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The study of behaviors and marketing environment for development model of promote

child helmet use applying the social marketing
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Abstract

The study of behaviors and marketing environment for development of promote child helmet
use applying the social marketing in HuaSamrong subdistrict plangyaw district Chachoengsao Province.
The population was 3 groups, parents of 501 people, elementary school 501 people and local and non-
local officer’s government 20 people and sample consisted of 202 parents and 329 students. The
methodology can be divided into 2 steps as follows Step 1 Need Assessment covered three target
groups. Step 2 Product design base on social marketing and marketing planning by participation of local
and non-local officer’s government. Methods by quantitative study, questionnaire and observed wearing
child helmets and qualitative by focus group

The research shows that the problem of children not wearing helmets. The majority of children
traveling by motorcycle and 80.7 % of parents without helmets for children, 82.4% do not wear helmets
to children, 62.8 % of the parents had not been information of the child helmet and on survey students
not wearing helmets go to school. The problem is due to inaccessibility to buy helmets for children
difficult and expensive and the analysis of the marketing environment, In general conditions area has the
industrial estates and freight traffic density especially large trucks.

The design model of promotion child helmet use applying the social marketing focused on
solves the problems of wearing helmets among children to achieve behavioral change. Social marketing
process it started with the study of target group and marketing plan base on concept of the marketing
mix including Product, Price, Place, and Promotion (4P's) for consider the value of helmet use among
child motorcycle passengers, locations reaching target group, affordable helmet price, public relations
and widely providing information and knowledge among children and parents. More importantly,
motivational activities are held to build motivation of helmet use for sustainable.

Keywords: helmet child safety social marketing
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