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Independent Variables

Brand Logo

Brand Icon
Brand Name

Color

Presence of Package
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Dependent Variables

Brand Recognition

h 4

Recognition as Alcohol-related

Reaction time

Confounding Variables
Demographic Alcohol-related Experience
Sex Drinking Status
Age Drinking Frequency

Highest Education Level
Current Residence
Occupation

Salary

Frequency of Getting Drunk
Desire to Drink

Brand Familiarity

Brand Attitude

3‘7]17/ 1 Conceptual framework
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1. vhuldemuuasianunlaenanstLaainsiunidewdd Buseniavnsinidulasadnag
Tavsely
a. Buweu

b. LiBurew @usiivveya)

naulUaNULENENTTLIIBNATA (link)
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nsvien
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AU 3: LUUUTETUNGANTIUNTALLATOANLDANDTDAYDIFUITUUINITEUAIN (ASSIST 7

ANDY)
() Lifw/masndinliinefuiae
Y PRLLAEALE 1 YUl
N1ANNTDY () :
GRM o o -
k () AN (MLUUUIZLAU ASSIST)
a o 4 ) a4 °
ALUY 9 A AU UUATIATTY Aulusean

WUUUSEIUNGANTTUNTTANLATDIALLANDTDAVIIRNITUUINITUAIN (ASSIST 7 A1)

Y an 4 a4 (A y . o
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weanegednialil (MIeLAuRuLsEARY wins AP A Tuaag 3 1w Tiassiia
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(0) (2) U (6)
@
U9 4. 1Y 3 ADUNRIUNINITAUATDIAY
coqy o . Y Y nn
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U0 7. AROATINTINIULN ALALNEIEIUNER wg, Turaa 3)ee, now 3
Y50aANISAUATDINULIANDTRAMLEUAY (LAY (0) [ABUNIY  [WauNKIu

1 o 1 o <@ =1 1
wevinlaidse wsely 111 (6) 11 (3)

IUASLLUU

0-10  szfuanudssh Tiduuziuuudy (Brief Advice) avsia 18602 , 18610
11-26 szduATmEIIUNaNs MsUSnwuuudy (Brief Counseling) as3¥ia 1B603 , 1B611
> 27 sefumnuidesgs Wimsuinwuuudu Brief Counseling) wavdssio (Refer) aasvia 18604 ,
1B611, 1B612
Az 18609... Anadunseannnisi
18611... Wéuuzuuudulunadna
18610... Iffuugaimuudulumadngs
1B612... dsseriiofunsuszifiunazirdalaegiermegy
douil 4 %’agadauqﬂﬂa
1. weslnsdnyt sranasiasviulafifiauyssamarsindesneatnsunuiduan (ift card) 5707

300 VIMVBIUNHERSURS (Starbucks®) NJaNTEUMINEEAUINTAN mnviulasuseTda

N

[

VUL AAFDNAULNBADUNUANIUNAIVDITINIA IRENIUEIUNSORNYITNUALLDUALNLLAL

e

munlbawastiluenanstuasiiunsinivy

2. e
a. v
b. 1Y
3. 918 @)

M9
N0
Fnua
5. SEAUNSANWIZaER

a hlasuns@ne
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$p8n31 5,000 UM
5,000 - 10,000 U
10001 - 20,000 U

1111731 20,000 U
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Han13AHueu 1asen1sAneUssansnneainagnsn1sveensauA1 v sUTENE S

(5219193Ut 1 flusngu 2563 B9 31 BevnAu 2564)

[

8. Han15ANIUNUNIAAUATI/AT MU8VRITATING

ynmsaliunsiivteyalaglduuvaeuniuesulal (1151991 1) dfneunuvdounudua

v v
Y

98y 1,185 Ay dndlugiumends Sosaz 65.8 lnenguineusuuasuauduiojuiisiovhaueny

wdy 36.4 U Ussanaumsailseglungueny 20-29 wag 30-39 U dalugjordelunialiuazninnans

§ouay 43.9 uay 39.9 Mud1nU N1sAnwsEAuUSIns wardordwdudniSeuaindnw was

1151%013/n8n91uv0e5y TudndruilndlAvaiu Asseeay 24.6 uav23.8 MUAIRU WONIINTII

ATAUATTTELALINNINADINIUUIMABLADY F11SUUTLLAUAIUNISANLIANDTDE WU SPEaL 76

g A= N a ° 1 [y 1
Junquidaswuuanudesdunishuasie wagauenousuuasuniudiulng (Fesas 88.3) Ll

q

ADIN1AUAIDINULDANDTDA

M137197 1 dnwaigmiluresnauwuudeuniy

MUY (%)

Uade
(n=A1)
LN
/BIN 779 (65.8)
Y8 405 (34.2)
218
Mean (SD) 36.4 (13.4)
199 65 (5.5)
20-29 1 373 (31.6)
30-39 ¥ 298 (25.2)
40-49 U 219 (18.5)
50-59 ¥ 155 (13.1)
60 Yl 72 (6.1)
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7UU (%)

Uadey
(n=A1)
ninAenAy
naNg 473 (39.9)
ARz TueendeLuile 39 (3.3)
AMAile 153 (12.9)
nals 520 (43.9)
FZAUNTANEN
lallaseu 1(0.1)
Uszau@nen 25 (2.1)
seafine 162 (13.7)
aulsan 60 (5.1)
USeyyes 574 (48.6)
USyalnuazaand 360 (30.5)
21N
LNYAINTT 41 (3.5)
§naE U 114.(9.6)
andng 38(3.2)
WinuUAIALDNYU 206 (17.4)
191N/ NENNUVRITT 282 (23.8)
usnu/neUu 38 (3.2)
N 47 (4)
UniFeu/AinfAne 292 (24.6)
Ma91197U (Job hunting) 20 (1.7)
Buy 107 (9)
s1elfvasnsaunsa
< 5,000 um 150 (12.7)
5,000-10,000 um 260 (22)
10,001-20,000 umn 215(18.2)
> 20,000 um 557 (47.1)
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7UU (%)

Uadg
(n=Aw)
ﬂzLLuuﬂqquLﬁﬂqnﬂs?iuqsﬁ (ASSIST Score)
Hoags 41 (3.5)
Eealunand 241 (20.5)
Feas 892 (76)
mauﬁqmﬁmmsﬁ'mLLaanaaaa‘lwaJ
T 1046 (88.3)
FO9NT 139 (11.7)

W ONITUIAMUFUNUS TENIUUTUANGRA U (logo) wazdadrunisiindiaas o9mu
LBANBEDA 91NNTISABU 35,000 ASI 917 1,185 AU (A151971 2) NUIT dAdIUAUNLND AT BIAY
waanogadluvuzulalinany, lalnvuedudaianus lalduiediu antduseuay 89.2, 85.5,

87.1 snuddu wenanil Waiwlalinusngeglunieshudu 4 Nlildesesnuuoneses wu 1

Wselan wnnInpsanils Gesay 56.0) saudansiiunaniusiou o Aldldiedesmuweansged wwu

]
= = =)

Ju %39 N3zt AFIAIINA WA PR ULDANDFRE SP8AY 77.2 DNITILIANNMOUAUDININITADU

wuvaaUaulnALlABIiU (MUwAIUT) aglldud1AYNNEs

AMUEUTLSTENI1UUTUAREN S (logo) wardndIuANGeINSANAS DA NLeANETDd
$1uaun13meU 5,910 AT INERDULUVABUNTA 1,185 AU (1379l 3) Tnermuslilalddadudy
naudads Feeranadasiiulalidaufuudafinudonisiueg 133 asuuu (95%CI 1.25, 1.42)
dmsulalfumeioniudu q Alildiedesiuieansseduanidunindaeidu q Sauadoanuuandis
984A2148 030157 31T u -0.0329; 95%Cl (-0.404, -0.255) wag -0.0362; 95%Cl (-0.436, -0.287)

v o

ALY MIUENAY 98NBdAgyn19ana

wenanil MIIATIzRaINnevaussanIsiuLaazsUkuuedlall lnadvualilald

aududunguiUSeuiiou (@159991 4) WU naeevaussimiuduInnguUssuTisulonau
& va o & ] 1% vay 9 1 A A s a o oA

wuvasunuiulaladaen wivunsdiuvedaln lalnnlildirSesiuueanegea wagnannueiaus Tu

'
= =)

nAuNAYIY NANE1819-29 U war 40-49 U Hazuuuanudswon1shuasin waylideenisaugs
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Tuvgnaukuvasuny 91deluniAnas memtlouaznald MsAnwIsERUUTYYIRSuALEINIT B
JeriaN1IvIY Gadinelalunseuniisiewouyssunn 10,001-20,000 UM kazu1nndn 20,000
U wenant wudtwdndaedu 9 Nldlvaninarenisduasunisviersenalssleviidamndvdne

nandnaidmviiegsyweanegeduarliiuieiinislavanvesuisninsesuililiveansseday

WLAUADINTLUNNSLADNTDLATDIAULDANDTDA
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A9 2 ANFURUSTENINUUTUARANS U9 (logo) WA

naUdUDd (n=35,400 ﬂ%’j\‘i 911 1,185 Aw)

[ |

genen

s9alA59NI5 61-02029-0068

wyasngueg wntindwadnineiueanases SIuAROUTINALALIARAETINGURIDENS

Vafinaudues (median), 3U

sULUUNARS T /e (%) P-value! ; P-value?
¥ (@uTuaunin “19”) (95%CI)
Talfsaiy 4,162/4,665 (89.2) Ref. Ref. = 1.77 (1.72, 1.82) Ref.
Taln (l4den) 3,998/4,675 (85.5) <0.001 +0.094 (0.046, 0.142) <0.001
wansu1sauveslaln 4,067/4,668 (87.1) <0.001 +0.114 (0.066, 0.162) <0.001
Talduwedesnudy 4 flillia3esdiuueanesed 2,602/4,648 (56.0) <0.001 +0.438 (0.390, 0.486) <0.001
NARSRUTBY 3,595/4,654 (77.2) <0.001 +0.405 (0.357, 0.453) <0.001

I McNemar’s Chi-squared test

? Linear mixed-effects model fit by maximum likelihood
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a Y = A A s & a o ¢ & a v | ! = ' a
135199 3 ANUFBDINTAUATDIAULDANDIDALUBLAUNARNN (N=5,910 A9 911 1,185 AL) Iﬂﬁl'ﬂﬂ%LLUUﬂQWN@aﬂﬂqﬁagigﬁjqﬂ 0 (Mg lllaﬁnﬂﬂlllyaﬁl)

04 4 (MungfiseenfuunTign)

Estimate mean difference of desire to drink,

sULUUNARA P-value (of Mean) !
N points (95%Cl)
TalAwamu Ref. = 1.33 (1.25, 1.42) Ref.
Taln (14den) -0.133 (-0.207, -0.0588) 0.0004
wansuNaIuaslal +0.0005 (-0.0738, 0.0749) 0.0988
Talduwedeswnudy 4 flila3ediuueanesed -0.0329 (-0.404, -0.255) <0.001
NARSDUTBY -0.0362 (-0.436, -0.287) <0.001

IChi-square test

2 Linear mixed-effects model fit by maximum likelihood
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A15199 4 NTIATIERLeNTITEAIUANN 9 (subgroup analysis) siavianfldlunisiindanIenuieanagaduenauusuulalinuans (n=35,400 A3 97N

1,185 Aw)

U2y

TalAaaidu (Ref.)

Median (IQR), sec

Estimate median difference, sec (95% ClI)

Taldgan

WiuuedIuvaslaldy

Talanlildnsasny

Laanagea

a o ¢o
NARNUTIDUE)

1.62 (1.56 , 1.68)

1.66 (1.61, 1.71)

+0.07* (+0.0038, +0.13)

+0.12%* (+0.065, +0.17)

+0.14** (+0.075 , +0.20)

+0.12%* (+0.056 , +0.16)

+0.46** (+0.39, +0.53)

+0.46** (+0.40, +0.52)

+0.41** (+0.35, +0.48)

+0.37** (+0.32, +0.43)

50-59 ¢
60 Vguly

1.48 (1.42 ,1.54)
1.54 (1.47 ,1.61)
1.73(1.63, 1.82)
1.95 (1.82, 2.08)

2.18(1.99, 2.37)

+0.099* (+0.037, +0.16)

+0.15** (+0.078, +0.22)
+0.05 (-0.051, +0.15)
+0.11 (-0.021, +0.25)

+0.00073 (-0.21, +0.21)

+0.14** (+0.082 , +0.20)

+0.13** (+0.061 , +0.21)
+0.12* (+0.021 , +0.23)
+0.10 (-0.033 , +0.23)

-0.0091 (-0.22 , +0.20)

+0.45%* (+0.38, +0.52)
+0.48** (+0.40, +0.56)
+0.54** (+0.42, +0.65)
+0.32** (+0.17, +0.47)

+0.44** (+0.21, +0.67)

+0.42** (+0.36, +0.48)
+0.38** (+0.31, +0.46)
+0.33%* (+0.22, +0.43)
+0.39%* (+0.25, +0.53)

+0.38%* (+0.17, +0.59)

AZUUUANULEEINTANGT
BIAGR
desUunans

EENGR

1.56 (1.32, 1.81)
1.53(1.45 , 1.60)

1.63 (1.58 , 1.68)

+0.11 (-0.056, +0.28)

+0.13% (+0.048, +0.21)

+0.096** (+0.046, +0.15)

+0.14 (-0.025 , +0.31)
+0.12% (+0.034 , +0.20)

+0.13** (+0.082 , +0.18)

+0.38** (+0.19, +0.57)
+0.55** (+0.46, +0.65)

+0.47%* (+0.41, +0.53)

+0.46** (+0.29, +0.63)
+0.42** (+0.33, +0.50)

+0.40** (+0.35, +0.45)
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U2y

TalAaaidu (Ref.)

Median (IQR), sec

Estimate median difference, sec (95% ClI)

Taldgan

WiuuedIuvaslaldy

Talanlildnsasny

Laanagea

a o ¢o
NARNUTIDUE)

YULABULUUFIUAY AL
Py o
faan1sauly

ADINT

laifpanis

1.44 (1.34 , 1.55)

1.67 (1.63, 1.72)

+0.20** (+0.098, +0.30)

+0.086** (+0.042, +0.13)

+0.18** (+0.079 , +0.29)

+0.11%* (+0.069 , +0.16)

+0.51** (+0.40, +0.63)

+0.46** (+0.41, +0.51)

+0.43** (+0.32, +0.53)

+0.38** (+0.34, +0.43)

piinaiionde
AANANY
MAnyiueaniduunile
meawile

AL

1.60 (1.54 , 1.65)
1.67 (1.45, 1.88)
1.58 (1.48 , 1.68)

1.71(1.65, 1.78)

+0.095* (+0.037, +0.15)
+0.26* (+0.046, +0.47)
+0.10 (-0.0080, +0.21)

+0.092* (+0.023, +0.16)

+0.12%* (+0.062 , +0.18)
+0.14 (-0.069 , +0.36)
+0.16* (+0.051 , +0.27)

+0.11% (+0.041 , +0.18)

+0.53** (+0.47, +0.60)
+0.58** (+0.33, +0.82)
+0.42** (+0.30, +0.54)

+0.40** (+0.32, +0.48)

+0.41** (+0.35, +0.47)
+0.48** (+0.27, +0.70)
+0.36** (+0.25, +0.47)

+0.37** (+0.30, +0.44)

STAUNISANEN

lilAssu/dseaud@nun

TseuAnwInoUAU-noUUaNY

aulsgan
USeyayes

USyaylnuazaani

2.13(1.60 , 2.67)
1.83(1.69, 1.97)
1.77 (1.55, 1.99)
1.57(1.52, 1.62)

1.64 (1.58, 1.70)

+0.18 (-0.40, +0.77)
+0.15% (+0.0047, +0.30)

-0.036 (-0.24, +0.17)
+0.11** (+0.052, +0.16)

+0.087* (+0.022, +0.15)

-0.042 (-0.64 , +0.56)
+0.093 (-0.052 , +0.24)
-0.043 (-0.25 , +0.17)
+0.12** (+0.066 , +0.18)

+0.16** (+0.090 , +0.22)

+0.85* (+0.26, +1.44)
+0.42** (+0.26, +0.59)
+0.41** (+0.17, +0.64)
+0.45%* (+0.38, +0.51)

+0.49%* (+0.41, +0.56)

+0.25 (-0.35, +0.84)
+0.31%* (+0.16, +0.47)
+0.39** (+0.18, +0.60)
+0.42%* (+0.56, +0.47)

+0.38** (+0.31, +0.45)

1IN
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TalAaaidu (Ref.)

Estimate median difference, sec (95% ClI)

Taldgan

WiuuedIuvaslaldy

Talanlildnsasny

Laanagea

a o ¢o
NARNUTIDUE)

Uade
Median (IQR), sec
LNYAINTTY 2.30 (1.96 , 2.63)
§INREIUM 1.84 (1.68 , 1.99)
NN 1.81 (1.56 , 2.06)
WHNUAIALDNTU 1.56 (1.65, 1.78)

915193/ NENNUVRIST 1.61(1.53, 1.68)

-0.054 (-0.47, +0.37)
+0.086 (-0.059, +0.23)
+0.14 (-0.15, +0.44)
+0.078 (+0.023, +0.16)
+0.12* (+0.048, +0.20)
-0.12 (-0.426, +0.184)

+0.086 (-0.15, +0.32)

-0.19 (-0.60 , +0.22)
+0.046 (-0.097 , +0.19)
+0.061 (-0.23 , +0.36)

+0.18** (+0.041 , +0.18)
+0.16** (+0.083 , +0.24)

-0.026 (-0.34 , +0.28)

+0.079 (-0.16 , +0.32)

+0.11 (-0.33, +0.55)
+0.27* (+0.10, +0.43)
+0.31 (-0.0080, +0.62)
+0.57** (+0.32, +0.48)
+0.53%* (+0.44, +0.61)

+0.14 (-0.18, +0.46)

+0.70** (+0.44, +0.97)

-0.11 (-0.54, +0.33)
+0.27** (+0.12, +0.42)
+0.31%* (+0.0047, +0.61)
+0.40%* (+0.30, +0.44)
+0.44** (+0.36, +0.52)
+0.38% (+0.070, +0.69)

+0.57** (+0.33, +0.81)

BT/ NeUIU 2.00 (1.67 , 2.35)
e 2.03(1.82, 2.24)
UniSeu/unAnY 1.47 (1.40 , 1.54)

o

A& Job hunting) 1.59 (1.25, 1.94)

Buq 1.66 (1.53 , 1.79)

+0.13** (+0.053, +0.20)
+0.26 (-0.033, +0.56)

+0.095 (-0.034, +0.22)

+0.14** (+0.061 , +0.21)
+0.13 (-0.17 , +0.42)

+0.13%* (+0.0021 , +0.26)

+0.42** (+0.34, +0.51)
+0.36* (+0.017, +0.70)

+0.52** (+0.37, +0.66)

+0.31** (+0.34, +0.49)
+0.40* (+0.10, +0.70)

+0.37** (+0.24, +0.50)

seldvasnsauadasauiu/ifou (Um)

< 5,000 1.79 (1.65, 1.92)
5,000-10,000 1.66 (1.56 , 1.75)
10,001-20,000 1.60 (1.51, 1.70)

> 20,000 1.62 (1.57 , 1.68)

+0.047 (-0.088, +0.18)
+0.11 (+0.0078, +0.21)
+0.11%* (+0.018, +0.20)

+0.11** (+0.050, +0.16)

+0.023 (-0.11, +0.16)
+0.081 (-0.019 , +0.18)
+0.12* (+0.030 , +0.21)

+0.16** (+0.11 , +0.22)

+0.25** (+0.10, +0.40)
+0.42 (+0.31, +0.54)
+0.59** (+0.49, +0.69)

+0.48** (+0.41, +0.54)

+0.39** (+0.25, +0.53)
+0.32 (+0.22, +0.43)
+0.35** (+0.26, +0.44)

+0.43** (+0.37, +0.49)

Opinion: w&nfnidy q Mlilvgsinanenisdaasunsvievionauselovidamniydaondndunniminegs/woanegeanss il
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b A Estimate median difference, sec (95% ClI)
TalAnaAy (Ref.)

Uady o . ., TalAilaileesasna o
Median (IQR), sec TalAdan Winunedauvaslali ) NANNUNDU
LOAN?IDA
Taile 1.67 (1.60 , 1.75) +0.14** (+0.062, +0.22)  +0.11* (+0.031, +0.19)  +0.42** (+0.33, +0.51)  +0.44** (+0.36, +0.52)
1o 1.63 (1.59 , 1.68) +0.082** (+0.035, +0.13)  +0.13** (+0.079 , +0.18)  +0.48** (+0.42, +0.53)  +0.37** (+0.32, +0.42)

Opinion: @ lawan wanfawid o Mg Tnadensidente videvhliudentendnfusifigs/ueanesediiuduniold
1o 1.68(1.62, 1.74) +0.12** (+0.061, +0.19) +0.11%* (+0.050 , +0.18)  +0.49** (+0.41, +0.56)

13dTe 1.61(1.56, 1.67) +0.079% (+0.026, +0.13)  +0.13** (+0.075, +0.18)  +0.40** (+0.38, +0.50)

+0.43** (+0.36, +0.49)

+0.36** (+0.30, +0.41)

* P-value <0.05 ** P-value <0.001
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mneidadafudineg senssuuususndniasiluguuuusineg udwihlidndaaiesy
weanesadialyl lnedmuslilaldnufudunguioudou (amseil 5) nud ndusegrafiiiula
TAddvderiuunsdnvestald szdndaniosiutoanesedlndifssiunguiouiiiou Tuvasiiile
wiulaldililyin3 eaf uueanesedniendndueid us azinduniesiuuoanesediosniings
Wisuiiou Tunguimands uwazimawe Tunngueny amnudesnsasluvuzneuluUaaUaL 52uE
npliaeflegends 01dn uenaniwut sedunmsAnunssdufuuisssiugs Meldvesasouatafiiiu
wnfuasidndunmsindaaiesiuueanssediiu liiasiundn suslusuuuula Tunasiinnngy
913w egslsimu nuiegaiuseinandusidy 9 Alilvieieduusanssedinasionisduada
nsnensenalstlovdiandudnenaniuriniesiuweanesed sauvenslavanandaeiaue 7

Llvgsinasonisidentoinioshuuoanaged dnniinguiluiiueie

Aedvesnarildlunisnevaussdesunnadndasilunguineunvuasunuiings
\A3esRNLEANDERE (A13197 6) WU fmeuluvasuanltinauulunssuslalivessdnfusinnag
wnnilaldnaiu Tnediaiauuaneisseainang dail 1alAE (+0.105 3undl, 95%C1 0.064,
0.147), winuredauvedlald (+0.126 Fuadl, 95%CI 0.432, 0.527), WA RS a8 uq (+0.405 Turi,
95%Cl 0.362, 0.448) uaznansamifilailyia3 eafuueanaged (+0.479 Jundl, 95%CI 0.362, 0.448)
ogslsfnu wui nguimeunuvasuawiifienginniagldnalunismeusuinsndnasiuiuni
ognafifuddmeada WewSouiisuiunqueny 19 O Tagfian intercept WAy 0.885 Jundi

(95%Cl 0.395, 1.375)

UBNAINT WU ATLUUAINADINITANATBINULOANDTRAVDINGFUHROUKUUABUA M TREN T

a o

doiulalAnansaeidudan (10.149, 95%Cl -0.232, -0.066) nanS a7 lalldiASpeRuLoanosed (-

0.415, 95%C -0.498, -0.332) UarNAAS AU (-0.427, 95%CI -0.510, -0.343) dmiug7i dneylu

naundavkuuAMUFskastdsIUIUNa 19T AINARINITANLEAN TR BEN I AUE A

o w

pgslitud1Aen1sena (M15199% 7) TnediAn intercept WAy 2.251 (95%CL 1.145, 3.358)

o
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A1519% 5 N1TALATIERLENTBAIUANGE) (subgroup analysis) filasnIIEIUVRINITUNDLATDIALLDANDERALINANUTELANVDILALATILERS (n=35,400 ASY

3711 1,185 Aw)

5 TalAnauda TalAdan Wiuvnsdauvadals  TalAlildeseshiukeanaged HARA T DUY
Uast T9/3a9mm (%) T9/35amum (%) T9/35amum (%) Ta/va9m (%) Ta/s v (%)
Ll
‘V@Q 2,704/3,056 (88.5) 2,592/3,057 (84.8) 2,648/3,055 (86.7) 1,733/3,044 (56.9) 2,361/3,050 (77.4)
B8 1,454/1,605 (90.6) 1,402/1,614 (86.9) 1,415/1,609 (87.9) 868/1,600 (54.2) 1,233/1,600 (77.1)
p-vaLuel 0.031 0.061 0.238 0.086 0.817
a1y
Median (IQR) 34 (25,46) 34 (25,45) 34 (24.2,45) 35 (25,46) 35 (25,45)
p-vaLue2 0.258 0.828 0.041 <0.001 0.003
a1y
19 198/252 (78.6) 189/254 (74.4) 202/256 (78.9) 123/255 (48.2) 156/256 (60.9)
20-29 U 1,320/1,471 (89.7) 1,275/1,473 (86.6) 1,319/1,470 (89.7) 804/1,463 (55) 1,139/1,466 (77.7)
30-39 U 1,077/1,181 (91.2) 1,043/1,185 (88) 1,030/1,179 (87.4) 634/1174 (54) 926/1,180 (78.5)
40-49 U 772/860 (89.8) 749/860 (87.1) 752/859 (87.5) 499/850 (58.7) 684/854 (80.1)
50-59 U 541/603 (89.7) 506/610 (83) 518/606 (85.5) 365/611 (59.7) 456/602 (75.7)
60 “T‘J?Z](UVL‘U 243/286 (85) 226/281 (80.4) 237/286 (82.9) 173/283 (61.1) 224/284 (78.9)
p-vaLuel 0.001 <0.001 < 0.001 0.003 <0.001

AZUUUANULEEINTANGT

\Heege

151/160 (94.4)

147/163 (90.2)

143/162 (88.3)

99/162 (61.1)

133/160 (83.1)

37



s9alA59NI5 61-02029-0068

5 TalAnauda TalAdan Wiuvnsdauvadals  TalAlildeseshiukeanaged HARA T DUY

Uast T9/3a9mm (%) T9/35amum (%) T9/35amum (%) Ta/va9m (%) Ta/s v (%)
Lgﬂﬂﬂﬁuﬂaﬂﬂ 878/946 (92.8) 860/949 (90.6) 840/943 (89.1) 530/934 (56.7) 768/945 (81.3)
L?%EJQG?’] 3,091/3,516 (87.9) 2,948/3,520 (83.8) 3,042/3,520 (86.4) 1,946/3,509 (55.5) 2,655/3,506 (75.7)
p-value' 0.001 <0.001 0.087 0.311 <0.001

VULABUKUUFBUANY ANIADINITANNTD 3]

Lalgimenis 3,663/4,115 (89) 3,510/4,127 (85) 3,587/4,123 (87) 329/545 (60.4) 445/459 (81.1)

ABINTT 499/550 (90.7) 488/548 (89.1) 480/545 (88.1) 2,273/4,103 (55.4) 3,150/4,105 (76.7)
p-value' 0.253 . <0.001 0.087 0.032 0.027
piinaiionde

A1ANANY 1,730/1,878 (92.1 1,667/1,879 (88.7) 1,665/1,873 (88.9 1,006/1,865 (53.9 1,504/1,861 (80.8

AARLIUDDNRYLALD

(92.1)
143/154 (92.9)
(90.8)
(85.8)

(
136/155 (87.7)
(89.4)
(

)
133/154 (86.4)
)
)

(53.9)
87/155 (56.1)
(56.1)
(57.8)

)
130/153 (85)
)
)

meawile 545/600 (90.8 537/601 (89.4 548/602 (91 337/601 (56.1 482/602 (80.1

mals 1,744/2,033 (85.8 1,658/2,040 (81.3) 1,721/2,039 (84.4 1,172/2,027 (57.8 1,479/2,038 (72.6
p-value' <0.001 . <0.001 0.525 0.115 <0.001
SEAUNISANEN

lallaseu 2/4 (50) 2/4 (50) 0/4 (0) 1/4 (25) 3/4 (75)

Uszaudne 49/90 (54.4) 41/92 (44.6) 41/91 (45.1) 42/96 (43.8) 42/98 (42.9)

158UANWINDUAU-NBU
Uane

aulsgan

520/623 (83.5)

189/232 (81.5)

499/627 (79.6)

187/239 (78.2)

516/630 (81.9)

180/235 (76.6)

334/616 (54.2)

124/232 (53.4)

409/619 (66.1)

169/234 (72.2)
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5 TalAnauda TalAdan Wiuvnsdauvadals  TalAlildeseshiukeanaged HARA T DUY

Uast T9/3a9mm (%) T9/35amum (%) T9/35amum (%) Ta/va9m (%) Ta/s v (%)
‘U%igig 3 2,055/2,268 (90.6) 1,968/2,264 (86.9) 2038/2,260 (89.8) 1,260/2,262 (55.7) 1,794/2,263 (79.3)
igiyﬂiﬁ/lLLaua\‘iﬂ’m 1,337/1,436 (93.1) 1,291/1,437 (89.8) 1283/1,427 (89.9) 830/1,426 (58.2) 1170/1,424 (82.2)
p-value <0.001 <0.001 < 0.001 0.04 <0.001

1IN

LNENINTIN 116/156 (74.4) 98/156 (62.8) 107/155 (69) 86/155 (55.5) 88/153 (57.5)
qsﬁaéauéﬁ 402/445 (90.3) 374/449 (83.3) 394/453 (87) 246/443 (55.5) 348/450 (77.3)
E;]ﬂ?:lj’m 123/145 (84.8) 125/147 (85) 126/148 (85.1) 96/145 (66.2) 114/148 (77)
NUNIIUNALNTU 767/825 (93) 741/821 (90.3) 732/817 (89.6) 423/822 (51.5) 673/813 (82.8)
9151/ NENNUVRIST 1,044/1,121 (93.1) 1,029/1,118 (92) 1,012/1,115 (90.8) 657/1,112 (59.1) 895/1,108 (80.8)
WU/ NOUU 99/146 (67.8) 90/146 (61.6) 87/146 (59.6) 80/147 (54.4) 86/153 (56.2)
Lﬂ‘@ammq 173/187 (92.5) 165/187 (88.2) 168/187 (89.8) 111/183 (60.7) 154/183 (84.2)
Uniseu/Andnw 1,000/,1145 (87.3) 955/1,146 (83.3) 1,018/1,148 (88.7) 603/1,142 (52.8) 845/1,147 (73.7)
A891197u (Job 72/76 (94.7) 70/80 (87.5) 69/80 (86.2) 44/80 (55) 65/80 (81.2)

hunting)
9

p-value'

366/419 (87.4)
<0.001

351/425 (82.6)
<0.001

354/419 (84.5)
< 0.001

256/419 (61.1)
<0.001

327/419 (78)
<0.001

57810 v89ATBUASITAINNU/ARDU (UN)

< 5,000
5,000-10,000
10,001-20,000

474/584 (81.2)
869/1,005 (86.5)
766/848 (90.3)

431/581 (74.2)
822/1,015 (81)
758/849 (89.3)

469/586 (80)
868/1,014 (85.6)
747/848 (88.1)

324/584 (55.5)
561/1,005 (55.8)
489/842 (58.1)

414/589 (70.3)
726/1,010 (71.9)
666/846 (78.7)
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5 TalAnauda TalAdan Wiuvnsdauvadals  TalAlildeseshiukeanaged HARA T DUY
Uast T9/3a9mm (%) T9/35amum (%) T9/35amum (%) Ta/va9m (%) Ta/s v (%)
> 20,000 2,041/2,216 (92.1) 1,975/2,218 (89) 1,972/2,208 (89.3) 1,223/2,205 (55.5) 1,781/2,197 (81.1)
p-value' <0.001 <0.001 < 0.001 < 0.001 <0.001
Opinion: wanftusiay 4 Mldgaiinasensduaiunsnevienausslowidendudsondnisings/woanoseavielsl
Tafla 1,273/1,491 (85.4) 1,192/1,504 79.3) 1,235/1,497 (82.5) 685/1,492 (45.9) 1,037/1,497 (69.3)
Tof 2,889/3,174 (91) 2,806/3,171 (88.5) 2,832/3,171 (89.3) 1,917/3,156 (60.7) 2,558/3,157 (81)
p-value' <0.001 <0.001 0.614 <0.001 <0.001
Opinion: Ao Tamwan wandfasisu 4 Alilias duasensdente wievhlivhudendendnsumivias/weanosedifutuvdel
1o 1,946/2,243 (86.8) 1,833/2,252 (81.4) 1,866 (83.2) 1,119 (50.2) 1,607/,2244 (71.6)
Talla 2,216/2,422 (91.5) 2,165/2,423 (89.4) 2,201 (90.7) 1,483 (61.3) 1,988/2,410 (82.5)
p-value' . <0.001 <0.001 < 0.001 <0.001 <0.001

IChi-squared test, “Rank sum test

a0
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M99 6 NMFMANUENTUSTENIANRREALLANA 1Y BIIA MR UALS lUNGURRB UL UUAD U Y

PUNDLATDINULDANDTDR (INIUIUNITNBU 15,872 ASIAIN 981 AU)

Estimate coefficients ¥89LIa1naUdUDY, U

Uade
(95%CI) *

AAsTi (intercept) 0.885 (0.395,1.375)
el (ref. = {nede)

AR -0.013 (-0.074,0.047)
nguey (ref.=19 U)

20-29 ¥ 0.090 (-0.048,0.228)

30-39 U 0.183 (0.037,0.328)*

40-49 Y 0.313 (0.162,0.463)**

50-59 ¥ 0.516 (0.358,0.674)*

60 or above U 0.728 (0.549,0.908)**

plinanode (ref.= nANAY)

AANLTUBDNIYILNLD 0.097 (-0.059,0.253)
RUGRIDG) 0.040 (-0.048,0.128)
aala 0.064 (-0.002,0.130)

seaunsanen (ref.= TdlaBeu/dszaufnue)

seuAnw 0.475 (0.030,0.920)*
aulsan 0.406 (-0.048,0.860)
USeyayes 0.333 (-0.106,0.772)
ganinUSyeyns 0.249 (-0.190,0.678)

ﬂzLLuumeﬁﬂﬁumsﬁ'NQiﬁ (ref. = Lﬁaaga)
\deosUunans 0.021 (-0.130,0.172)

Heraen 0.052 (-0.094,0.198)

VULABUKUUFBUAN ANIADINTANTL (ref. = T4)

il 0.089 (0.001,0.177)*

Uszunnvaslall (Ref. = Taldnais)
Talnden 0.105 (0.064, 0.147)**

Wiunaauvadlald 0.126 (0.084, 0.167)**
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Estimate coefficients ¥89LIa1naUdUDY, IUI

Uadey
(95%Cl) *
TalAuuesesiudu q flildasesiuueanesed 0.479 (0.432,0.527)**
KARSoeIBU 9 0.405 (0.362,0.448)*

!l inear mixed-effects model fit by maximum likelihood, ASSIST = Alcohol, Smoking and Substance

Involvement Screening Test
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ANS199 7 AZLUUAIUABINITALLBANDTDAMAUIIETALIVDY (F1UIUNITHBU 4,844 ATIANN 992

Aw) IneAzLULANINADINITaE YNNG 0 (e ldeenduae) fe 4 (Munefiseenfuuniiae)

Estimate coefficients ¥84Aud0IN5AY,
Variables
points (95%Cl)

AAsTi (intercept) 2.251 (1.145,3.358)

v

Wl (ref. = {¥e)

AGld 0.196 (0.051,0.342)*

nguey (ref.=19 U)

20-29 U 0.153 (-0.180,0.486)
30-39 ¥ 0.200 (-0.150,0.550)
40-49 9 -0.001 (-0.363,0.362)
50-59 ¥ 0.074 (-0.307,0.454)
60 or above U -0.011 (-0.442,0.421)

plinaode (ref.= nANA9)

NANLTUBDNILILNLD 0.061 (-0.321,0.444)
MAwie -0.010 (-0.222,0.202)
aala -0.232 (-0.392,-0.072)*

seaunsanen (ref.= ldlaseu/dszaufnue)

seuAnw 0.426 (-0.562,1.413)
aulsan 0.596 (-0.414,1.606)
USeyayes 0.580 (-0.391,1.551)
ganinUSeyeyns 0.566 (-0.405,1.537)

AzUUUANESTUNTANES (ref. = (HBagq)

Aeosurunans -0.448 (-0.819,-0.584)*

Heraen -0.943 (-1.303,-0.584)**

VULADUKUUFBUAN ANIADINTANTL (ref. = 14)

Tadlo -0.731 (-0.944,-0.517)**

Uszunnvaslall (Ref. = TalAaais)
Talnden -0.149 (-0.232, -0.066)**
Wiunaguvadlald -0.005 (-0.088, 0.078)
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TalAvuesesiudu q ihkildasesiuueanesed -0.415 (-0.498,-0.332)**

WARSoeIBU -0.427 (-0.510,-0.343)**

!Linear mixed-effects model fit by maximum likelihood, * P-value <0.05 ** P-value <0.001

a4
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9.3 3nluazasuNaNIIALTINIILY

(%
[

TAsan1sivelunsed 4

[

nnUsvasdliiaUsviliunagndveuaIodnuLeanaged lun1siuing

nandusiuazauaslalunisidendeiniesnuweanssed lnglunuidedinujisenisneulsmduy
[ 3 ¥ o [ 3 Y1 Y a = = = & A 1 a = a =

namdnmiulald Imdsndiulaling g wdifndwasesnuteanegeduiell (Andy/liAnda)

Ingldnisiiudeyaluguuuseulal iefivrinszezailignissuinian annisiiudeyaiifnay

Y

WUUdoUnY 91u3U 1,185 AU wulszinudAyfe reunuudeunudufiseinisnevaussselali

| [y

wiazUseLnnuanenaiu Tnelufisendelalinuduuiniian wiluaeiinisuSudeusuuuuvedaln

v
v a

Toun Waswadud, wansudiuvedald, sauds mslilalflundedamidu q veaidueSeady wu
wFelenn viendnduaiilailtiedosiy wu Talfvudeniedy Aaunsonsedunisandnedoshu
ueanegea Mg ulAoaiu Tngulinszeziatasuann i ueg19dod1Ayn1saif (statistical
significance) UusiiloguuAABILANGNS (V38 effect size) wudn uansrsiulundn desndn 0.5 Jundl

I aa v o

Fenediud Ay lun1s R (practical significance) siufiailograrasnsusudsugduuulall

o

v & 1 oA v

fuAueeInau (0 83 4 Azwww) Anuraansiiwieriy nadlowulalinusuasugueuy agvili

pnanadAsiazuLALREINANanaRE 1NNt AYN1I9EDA WinzuuwwAItULEENIT 0.5 AZLUY

uenani wud nguimevuvuasuaildnuundesasiulliidueiesiuueanssodly
FanUszdrfuidsnsiniandndneiingosiuueanesed deuandliiiuimdnsineiililviaiesdy
weanegedannsadusunmuilitndmdnsudia3esfuuoanesedld Yang et al. ldseeuiinis
Usziflumsverensndudiianmuii sadesiunszuiunisuansanuidnlasanssdiu insular lng
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INTRODUCTION

Considering alcohol as a threat to health and well-being of the whole population
(World Health Organization, 2019), reduction of alcohol drinkers was essential. It was
proven that alcohol advertising could lead to alcohol purchase and alcohol use initiation.
(Courtney et al., 2020; Guillou-Landreat et al., 2020; Henriksen et al., 2008; Luecha et al.,

2020) Therefore, a key factor was a tight alcohol advertising regulations. Nonetheless,

Thailand’s alcohol advertising in recent years had become more complex and problematic.

(Kaewpramkusol et al., 2019b)

One of the strategies which many companies adopted was brand extension. Using
this marketing technique, a company uses an alcohol logo on its other products so that
the new products could be recognized to its pre-existed customer. (Brodie et al., 2002)
Based on this strategy, surrogate marketing had emerged. It was used when
advertisement of some products (e.g., alcohol, tobacco) were banned, the companies
have shifted to promote other unbanned products using similar brand marks instead
(Shah, 2019; Sushma et al., 2019). In Thailand, well-known examples were drinking
water and soda. There were also promotional merchandises and other giveaways with
logo printed on (e.g., soccer t-shirt). A previous study found that seeing alcohol brand
logos on different products lead consumers to recall the company’s main product, alcohol.
(Kaewpramkusol et al., 2019a) This could be implied that those non-alcoholic products
could serve as advertisements for alcoholic drinks.

Of the brand extension strategy, we focused on participants’ reactions toward

different brand marks/logos that were modified in the similar practice as the alcoholic
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companies’: changing color, trimming parts of the original logo as well as using the
modified logo on non-alcoholic products and other merchandises. The reactions that we
took into consideration were the recognition of logos as alcohol related and the desire to
drink alcohol of the participants.

Previous studies were conducted qualitatively and used paper-and-pencil
interviews (PAPI) that did not consider the degree of recognition in term of reaction time,
which was defined as a period of time which a person took to response to a stimulus
(Fang and Davis, 2017; Kaewpramkusol et al., 2019a; Research Centre for Social and
Business Development, 2017, 2019). Therefore, the degree which these extended brand
marks could impact a person, was not clearly understood.

With this in mind, the study on the relationship between brand mark extension and
the recognition of alcoholic brand using computer-associated personal interviewing
(CAPI) that could acquire reaction time would express the degree of the effect. Our study
aimed to assess variations in brand recognition time (time to recall alcohol-related
product) among participants exposed to different brand marks (brand name, logo, and
slogan) with or without package and to assess the relationship between participants’

exposure to brand marks with or without package and desire to drink alcohol.
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METHODS

Study design and study setting
This was a cross-sectional study with an online survey conducted in Thailand.

We developed a web-based online survey application especially for this study.

Study population and sample

The population of this study was general population age 19 or above. In
calculating sample size for estimating an infinite population mean. The standard
deviation of response time (=2.5 sec) from Sinclair et.al (Sinclair et al., 2019) with
marginal error (= 0.1 sec) were used to determine the target sample size (n=2,401
persons) for this study. The response rate was 16.4%. The completed survey rate was

93.1%.

Data collection

We collected data through online survey by distributing the link to access our
web application on various Facebook pages and groups for approximately 6 weeks from
February to April 2020. We offered prize draw to increase the number of our
participants. There were four parts in our self-reported questionnaires (i.e., reaction
time, desire to drink alcohol, Alcohol, Smoking and Substance Involvement Screening
Test or ASSIST, and demographic data).

To evaluate the levels of risky alcohol use in our volunteers, we adopted the
ASSIST questionnaire, which was typically used in clinical setting (Humeniuk et al.,
2010). It consisted of 7 questions related to the use of alcohol. Each answer was scored

differently in each question as followed.
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1. “In your life, have you ever used alcohol?” (Answer: Yes (0)/No (3))

2. “In the past three months, how often have you used alcohol?” (Answer: Never
(0), Once or twice (2), Monthly (3), Weekly (4), Daily or almost daily (6))

3. “During the past three months, how often have you had a strong desire or urge to
use alcohol?” (Answer: Never (0), Once or twice (3), Monthly (4), Weekly (5),
Daily or almost daily (6))

4. “During the past three months, how often has your use of alcohol led to health,
social, legal or financial problems?” (Answer: Never (0), Once or twice (4),
Monthly (5), Weekly (6), Daily or almost daily (7))

5. “During the past three months, how often have you failed to do what was
normally expected of you because of your use of alcohol?” (Answer: Never (0),
Once or twice (5), Monthly (6), Weekly (7), Daily or almost daily (8))

6. “Has a friend or relative or anyone else over expressed concern about your use
of alcohol?” (Answer: No, never (0), Yes, in the past 3 months (6), Yes, but not in
the past 3 moths (3))

7. “Have you ever tried and failed to control, cut down or stop using alcohol?”
(Answer: No, never (0), Yes, in the past 3 months (6), Yes, but not in the past 3
moths (3))

After adding up the overall score, the participants were categorized into 3 groups: high
risk (0-10), intermediate risk (11-26) and low risk (227). We gave brief advice and

warnings according to the result at the end of the survey.
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Primary independent variable — types of alcohol logo
To study the effect of each type of logo, we categorized logos into 4 types: original
logo, partial logo, black, logo on other merchandise, and non-alcoholic beverage with
package. The logos were modified to meet our requirement for each type.
- Original logo was the original brand mark that was used in real life settings.
(Figure 1A).
- Black logo was the original logo that color was changed to black (Figure 1B).
- Partial logo was the original logo that was cut some part (Figure 1C).
- Logo on other merchandise was the original logo that appears on merchandise
other than beverage (Figure 1D).
- Non-alcoholic beverage with package was the non-alcoholic products (e.g.
drinking water, soda) of alcoholic brand that used similar logo with its alcoholic

products (Figure 1E).

(Figure 1)

Dependent variables — Reaction time
We examined brand recognition of participants by using two parameters: 1)
reaction time and 2) desire to drink alcohol.
1. Reaction time in our study was a period of time a participant took to react to a
question: “After seeing this image, do you think of alcoholic beverage?”
(Answer: yes/no). This question was shown at the beginning of the section.

Then the participant was shown a total of 30 images, one at a time with yes
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and no choice to select within the maximum of 10 seconds per image. Each
category of logos consisted of the products related to alcoholic company (20
images) and unrelated products as control (10 images). To minimize the

information bias, the images were randomly selected from the image pool.

(FIGURE 2)

2. Desire to drink alcohol: As the ultimate of objective of marketing was to
have consumers purchase the products, it would be necessary to consider to
the step prior to the actual purchase: whether a particular brand mark could
trigger participants’ desire to drink alcohol. To measure the level of
participants’ desire to drink alcohol, we asked “After seeing this image, how
much do you want to drink alcohol?” (Answers: 0-4 when 0 is do not want at
all and 4 is want to drink very much). We presented a total of 10 images in
this section randomly to lessen information bias. Of which, 8 images were
related to alcohol companies and the rest were unrelated brands. Similarly,

the participants were given maximum of 10 seconds to react to each image.

Statistical analysis

The statistical analysis included both continuous and categorized variables for the
recognition examined by the reaction time. We used McNemar’'s Chi-squared test to
compare the ratio in which the participants were reminded of alcoholic products and linear
mixed-effects model to compare the difference in their desire to drink alcohol and the

reaction time to each type of logos. We adopted the linear mixed-effects model to
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compare the reaction time indices within the same participant. We conducted multiple
linear mixed-effects regression analysis of reaction time and scores of the desire to drink
alcohol to adjust the possible confounder such as age that could affect the reaction time

(Deary and Der, 2005).

Ethical considerations

The online consent was acquired at the beginning of the questionnaire. The survey
was anonymized, except participants who took part in prize draw gave phone number
information. This study was approved by Faculty of Medicine Human Research Ethic

Committee (HREC), Prince of Songkla University (REC. 63-367-9-6).
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RESULTS

Demographic

Among 1,185 participants (Table 1), the majority of our participants were female
(65.8%) in the average age of 36.4 (standard deviation, SD 13.4) living in Southern
Thailand (43.9%), having gained bachelor degree (48.6%), working in government sector
(23.8%), having household income more than 20,000 THB (1 USD ~ 33 THB) per month
(47.1%), having low risk of alcohol addiction (76.0%), and not having the desire to drink

alcohol at the time of survey (88.3%).

(TABLE 1)

Multivariate regression analysis of the estimate mean difference of
the reaction time

From analysis (Table 2), the intercept of estimate mean difference of reaction
time was 0.885 sec (95% Confidence Interval (Cl) 0.395, 1.375). The participants took
longer time to recognize the logos that were modified than original logos as followed:
black logo (mean difference +0.105 sec, 95%Cl 0.064, 0.147), partial logo (mean
difference +0.126 sec, 95%CI 0.432, 0.527), other merchandise (mean difference
+0.405 sec, 95%CI 0.362, 0.448) and non-alcoholic beverage (mean difference +0.479
sec, 95%CI 0.362, 0.448).

However, we could also observe that the older age groups significantly reacted

more slowly than age 19 age group as followed: 30-39 year-old (mean difference
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+0.183 sec, 95%CI 0.037, 0.328), 40-49 year-old (mean difference +0.313 sec, 95%Cl
0.162, 0.463), 50-59 year-old (mean difference +0.516 sec, 95%CI 0.358, 0.674) and 60

or above (mean difference +0.728 sec, 95%CI 0.549, 0.908).

(TABLE 2)

Multivariate regression analysis of the estimate mean difference of
the desire to drink alcohol

From the multivariate regression analysis, the intercept of estimate mean
difference of desire to drink was 2.251 points (95%CI 1.145, 3.358). (Table 3)
Compared to the original logo, participants reported less desire to drink alcohol after
seeing black logo (mean difference -0.149, 95%CI -0.232, -0.066), non-alcoholic
beverage (mean difference -0.415, 95%CI -0.498, -0.332) and logo on other
merchandise (mean difference -0.427, 95%CI -0.510, -0.343).

As expected, participants who had low risk (mean difference -0.448, 95%CI -
0.819, -0.584) and intermediate risk of alcohol addiction (mean difference -0.943,
95%Cl -1.303, -0.584) significantly had less desire to drink alcohol compared to those

with high risk.

(TABLE 3)
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DISCUSSION

In this study, we aimed to assess reaction time among consumers exposed to
different brand marks and to assess the effects of each type of brand marks on drinking
desire. We found out that participants reacted to each type of logo differently. They were
more sensitive to the original logos, but logos that were modified into different forms could
trigger their recognition of alcoholic beverage. According to the results, we could observe
statistical significance in the increase of reaction time when changing logos’ color to black.
However, the mean difference was lower than 0.5 seconds. Thus, this did not show
practical significance. Similarly, when participants saw the whole package of non-
alcoholic products which could be seen in various situation in daily life (e.g.,
supermarkets, restaurants), they were reminded of the alcoholic products with statistical
significance. However, this was not practically significant as the mean difference of
reaction was less than 0.5 seconds. Thus, it could be inferred that those non-alcoholic
products were able to represent its alcoholic counterparts. Yang et al. had reported that
the evaluation of brand extension were related with emotional process involving insular
activity and people evaluated more quickly when they were opposed to the extension
(Yang et al., 2021). Although there was no direct question on how our participants
evaluated the extensions in our study, those who had no desire to drink alcohol during
the survey had longer reaction time than those who did. Nonetheless, we could say that
the difference in the reaction time toward each type of logos came from the difference in
emotional process of each person.

With respect to participants’ desire to drink, participants had desire to drink alcohol

even when being presented with black logos, the non-alcoholic beverages and other
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merchandises with original logos. However, it was necessary to point out that the estimate
mean difference of desire to drink, when compared to original logo, was less than original
logo by less than 0.5 points when scoring from 0 to 4. Although this was statistically
significant, it was almost the same in term of practical significance. The brand extension
strategy had been widely exerted in many parts of the world. In India, where alcohol
advertisements were strictly controlled, alcohol companies adopted this to counter the
regulation. (Padmanabhan, 2020) Previous study in India also confirmed that a surrogate
product could influence consumers to purchase a particular product. (Dodrajka, 2011)
Similarly, considering our result that original logos and other modified logos gave the
comparable score of desire to drink, it could contribute to alcohol purchase in the same

way as the original image of products.

Limitations and Strengths

It was also important to note the two limitations of our study. We had chosen online
platform as it was able to reach out to a large number of people in wide geographic area
in a short period of time, which was especially crucial in the COVID era. However,
selection bias should be considered as limited people had access to the internet. Our
participants might not be able to represent the general population as a whole. As our
samples were consisted mainly participants in the age of 20-39 and high education level
which was not the actual ratio of Thai general population, this might cause over- or
underestimation. Secondly, since our low response rate of 16.4% could result in
nonresponse error, careful consideration was needed in interpreting our results.

The strength of our study was that a study of brand extension and its effect on

consumers’ alcoholic brand recognition using CAPI that could generate reaction time had
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been limited. This study could open a new door on how fast a person could recognize a
brand mark as well as the difference of reaction on each type of brand mark. Moreover,
we could also give more details beyond the recognition, which was whether seeing the

extended brand marks could trigger a person to desire to drink alcohol.

Conclusions

Acknowledgements
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Table and figures

Table 1 Sociodemographic characteristics of participants (n=1,185)

n (%)
Gender
Female 779 (65.8)
Male 405 (34.2)
Age -- Mean (SD) 36.4 (13.4)
19 65 (5.5)
20-29 373 (31.6)
30-39 298 (25.2)
40-49 219 (18.5)
50-59 155 (13.1)
60 or above 72 (6.1)
Area of residence
Central 473 (39.9)
North Eastern 39(3.3)
Northern 153 (12.9)
Southern 520 (43.9)
Education level
Uneducated 1(0.1)
Primary school 25(2.1)
Secondary to high school 162 (13.7)
Diploma 60 (5.1)
Bachelor’'s degree 574 (48.6)
Master’s degree or above 360 (30.5)

Occupation
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n (%)
Student 292 (24.6)
Government sector 282 (23.8)
Private sector employee 206 (17.4)
Business 114 (9.6)
Retired 47 (4.0)
Agriculture 41 (3.5)
Private sector employee 206 (17.4)
Student 292 (24.6)
Job hunting and others 107 (9)
Household income level (THB/month)
< 5,000 150 (12.7)
5,000-10,000 260 (22)
10,001-20,000 215 (18.2)
> 20,000 557 (47.1)
ASSIST Score
High risk 41(3.5)
Intermediate risk 241 (20.5)
Low risk 892 (76.0)
Desire to drink alcohol at the time of survey
No 1046 (88.3)
Yes 139 (11.7)

SD = standard deviation, THB = Thai Baht (1 USD ~ 33 THB), ASSIST = Alcohol, Smoking and

Substance Involvement Screening Test

68



597159715 61-02029-0068

Table 2 Multivariate regression analysis of the estimate mean difference of the
reaction time in which the participants were reminded of alcoholic products,

n=15,872 times from 981 participants

Estimate mean difference of reaction time,
Variables
sec (95%Cl)

Intercept 0.885 (0.395,1.375)

Gender (ref. = Female)

Male -0.013 (-0.074,0.047)

Age group (ref.=19)

20-29 0.090 (-0.048,0.228)
30-39 0.183 (0.037,0.328)*
40-49 0.313 (0.162,0.463)**
50-59 0.516 (0.358,0.674)**
60 or above 0.728 (0.549,0.908)**

Area of residence (ref.= Central)

North Eastern 0.097 (-0.059,0.253)
Northern 0.040 (-0.048,0.128)
Southern 0.064 (-0.002,0.130)

Education level (ref.= Uneducated or primary school)

Secondary to Highschool 0.475 (0.030,0.920)*
Diploma 0.406 (-0.048,0.860)
Bachelor’s degree 0.333 (-0.106,0.772)
Master’s degree or above 0.249 (-0.190,0.678)

ASSIST SCORE (ref. = High risk)
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Estimate mean difference of reaction time,

Variables
sec (95%Cl)
Intermediate risk 0.021 (-0.130,0.172)
Low risk 0.052 (-0.094,0.198)

Desire to drink alcohol at the time of survey (ref. =Yes)

No 0.089 (0.001,0.177)*

Logo types (Ref. = Original logo)

Black logo 0.105 (0.064, 0.147)**
Partial logo 0.126 (0.084, 0.167)**
Non-alcoholic beverage 0.479 (0.432,0.527)**
Other merchandise 0.405 (0.362,0.448)**

' Linear mixed-effects model fit by maximum likelihood, ASSIST = Alcohol, Smoking and Substance

Involvement Screening Test
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Table 3 Multivariate regression analysis of participants’ desire to drink alcohol (0-
4 when 0 is do not want at all and 4 is want to drink very much), n=4,844 times

from 992 participants

Estimate mean difference of desire to drink, points

Variables
(95%Cl)
Intercept 2.251 (1.145,3.358)
Gender (ref. = Female)
Male 0.196 (0.051,0.342)*

Age group (ref.=19)

20-29 0.153 (-0.180,0.486)
30-39 0.200 (-0.150,0.550)
40-49 -0.001 (-0.363,0.362)
50-59 0.074 (-0.307,0.454)
60 or above -0.011 (-0.442,0.421)

Area of residence (ref.= Central)

North Eastern

0.061 (-0.321,0.444)

Northern

-0.010 (-0.222,0.202)

Southern

-0.232 (-0.392,-0.072)*

Education level (ref.= Primary school or Uneducated or primary school)

Secondary to high school

0.426 (-0.562,1.413)

Diploma

0.596 (-0.414,1.606)

Bachelor’s degree

0.580 (-0.391,1.551)
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Master’s degree or above 0.566 (-0.405,1.537)
ASSIST SCORE (ref. = High risk)

Intermediate risk -0.448 (-0.819,-0.584)*

Low risk -0.943 (-1.303,-0.584)**

Desire to drink alcohol at the time of survey (ref. =Yes)

No -0.731 (-0.944,-0.517)*

Logo types (Ref. = Original logo)

Black logo -0.149 (-0.232, -0.066)**
Partial logo -0.005 (-0.088, 0.078)

Non-alcoholic beverage -0.415 (-0.498,-0.332)**
Other merchandise -0.427 (-0.510,-0.343)**

' Linear mixed-effects model fit by maximum likelihood, * P-value <0.05 ** P-value <0.001
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Figure 1 Examples of logos: (A) original logo, (B) partial logo, (C) black logo, (D) logo on other
merchandise, and (E) non-alcoholic beverage with package
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Figure 2 User interface of the question for brand reaction and desire to drink alcohol (A)
Question “After seeing this image, do you think of alcoholic beverage?” page and image page
(B) Question “After seeing this image, how much do you want to drink alcohol?” page and image
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