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## C450429 :MAIOR MASS COMMUNICATION
KEY WORD: PROCESS/COMMUNICATION CAMPAIGN/GOALS/APPEAL

CHANCHAI CHAROENLAPDILOK : THE PROCESS OF SOCIAL COMMUNICATION
CAMPAIGN: A LOOK AT "WHITE ROAD PROJECT" THESIS ADVISOR: ASSO. PROF.
KANJANA KAEWTHEP Ph.D., 147 pp. ISBN 974-634-064-6

The purposes of the thesis are "white Road" campaign's goals analysis
in the side of corporate image creation, social contribution and the assess-
ment of the campaign process efficiency regrdding the following aspects;
needs, goals assessment, the ability of target audiences respondsiveness,
campaign planning, systematic media production, continuously evaluatien,
reinforced role of mass media, interparsgonal communication, media selection
to be appropriate target grnup & , B / ysis of communication campaign |

process by using conceptual fr rchy of effects including to
assess type of appeal and et sed in the campaign.
;-J

The results show thHat Cweralk ac "f*-q;f LES implementation belonging to
MWhite Road" campaign profe€t Cofigéntdateé in. sof¥al contribution which creat |
corporate image through Tg f/ J/‘f ‘ ssides. Concerning in campaign
process efficiency percelve ec:t has systematic campaign,
planning and communicateddnses : ‘t orced role of mass media
and satisfactory interpersg \ comprise media selection
to fit to target group. =l \\\ cod preaccessment of
needs, goals as well as‘aud as A .3 gn evaluation was
proceeded only once or twi '_,» ign period.

oncerning the goals of
the campaign activities

In connection wi
communication campaign, i de g
were mainly of appeal and pefs ,i;r_— hes' aiming at attitude change
among the target andience whered #nformative activities were
supplementariry used to create ﬂ""’ AV hanges. Wide variety of
strategies were used ™ 7 Por . 6 pe of appeals consisting
mostly warning messages_t - & concesrnJregarding fearfulness,
reasonableness as welllis -  himing to appeal and |
persuade the target audien
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