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25 2534 .17 “Tobacco control group hits out at advertising
methods”

..The National Tobacco Use Control Committee (NTUCC) is concemed
about foreign cigarette distributors adopting indirect advertising strategies to promote
cigarette sales.

Committee secretary Hatai Chitanond said at the weekend the NTUCC
had become aware of the indirect advertising methods which he called “shelf space”
and “same name product” methods.

Dr.Hatai, who is also deputy permanent secretary for Public Health, said
the NTUCC had petitioned the Consumer Protection Office. (CPO) to investigate the
shelf space advertising method, in which cigarettes boxes were displayed over the shelf
space.

He said this was a trick by distributors to circumvent the law banning
Cigarette advertising.

The existing law bans all types of cigarette advertising in the printed
media, electronic media, public display and even via the sponsorship of sports
tournaments.

The CPO was considering whether the shelf space method could be
regarded as an advertising method, Dr Hatai said.

“ " my opinion, displaying cigarette boxes over the shelf is actually
intended to promote sales, so that it is an advertising method, Dr Hatai said.

Shelf space advertising was the same as “point of sale” advertising, he
said.

The US Trade Representative Office asked GATT to order the Thai
Government to allow cigarette producers to use point of sale advertising, but the US
effort failed.
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The NTUCC was also keeping watch on “same name product”
advertising strategy, and would petition the CPO to investigate .

Dr Hatai said several products, including clothes and watches, had
recently been launched on the market using the brand names and logos of foreign
cigarettes.

17-23 2535 ‘ "
21 2535 Business Pest p.32 “llegal cigarette promotion subject to heavy
penalties”

CIGARETTE importers and sellers will face a maximum 200,000-haht
fines for illegal product promotion, including the display of too many cigarette cartons in
retail shops under the new laws.

National Tobacco Use Control Committee (NTUCC) chairman Dr Hatai
Chitanond told Business Post yesterday that two cigarette consumption control laws
which passed National Legislative Assembly readings early this month were expected to
be published in the Royal Gazette by April 15.

Dr Hatai, who also was Deputy Permanent Secretary for Public Health,
said the Public Health Ministry would take over the Consumer Protection Board (CPB)
control of cigarette related product advertising once the laws were enforced.
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He said foreign cigarette importers had many ways of promoting
cigarette consumption, including the display of a large number of cigarette cartons in
small retail shops or the placement of stickers showing cigarette brandnames in retail
shops or on vehicles. These methods were illegal under the new laws.

Dr Hatai said the NTUCC would ask the Public Health Ministry to fine
shop owners who violated the law 200,000 baht.

He said other products carrying the names of foreign cigarette brands
would be prohibited from advertising in the media, such as wristwatches with the brand
name Camel Trophy, or travel agencies named Marlboro Country Tour.

“Same name” product owners who violated the law by advertising in any
kind of medium would face a 20,000 baht penalty.

“All kinds of related cigarette promotion will be prohibited when the two
cigarette consumption controls are published in the Royal Gazette,” Dr Hatai said.

Dr.Hatai said he was told that foreign cigarette importers had boosted
their markets by offering free cigarettes to young people as part of a taste-test
campaign.

“It is a similar practice to that used when cigarette producers entered
Taiwan and Korea,” he said,

As a leader of the Thai anti-smoking movement, Dr Hatai recently was
elected by the members of the Asian Pacific Association for the Control of Tobacco
(APSCT) as regional president.

He said he would attend the World Conference on Tobacco and Health in
Buenos Aires, Argentina, from March 28 to April 4,

“At the meeting | will share experience about anti-smoking activities and
strategy in Thailand for other third-world countries to learn to adapt their strategies to
fight giant cigarette companies which are trying to diversify their market to the poor
countries where people were not as health conscious,” Dr Hatai said.5

5 2535 Il 1] = ] 14 ] "
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“...Dr Hathai also warned the Thailand Tobacco Monapoly (TTM) not to
violate the Tobacco Products Control Act when it launches new brands of cigarettes.
He said the TTM can launch new products but cannot advertise in any

way.
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“The TTM would be violating the act if it distributed cigarettes or other
materials with cigarette logos or brand names advertising the product,” Dr Hathai said.”
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3 February 1998 Bangkok Post .4 “Big tobacco firms aim at youngsters Fashion
Advertising ruse against the law”

Anti-tobacco activist Hathai Chitanondh has urged government
authorities to take sevrious action against tobacco firms for indirectly advertising their
products to boost sales among youngsters.

A number of “ Marlboro Classic” and “Camel Trophy Adventures”
clothes-stores often place campaign posters in various department stores—despite the
practice being against the law.

his letterto the Medical Services Department, Dr Hathai pointed out
that despite the tobacco firms' violation of the law, state authorities concerned had
ignored them and not taken serious action in controlling tobacco consumption.

Dr Hathai, president of Thailand Health Promation Institute, said though
foreign laws do not control the indirect advertisements, it is considered illegal in
Thialand.

Under Article Nine of the 1992 Tobacco products Control Act, it is illegal
to advertise or place logos of products that are likely to lead to misunderstanding that it
belongs to tobacco products.

The penalty for placing logos of tobacco products as indirect
advertisments is a 20,000 baht fine.
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Dr Hathai said Thai authorities had not been strict enough with tobacco
firms, despite their indirect advertisement.

Dr Hathai also pointed out that despite an increase in the price of most

imported products following the flotation of the baht, it was noted that the price of foreign
tobacco products had not increased.

“Despite a had economy, an increase in sales of foreign tobacco
products is observed in the country,” he said.

The sales of foreign tobacco had increased from two percent of the total
tobacco market in the country to four percent, added Dr Hathai
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" (Denis McQuail and Sewen Windahl,
Communication Models. (New York : Longman, 1981), p.62.)



(Activities)

144



Non-Government Organization (NGO)

145



146

, gate keeper gate keeper

gate keeper



147



148

( ,
2530, .65.)

(Norms)

(Boomeranged  Effect)



149

(Personal Influence)

( ,
2525 244)



150

wIaNNsaluuIIngds
CHULALONGKORN UNIVERSITY



151

(Empirical Evidence)



	บทที่ 6 วิเคราะห์บทบาทสื่อมวลชนทั้งของรัฐและองค์กรเอกชนในการใช้สื่อเพื่อรณรงค์

การไม่สูบบุหรี่ช่วงปี พ.ศ.2535-2542

