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Impact of Corporate and Social-Responsibility Advertising on Thai Youth

in Northern and North-eastern Area, case studies in Chiang Mai and Khon Kaen
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Although corporate and social-responsibility advertising (CSR) is not an
advertising for selling product, CSR can force consumer’s feeling positively to that.
We see nowadays the alcoholic business use CSR much more in their marketing
strategies. This communication can impact audience’s perception and attitude
including youth’s who lacks of media literacy. The results found that audiences who
have been bombarded by alcohol advertising on TV, can recall product, brand or
name of corporation. We found that those audiences felt good in alcohol business
and they tended to strongly agree with what some gave scholarship to poor rural
children and supported sport activities. Moreover, most of them agreed with this
issue; ‘drinking alcohol is ordinary’. These perceptions could urge us to be more

serious awareness in alcohol’s CSR which indirectly approach our youth.
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