M5 5I98 uan. U0 2 211uh 2 wouniau - d9uiau 2549 27

] = o d g g d
ﬂ]ﬁﬁﬂﬁ]‘i!‘b’\iﬂﬂﬂ‘i‘ﬁﬂH!!Nu‘im‘iﬂﬂﬂ]iﬁﬂﬁ]iﬂ]ﬁﬂ]iﬂﬁ]ﬂ!ﬁﬂﬂ1ﬁ‘§m‘§\1ﬂ

o o = I =y 4 4 I
NNAINUTZADVEIA ﬂiiﬁimiﬁﬂﬁﬂﬂ’liﬂiirﬂﬂ!ﬂ%’ﬂﬂﬁﬂl!!ﬂﬂﬂ'ﬂ dJoa

o LASy, S

é
!mxiﬂ!‘iﬁﬂ“ﬁﬂiﬂuﬂﬂﬂﬂﬂﬂﬂﬂi

E]

Fvent Communication in Marketing Communication Campaign Planning for
National Social Campaign in the case of reducing alcohol drinking campaign

and preventing danger in traffic campaign

=~ o1 = ¢ 2 =1 a3 d
VHEA 1J1ﬂ13»lﬂ‘ll LS JHHUN Lﬂ‘jﬂﬂ"lﬂ‘i ﬂﬁy"ﬂuzlﬂﬂu meﬂﬁ‘jmgﬂﬁwq‘u

‘Az Innmaiams wnInmdansagaIvgan

2w

ANEINAE HHINENAENBA T IHA TR

o

3= = & dey 3 = o s
UIHN DHANEDLIHN DI DINA (HHI1B)

Y3t 1ea® Imvvend $1

E-mail: paobao%@hotmail.com

UnAnde

o A

a e g A Ay o @ o o
ﬂTiTl]ﬂﬂﬁﬁﬁlﬂuﬂ1'§?ﬁ]ﬂﬂﬂﬂmﬂ1w ﬁ?@]ilﬂigﬁﬁﬂlcv\lﬂﬁﬂﬂﬂlugﬂ1flﬂTH'u@ﬂﬂquW‘ﬁ
4 I = @ y a &
ﬂTiﬂ'%}"lﬁﬂﬁﬁﬂﬂQﬂ'ﬂﬁgﬂﬂ'ﬂiuﬂ"lﬁﬂﬂmlﬂﬂﬂ MIMNTIY Eﬂl!fﬂ'ﬂllﬂgﬂﬂ‘i%lmgﬂ"lﬁﬁﬂﬁ']'ﬁﬁﬁﬂﬂﬂﬁﬁll
¢ o & ¥ v w o 5 d !
Llﬂgﬂﬂ'@‘lclﬂ‘ﬁﬂTiGlﬁlfﬁ@ @]ﬂ@ﬂﬁ]uﬂu"ﬁ1ﬂﬁ]fl]ElNﬂﬂﬂuﬂ'ﬂllﬁ1Lﬁ]uﬂ%@qﬂﬁiﬁﬂm@flﬂTiﬁ'E]ﬁTi
o a - BN 2 g Yy v Car ] ¥q ¥ 5w '
LFINANG I “]N@HuuﬂTiLﬂELIﬂJ'E]yﬂT@ﬂiﬂﬂ‘ﬁﬂWﬁﬁﬂJﬂ1HmLﬁﬁﬁﬂﬂ€lﬂﬂﬁiﬂm@yﬂfﬂﬂfy, ERIGEY
1o e : v o o = o o
ll@g{.llﬂ uﬂ?ﬂﬂﬂﬁﬁ@ﬁﬁﬂﬁ@m1ﬂ UNIFINTI/BI01T ﬂwwﬁ'mumﬁﬁmm uﬂﬁ@ﬁWiWNﬂﬁﬁﬂ1ﬂ
v o @ a L) o @ 4 4 @
ﬁﬁ]ﬁﬂ%‘lﬂl "Léﬂ3%1%Wﬁ¥ﬂ"ﬂﬂﬁ?‘i1ﬁﬁ1uﬂ1ﬁﬁ]ﬂﬂﬁ]ﬂ'§ﬁ3J E\ljﬂ'ﬁ“l”ﬂ'ﬁﬁ]ﬂﬂ1ﬁ€]}1uﬂ1ﬁﬁﬂﬂ1'ﬁ/'ﬁm‘iﬂﬂﬂWﬂﬁﬁ

! o o

o 5 | o o @
ﬁﬂﬁﬂWﬁ]ﬂﬂWﬁﬁWﬂﬂTjﬁ@ﬁTi/'im'NﬂL@ﬂﬁIfu HAZNFUHHUIDIANTIWAHU BN T (NGOs)

q° A

i o

o A A g 9 = @ o e
FAUIUIU 21 AU Lﬂﬁ@ﬂfﬂaﬂiﬂfiuﬂWﬁ'ﬁ] ﬂﬂﬁ3ﬂaEU@'Jﬂllu3ﬂ1ﬂ1N1uﬂ1§ﬁmﬂ1ﬂmlﬁﬁﬁﬂﬂ

= 2 o Yy o Ay o W ES £ o
ﬂ]'ﬁQLﬂﬁ]gﬂmﬂuﬁiﬂf?ﬁﬂﬁgmﬂﬂ'ﬂ]@]ﬂcﬂ:ﬂllﬂzl]]ﬂﬂ]ﬁﬁmﬂ]ﬂmﬁﬁﬁﬂ Iﬂﬂiuﬂ]ﬁﬂﬁgmﬂﬁmﬂﬁq\!ﬂuu

s @ < aw aw ] 7 a
i]xcl“rg‘i”l??]}ﬂ"l@]ﬂﬂj@ﬂll3@1@1]‘53?13‘?]%@3ﬂ"l‘i'Jfl]EJ HAN1IIV8WUIT 1) Lmﬂﬂ]ﬂﬂ‘?]ﬂﬂﬁﬁﬂ!ﬁﬂﬁm

of 2t ¥

fvuanguihwanadnvazinzee 1enagnindenninaeandasaialdsym e
) o 1 = o @ 1 o @ o
ﬁsaﬂaﬂymmwmqmﬂmmw 'Jm‘ﬂ%"ﬁﬂ'ﬂilﬂ1@"ﬁ?ﬁm’ﬂﬁﬂqulﬁ?ﬁﬂﬂﬂ ﬂﬂ*iuﬂ'f]@ilﬂ‘i%ﬁﬁﬂ
{ o o i : = o |
w?mﬂmmaﬁmmu ATINIHUAUNUUHITNTEVBINING T ﬁ%]ﬁﬂﬁﬁﬂﬂ?"lﬂ]‘l,!"lﬁuclﬂﬁﬂf]ﬂ

nquifhvnouazdeinasy ddnuuzasimseeulddemanduveanguiving mansaniig



28 SDU Research Journal Vol.2 No.2 May —August 2006

Y =

v v = ) o o 1A ) w 2
Han TNy uIsAuM sy irunduaswgAnssy aeassafaetan Ty Ims linuduazta
Y e = 1 1 a 4 a 1 |
nanmsad ez sanvh Tifamsunsnsznainmstanssumavnenissuiuazanuaaiia
2 = Aa ! " w oA a g
2 santlignavlunisesnuuunang sundiaaealanlmi lva @1 Wannanufendiossd
= ¥ ¢ ¥ 1 ¥ ¥ v oo
Aiwonea Tdun sadilszaeumiadiversua m13ldanud anuoynaunu Ayt
TR o ¥ 4 ¥y w v
sayauddwih Tasynesddsznoudsse juuiiugunnudeandssdundmdesants
waanguidhmne 3) gdunvuazdnvazvasingsunod lilgduuoaiadarun iz
a 7 ! . o 3 w a
nsnnzdngufhwuneizsusstanneu daiugluvusazdnvmzianssuiaiiang
1 3 [
nanmarsusingands lumsfemsuazaasiiyluuufiugiu Ae emsdunguidhuunoldas
=] v @ o ) a i :
dazdn  duiudnden Tosnnudesnisuazanuman Sava anguidlvanouasdauiasu
= o I ' ' 1 V-] ugz’
esaasuaiulszaunisamsauaznisidiusmveanguihmuisdududadia s
fanalanlmi ol lilgmsvnarauazuands sasarug e Tamaldngudwane
| ! a 4 o o ) d = )
T8a s Tudanssunndaty 4 mamadmvenagnd uns ldeieduaiumsdems
o o ' o Y ' ! ¥ w  d 1 L=
dfnssumud as Mnagminis 19de 3 503 fie s lddadsznduiudsaneuiananssy
§ o A & : @ o g @ = o o o
ms lédareduduinssy wazmslédalszmduiuindinmnasy 5 Tavmnududs
! a A : s W A o o s o =
YpamsdemaFanngsunud amnsdeainmaiiviueulonams agszamiiganu iuTon
alumyuianninye anuiunynans lidnemwd i iMe Tafeedwd i ive iWaTanie
Waguidhwinadundidoug s dmegduoui wasuam sadiasdaiusnmsen Toangy
o o = ' y @
dhvinauazinsuduesesdns Asga anueulwveangudlmnauazdeanary Tdnaseungy
nnffewaary  insldulisnuiidivave dimsfananazalszduna nfeioiugiiag

'
1 [ |

dhsa aasnnwhadsaiiawaze dosy e na) gai eI Fand 19MINa A Inm

ey o £

o 3 o P oA g ¥ : o o
VINHAVBINTTIVEY N?ﬁ]ﬂﬁ]ﬁﬁﬁw'ﬂﬁﬂﬂ}lﬁ\lg’lcﬁﬂl LEW@LE]J"HLLEH'JEWNﬂ1islﬁlfﬂ1'§ﬁ@ﬁ1§ﬂfﬁﬂ€l]ﬂ3531’11‘!

ay

< | | < o W = o a
Lmusmsaﬂm‘zﬁ’ﬂmsmam‘mmmﬁamssmsaﬂmamﬂmmu%m ﬂ‘i‘(ﬁ‘im‘iﬁﬂﬂﬂm‘iﬂ‘ﬂﬂﬂ

e o

A A ¢ 4 w YA
Lﬂ'i'E]flﬂllu'ﬁlﬂﬂ@ﬁ'l@ﬂLlﬂgimiﬁﬂﬁ@ﬁﬂuﬂﬂﬁﬂﬂﬁ]‘iﬁ]'ﬁ Tﬂﬂglﬁlfﬁlf@'ﬂ Wheel of SUPER IMFPACT

E]
4

Paradigm 138298 auMIMI e 1anadugnivesmsdemaFaiong sy

Abstract

The objectives of this qualitative research were to study; the way to establish the strategy
of event communications creativity, the elements of event design, the format and appearance of
event communications, the media strategy for event communications, the factors of accomplishment
and obstacle in event communications including creating new knowledge and development of event

communications for national social campaign. The data were collected by using in-depth interview
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method with the experts from different fields. There were 7 groups of key informants; scholar in
marketing communication, scholar/professor in communication arts, professional marketing
communication, professional event marketing manager, manager of communication/national
campaign, manager of communication/individual campaign and Leader of non-Government Organizations
(NGOs), who have academic knowledge and a professional skill of using event communications in
marketing communication campaign and social campaign, the total 21 persons. The toels used in
this research were the questions for in-depth interviews, analyzed data by gathering the answers
from the in-depth interview from all the scholars in different connected fields. The data were
gathered to gain responses according to the objectives of this research. The results of the research
are as follows; 1) The method of creativity for event communications has many methods starting
from analyze specific target and intend to reach audience, to develop a unique strategy according to
IMC umbrella, to create a unique event for specific target audience of the campaign by analyzing
the expectation of main target in order to design the event then establish the objective or specific
purpose to be used to identify the event communications campaign. It should identify theme of
the event to create unity and interesting event to attract main target and mass media, to create
a good interactive event with main target, and also an event which is able to build impact for
awareness, attitude and participant behavier by using principle or method that equipped with
creativity. There’re celebrities and atfraction to attract target audience and mass media. And
it should also have a creativity method to build spin off effects in order to expand awareness and
consistency of the event. 2) The important elements of event design are innovative, master pieces
and remarkable element. These elements come from enterprise ideas such as emotion, education,
enjoyment, entertainment, and excitement. All the design of elements of event should be based on
fundamental relationship that links consumer insight. 3) Format and appearance of event. It’s found
that it’s flexible to identify format and type of event if target audience of the campaign is analyzed
first. So the format and appearance of event are various but still are synergy event. However, from
the research it’s stated that it should have a fundamental format which can communicate with
the target audiences easily and relevantly, should have relationship of emotion, desire and
expectation of target audiences and mass media, It should have a format that’s able to create direct
experience and involvement of target audiences through 5 senses. Format and appearance should
be of innovativeness, interesting and leading to enhancement, also the format that allows the target

audiences to participate more in the event. 4) The way to establish strategy of using media to
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promote the event communication. It’s found that it should use strategy of using media in 3
sessions; pre-event PR, during event and post-event PR. 5) The factors of success for event
communications. It’s found out that the organization should establish the policy clearly about
the campaign. It should identify the objective or purpose clearly. The organization should have
a policy to support and encourage to develop the skill and knowledge of people to have potential of
IMC. It should use the professional, who specializes about IMC or hired the professional from
outside to manage the event communications. It should identify format and appearance that links
the associations of target audience with the brand of the organization or project. It should also need
attract target audience and mass media. It should have sufficient money in order to enhance
the event communications continually. It also need a measurement and evaluation and if it’s event
communications for national social campaign, it is necessary to have involvement of alliance,
continuity and time frame. Finally, it has to be a talk of the town in order to create attentiveness in
society. From the result of the research, the researcher has invented new knowledge and developed
new vision of method to be used for event communications in marketing communication campaign
planning for national social campaign in the case of reducing alcohol drinking campaign and
preventing danger in traffic campaign which has the title called Wheel of SUPER IMPACT
Paradigm. It’s like a strategy for event commumnications in marketing communication campaign
planning for national social campaign in the case of reducing alcohol drinking campaign and
preventing danger in traffic campaign to be strong, effective and efficient and also be able to adapt

for other national social campaign accordingly.
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