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ABSTRACT

This research studied social and religious dimensions of Network Marketing (NM) in
contemporary Thai society. The research explored NM through associations, events,
and documents, to argue that NM can better be understood as a “system of belief,”
or a cult. NM organizations (NMOs) features in seven dimensions reflect similarities to
religious movements, and legitimize the argument.

Contemporary Thai society facilitates growth of NM by allowing liberal
economic space. Modernization and globalization intensified difficult modern life,
especially for the less privileged majority. People, who tried and failed in economic
lives, may seek for new lives in free market of belief, to improve their status. NMOs is
in the market to offer their products of belief, which are not only consuming goods,
but also business opportunity from networking, in their cult-like ways. |

NM branch out “networks of faith” into society; recruit, convert, and

directing members to become good entrepreneur, in other words, network



O

marketers. Successful leaders are good salesperson, who endowed with credible
charismatic leadership, and conformed to network logics; loyal and productive.
Undelay gratification exemplified through religious-like setting, as well as religious
movement partnerships, NM has become a competitive socioeconomic network

under neoliberal governmentality no one can escape.
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