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The objectives of the research of “The Communication Campaign for The SATJA_ATIT-TAN
Project” is to study the origin of the project and to set up communication pian in order to promote it to
the public. It also included the analysis of success of project's communication from the involvement of
target receiver in this project, this research is a qualitative research, by reviewing documents analysis
and conducting in-depth interview of 5 important persons in the project. The research found :

1. “The Communication Campaign for The SATJA-ATIT-TAN Project” was a part of Moral
Building activities under the strategic communication of Moral Center, which is the special task force of
the govemment managed by Office of Knowledge Management and this center was directly established
by prime-minister Taksin Shinawatra. Moral Center is divided into the part of production and public
annhouncement works by giving them to various agencies, respectively to their skills, experienices, and
background, while Moral Center still directing the presentation parts.

2. The activities in “The Communication Campaign for The SATJA-ATIT-TAN Project” was
composed of productions and public announcements, in order to provide awareness and encourage
people to set the vow. From the procedures of communication planning, researcher found that it was
communication planning alone covered by 4 steps. These are; (1) Setting up communication goal (2)
Selting up pattemns (3) Setting up detailed proceoures and (4) implementation according to the plans.
This research found that many message strategies were employed that: (1) Modernization (2) Using of
striking words (3) Using of common sign and (4) Presentation of good behavior by celebrities. Media
strategies were mixed by using postcard as the main channel, and others e.g. television, radio, printed
matenial, billboard, banner and modem media for example Web-site, m-card, e-card, etc.

3. The number of postcards and vow messages submitted through various media were
283,096. The sorting of vow messages found that 93.75% was the vow to make good thing that matched
the intention of Moral Center. The success of the Project could be summarized in 3 aspects: (1)
Outstanding Religious Communication Campaign, (2) The worthiness of budget of this ability is to build

moral, and (3) Socialization.





