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The objective of this qualitative study is to explore youth's wisdom on communication strategies and

tactics as well as youth's active participation in anti-drug campaign programmes.

The data is collected through in-depth interview ten active college students and another ten out-of-
school youth and ever users of drugs. Five officials whose work concern drug prevention are also in-depth
interviewed. Findings :

1. College students pay attention to cerebrities, orators, youth in the same age bracket, parents, drug
ever users and social authority figures respectively as drug-related presenters while, the out of school and
drug ever-users have different order : drug ever users, parents, orators, trust-worthy social figures and
youth's in the same age respectively.

2. Messages will be more interesting if presented in the form of edutainment with both positive and
negative aspects. The program should be on air of prime time period with appropriate frequency.

3. Television, radio and newspapers are three most popular media for both groups. Moreover, college
students are also interested in the cinema, magazine, and the new media such as internet or website while out
of school youth is interested in the cinema only.

4. Youths in both categories prefer to talk with friends, parents, teachers, and drug related official
workers respectively.

5. To be "Far From Drug” is the campaign topic designed by the college students and “Stop Drug” is
designed by drug ever user groups. The programme is designed to use teisure time productively and aimed
at family and community participation. Therefore, the uctivities should be organized at educational institution
or shopping mall. The programme is designed to use free time productively. The participation must be free of
charge and spend not much time. The organizers may use social marketing as an effective strategy to attract
attention and secure cooperation from both government and private sectors with clear policy.

6. For Participation technique, youths are interested in promotion activities such as contest,
competition rebate, coupons, free gifts, and using cerebrity and drug ever users as presenters of anti-drug
messages.

Findings from in-depth interview with drug-related government officials

1. All drug-prevention agencies have applied social marketing principles to-drug prevention
programmes. The target clientele is categorized into youth group without drugs and ever user groups. The
activities organized for the youth to use leisure time productively with their family and community. Mostly,
participation is free of charge and the activities are accessible.

2. The basic constraints and obstacles to organize activities is the scarce resources both human and

financial and cooperation from other agencies and community.
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