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The Influences of Social Marketing Communication Networks
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The Influences of Social Marketing Communication Networks

on Reducing Health-Risk Behaviors among Thai Youth

Dr. Nottakrit Vantamay '

Abstract

This study aims to study the influences of social marketing communication
networks on reducing health-risk behaviors among Thai youth. Quantitative research
methodology by a survey research with a self-administered questionnaire was used in this
study. The samples are 600 Thai undergraduate youth, aged 18-24 years old, studying in
higher educational institutions in Bangkok. Descriptive and inferential statistics were
used in analyzing data. They included percentage, mean, standard deviation, and simple
regression analysis [SRA] at the .05 statistically significant level. The results found that
social marketing communication network in all 4 dimensions can affect reducing health-risk
behaviors among Thai youth. That is, the dimension of a number of media used in disseminating to
networks affects at the highest level (B =-.207). It is followed by frequency
(B = -.128), intention to disseminate information ( = -.117), and communication network
size (B = -.080), respectively. Therefore, a social marketer can use “communication network”™
to be an effective indicator for evaluating a social marketing communication campaign on

reducing health-risk behaviors among Thai youth in the future.
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