Thai Health Promotion Journal
Vol.2 No.2 April - June 2023

NsasNsad s uguAwing
U7 2 eafufi 2 winen - figuneu 2566

NSOULIUDANWANS:NUNISAATADTKISLLAIASOVALYOV
glswintsolan: mMsdtasihaoslunadvautitondnen

WOWY FHASONINTO)
A0NUHIYUSEoINSUAsdIAN NH1INLIABNTRA

unAnego

1>

NISAANNDINISHATIAZDIANRNANTINUAONAFANTTNYOILAN NISANEHATOQUSTa9ANDTIAIHALDY

LLA9A8OHYDINTOLUHIAANANTENLYDINTAAAMNTULAIAZOIRNYDVETlanTiTisiolein Tuaadeanfinaing
N THNN$T1ASE NS OULWIAANANTENUYBIMSAAIABTNSILALIAGDsRNYDIE Tl Afdalin nansinun
wudn 9eudvrevnsouuuiAnil Ae TadadunsnUIRWINATANNSAAIADIMISY LatAMNTIEINITNLLRY
MsAAA8IMNTY ANansnusdenninssnsoudin unizfigageunsouuwAail Ao nisvranisAnuniladt
druyana AsEUATA tew lsuifeu Lazyuou Betladtimaniidufinadennfinssuyecifin Gowu n1sANY1AdE

NANSTNUNNSAAIADIHI5Y WU S INAMNEAISAITINITHINSOULHIAKNANSNUYIDINISAAIADIRISLALIASDIAN

vovgfignifisiodnHlulElHmanandely

AAIATY: HANSINL; NSAAINDIHNSHAZLASOIRNIAN; NSoULWIAAYEIYTIN; TunadsanTinATINeN

JUSU: 26 W.A. 2566

Juwily: 19 6.8, 2566

TUFEDUSY: 22 H.8. 2566

unun

]
=

AsaanaeInisiuteluiadudAundoea

<

nsznuaewginssunisuslnanaslsasiugeaan™?

MENUNIHNANSTNUNNSAAIADIMITUAZLAZ D IANTIT
Wena Tosiu waslodonge Afdelin Mudnotszina
A1N190:Y37 N15AANNIMISY LHinATANIYNISAaIa
AaduassAuanainriaty Lou AUy 1INAM nndgu
WAzl Boanansnfogadsusnfiongtion wazinaiia
nensaanamaniiinusinglunisinsriaiuas aonwd
sandYeudn LU 1seifau Fonafianionisnana
GINANMFNNUSAUNISUSINA NLdaN ANNTO was
ns8evyeliitoonngy AviniuludnuazTagu®

ANrSUUssiNAINETNISNUNIRNANSINUNISARNA

o MslatA3evaNffiihena Toi waslnfongs vev
Uszinalneuazavlszing s:1dne w.A. 2546-2555
wudn Tawnnmielnsrimiuazmsdnas  Bnnommsfis
vona Tosi waslsfonge duwusiuanusey msde
wasualnAesyealin® Bomenumunssainssamani
GldaguidunsouuuiAalunsAN¥INaNsINUNISH A
orMIslazlAZosANATdeIfn Tunizfinianunan
29sodnsanfilisnfesiunansnuNMsaatnoIMsILas
\A30vdNTovYTLEWldAgUNTOULNIAAYBINANSENY
ManA1AeIrSILALAZoVANTTEeLEN
NSOLLMIAAKNANTINLNTAAADINTUALLATOIAN
yavgHlrniinanMsdsiasizibasagUdaAunLINMG
AnELAEITUNANANSINUNNSAANANMNTLALLAG DA

AfdoanlNEA19UszNA® HanN1sNUNINISTUNTTH

205 Wy,



M5a1sNsaS LA NFUAWINg

NMSANEIAINEANT @5UNTOUUNIAAKNANTENUAITAAA
oMslatlAZouRNYavy lsWATdoIanlddonnwd 1
na1Ae NMswuLANNIsTNsaa R SRl
vona waslsifiengs waznAfiAn1INnsnaIneIMngy
(13u msliguaavuuufiiiodes nstoemisuas
WaHYouLAH) Hudouazantuficheg Snqeliiinsus
wasfianuduerluevnsifilusi hona wadlndengs
WnAudaiudensAudn auayulinisuilae

o m1sNHludu Wana waslydungs Jodueoinis

!
P

filNfsogunmwnanausosnd uasrinaisannsous
f1uo1ns Bnnudurildiinidandeveeldunasey

095NNl Wena waclulfangs waznguianie

e CRle

Foorrsfinludiu vhona wasloifenge gy silug
msvilnaemsiifloiu viena waloidengoiiaty
wazn1sualnaemisAiiludi vena waslodangs
ARndu Aeduriufindonnnsnufinnsthnisaaa
vovenisy Lildrinldanuslnatiosasluiiodaly
Fonuaandn USanauwdvourtonuafeldsy
luudasinuFofntudasgunn nsldsundoou
uniAulUsUgnsfivhminifinuazanadsodens
\AalsafinnannnisuilnaonmsAiiloii vhena wa:
loidengs lodinfianuciesnnsermsfifilusiu vena
waslBifengoiinty maudoduniomsaaiefiiagu
dunal¥inisTINIsaa1neIM1sy kaszUUHIIANIINIG

AANANTANNTUSITITUE NI

NFOUIHIAAKANSINUNNSAANADTHISHAZLAB DIAN
aaogﬁwﬂﬁﬁsiaLﬁnﬁuﬁ%auawam:ﬂuﬁ'l,ﬁmfm’m
NNSWLLANNISTINNISAAIAIHISTHALTLAS DA NI DY
nurnnu doluauiiinasoudadeidnnainrane
Tadafidonadoidin IuaaduAnfilIATNEI@1H150
WanlETiasiiTesadug ARdewdnld wsluina
FUANHIIAINLIDSUNUAMNANNUETTHITIALE Wi
”uﬁm”slLLméau‘ﬁ!oﬁomaﬁquaﬂismamm luea
fomanfilAinanadeinlay Urie Bronfenbrenner

o

auriEneiNeTinANinladn wadnssnuyuEeldsy

220

-

sndwasndvuradenldotnols” Fomuduriug
ssndvymRauariouiadonaaluinaiiil 4 sty
douaaslunng 2 Téun

1) microsystem wanefi Tadedinyaaaidu
Sndwafiudounsofigalumarinemsisiiazmsidonde
AUANWWINAON USENOUAIE WA 918 NSANEN sale
wazdstaunsaiaiuen

o o

2) mesosystem (JHAMNTNANSITHIIYAAS

FonsneAain YaRaTuFaNWSAULBY 1n andn
luAseuRs) iou

3) exsosystem wangfie yusuATNaNsINY
nedondeyana LiunsnadHioNIILAINLATNsAL
doyana stauHuNUINYoslssiFn yuou uaz

ADUNNIIN

AW 1 NSOUWHIAANANSINUNSAANADIHISHATAGDYANYDIE HLEWTITisiowan

MsAAADMISUALIAGRIAN

s - e TNa1uANNSOLSEIHEIMIS
Afiinana lusiu ualuidengy ®

MsiUasy NINIsaaa
#1919 NMsaana

i auf
wazdae19

\_ Y, —

2

N 4 amnuBoiudens AN

4 rlEmswslnpenmsiilic
dogunmidnGasna

4 3 mssud ANNYaL

S~

4 msfo (antn)
4 sus (Gnidndmsy

1

4 msualapomsfiliitivioqunin

A USnamdnuiildsufimaa

D>

o nnsfilifisiogunin)

-~ - -
- - -
- e - -



Thai Health Promotion Journal

AN 2 ANNFNRUSSTIsYARALAsBsadaNNINacdonaAnssuyavyAAa auluaadIANTHNATNEN

Marcosystem
(Fomn)

Exsosystem
(gny)

Mesosystem
(AMUFNRHSSHIILAAA)

Microsystem
(uPAgA)

4) marcosystem nanafly dandoagrnolna
NdyARa wiruLaTiafungAnssnyevyAAa
WU AT ATlen Tanmssan UssTiagd wasulaung
GUFUNIN LATHFTD N1FANBEI LatansnTads SIuDY
anntiuaneg luadvan 1w dantunsiios d01174N1515W
anude (ueu®®

UszinAlnainIsTNUNINKANSINUNSAAINIHIS
wariA3evanAfivhana ludw wazlyifiongy vov
Ustinalnaasaolssing s:hning w.e. 2546-2555
wein1sAnwIdunaIIHNNFLTUEY waslildaguidu
NTOULUIAAKNANTINUNITAAIADINITUAZLAZ IR N

Afcowen®

D

unANNALANHTTagUstavrLNoTIAT1EH

AULIILAZYNEOUYDINTOLUHIAANISANEINANTNU

q a

N1sAA1IA0INISHasIASaIANYa vy HIBWATideLAn
TaalflunadoANiinATINgn LAl NOWEHINSOULHIAR
IWNMSANWINANSITNUNISAANIADINISHAZLAZDIANNH

sowdntulszinAlnadely doyalunsiimsicildnnain

¥ o v

n1snunaInlssadnssnlaalimdn Ao nanssnu

P -

NNFEAINDINRISLAZLAS IR NN HEDLA

wq&nssmaaqﬂﬂa

wan1sANUYI

1. 90U TIYOINSOLIUHIAANANSENLINISAAIADHISIAL
\pSovdnyasylWiidedin

197151 iNSOLUHIAAKNANSINLNSA AN
LLa:Lﬂ%'aoﬁ'maaQﬁwwﬁ'ﬁ@im@inmmimmaﬁom-
HAATNYY ALTITOINTOUUWIAANANSENUNISAAIA
mmsua:m?ao@iuaadgﬁwWﬁﬁ@iawqﬁnssuLé‘m
lwsnotssine Ao Fowindonrioluszou microsystem
Ao ManLIFULAzANHTBeINEWLLANNNS A ANA8 1T
vosiiin intladustduyanafifinadongfingsuyes
FLiinLov WAe:ei macrosystem Bufide gaanringsy
omnsuazUEdnlasanfiugasanaiamonisaaia
0111159 fordudouindonfiinasongdnssuibin®
IWSIENANUFENa IS0 oRownguUFEnTam N
ielduFinlauanrinisaataliiugnén taauzdn
Tawnnlinaiianislawnmionisaaiaiigoladn®
wazaduiidernlauanimligusinalasianizién

HaANLE91 N1sUslnAarIsNTlYEdW Wena was



M5a1sNsaS LA NFUAWINg

lyifangy Foiduainisfildfsoguninnaieiiu

1309UNE nanlAe WenatNisauslnAornsNHly T

Wena wazlodengs WFdadssarinladuizostnd

(6,10)

535001 Y INaussqinunensenatadeRe gnen

11-14)

HaAINNGaun1stowazusinaFuAN AILLE R

Tunwd 3

FUUH NSOUUWIAANISANHINANSINUANSAATR
9111159 109N analueadiANTATNEITILERY
THifunanssnunsaanaeringy Aieaniladeyag
FLENLeY F9Ae NsWUIRNLAZAMNATHANSNULRY
NN5AANAONHISY Lazilesafinanuiune risuLas
v3Enlawanflginaianiunisaanay tivelniing
ladnl¥ifiamndosnstonasuslnaems
2. 9ASOUYDINSOLLHIAANANSINUMSAAINDIMISILAL
m‘éaaﬁuuaagﬁwwﬁﬁ@iatﬁn

Ma3Aszieulua adIANHLAINEG NSOULUIAG

NANSINUNISAAINDINISUALIAGDIANYDIEHLTNW

Afisoidinlusiulsaina fyadou Ae dysianisedune

fiv (1) microsystem Ao TadadiuyAAAzOIAN LI

WA 918 NsANEN wasiwindavsoayiinaany "2

15,17,26)

waznginssuamunslie (2) mesosystem

AN HNWHSS“W’JWGUﬂﬂaY}ZﬂaU@LG)ﬂ TGk Wous 10227

28,29) (28-30)

anndnluaseuasn®? e waz (3) exsosystem

(16,22,29)

Ao guzuiinansznuMIdoNeosen W lsoEaw
Y 22,29)

Hy L ST 2 Botadtimantidudonade
NSWULANNISAAIN0IMNSY LANANSINUAONYFNTTH
99ULAN NSANBINITAAINDINITUALIAGOIANAT
soidndaulnaFohiesuinaniidnunAnuisandae
Toslriiinduysniufidosmiunulunisiiassiua

(15-18,21,27,31)

AN5ANA LWSIEEAILUSNINRBNEWasD

N1SANEIFI1TNIHNISANENAAAINAGNLAZONED

MiFnan1sAnEIRallanANNTWe5 (6

GOLLERY
lunw 4

Gl NSOUUMIARHANSINUNMSAAIABTNSIAS
Lﬂ%aoﬁuaaagﬁmw#ﬁ@imﬁn el FIANTLIATNEN
Sounailadudiuyanavooliin AsaUAT) tien lsuiFeu
wazynow Foiliniadeffinadonnfinssuyodingas
mnUszinaAlnganinsaUUUIAAKNANSINUNNSAAA
9IMIsuatiAZevANYavYIlENTTdoLAnanlE Ads
NasofadedINyARa ASOUAST T50iEeU LazyNow
FuilluiladefivonniloainnseuumwiAanans:nunis
AANPMNTULALIAZDIRNYDIE TN ATisaLGn ieThly
MIANEINANSINUNMSAAIAMNSIALIAG D0RNTITise
Wingegdstinalng fadnasauaguuaziidug

MsANUARANNYNGDILHNEN BT

pRip_ =

AMWT 3 J998NfinsoUUNIAANISANEINANTINUNISAAIA0INISHAZIAGAVANY e HLENNTsoLAN

ANl aFIANTIATNEN

Microsystem:
ANSWULAN
NNSAANADINISIVDILEN

Macrosystem:
INARANISAA10D115Y
govyusHnlasaILlazLsENaInIs

WEANSSHYDILAN

° ﬂ’]SS‘US Fl‘]’]NUHUQ‘iJ ﬂ’]%‘UQ waznsuslam
EJ’]W’]SNIUNH mma LLﬂ“‘I‘ULG\iINﬁ\? Yaulen

o msau‘uauu‘(wmsns‘(nmmmsnuluuu vena
LLa‘”I‘ULG\EINﬁ\? mmummsnlmmaaumw
nmm‘ﬂmsaaﬂnm

e N15TN ﬂ’]EIFn’]NEQ‘iJSﬂ’]HQ’]H’]SUQ\? Lén
ﬂ’]SNH’lHHﬂ YDy BN

o ANMNLAYADNNSLIAGLsSANINNINN1SLELNA
95Nl Wma waclsifangovouidn



Thai Health Promotion Journal

AT 4 TedefizranislUaInnsouunlIAnNaNSINUNISAAIADIHISLAzIAZ0IANY e HLENNTidoLaNn

MuluLeadIANTALIATNEN

a 2
Microsystem: WEANTIHNYDILAN

LWA 918 NISANEN

wasHnindnsadyntanie ® NS9SS AMNTHYDOL N1sde waznsuslam

osiiludii vhana uazlzidiaugo vooidin

o msauanulinisuslnromsiiluiun Wima
uaslgidangy Joilluomisilidsoguan
naneinEolnd

Mesosystem:

Wa L
anBnlumsounda 1iow
o ms‘r‘hmamwsaué’é’mmmsuaaLﬁn

nsfivimdniAvyooéin

Exsgsystemt o ANMNLAYADNNSLIAGLsSANINNINN1SLELNA
lsoi5ew guyw 95Nl Wma waclsifangovouidn

asuy wasgHyW INSANYINANSINUNNSAANADIHITT AUHN

h]

MsUstiuNansNUYaMInaIae s Tifidennfingss

0UTIIYOINTOUUWIAANANTINUNISAANADIMIS  Y9alANTHUSEINAINY AI5AISTIINITHINGOLUHIAR
waziA3ouhufifideifinuovyfiin fAuAsoUARN  HANTINUNISAAIABINISUWALIAZOIANYDIETILIN
fomsnuifuinaiansnainemiss waauiives  fifseldnlueivissing waziladadug Aldanluiaa
N1SHULAUNITAANA0IM15Y Iuanizfiqadeu Ao deanduiaingnlilumsAnuinanstnunisaaia-

nMsPIaNIsANENifadedINyARa ASEUASY 1595 011159 davdstinAlnaldiranzan

1ONANSOVIV

1. Chandon P, Wansink B. Does food marketing need to make us fat? A review and solutions. Nutr Rev 2012;70(10):
571-93.

2. Seiders K, Petty RD. Obesity and the role of food marketing: a policy analysis of issues and remedies.
Journal of Public Policy & Marketing 2004;23(2):153-69.

3. Boyland E, McGale L, Maden M, Hounsome J, Boland A, Angus K, et al. Association of food and nonalcoholic
beverage marketing with children and adolescents’ eating behaviors and health: a systematic review and
meta-analysis. JAMA Pediatr 2022;176(7):€221037.

4. World Health Organization. Food marketing exposure and power and their associations with food-related
attitudes, beliefs and behaviours: a narrative review. Geneva: World Health Organization; 2022.

5. WInY a8, MIWA Nan. m‘sﬁmsmumuﬁasdam\a"’ammiﬁ'Lﬁ'mﬁuNans:ﬂué\’mmﬁﬁﬂmimmmmmil,l,a:m‘%'aoﬁu
fithiena T uaslnfengs vesUsanalnauasenolsana. winyd: yaisienswannulunsguaiwsininlssana;
2556.

6. UNICEF. Control on the marketing of food and non-alcoholic beverages to children in Thailand: legislative

options and regulatory design. Bangkok: UNICEF; 2022.



M5a1sNsaS LA NFUAWINg

10.

11.
12.

13.

14.

15.

16.

17.

18.

19.

20.

21

22.

23.

24.

25.

Bronfenbrenner U. The ecology of human development experiments by nature and design. London:
Harvard University Press; 1979.

Kilanowski JF. Breadth of the socio-ecological model. J Agromedicine 2017;22(4):295-7.

Ettekal AV, Mahoney JL. The SAGE encyclopedia of out-of-school learning. Thousand Oaks, California: SAGE
Publications, 2017.

woyy Fuesannsnl. mslasondudnlsannommsuanaiesdumelnsimitaiauazgnuiilivanandenisdoasy
mafiguawfia. Neansmsadiasuguniwing 2565;1(4):396-410.

Kasikorn Katalyst. Ecosystem business model. Bangkok: Kasikorn Bank; 2021

Boyland EJ, Halford JC. Television advertising and branding: effects on eating behaviour and food preferences
in children. Appetite 2013;62:236-41.

Norman J, Kelly B, McMahon AT, Boyland E, Chapman K, King L. Remember me? Exposure to unfamiliar food
brands in television advertising and online advergames drives children’s brand recognition, attitudes, and
desire to eat foods: a secondary analysis from a crossover experimental-control study with randomization
at the group level. J Acad Nutr Diet 2020;120(1):120-9.

wovs 1B, Wi dowqy, B3unsen waifin, q5AnG luaass, nuwa sssusod. msaniviondasnrienmsuesfiniinGay
FuszanAnundf 6. M5EASIVYTTVUAIBN5UEY 2558;6(1):72-85.

Adachi-Mejia AM, Sutherland LA, Longacre MR, Beach ML, Titus-Ernstoff L, Gibson JJ, et al. Adolescent
weight status and receptivity to food TV advertisements. J Nutr Educ Behav 2011;43(6):441-8.

Costa SM, Horta PM, dos Santos LC. Food advertising and television exposure: influence on eating behavior
and nutritional status of children and adolescents. Arch Latinoam Nutr 2012;62(1):53-9.

Andreyeva T, Kelly IR, Harris JL. Exposure to food advertising on television: associations with children’s fast
food and soft drink consumption and obesity. Econ Hum Biol 2011;9(3):221-33.

Lee B, Kim H, Lee SK, Yoon J, Chung SJ. Effects of exposure to television advertising for energy-dense/
nutrient-poor food on children’s food intake and obesity in South Korea. Appetite 2014;81:305-11.
Demers-Potvin E, White M, Potvin Kent M, Nieto C, White CM, Zheng X, et al. Adolescents’ media usage and
self-reported exposure to advertising across six countries: implications for less healthy food and beverage
marketing. BMJ Open 2022;12(5):e058913.

Gesualdo N, Yanovitzky I. Advertising susceptibility and youth preference for and consumption of sugar-
sweetened beverages: findings from a National Survey. J Nutr Educ Behav 2019;51(1):16-22.

Thai CL, Serrano KJ, Yaroch AL, Nebeling L, Oh A. Perceptions of food advertising and association with
consumption of energy-dense nutrient-poor foods among adolescents in the United States: Results
From a National Survey. J Health Commun 2017;22(8):638-46.

Scully M, Wakefield M, Niven P, Chapman K, Crawford D, Pratt IS, et al. Association between food marketing
exposure and adolescents’ food choices and eating behaviors. Appetite 2012;58(1):1-5.

Jindarattanaporn N. Study protocol for surveying of impacts of food and beverage marketing on Thai children.
Nakorn Pathom: Institute for Population and Social Research, Mahidol University; 2023.

World Health Organization Regional Office for Europe. Monitoring of marketing of unhealthy products to
children and adolescents - protocols and templates. Copenhagen: World Health Organization Regional Office
for Europe; 2020.

World Health Organization Regional Office for the Western Pacific. Regional action framework on protecting
children from the harmful impact of food marketing in the Western Pacific. Manila: World Health Organization
Regional Office for the Western Pacific; 2020.



26.

27.

28.

29.

30.

31

32.

Thai Health Promotion Journal

Baldwin HJ, Freeman B, Kelly B. Like and share: associations between social media engagement and dietary
choices in children. Public Health Nutr 2018;21(17):3210-5.

Jensen ML, Carpentier FRD, Adair L, Corvalan C, Popkin BM, Taillie LS. TV advertising and dietary intake in
adolescents: a pre- and post- study of Chile’s food marketing policy. Int J Behav Nutr Phys Act 2021;18(1):60.
Ragelien T, Gronhgj A. The influence of peers' and siblings' on children’s and adolescents' healthy eating
behavior: a systematic literature review. Appetite 2020;148:104592.

Story M, Neumark-Sztainer D, French S. Individual and environmental influences on adolescent eating
behaviors. J Am Diet Assoc 2002;102(3 Suppl):S40-51.

Chung A, Vieira D, Donley T, Tan N, Jean-Louis G, Kiely Gouley K, et al. Adolescent peer Influence on eating
behaviors via social media: scoping review. J Med Internet Res 2021;23(6):e19697.

Kumar G, Onufrak S, Zytnick D, Kingsley B, Park S. Self-reported advertising exposure to sugar-sweetened
beverages among US youth. Public Health Nutr 2015;18(7):1173-9.

GEr) uamaﬁmm'é, YEIUASES UNNIUUT, 1Wys 5909158, NSUTELNLAINISIANITEILUSNIN. 28shYans 2553;54(2):
223-35.

UNICEF’s Conceptual Framework of Impact on Food
and Beverage Marketing among Children: an Analysis of
the Socio-Ecological Model

Nongnuch Jindarattanaporn
Institute for Population and Social Research, Mahidol University

Abstract

Food and beverage marketing impacts on children’s behaviors. The objective of this study

was to analyze strengths and weakness of the UNICEF’s conceptual framework of impacts on food

and beverage marketing among children. Socio-Ecological Model (SEM) was used to analyze

the framework. It was found that the strengths of the UNICEF's conceptual framework of impacts

on food and beverage marketing among children were (1) exposure to marketing techniques and

(2) frequency of exposure to food marketing among children. These factors impact on children’s

behaviors. The weakness of the UNICEF’'s conceptual framework was the lack of individual factors,

family, friend, school, and community that related to children’s behaviors. Therefore, the UNICEF’s

conceptual framework should be appropriately considered to apply a research on the impact of food

and beverage marketing on children in Thailand.

Keywords: impact; food and beverages marketing to children; UNICEF’s conceptual framework;

socio-ecological model
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