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Abstract

Food and beverage marketing impacts on
children’s behaviors. This study performed a review to
explore measurement of impacts of food and beverage
marketing on children and youth. The authors searched
PubMed, Thai Joumnal Online database, and Google for
English and Thai language articles, from January, 2011
until April, 2023. Of 374 studies identified, 81 were
screened by title and abstract, and 16 studies were
included in this review. The literature review found that
measurement of impacts of food and beverage
marketing consisted of exposure of food marketing
(exposure to food marketing through media and
frequency of exposure to Food marketing), impact of
food marketing (Recall of food brand and brand loyalty
of food, preference of food, pestering and purchasing of
food, and eating), sociodemographic characteristics
(Gender, age, race, region, municipality, parents’
education, household income, and socioeconomic
status), and body mass index. Therefore, the findings of
this study lead to conduct quantitative research on
impacts of food marketing on children and youth in

Thailand.

Keywords: Impact, Marketing, Food and Beverages,

Children and Youth, Literature Review
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Potvin E et al, 2022; Hammond D et al, 2018; Kumar G el
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2019) Gt 1)
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2014 (Lee et Uszaudne  waznsly - MR WORNIM Baiar oRDOELTUAY
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e
7. Hennessy Met — awSgeudm  winey 316 - madasu - 919 -mssul - MINATIRNT
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Reid, 2018) (W71, 2583) - Howid Mas (sl - MFIATWINNT
- pilmeuasilegond ey anpeud
-msldanetu MAsEIIN (Linear regression)
- MIANY BRI wuiwuae - MAASIANTS
- Msfinwveston ngudwang  omney Binary
- Lﬂaﬁmﬂ?aﬁuyﬁ']ﬁa Yoslaa) logistic regressions)

12 GestaldoNet — awsgouSm  Wneng 122 - doru MG -pwiaels - mMTeging
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2022) 0MURNT deomdeuar - nRANw annee (Logistic

uae Aanssu - FuiGemely regressions)

ansgouism - fillinanie




58...

Journal of Public Relations and Advertising Vol. 16 No. 2 2023

iy dusenasl Uszina NgueIREY  AauUsdase fauusnau Falsmyu  MINAEUNNEDA
- sl
unannasy
uyuaiouuy
laneaulay
16. Haris Letal,  awSgeudm  winew 13 -msgiwiend - el - Msuslan - MAwTEile
2022 (Harris et 179 - fiFuARved - 019 oo aumslasads
al, 2022) (n=1,566) lawan (s - L%yama/‘mﬁﬁuﬁj gumw (@wns  (Structural Equation
) - MIfnwvefUnATes A Modeling-SEM)
-yimueddens - m3vslorewnsiidse \wipsfiailon
AuAn AU waensUstae
(ruveuluns) AIAUAY)
FuAuazany
Tenllups
AuA) (s
Fana)

2. JamanuldInnansznunsnatnenis

M IANANTTNUVBININAINOINTT TUNGHLAN
waziemvy i 3 gUuuu laun (1) nsidasunane1nsy
(2) NANTENUVDINITAAINDINIT UaE (3) 8 NYULNII
FaPsarUsennsvouANLATIENIYY
2.1 malnsunswane1is

NANISNUNIUITIUATIND WU Msilasu
AAMEWNTT AN5IR 2 JULUU Uszneunie UL 1
A15TANSIJASUNITRANNBINITT AB NISIANITLY
13 peflelunnsd eansnsratavese s teun s
lgwanmansiay duwesiin wieuredrueaulay
HrelawaniiSnazninde nsdaesuniselaonsis
DNIAI08 NI S BLINVBITINIA NIRRTV AT LA
N5 Msaduanun1suy s un3 anwn (Costa et al,
2012; Hammond & Reid, 2018) 7aa1an15td A5
Mseanmewngie 7 48 Tu 7 Yufikiiuan (Hammond &
Reid, 2018) §4i1 4 fmeu léun Ufasnisnousanui
wiu ity waglina Tegliiusudeffineuin
v dwsuiiufiesnisneu laithan@neilunsians
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2.2 NANTENUNITAAIND NI

NANSNUMILITIUNTTY WU NSAANARIANS
Tuansenumolh nuaviey laua 1sIndazaIy
AN ANFAENTIAUA ALY NN33BMWELATNNSHE
LATNISAUDIMITY 1AEAITTANISTIIANTIE UA VDY
Usewndlne ﬁwgﬂmﬁué’wmmmasLﬂ%‘laqﬁu 14 a51
dun wuanslusuuaeunny waslingusitegnadenmou
Fndusmsusznnle §idudondszianemis 5
Aaden leun uNnNgunIeu UL WS NS
AU LawLAS osRy LLazLﬁamauiﬁgﬂé’mlﬁ 1 ABWULY (19
3 Tadu LazAgdY, 2558) Ty MsTannuasinsng
Aon318 UA0IUTTINAaNT FOLT N1 AA101N 4 U0
Usenausie (1) MSuanwmsIaunn 10 as1duan waglv
neusegwaumMNINianeedlsHanduAT daens

% aAa a

dengunmuthiuaninusanifidensdudnliangn

= = o

F4il 7 3Unmveir 0 ‘ndea’ (imiteg) fia $n’ (mih

v
a v

gumen1n3Uiila (2) Aaelvigunase@estmsniy

€

asduAUesieds (3) AaltRugeemsnunmau
Usaiiiedla war (@) AaddAvemmunsiduaiuae
wiedla lnermeud 7 szdu Widenseuain ey’ fa

NI (Hanis et al,, 2022)

nsasmsUszndudusia:msiusan i 16 aUUR 2 2566 59

ANUYDUDINITY N15ANEIVBIUTTINA
avsgenisnuazUsemanvala dalagldmanumiliouiu
Ao qaeuemsvani Iiud sunngunseu lerndu
Foalnuwan 911591UAIY 1A 0P UTITITAMIL LNuA
lyru fmeudl 5 sestu Widenmeuan laiveuinniige’ fs
“Uaummﬁqm’ (Hennessy et al,, 2015; Lee et al,, 2014)
Tugauedl N5AnwvesUssmaau e uLasUssLne
ansgoisn Inanureulavanems sen1sividen
Fnouiidl 5 sedu Widennsuann liveuwnitge’ f
‘%a‘umnﬁ'qm’ (Adachi-Mejia et al., 2011; Harris et al,
2022) Tudhuweinsiasweuar st eenmss eUsvne
UTFaLare0anTagInA 18N 1SINUNGNA 1081431 ‘AR
weeuvefeselifgUnasesie iietoenenuiinm
wuiululawaviseld’ AMeeullduden 2 duden laua
19 uay lally wisinseunanlumsanuuananeaiy nanife
MsANIesEIAUTIa aunsSesensen1ste
91159 Tu 1 4 (Costa et al, 2012) Tuvaueiin1s@nw
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Falaw 0-7 ¥aIRud WWN15AUeIMIST A odUnv
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