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The objectives of this research were to study 1) results of using the social marketing
process in dengue hemorrhagic fever disease campaign 2) input, process and output factors
rgiated to the project results 3) other factors involved perception and satisfaction of media and
practicability of people after campaign with the social marketing process 4) comparing between
perception of media and practicability of people in campaign area and others 5) problems,
obstacles and suggestions of this project. Samples were divided into 2 groups, a campaign
officers group (45 samples) and a people group (222 samples). The statistical analysis of this
survey research included Chi — square test, Pearson’ Correlation, Cramer’s V and t — test at 0.05
of significance. The results of this research impliedilhat 1) knowledge and practicability of
campaign officers did not relate to perception and satisfaction of media and practicability of
people, 2) input, process and output factors showed a positive relationship to knowledge and
practicability of the campaign officers, 3) personal factor that related to perception and
satisfaction of media in the campaign area was a member of social group and those related to
practicability of people were leaders and a member of social group. Moreover, perception and
satisfaction of media had positive relationship to practicability of people, 4) there were different
perceptions of media and practicability of people in campaign areas and somewhere else and 5)
campaign officers would lack of knowledge in social marketing process, so they should gain more
knowledge and consultation with experts to improve their knowledge. Finally, sufficient budget

for next project would be recommended.





