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The objective of this research is to study the networking social marketing communication
strategy in alcohol reduction campaigns promoted by the Thai Health Promotion Foundation. Three
_r_n_gj_q_r__(_:a_mpgigns _tha_t ran_in 2l_}09 were studied. These include: the ‘Don’'t Give Alcohol New Year
Celebration’ campaign; the ‘Anti-Alcohol Drinking Buddhist Lent' campaign; and ‘Alcohol Free Freshy
(university freshman) Orientation 2009" campaign. The research studied the pattern of the
campaigns’ networks, particularly when they concern agenda setting, as well as the key factors
behind each campaign's networking social marketing communication strategies’ success as far as
social support in encouraging the reduction in alcohol consumption campaigns. This qualitative
research comprised in-depth interviews and textual analysis of media advertising and television and
print .publish service  announcements. Documentation, including social marketing plans and-

newspaber clippings of the three campaigns were also examined.

The research found that all three campaigns employed a social marketing mix to help
integrate the promotion strategies with policy & law enforcement and public strategies. The pattern of
networking partnerships is to integrate “Y" network communication with other patterns. The networks
have both formal and informal relationships as they share common campaign objectives, which
include media advocacy and media partnerships to set campaign agendas and have them promoted
in the media agenda. It was also found that a key factor to the campaigns’ networking social
marketing is the integration of social marketing communication and campaign networking. The Thai
Health Foundation acted as the strategic planner that promoted networking partnerships to promote

campaign agenda based on the Alcoholic Beverage Control Act of 2008.





