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Abstract

This research article was based on a mix-method research design in order to
accomplish the purpose were 1) to study indirect advertising on social media of
alcoholic advertising in Thailand 2) to study the influence of indirect advertising on social
media of alcohol advertising that affect alcohol drinking behavior of youth in under-
graduate in Songkhla province and 3) to examine media literacy of indirect advertising
on social media of alcoholic advertising of youth in undergraduate in Songkhla province
. The research methods are collecting qualitative and quantitative data from three types
of social media such as youtube, facebook and twitter. A sample was selected by 400
students in five universities at Songkhla that were Prince of Songkla University on Hat Yai
Campus, SongkhlaRajabhat University, Rajamangala University of Technology Srivijaya,
ThaksinSongkhla University and Hat Yai University with a focus group discussion of 30 key
informants.

Theresearch findingcould be summarized into 3 points. The classical placement
was the most of indirect advertising form which had been found. The evocative place-
ment, the corporative placement and the stealthy placement were following. The
process of indirect advertising viathe alcoholic advertisementwas startedby the senders.
They wouldjudge by the popularity of products. The entertainment and the interesting
lifestyle would be shown in their advertising contents. On the other hand, if it wasn’t a
famous product, theproduct’s quality would beconsidered by the expert. The audiences’

recommendationwhich shown as “like and share” could estimate how popular the ad-
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vertising is. The finding was found that the influences of indirect advertising on social
media were related tothe alcohol drinking behavior of undergraduate youths in Song-
khla province. The high correlation coefficient (r = 0.688), it was predicted that 68.9%.
The alcohol drinking video clip was the highest influence response (ﬁ =.291). The at-
mosphere of the restaurant (B = .265) and the image of favorite singer in target group (
ﬁ =.234).The media literacy of indirect advertising on social media of alcoholic advertis-
ing ,most of youths groups are knowledgeableand could inform the hidden advertisements
by analyzing and evaluating the suitable content through online media. Attraction or
things that are induced to settle the market for food and beverage manufacturers.It
shouldn’t need to resist or press the button. Sometimes it may be necessary to produce
the awareness media and to keep up these alcoholic advertising online media for reduc-
ing the effects among adolescents. The educational institutions might be the other ways

to help the youthshaving more media literacy, more confidently and safely.
Keywords :Indirect Advertising /Social Marketing /Alcoholic Beverages /Media Literacy
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