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Thai Alcohol Beverage Business Association

Code of Marketing Standards

Purpose of these Standards

The Thai Alcohol Beverage Business Association (TABBA) recognizes that the responsible
promotion of alcoholic beverages is in the interests of the industry and society as a whole. However,
all alcoholic drinks, including beer, whisky, wine, spirits, and all other forms of beverage alcohol
should be sold and marketed in a socially responsible manner, only to those who are over the
national legal purchase age.

The guidelines apply to all kinds of marketing communications for beverage alcohol and their
purpose is to ensure that such marketing communications do not encourage consumers in any kind
of irresponsible or inappropriate consumption.

Compliance to Thai Law

Marketing communications for alcoholic drinks should be legal, decent, honest, and truthful. They
should conform to accepted principles of fair competition and set a benchmark for good business
practice in accordance with the provisions of Thai law, as per the Consumer Protection Act, FDA
regulations, Alcohol Beverage Control Act, etc.

Chapter 1| Adherence to Community Standards

1. Under no circumstances should marketing communications be unethical or offend against
generally prevailing standards of taste and decency in Thailand.

2. They should not impugn human dignity and integrity or make use of themes, images, symbols
or portrayals which are likely to be considered offensive, derogatory, or demeaning.

3. They should avoid any association with violent, aggressive, hazardous, illegal, or anti-social
behavior.
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Chapter 2| Drink Driving

Marketing communications should not suggest that the consumption of alcoholic beverages is
acceptable before or whilst driving vehicles of any kind, including speed boats, jet-skis, snow-
mobiles and airplanes.

Chapter 3| Legal Purchase Age

1.

Marketing communications for alcoholic drinks should be clearly addressed to adults of legal
purchase age (LPA). They should never be addressed to those under the LPA or show those
under the LPA consuming alcoholic drinks.

All persons hired to appear in marketing communications should be at least 25 years old in
order to minimize the risk of appearing to be below the LPA.

Marketing communications for alcoholic drinks should not use themes, images, music,
symbols, characters, or treatments whose principal appeal is those under the LPA.

Event and activity sponsoring including all kind of marketing communication for alcoholic
beverage must not be undertaken where minors can reasonably be expected to reach such event,
activity or communication more than 30% of the audience.

Marketers’ websites should contain a gateway page that screens visitors to establish that they
are of Legal Purchase Age (LPA) and redirects those failing to meet local LPA to an
educational website. .

Chapter 4| Responsible Consumption

1.

2

Where allowed, marketing communications for alcoholic drinks should portray only moderate
and responsible consumption.

They should not:

a. Portray, encourage or condone excessive, irresponsible or otherwise inappropriate
consumption.

b. Condone or trivialise drunkenness, or suggest that it is ever acceptable to be drunk.

c. Present abstinence or moderate consumption in a negative way.
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Chapter 5| Pregnancy

Marketing communications for alcoholic drinks should not depict or be addressed to pregnant
women.

Chapter 6| Alcohol and Its Effects

1.

Marketing communications should not emphasize high alcoholic strength or content as a
primary selling point or dominant theme in marketing communications. On the other hand,
messages should not imply that consuming beverages of low alcohol content will avoid abuse.

Marketing communications should not create the impression that consumption of beverages
enhances mental ability or physical performance or has an energizing effect, e.g. when
engaging in activities requiring concentration in order to be safely executed.

Chapter 7| Health

1.

Marketing communications should not claim that beverages may have therapeutic properties
and that their consumption may help prevent, treat or cure any human disease.

Where permitted by law, marketing communications using truthful and accurate factual
statements about carbohydrate, calories or other nutritional content may be appropriate in some
circumstances.

<

Chapter 8| Social and Sexual Success

1.

Marketing communications should not suggest that the consumption of alcoholic beverages
enhances sexual capabilities or attractiveness or leads to sexual relations. '

They should not present alcoholic drinks as a means of removing social or sexual inhibitions,
or suggest that drinking alcohol can lead to sexual success or make an individual more sexually
attractive.

Marketing communications may present alcoholic drinks as an enjoyable part of social activity,
but should not suggest that drinking alcohol is a requirement for social success or acceptance.

(98]
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Chapter 9| Operating Machinery, Recreation and Workplace

Marketing communications should not suggest that the consumption of alcoholic beverages is
acceptable before or whilst operating potentially dangerous machinery, or while taking part in any
potentially hazardous recreational or work-related activity.

Chapter 10| Digital Communications

All the above principles shall apply to digital communications activity.

Pernod Ricard (Thailand) Co., Ltd. Thai Asia Pacific Brewery Co., Ltd.




