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Food and Beverages 

 

 
 
Food and beverage is among the fast-growing industries in Thailand which has contributed 
significantly to the country’s economy. The fact that the country has abundant natural resources, 
skilled-workforce and strong commitment to food safety, international standards, innovations and 
technology, the Thai food and beverages industry has plenty of room to improve and reinforce its 
position as the “Kitchen of the World”. 
 
Food and Beverages Working Group firmly supports the Royal Thai Government to enhance country’s 
competitiveness and readiness to become the global hub of food and beverage trade as well as the 
world’s investment destination of choice. This ambition requires the government not only to be up to 
speed with global megatrends and the international best practices, but also to continuously innovate 
and modernize its investment incentives, regulatory environment and taxation system to maintain its 
attractive investment climate.  
 
We are proud that our participation brings valuable contribution to the country’s regulatory and laws 
reforms and commend the Royal Thai Government to continue working with businesses and investors 
to address the remained restrictions, both tariff and non-tariff measures to bring more transparency, 
efficiency, fairness and ease of doing business. 
 
 

1. Alcoholic Beverage Market 
 
European beverage alcohol businesses believe that alcoholic beverage is part of balanced life style 
and we stay commit to support the World Health Organization (WHO) and its Member States to 
achieve the target of reducing harmful use of alcohol by 10% within 2025 which is one of a keystone 
in the United Nations (UN) Sustainable Development Goals (SDGs). Partnership with stakeholders that 
are government, civil society, individuals, NGOs and other local or imported alcohol companies is key 
to our approach in delivering impactful programs that tackle harmful drinking. 
 
Total size of the Thailand alcoholic beverage market in 2016 was approximately 3.1 billion liters 
ranked world’s number 65 for alcohol per capita consumption (15 years and older) according to the 
World Health Organization (please refer to Table 1).  
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WHO Records in 2016 
 

No. 1   Moldova 

No. 2   Lithuania  

No. 3   Czechia 

No. 4   Nigeria  

No. 5   Germany 

No. 6   Ireland  

No. 7 Luxembourg 

No. 8 Latvia 

No. 65 Thailand 
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Total Recorded and Unrecorded Alcohol Per Capital Consumption in 2016 (15+ years) 

Table 1 Countries With Highest Total, Recorded and Unrecorded, Alcohol Per Capita Consumption in 2016 (15+ 
years population) 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
Source:  Global Status Report on Alcohol and Health 2018, World Health Organization (WHO). 

 
Safety and quality of alcoholic beverage is subjected to the Codex Alimentarius (Codex), the joint food 
standards program of Food and Agriculture Organization of the United Nations (FAO) and World 
Health Organization (WHO) whose objective is to enhance consumer health and safety, product 
quality and fair practices in food trade globally. In Thailand, further to Codex, alcoholic beverage 
quality and safety have been regulated by 2 major laws including Food Act 1979 and Excise Tax Act 
2017. 
 
Picture 1 Thailand Total Beverage Alcohol Volume Classified By Product Category  

 
 
 

As illustrated in Picture 1, the market volume 
was dominated by beer (75.1%) followed by 
local white liquors or Lao Khao (12.3%) and 
blended (brown) spirits (6.5%) respectively 
while imported liquors (spirits, beer and wines) 
were about 1.5% to total beverage alcohol 
volume.  
 
 
 
 

Source:  Royal Thai Excise: Fiscal Year 2016 
 
 

Recommendation: 
 
Food and Beverages Working Group is committed to support the Thai government’s public health 
objective in reducing harmful use of alcohol and its subsequence, especially, road accident. We 
respect the right of the Government to take measures being necessary to protect public health, 
however, such measures shall be transparent, not create any trade barrier nor discrimination between 
imported and locally produced liquors as well as not to obstruct consumer’s right to access information 
of goods and services nor restrict consumer’s freedom to access safe and high-quality products. 
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2. Regulatory Environment and Non-tariff Barriers to Trade 
 

Alcoholic Beverage Control Act 2008 (ABCA) is the major law governing consumption, sales, marketing 
and promotional activities of beverage alcohol products distributed in the country. The Office of 
Alcohol Beverage Control Committee under Department of Disease Control, Ministry of Public Health 
together with anti-alcohol groups led by Thai Health Promotion Foundation (known as “Sor Sor Sor”), 
an autonomous governmental agency funded by an earmarked tax which is imposed on alcoholic 
beverage and tobacco excise (value 4.4 billion baht in fiscal year 2017), have continually pushed 
through uncompromising alcohol control measures. These include, but not limit to, the followings: 
 
2.1 The Labelling Regulation 
Notification of the Alcoholic Beverage Control Committee Re: Rules, Procedure and Condition for 
Labels of Alcoholic Beverages 2015 (The Labelling Regulation) came into full enforcement since 20 
October 2015 with an objective to prevent children from drinking alcoholic beverage. From that point 
of time, concerns have been raised over The Labelling Regulation, not only among private sector but 
also among members of the World Trade Organizations (WTO), that strict but unclear and impractical 
requirements of the law may cause burdens to business as well as barriers to trades.  
 
The Labelling Regulation contains vague restrictions with the lack of clear guideline relating to the 
messages permitted or prohibited on the alcoholic beverage label and packaging leading to 
inconsistent interpretations. The fact that the regulation prohibits the use of cartoon images, quality 
or properties claim statements such as “premium”, “reserve”, “deluxe” and “X.O. (extra old) 
regardless of whether they are true and factual supported by evidence, trademarks, geographical 
indications or international practices, it may infringes intellectual property rights and impose unduly 
trade restrictive terms for goods imported into the Kingdom, which is arguably inconsistent with 
international trade obligations. 
 
According to the consultation meeting between Ministry of Public Health and EABC in February 2016, 
both parties unanimously agreed that the Labelling Regulation and its technical guidelines were 
unclear, difficult to implement and being constitute a trade barrier. The revision of technical 
guidelines that was released in April 2017 did not bring any clarity but leading to discretion conferred 
on individual officers, on a case-by-case basis. We welcomed the 2 stakeholders’ consultation sessions 
on the Labelling Regulation organized by National Health Commission Office even though only limited 
number of stakeholders were invited and no tangible action taken afterward.  
 

Recommendation: 
 
The fact that alcoholic beverage is food commodity consumed and traded globally, we would humbly 
request the government to revisit and amend the Labelling Regulation by taking in to account the 
comments given at The World Trade Organization (WTO) Technical Barriers to Trade (TBT) 
Committee meetings as well as recommendations from the 2 stakeholders consultation meetings 
held in October 2017 and June 2018 to ensure the provisions of the law will be clear and practical 
conforming to the World Trade Organization obligations and international practices. 
 

 
 
2.2 Graphic Health Warning Label (GHWL) 
The draft Notification of the Alcoholic Beverage Control Committee Re: Rules, Procedure and 
Condition Relating to Container, Label and Warning Message for Manufactured or Imported Alcoholic 
Beverage was introduced in 2009 claiming that it would reduce consumption among children and 
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address alcohol-related societal problems in the absence of any credible scientific evidence. The draft 
law seeks to impose tobacco-style pictorial health warning graphics that cover substantial area of the 
labels and packaging materials of alcoholic beverage. 
 
Followings are our concerns and risks involving the graphic health warning label initiative:   

 Alcoholic beverage is “food” whose label has been regulated under Food Act 1979, therefore, it is 
inappropriate to introduce tobacco-style pictorial warnings to the alcoholic beverage by ignoring 
the fundamental differences between these two product categories which demand separated 
control measures;  

 Requirements of the draft law are excessive and disproportionate which affect individuals who 
consume alcoholic beverage moderately and responsibly as part of a balanced-lifestyle, with no 
harm to themselves, families and community. Such requirements may create unnecessary burden 
to businesses, impose unjustifiable restriction on international trade and fail to comply with 
international practice. 

 Other undesirable effects may cause by an introduction of graphic health warning on alcoholic 
beverage packaging include: 

– Discourage tourism and negatively impact related industries such as food and beverage, 
restaurant, hotel and entertainment; 

– Damage brand equity and trademark value; 

– Encourage illicit alcohol activities that are smuggling, counterfeit, and trademark infringement. 
 

Though the concerns have been repeatedly raised to the Thai Government by both private sector and 
The World Trade Organization (WTO) Technical Barrier to Trade (TBT) Committee, we were 
disappointed to learn that the Office of Alcohol Beverage Control Committee insisted to implement 
tobacco-style pictorial health warning label on alcoholic beverage packaging by using the awarded 
winning photos from the Contest purposely organized by itself and the anti-alcohol network.  
 

Recommendation: 
 
Food and Beverages Working Group recognizes the legitimate objectives of the Royal Thai 
Government to protect health of consumers and prevent underage and women from drinking. 
However, there is lack of a precise explanation or scientific evidence which led to the conclusion that 
the tobacco-style pictorial health warning label would help reducing consumption of alcohol among 
those target group. Therefore, we would request the government to reconsider the need to introduce 
the graphic health warning label measure and encourage the responsible agency to suitably conduct 
Regulatory Impact Assessment (RIA) as well as grant stakeholders an opportunity to be consulted prior 
full implementation of the law in order to ensure that the good regulatory practice is met and such 
measure is prudent which will not create trade restrictive or disruption while ease of doing business 
atmosphere is enhanced.  
 
At present, the European beverage alcohol businesses and the entire alcohol industry voluntarily 
apply the responsible drinking graphic symbols which have been used worldwide, including “Do Not 
Drink and Drive” symbol and “Do Not Drink While Pregnancy” symbol, on their containers of alcoholic 
beverages with genuine intention to raise consumer awareness on impacts of alcohol and prevent 
consumer from harmful drinking behaviors.  
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Liquor Category Ad Varolem 
(SRP Excl VAT)

Specific

% Baht Per LPA

1. FERMENTED LIQUOR

1.1  Beer 22% 430

1.2  Wine & sparkling wine, made from grape

(1)  SRP Excl VAT ≤1,000 baht 0% 1,500

(2)  SRP Excl VAT >1,000 baht 10% 1,500

1.3  Fruite wine with ingredient of grape or grape wine

(1)  Alcohol ≤ 7% / size ≤ 0.33L 10% 150

(2)  Others: SRP Excl VAT ≤ 1,000 baht 0% 900

(3)  Others: SRP Excl VAT > 1,000 baht 10% 900

1.4  Others: apart from 1.1, 1.2 and 1.3 10% 150

2. DISTILLED LIQUOR

2.1  Local white liquor "Lao Khao" 2% 155

2.2  Others: apart from 2.1 20% 255

2.3  Sura Sam Thub

(1) For industrial, medical, pharmaceutical and 

scientific

0% 0

(2) For making denatured ethanol 0% 0

(3) Others: apart from (1) and (2) 0% 6

3. Tariff Barrier to Trade 
 
3.1 Excise Tax on Alcohol 
Excise tax is an indirect tax on the sale or use of specific products and services such as automobile, 
non-alcoholic beverages, alcoholic beverages and entertainment activities, paid indirectly by end 
consumers. In Thailand, excise tax on alcohol is a tool for delivery two major objectives that are 
raising government revenue and address public health issues.  

 
At present, alcoholic beverage has been subjected to heavy excises and is taxed in a hybrid system 
whereby both specific taxation, levied on alcohol quantity, and ad valorem taxation, levied on retail 
value of product, is applied. Besides, earmarked taxes of 17.5% are also imposed on alcohol excise 
taxes for allocating to the communities, social activities and public health funds.  
 
The previous alcohol excise tax reform in 2013 adopted a complicated and discriminatory tax 
structure which significantly high ad valorem excise rates to specific excise rates were imposed 
leading to the deterioration of the alcohol market. Imported liquors segment suffered severely from 
such reform which resulted in substantial prices increase, volume collapse and soaring illicit alcohol as 
consumers switched to cheaper liquors or duty unpaid liquors evidenced by the steady volume 
growth of beer, local distilled and illicit alcohol. Food and Beverages Working Group believes that 
reasonable tax rates and specific taxation are effective tools to rectify those problems by cutting 
incentive from illicit activities and reducing unrecorded alcohol and thus preventing government from 
losing taxes revenues. Therefore, we supported and welcomed the Excise Tax Act 2017 that came into 
effect on 16 September 2017 hoping that it would bring improvements in various areas, especially, 
transparency, fairness, ease of doing business and promote Thailand 4.0 policy. However, we remain 
concern about the legal implementation and future excise tax changes as described below: 
 
1) The alcohol excise rates and structure under Excise Tax Act 2017 did not improve fair competition 

between locally-produced liquors and imported liquors nor addressed the excessive alcohol 
consumption issue since the proportion of specific to ad valorem taxation was inconsiderable 
changed.  Therefore, local white liquor has still been taxed at the rate comparative lower than 
other liquors (please refer to the tax rates set in Table 2). 
 

Table 2 Excise tax rates and structure comparison between Liquor Act 1950 and Excise Tax Act 2017 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Remark:  SRP: Suggested Retail Price.  
 

Elements of earmarked taxes imposed 

on alcohol excise tax: 

------------------------------------------------- 

10%   Municipal tax 

2.0%     Thai Health Promotion 

Foundation Fund (Sor Sor Sor) 

1.5%  Thai Public Broadcasting Service 

Fund (TPBS) 

2.0%     National Sport Development 

Fund 

2.0%     Elderly Person Fund 
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2) Introduction of a new requirement for importation of liquor into the Kingdom which stated, in order 
to apply for a liquor import license, a Certificate of Analysis (COA) or liquor sample shall be 
submitted to the Excise Department for verification and testing of its conformance to the specified 
standards of the Thai Industrial Standards Institute (TISI) regardless such product has no production 
in Thailand, for example, Cognac, Champagne and Scotch Whisky. This requirement ignored 
international standards and Geographical Identification (GI) rights while caused barrier to import 
liquors into the country. 
 
Food and Beverages Working Group appreciates an opportunity to be consulted by the Excise 
Department on this matter and look forward to welcoming the new liquors standards that take 
into account international practices and stakeholders’ comments soon.  

 

Recommendation: 
 
Specific taxation, at optimal tax rates, is an effective methodology for taxing alcohol applied among 
countries worldwide. The approach brings advantages not only to the government but also to the 
businesses and consumers that include predictable excise revenue, lessening leakage, improving 
fairness and, importantly, addressing harmful drinking issue since producers are indirectly encouraged 
to offer lower alcohol content or better-quality products. Food and Beverages Working Group, 
therefore, urges the Royal Thai Government to consider an alcohol excise taxation structure that focuses 
on specific tax which conforms to international practice and enhances transparency and fair competition 
among imported and locally-produced liquors.  
 

 
 

4. Illicit Alcohol 
 
Illicit alcohol not only can cause harm to consumer safety, but also undermine the country reputation, 
damage tourism and related industries, restrict freedom to trade of legitimate businesses and cause 
revenue loss to the government. The more premium and fast-moving the brands are, the more severe 
illicit or counterfeit and smuggling issues encounter and our European brands and products represent 
have been targeted by counterfeiters, which pose a significant threat to our business and reputation.  
 
Excessive taxes as well as inadequate and inconsistent level of suppression are among the major 
factors that encourages illicit activities. According to the global crime research, illicit alcohol is ranked 
within the top ten high value crimes in Thailand involving transnational criminal networks. The 
International Wine and Spirit Research (IWSR) estimated that the top three whisky products alone 
could have been smuggled into the Kingdom as much as 3.5 million litres a year causing 
approximately 1.6 billion baht of government revenue loss. Currently, counterfeit alcohol is made by 
using a simple refilling method since the finished counterfeit goods is looked much alike the genuine 
product while it is commonly traded as “duty free goods” through online and social media platform, 
as well as at the traditional outlets residing along the border areas. 
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Recommendation: 
 
There are 3 asks that Food and Beverages Working Group would request the government to please 
consider. First, a reasonable and simplified tax rates that reduce incentives from illicit activities. 
Second, a consistent “search and seize” shall be conducted, especially, along the border areas, on 
social media platform and websites. Lastly, driving a criminal case to successful prosecution applying all 
relevant laws including but not limited to trademark law, landlord liability law and money laundry law 
to deter offenders from the crime.  
 

 
 
5. Social Responsibility 
 
Alcoholic beverage is part of a balanced lifestyle when consumed moderately and responsibly by 
adult, aged 20 years and above, who chooses to drink. However, the misuse of alcohol such as 
excessive drinking, drunk driving and underage drinking can cause health and other issues to 
individuals and society. EABC Food and Beverage Working Group wishes to see alcoholic beverages 
consumed and enjoyed in the right way and firmly support the target of World Health Organization 
(WHO) to reduce harmful use of alcohol by 10% within 2025 and the government’s public health 
objective to reduce harmful drinking and its subsequence, especially, road accident. 
 
Partnership with stakeholders that are government, civil society, individuals, NGOs and the entire 
industries is a key to our approach in delivering impactful programs that focus on alcohol education, 
road safety, anti-underage drinking and self-regulations for responsible marketing activities. 
Followings are some successful campaigns that our members are proud of:  
 

• Self-regulations that ensure alcoholic beverages are advertised and marketed responsibly. 

• Responsible Drinking Education that aims to educate consumers of impacts from alcohol, inform 
their choices about consuming alcohol and promote drink responsibly culture. 

• Smashed Project is a global theatre-in-educational program that aims to break the culture of 
underage drinking and reduce alcohol related harm amongst young people by partnering with the 
government agencies and the alcohol industry.  

• Road Safety is a campaign by co-operation with various government agencies which aims to reduce 
road accidents caused by drunk drivers especially during the New Year and Songkran festive 
seasons. 

 
 
 

Recommendation: 
 
There is no evidence confirming that an excessive alcohol taxation proposal nor intrusive alcohol 
policies are able to tackle the harmful use of alcohol problem. Instead, they impose disproportionate 
burden to legitimate businesses and responsible drinkers. Education that promotes responsible 
drinking and raise awareness on harms caused by alcohol should be focused more as sustainable 
solution. Food and Beverages Working Group would appreciate an opportunity to cooperate with the 
Royal Thai Government further in delivering success to the country’s public health objective.  
 

 


