5
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The level of comments.
Issues

Totally

Disagree

Neutral

Agree

Disagree
1

Totally
Agree

2

3

4

5

48. The Advertising Professional
Council should be the center for
receiving complaints regarding
advertising, illegal practices, and
violations of the code of ethics to
ensure effectiveness.
49. The Advertising Professional
Council should have the authority to
make a judgment on the cases of
violation of the code of ethics and
conduct.
50. The Advertising Professional
Council should consider the cases of
illegal practices and report it to the
relevant state agency for punishment.
Part 3 Suggestions.
3.1 Suggestion of the establishment of the Advertising Professional Council

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------3.2 Suggestion of the composition of the Federation members advertising.

----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
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3.3 Suggestion of the standard of the corporate governance on the advertising.

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------3.4 Suggestion-----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------..Thank you..

แบบสอบถามเลขที่

แบบสอบถาม
การวิจัยเรื่อง รู ปแบบและแนวทางการจัดตั้งสภาวิชาชีพการโฆษณา
แบบสอบถามนี้ เป็ นส่ วนหนึ่ งของการทาวิจยั ดุ ษฎี นิพนธ์ ระดับปริ ญญาเอก หลักสู ตร
ปรัชญาดุษฎีบณั ฑิต
สาขานิ เทศศาสตร์ และนวัตกรรม สถาบันบัณฑิ ตพัฒนบริ หารศาสตร์ (นิ ด้า) จึ งใคร่ ข อ
ความร่ วมมือตอบแบบสอบถามตามความเป็ นจริ ง จักขอบคุณยิง่

ตอนที่ 1 สถานภาพทัว่ ไปของผู้ตอบแบบสอบถาม
คาชี้แจง โปรดทาเครื่องหมาย √ ลงใน  ทีต่ รงกับสถานภาพของท่าน
1. เพศ
 1) ชาย
 2) หญิง
2. อายุ
 1) ต่ากว่า 30 ปี
 2) 31-35 ปี
 3) 36-40 ปี
 4) 40 ปี ขึ้นไป
3. การศึกษา
 1) ต่ากว่าปริ ญญาตรี  2) ปริ ญญาตรี
 3) ปริ ญญาโท
 4) ปริ ญญาเอก
4. ประเภทองค์กรที่ท่านสังกัด
 1) กลุ่มองค์กรวิชาชีพ (สมาคมด้านการโฆษณา / สมาคมสื่ อโฆษณาต่างๆ)
 2) กลุ่มองค์กรกากับดูแลสื่ อ (กสทช. สคบ. อย.)
 3) กลุ่มองค์กรเฝ้ าระวังสื่ อ (สมาคม / มูลนิธิดา้ นการคุม้ ครองผูบ้ ริ โภคต่างๆ)
 4) กลุ่มนักวิชาการ
 5) ผูป้ ฏิบตั ิงานในบริ ษทั โฆษณา
 6) ผูป้ ฏิบตั ิงานในบริ ษทั สื่ อโฆษณา
 7) ผูป้ ฏิบตั ิงานในฝ่ ายโฆษณาขององค์กรสื่ อ
 8) อื่น โปรดระบุ...............................................................
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ตอนที่ 2 ความคิดเห็นต่ อการโฆษณาและการจัดตั้งสภาวิชาชีพการโฆษณา
คาชี้แจง โปรดอ่านข้ อความ แล้วทาเครื่องหมาย √ ลงใน  ที่ท่านเลือกตอบ
ส่ วนที่ 1 : ความเข้ าใจและทัศนคติต่อการโฆษณา

ประเด็น

1. การโฆษณาเป็ นช่องทางในการสื่ อสาร
สิ นค้าหรื อบริ การไปยังผูร้ ับสารเพื่อให้เกิด
การรับรู ้
2. การโฆษณาเป็ นกระบวนการสื่ อสารอย่าง
มีช้ นั เชิง สร้างผลกระทบต่อผูร้ ับสารทั้งมิติ
ความรู ้สึก / ความคิด
3. การโฆษณาเป็ นกระบวนการสื่ อสารอย่าง
มีช้ นั เชิง สร้างผลกระทบต่อผูร้ ับสารในมิติ
การกระทา
4. การโฆษณาเป็ นการสื่ อสารที่สร้าง ให้เกิด
แรงจูงใจใหม่ๆ สาหรับผูร้ ับสาร
5. การโฆษณาเป็ นส่วนสาคัญของเศรษฐกิจ
การตลาด ที่ช่วยกระตุน้ ให้เกิดการเติบโตทาง
เศรษฐกิจ
6. การโฆษณาเป็ นรู ปแบบการสื่ อสารที่สร้าง
ให้เกิดอิทธิพลและส่งผลกระทบในระดับ
ปั จเจกบุคคล
7. การโฆษณาเป็ นรู ปแบบการสื่ อสารที่สร้าง
ให้เกิดอิทธิพลและส่งผลกระทบในระดับ
โครงสร้างสังคม

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5
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ท่านมีทศั นคติต่อการโฆษณาในสื่ อต่ างๆ นีอ้ ย่างไร เลือกตอบได้ มากกว่า 1 ข้ อ

ประเด็น

เหมาะสม
เนื้ อหา ภาษา ภาพ

8. ทัศนคติที่มีต่อภาพยนตร์โฆษณาทาง
สื่ อโทรทัศน์ฟรี ทีวี
(ทั้งระบบดิจิทลั และอนาล็อก)
9. ทัศนคติที่มีต่อภาพยนตร์โฆษณาทาง
สื่ อเคเบิลทีวที อ้ งถิ่น
10. ทัศนคติที่มีต่อภาพยนตร์โฆษณาทาง
สื่ อโทรทัศน์ดาวเทียม
11. ทัศนคติที่มีต่อการโฆษณาในสื่ อวิทยุ
คลื่นกระแสหลัก
(รับฟังในเขตกรุ งเทพฯ และปริ มณฑล)
12. ทัศนคติที่มีต่อการโฆษณาในสื่ อวิทยุ
คลื่นกระแสทางเลือก
(วิทยุชุมชน)
13. ทัศนคติที่มีต่อการโฆษณาในสื่ อ
หนังสื อพิมพ์
14. ทัศนคติที่มีต่อการโฆษณาในสื่ อ
นิตยสารทัว่ ไป

(General Magazines)
15.ทัศนคติที่มีต่อการโฆษณาในสื่ อ
นิตยสารเฉพาะกลุ่ม (Specialized

Magazines)
16. ทัศนคติที่มีต่อการโฆษณาในสื่ อ
ออนไลน์
17. ทัศนคติที่มีต่อการโฆษณาในสื่ อ
กลางแจ้ง
18. ทัศนคติที่มีต่อการโฆษณาในสื่ อ
เคลื่อนที่

ทัศนคติต่อสื่อโฆษณา
ไม่ เหมาะสม
เสี ยง เนื้ อหา ภาษา ภาพ

ไม่ ได้
เสี ยง เปิ ดรับ
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ส่ วนที่ 2 : ความคิดเห็นต่ อการกากับดูแลการโฆษณาขององค์ กรภาครัฐ

ประเด็น

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5

19. พระราชบัญญัติคุม้ ครองผูบ้ ริ โภค พ.ศ.
2522 เป็ นกฎหมายที่ใช้เป็ นแนวทางในการ
โฆษณาสิ นค้าหรื อบริ การ เพื่อการคุม้ ครอง
ผูบ้ ริ โภค แต่ปัจจุบนั ก็ยงั พบเห็นการโฆษณา
ที่ไม่เป็ นธรรมต่อผูบ้ ริ โภค
20.พระราชบัญญัติยา อาหาร เครื่ องมือแพทย์
เครื่ องสาอาง วัตถุอนั ตราย เป็ นกฎหมายที่
ใช้เป็ นแนวทางในการโฆษณา แต่ปัจจุบนั ยัง
พบการโฆษณาผลิตภัณฑ์ประเภทดังกล่าว ที่
ละเมิดพระราชบัญญัติฯ
21. พระราชบัญญัติองค์กรจัดสรรคลื่น
ความถี่และกากับการประกอบกิจการ
วิทยุกระจายเสี ยง วิทยุโทรทัศน์ และกิจการ
โทรคมนาคม และการส่งเสริ มการรวมกลุ่ม
กากับดูแลกันเองด้านการโฆษณา แต่การ
รวมกลุ่มกากับดูแลตนเองด้านการโฆษณา
ของสื่ อต่างๆ ก็ยงั ไม่เป็ นมาตรฐานเดียวกัน

ส่ วนที่ 3: ปั จจุบันผู้ประกอบการด้ านสื่ อ มีการรวมกลุ่มเป็ นสมาคมวิชาชี พที่แบ่ งตามประเภทสื่ อ
เช่ น สมาคมโฆษณาแห่ งประเทศไทย สมาคมโฆษณาดิจิทัลแห่ งประเทศไทย สมาคม
ป้ายและโฆษณา สมาคมมีเดียเอเยนซี่ และธุ รกิจสื่ อแห่ งประเทศไทย สมาคมเคเบิลทีวี
แห่ งประเทศไทย สมาคมโทรทัศน์ ดาวเทียม (ประเทศไทย) สมาคมโทรทัศน์ ระบบ
ดิจิทลั ฯลฯ
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ท่านมีความคิดเห็นต่ อสิ ทธิเสรีภาพ การรวมกลุ่ม และกากับดูแลตนเองด้ านการโฆษณาของสมาคม
ต่ างๆ นี้ อย่างไร

ประเด็น

22. นักโฆษณาในฐานะสื่ อมวลชน มีสิทธิ
และเสรี ภาพภายใต้รัฐธรรมนูญ
23. นักโฆษณาในฐานะสื่ อมวลชน มีสิทธิ
และเสรี ภาพในการรวมกลุ่ม เพื่อกากับดูแล
กันเองด้านการโฆษณา มิให้ละเมิดสิ ทธิ ของ
ผูบ้ ริ โภค
24. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ ก่อให้เกิดผลประโยชน์
ร่ วมกันทางธุรกิจสื่ อ
25. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ เป็ นการสนับสนุนให้เกิด
การพัฒนาวิชาชีพของสื่ อนั้นๆ
26. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ สนับสนุนให้เกิดมาตรฐาน
ทางจริ ยธรรมของวิชาชีพสื่ อนั้นๆ
27. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ สนับสนุนให้เกิดการ
คุม้ ครองผูบ้ ริ โภค
28. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ ทาให้เกิดการโฆษณาที่มี
คุณภาพ
29. แม้จะมีการรวมกลุ่มเป็ นสมาคมวิชาชีพที่
แบ่งตามประเภทสื่ อ แต่ก็ยงั พบเห็นการ
โฆษณาที่อวดอ้างสรรพคุณเกินจริ ง
30. แม้จะมีการรวมกลุ่มเป็ นสมาคมวิชาชีพที่
แบ่งตามประเภทสื่ อ แต่ก็ยงั มีการร้องเรี ยน
เกี่ยวกับการโฆษณา ทั้งจากผูบ้ ริ โภคและ
ผูป้ ระกอบการ

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้ วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5
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ประเด็น

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้ วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5

31. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ ทาให้การกากับดูแลตนเอง
ของแต่ละสื่ อไม่เป็ นมาตรฐานเดียวกัน
32. การรวมกลุ่มเป็ นสมาคมวิชาชีพที่แบ่ง
ตามประเภทสื่ อ เป็ นผลให้การกากับดูแล
โดยรัฐทาได้ยากขึ้น

ส่ วนที่ 4: หากมีการจัดตั้ง “สภาวิชาชีพการโฆษณา” ท่านมีความคิดเห็นต่ อประเด็นต่ างๆ นีอ้ ย่างไร

ประเด็น

33. ควรมีการจัดตั้งสภาวิชาชีพการโฆษณา
อย่างเป็ นรู ปธรรม
34. สภาวิชาชีพการโฆษณา ควรมีบทบาทใน
การกากับดูแลตนเองด้านการโฆษณา ให้เกิด
มาตรฐานเดียวกัน
35. องค์ประกอบของสมาชิกสภาวิชาชีพการ
โฆษณา ควรประกอบด้วย สมาคมวิชาชีพ
เท่ านั้น
36.องค์ประกอบของสมาชิกสภาวิชาชีพการ
โฆษณา ควรประกอบด้วย สมาคมวิชาชีพ
และเจ้ าของสื่อ
37.องค์ประกอบของสมาชิกสภาวิชาชีพการ
โฆษณา ควรประกอบด้วย สมาคมวิชาชีพ
เจ้ าของสื่อ และองค์ กรภาครัฐ
38. องค์ประกอบของสมาชิกสภาวิชาชีพการ
โฆษณา ควรประกอบด้วย สมาคมวิชาชีพ
เจ้ าของสื่อ องค์ กรภาครัฐ และนักวิชาการ

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5

410

ประเด็น

39. องค์ประกอบของสมาชิกสภาวิชาชีพการ
โฆษณา ควรประกอบด้วยหลายภาคส่วน
คือ สมาคมวิชาชีพ เจ้ าของสื่อ องค์ กร
ภาครัฐ นักวิชาการ และตัวแทนภาค
ประชาชน
40. สภาวิชาชีพการโฆษณา ควรมีทุนหรื อ
งบประมาณในการดาเนินงาน ที่มาจาก การ
สนับสนุนขององค์ กรภาครัฐ เท่ านั้น
41. สภาวิชาชีพการโฆษณา ควรมีทุนหรื อ
งบประมาณในการดาเนินงาน ที่มาจาก การ
ระดมทุนของสมาชิกขององค์กร เท่ านั้น
42. สภาวิชาชีพการโฆษณา ควรมีทุนหรื อ
งบประมาณในการดาเนินงาน ที่มาจาก การ
ระดมทุนของทุกภาคส่วน คือ องค์ กรภาครัฐ
สมาชิกขององค์ กร และภาคประชาชน
43. สภาวิชาชีพการโฆษณา ควรมีอานาจ
หน้าที่ในการสร้างบรรทัดฐานการกากับดูแล
ตนเองของแต่ละสื่ อให้เป็ นมาตรฐานเดียวกัน
44. สภาวิชาชีพการโฆษณา ควรมีส่วนร่ วม
ในการพัฒนากฎหมายด้านการโฆษณาให้
ทันสมัย สอดคล้องกับบริ บทสังคม
45. สภาวิชาชีพการโฆษณา ควรสร้าง
มาตรฐานจรรยาบรรณวิชาชีพ จริ ยธรรม ขั้น
พื้นฐานที่เป็ นกลางของทุกสื่ อ ทันสมัย
สอดคล้องกับบริ บทสังคม
46. สภาวิชาชีพการโฆษณา ควรมีแนว
ปฏิบตั ิในการสร้างสรรค์สื่อโฆษณาที่เน้น
ความเป็ นธรรมต่อผูบ้ ริ โภค
47. สภาวิชาชีพการโฆษณา ควรมีแนว
ปฏิบตั ิการตรวจพิจารณาการโฆษณาในแต่
ละสื่ อ ก่อนเผยแพร่ สู่สาธารณชน

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5
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ประเด็น

ไม่ เห็นด้วย
อย่างยิ่ง
1

ระดับความคิดเห็น
ไม่ เห็นด้วย ปานกลาง เห็นด้วย
2

3

4

เห็นด้วย
อย่างยิ่ง
5

48. สภาวิชาชีพการโฆษณา ควรเป็ น
ศูนย์กลาง และมีกระบวนการรับเรื่ อง
ร้องเรี ยนด้านการโฆษณาที่ผิดกฎหมายหรื อ
ละเมิดจรรยาบรรณ และดาเนินการให้แล้ว
เสร็ จในเวลาอันสั้น
49. สภาวิชาชีพการโฆษณา ควรมีอานาจใน
การพิจารณาตัดสิ นเรื่ องร้องเรี ยนการโฆษณา
ที่ผิดจริ ยธรรม และจรรยาบรรณวิชาชีพการ
โฆษณาได้
50. สภาวิชาชีพการโฆษณา ควรพิจารณา
เรื่ องร้องเรี ยนที่ผิดกฎหมาย และรายงานไป
ยังองค์กรรัฐที่เกี่ยวข้อง เพื่อนาเข้าสู่
กระบวนการพิจารณาโทษต่อไป

ตอนที่ 3 ข้ อเสนอแนะ
3.1 ข้อเสนอแนะเกี่ยวกับ การจัดตั้งสภาวิชาชีพการโฆษณา
---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------3.2 ข้อเสนอแนะเกี่ยวกับ องค์ประกอบของสมาชิกสภาวิชาชีพการโฆษณา
----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
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3.3 ข้อเสนอแนะเกี่ยวกับ มาตรฐานการกากับดูแลตนเองด้านการโฆษณา
---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------3.4 ข้อเสนอแนะอื่นๆ
---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------..ขอขอบพระคุณทุกท่ าน..
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