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Abstract 
Adolescent pregnancy leads to many other social problems that can 

negatively affect an entire country. In Thailand, the adolescent pregnancy rate 

has been rapidly increasing each year. In order to address this problem, 

Population Service International (PSI) Thailand foundation came up with a new, 

innovative concept of a social enterprise that can help address teenage 

pregnancy called PowerGirls. PowerGirls is a club where teenage girls can join 

activities of interest to them, while gaining reliable sexual knowledge. 

Moreover, the club also aims to be financial sustainable by selling teenage 

friendly products and contraceptives in the same way as Amway and Giffarine 

(direct sales). The aim of this project was to strengthen and refine the 

PowerGirls concept by conducting market research with their target audience, 

teenage girls in Bangkok. Representative parents and teenage girls from 

different economic statuses and age group from different places around 

Bangkok were interviewed about their daily life, interests, concerns and their 

views towards the PowerGirls concept. The overall results indicate that to be 

financial sustainable the club should find other ways to sell products instead of 

direct sales and focus on selling hygiene and skin care products. For activities, 

the club should arrange entertainment related and sport activities. However, 

PowerGirls seems not to work well in Bangkok, therefore the team recommends 

PSI to cooperate with school in arranging activities at school instead. 
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บทคดัยอ่ 

การตั้งครรภใ์นวยัรุ่นเป็นปัญหาท่ีมีผลกระทบต่อสังคมไทยเป็นอยา่งมากในหลายๆดา้น การ

ตั้งครรภข์องเด็กวยัรุ่นในประเทศไทยมีอตัราสูงข้ึนอยา่งเห็นไดช้ดัทุกๆปี เพื่อช่วยลดปัญหาการ ตั้งครรภใ์น

วยัรุ่นไทย มูลนิธิ พีเอสไอ (ประเทศไทย) หรือ Population Service International (PSI) Thailand foundation

ตอ้งการนาํแบบ จาํลองธุรกิจท่ีแบบไม่หวงัผลกาํไรในนาม พาวเวอร์เกิลส์ มาใชใ้นการแก ้ปัญหา โดยมี

เป้าหมายท่ีจะใหค้วามรู้ดา้นเพศศึกษาแก่วยัรุ่นวยัเจริญพนัธ์ุเพื่อนาํไปสู่การลดอตัรา การตั้งครรภข์องวยัรุ่น

ไทย พาวเวอร์เกิลส์จะมีการดาํเนินการแบบชมรมสาํหรับเด็กวยัรุ่นหญิงเพื่อ ทาํกิจกรรมต่างๆท่ีน่าสนใจ

ร่วมกนั พร้อมเรียนรู้เร่ืองเพศศึกษาไปดว้ย พาวเวอร์เกิลส์มีเป้าหมายท่ี จะสอนเด็กหญิงใหว้างแผนเพื่อ

อิสรภาพทางการเงินในอนาคตโดยการทาํธุรกิจแบบยัง่ยนื กิจกรรม หลกัของชมรมคือการขายตรงสินคา้ท่ี

วยัรุ่นชอบและผลิตภณัฑคุ์มกาํเนิดในราคายอ่มเยา การขาย ตรงจะมีรูปแบบคลา้ยการขายตรงของแอมเวย์

และกิฟฟารีน แบบจาํลองธุรกิจพาวเวอร์เกิลส์น้ียงั ขาดการวจิยัการตลาดและการทดสอบแนวคิดใน

กลุ่มเป้าหมาย จุดประสงคห์ลกัของงานวจิยัน้ีคือ การประมวลขอ้มูลภาคสนามใหแ้ก่มูลนิธิพีเอสไอ ในการ

ทาํการตลาดและพฒันาแนวคิดพาวเวอร์เกิลส์ทาง ธุรกิจแบบไม่แสวงหากาํไร คณะวจิยัเก็บขอ้มูลโดยการ

สัมภาษณ์ตรงและจากแบบสอบถามเด็กหญิง วยัรุ่นและผูป้กครองในกรุงเทพฯ เพื่อเก็บขอ้มูลเก่ียวกบัการใช้

ชีวติประจาํวนัสินคา้และกิจกรรมท่ี กลุ่มเป้าหมายสนใจ ปัญหาและระดบัความกงัวลใจของกลุ่มเป้าหมาย 

ทศันคติท่ีมีต่อแนวคิดพาวเวอร์เกิลส์  ผลการวเิคราะห์ขอ้มูลแสดงใหเ้ห็นวา่กลุ่มเป้าหมายไม่สนใจในธุรกิจ

ขายตรง สินคา้ท่่ีเด็กหญิงวยัรุ่นสนใจคือสินคา้เพื่อสุขภาพและผลิตภณัฑบ์าํรุงผวิ สถานท่ีจดักิจกรรมท่ี 

เหมาะสมควรอยูใ่กล ้BTS หรือ MRT ช่องทางโฆษณาท่ีมีศกัยภาพ คือ สถาบนักวดวชิา วทิย ุและ นิตยสาร

ต่างๆ การร่วมมือกบัโรงเรียนเพื่อเขา้ไปจดักิจกรรมในโรงเรียนอาจเป็นอีกทางเลือกหน่ึงในการเขา้ถึง

กลุ่มเป้าหมาย 
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Executive Summary 
The teenage pregnancy rate in Thailand has notably increased during the 

past decade, negatively impacting both the social and economic health of the 

country. Teenage pregnancy is considered shameful in Thai society; therefore 

the consequences can be grave, with many pregnancies ending in an unsafe, 

illegal abortion. 

PSI is developing a social enterprise called ‘PowerGirls’ to address 

teenage pregnancy in middle-income countries such as Thailand. This concept is 

designed to empower teenage girls to make informed decisions about sexually 

related issues and to provide accessible and affordable contraceptives in the 

most comfortable way possible. PowerGirls uses activities and teenage-friendly 

products to attract teenage girls to the party to provide sexual knowledge, 

discussion and contraceptives. As PowerGirls is new concept, it is important to 

conduct market research to ensure that the business model will succeed in 

Thailand. 

The goal of this project is to conduct market research for PowerGirls to 

address teenage pregnancy in Bangkok. Our team focused on identifying 

marketing strategies for PowerGirls by determining attractive products and 

activities for teenage girls, and getting feedback on the PowerGirls concept 

from the girls and their parents.  

To achieve the project goal, three objectives were accomplished. 

1. To determine demographic and psychographic data of teenage girls in

Bangkok.

2. To determine teenage girls’ interests to recommend PSI the products

and activities for PowerGirls club.
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3. To test PowerGirls concept to get feedback for improvement of the

club.

To accomplish all of the objectives, we conducted surveys in various 

shopping areas to ensure that the data obtained were from variety of teenage 

girls. Therefore, the methodology of data collection and data analysis are as 

followed. 

Methodology 

For objective 1, semi-structure interview was used to gather the 

demographic and psychographic data of teenage girls. The sample size was 72 

teenage girls from various income level families. The sampling method was a 

mixture of random and convenience sampling. The data obtained from this 

objective was used to determine marketing strategies for PowerGirls concept 

and find room for improvement.  

For objective 2, structured questionnaire form was used to gather the data 

of teenage girls’ interests. The sample size was 140 teenage girls. The obtained 

data was used to identify the products and activities that most teenage girls are 

interested in. In addition, the discomfort and comfort level of purchasing 

sensitive products and contraceptives providers respectively are also 

determined.  

For objective 3, semi-structured interview was used to gather the 

sfeedback for PowerGirls. At the beginning of the interview, the components of 

PowerGirls concept were explained briefly to teenage girls and their parents. 

During the interview, they were asked for opinions and feedback for PowerGirls 

concept. These data were analyzed for concept development. The sample size 

was 69 teenage girls and 30 parents. The sampling method is a mixture of 

random and convenience sampling. 
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Findings 

From objective 1, the results obtained from 72 representative girls indicate 

that: 

1. During the weekdays, the girls’ average wake up time is 6.00 AM and

their average school time is 8.00 AM to 3.30 PM.

2. Most teenage girls go to school by bus or private car.

3. After school, most teenage girls pursue educational activities such as

having tuition, doing homework or reading. Other than that, they would

go shopping or hang out with friends.

4. During the weekends, the girls chose to go for tuition and followed by

watch movies, do homework, read book and hang out with friends.

5. Favorite places in Thailand for these girls are shopping center, southern

Thailand whereas beach as the most popular place.

6. Favorite topics that these girls usually discussed among their friends are

education life, life problem, movie and love life.

7. Concerns of these girls are education, family conflict, friend conflict and

financial difficulty.

8. When problems arise, these girls chose to discuss with friends, parents

and others family members respectively.

From objective 2, the results obtained from 140 teenage girls categorized by 

different age groups and family income indicated that: 

1. Teenage girls are interested in hygiene and skin care products more than

cosmetics.

2. The top three activities that teenage girls like are listening to music,

watching movie and eating.
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3. The most wanted product for teenage girls is stationary, followed by

powder and then hair care products.

4. The level of embarrassment in buying pregnancy test and contraceptives

are extremely high; they are rated greater than 3.8 out of 5 by teenage

girls.

5. The top three people whom teenage girls feel most comfortable to buy

contraceptives with are skilled nurse, skilled doctor, and skilled

pharmacist.

From objective 3, feedback from older teenage girls is similar to that of 

parents while differ from that of the younger girls. The main ideas that majority 

of people agree are listed as followed: 

Brand association: Teenage girls agree that the name PowerGirls can represent 

a strong and powerful girl. Unlike younger girls, the older girls do not 

embarrass to discuss about sexual issues. 

Logo: About 75% and 25% of interviewees said it is boring and cute 

respectively. 

General feedback: Most interviewees like the idea of having variety of 

products and activities while many dislike direct selling. 

Product recommendation: Parents and the young girls said cosmetics should 

not be sold in the club, while older girls disagree on this idea. The interviewees 

suggested that accessories, gift shop items, and gadget should be sold in the 

club. 

Activity recommendation: Teenage girls suggested various sport activities to 

be in the club. Parents were concern about safety; thus, they do not want 

dangerous activities to be in the club. 

Barrier: Parents and the girls agree that time conflict, lack of information about 

PowerGirls and parents’ permission are the three potential barriers that would 

prevent teenage girls to join the club.  
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Recommendation for PowerGirls: Most interviewees said advertisements, 

professional organizers and ensuring teenage girls’ safety are necessary.  

Recommendations 

Based on the findings and researched background information, we created 

a list of final recommendations for our sponsor, Population Services 

International (Thailand) Foundation and future researchers. We strongly 

recommend that: 

1. To hold PowerGirls meeting on Friday afternoon, after school.

2. To hold PowerGirls meeting near BTS/MRT stations as well as

considering venues that are close to popular tuition centers.

3. PowerGirls should provide entertainment related, education related and

sport (badminton, swimming, and biking) activities.

4. PowerGirls should promote the club through school, tuition centers and

media to become a nationally recognized brand.

5. PowerGirls should have hygiene products available rather than cosmetics.

6. PowerGirls should cooperate with brands that most teenage girls are

using.

7. PowerGirls should be able to provide trustworthy and skilled people.

8. Packaging of contraceptives should be made in a way that teenage girls

perceive them as ‘cute’ and does not really identify what the product

inside is by just seeing from a distance.

9. PowerGirls should keep its name and create its official website online.

10. PowerGirls logo should be redesigned.

11. PowerGirls should avoid doing direct sales and go for other ways that

would create financial sustainable income for the club such as selling

their products online and via convenience stores.
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12. PowerGirls should consider cooperate with school to arrange activities at

school.

Conclusion 

PowerGirls concept might help reduce teenage pregnancy. However, 

some of the idea of the concept needed to be modified. In Thailand, culture is 

varied in each area; therefore, the concept might be useful only in some 

province. In Bangkok, we found that people do not like direct selling. However, 

this fact may not be true in other region. Hence, further research study is very 

necessary especially in the area where teenage pregnancy is high. Moreover, 

testing the concept by actually arrange the activities and invite the girls to join 

the party is highly recommended.  
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บทสรุปโดยยอ่

อตัราการตั้งครรภใ์นวยัรุ่นไทยไดเ้พิ่มสูงข้ึนเร่ือยๆอยา่งรวดเร็วจนกลายมาเป็นปัญหาใหญ่อีก

ประเด็นหน่ึงในสังคมไทยปัจจุบนั  การมีเพศสมัพนัธ์ุจนนาํไปสู่การทอ้งก่อนวยัอนัควรนั้นถือเป็นเร่ืองท่ีไม่

เหมาะสมและน่าอบัอายในสังคมไทย และผลกัดนัใหว้ยัรุ่นท่ีตั้งครรภท์าํแทง้เพื่อหลีกเล่ียงการถูกประณาม

จากสังคม 

มูลนิธิพีเอสไอ (ประเทศไทย) หรือ Population Service International (PSI) Thailand foundation

ตอ้งการก่อตั้งบริษทัท่ีไม่หวงัผลกาํไรเพื่อลดปัญหาการตั้งครรภใ์นวยัรุ่นไทย โดยจะนาํแบบจาํลองธุรกิจ

แบบขายตรงของแอมเวยแ์ละกิฟฟารีนมาใชภ้ายใตแ้นวคิด ชมรมพาวเวอร์เกิลส์ (PowerGirls)   ท่ีจะช่วยลด

ปัญหาการตั้งครรภใ์นวยัรุ่นสองทางคือ 1) เสริมสร้างพลงัและความมัน่ใจในวยัรุ่นหญิงใหมี้ความสามารถ

ในการตดัสินใจเร่ืองเพศไดอ้ยา่งเหมาะสม และ 2) เป็นแหล่งจดัหาอุปกรณ์คุมกาํเนิดของเพศหญิงเพื่อให้

วยัรุ่นหญิงสามารถเข้าถึงอุปกรณ์คุมกาํเนิดได้ง่าย ไม่รู้สึกอบัอายหรืออึดอดัใจ ชมรมพาวเวอร์เกิลส์

เสริมสร้างพลงัและความมัน่ใจในวยัรุ่นหญิงผา่นกิจกรรมท่ีน่าสนใจ และยงัขายสินคา้อ่ืนๆท่ีเป็นมิตรต่อ

วยัรุ่น เน่ืองจากชมรมพาวเวอร์เกิลส์เป็นแนวคิดใหม่จึงจาํเป็นท่ีจะตอ้งมีการเก็บขอ้มูลการตลาดเพื่อวาง

ยทุธศาสตร์ท่ี เหมาะสมสาํหรับธุรกิจน้ี 

เป้าหมายของงานวจิยัน้ีคือ การสาํรวจตลาดใหก้บับริษทัท่ีไม่แสวงผลกาํไรพาวเวอร์เกิลส์เพื่อช่วย

ลดปัญหาการตั้งครรภใ์นวยัรุ่นหญิงในกรุงเทพมหานครฯ โดยการวิจยัน้ีมุ่งเนน้ไปท่ีการหากลยทุธการตลาด

สาํหรับพาวเวอร์เกิลส์ การหาสินคา้และกิจกรรมท่ีสามารถดึงดูดวยัรุ่นหญิง และเสียงตอบรับ หรือความ

คิดเห็นของวยัรุ่นหญิง และผูป้กครองเก่ียวกบัแบบจาํลองธุรกิจพาวเวอร์เกิลส์น้ี  

เป้าหมายของการงานวจิยัน้ีแบ่งการดาํเนินการออกเป็นจุดประสงคด์งัน้ี 

1. เพื่อรวบรวมขอ้มูลขอ้มูลในเชิงภูมิศาสตร์ประชากร และขอ้มูลในเชิงจิตวสิัยของวยัรุ่นหญิงใน

กรุงเทพฯ

2. เพื่อระบุสินคา้และกิจกรรมท่ีวยัรุ่นหญิงในกรุงเทพฯมีความสนใจ

3. เพื่อทดสอบความเป็นไปไดข้องชมรมพาวเวอร์เกิลส์ โดยการประเมินจากเสียงตอบรับ/ความ

คิดเห็นของวยัรุ่นหญิงและผูป้กครอง
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เพื่อใหบ้รรลุจุดประสงคท์ั้งสาม ทีมวจิยัไดด้าํเนินการสาํรวจภาคสนาม ณ ศูนยก์ารคา้ในหลายพื้นท่ีของ

กรุงเทพฯ เพื่อใหไ้ดข้อ้มูลท่ีเป็นตวัแทนของกลุ่มประชากรจริงมากท่ีสุด  

วิธีการวิจัย (Methodology) 

วตัถุประสงคท่ี์ 1: เพื่อรวบรวมขอ้มูลขอ้มูลในเชิงภูมิศาสตร์ประชากร และขอ้มูลในเชิงจิตวสิัยของวยัรุ่น

หญิงในกรุงเทพฯ 

คณะวจิยัไดเ้ลือกใชก้ารสัมภาษณ์ท่ีมีแบบแผน (semi-structured interview) ในการเก็บขอ้มูลในเชิง

ภูมิศาสตร์ประชากร และขอ้มูลทางดา้นจิตวทิยา  โดยมีตวัแทนกลุ่มประชากรเป็นวยัรุ่นหญิงใน

กรุงเทพมหานครฯ จาํนวน 72 คน ผลการวเิคราะห์เชิงปริมาณโดยจาํแนกตามรายไดข้องครอบครัว และช่วง

อาย ุสามารถนาํไปใชใ้นการกาํหนดกลยทุธทางการตลาดและการประยกุตแ์บบจาํลองธุรกิจพาวเวอร์เกิลส์

ได ้

วตัถุประสงคท่ี์ 2: เพื่อระบุสินคา้และกิจกรรมท่ีวยัรุ่นหญิงในกรุงเทพฯมีความสนใจ 

คณะวจิยัไดใ้ชแ้บบสอบถาม (questionnaire) ในการระบุสินคา้และกิจกรรมท่ีวยัรุ่นหญิงใน

กรุงเทพฯ มีความสนใจ โดยคาํถามส่วนใหญ่นั้นเป็นการประเมินระดบัความพึงพอใจในสินคา้ และกิจกรรม

ต่างๆในแบบมาตรวดัลิเคิร์ท (Likert Scale) วยัรุ่นหญิงท่ีถูกเลือกมาอยา่งไม่เจาะจงเพื่อการทาํแบบสอบถาม

น้ีมีจาํนวนทั้งหมด 140 คน ขอ้มูลท่ีไดจ้ากแบบสอบถามไดถู้กนาํไปวเิคราะห์ในเชิงปริมาณ  

วตัถุประสงคท่ี์ 3:  เพื่อทดสอบความเป็นไปไดข้องชมรมพาวเวอร์เกิลส์ โดยการประเมินจากเสียงตอบรับ/

ความคิดเห็นของวยัรุ่นหญิงและผูป้กครอง 

การสัมภาษณ์ท่ีมีแบบแผน (semi-structured interview) ไดถู้กนาํมาใชเ้พื่อรวบรวมความคิดเห็นของ

วยัรุ่นหญิง 69 คน และผูป้กครองอีก 30 คนเก่ียวกบัแบบจาํลองธุรกิจพาวเวอร์เกิลส์ โดยใชก้ารวเิคราะห์เชิง

คุณภาพประเมินกลยทุธ์ท่ีเหมาะสมในการพฒันาแบบจาํลองธุรกิจพาวเวอร์เกิลส์ 
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ผลการสาํรวจ (Findings) 

วตัถุประสงคท่ี์ 1: เพื่อรวบรวมขอ้มูลขอ้มูลในเชิงภูมิศาสตร์ประชากร และขอ้มูลในเชิงจิตวสิัยของวยัรุ่น

หญิงในกรุงเทพฯ 

ผลการสาํรวจวยัรุ่นหญิงจาํนวน 72 คน ในหลากหลายพื้นท่ีสามารถสรุปไดด้งัน้ี: 

1. ในช่วงวนัธรรมดา โดยเฉล่ียแลว้วยัรุ่นหญิงในกลุ่มสาํรวจต่ืนนอนเวลา 6 นาฬิกา และเรียนท่ี

โรงเรียนตั้งแต่ 8 นาฬิกา ถึง 15 นาฬิกา

2. วยัรุ่นหญิงส่วนใหญ่เดินทางไปโรงเรียนโดยรถเมลส์าธารณะ หรือรถยนตส่์วนตวั และไม่มีวยัรุ่น

หญิงคนใดท่ีมาจากครอบครัวรายไดต้ ํ่าเดินทางโดยรถยนตส่์วนตวั

3. ในช่วงวนัธรรมดา หลงัเลิกเรียนวยัรุ่นหญิงส่วนใหญ่มกัทาํกิจกรรมท่ีเก่ียวขอ้งกบัการเรียน เช่น

กวดวชิา ทาํการบา้น หรืออ่านหนงัสือ แต่ก็อาจไปเดินซ้ือของ เท่ียวเล่นกบัเพื่อนบา้งในบางคร้ัง

4. ในช่วงวนัหยดุ การเรียนพิเศษยงัคงเป็นกิจกรรมท่ีวยัรุ่นหญิงทาํมากท่ีสุด ตามดว้ยการชมภาพยนตร์

หรือละคร ทาํการบา้น อ่านหนงัสือ และเท่ียวกบัเพื่อน

5. กิจกรรมท่ีวยัรุ่นช่ืนชอบนั้น จะไม่เก่ียวขอ้งกบัการเรียน วยัรุ่นส่วนใหญ่ชอบอ่านหนงัสือ ทั้ง

หนงัสือการ์ตูน นิตยสาร นิยาย และอ่ืนๆ  กิจกรรมท่ีวยัรุ่นช่ืนชอบนอกเหนือจากน้ีคือ การชม

ภาพยนตร์หรือละคร ฟังเพลง และเท่ียวกบัเพื่อน

6. สถานท่องเท่ียวในประเทศไทยท่ีวยัรุ่นหญนิยมมากท่ีสุดคือหา้งสรรพสินคา้และทะเลภาคใต ้

7. หวัขอ้บทสนทนายอดนิยมกบัเพื่อนคือ เร่ืองเรียน ปัญหาชีวติ ภาพยนตร์ และความรัก

8. ส่ิงท่ีวยัรุ่นหญิงกงัวลคือ การเรียน ปัญหาครอบครัว และปัญหาการเงิน โดยการเรียนเป็นส่ิงท่ีวยัรุ่น

หญิงส่วนใหญ่กงัวลมากท่ีสุด

9. เวลาท่ีวยัรุ่นหญิงมีปัญหา พวกเขามกัจะสนทนาและปรึกษากบัเพื่อนเป็นอนัดบัแรก รองลงมาคือ

ผูป้กครองและสมาชิกคนอ่ืนๆในครอบครัว

วตัถุประสงคท่ี์ 2: เพื่อระบุสินคา้และกิจกรรมท่ีวยัรุ่นหญิงในกรุงเทพฯมีความสนใจ 

ขอ้มูลท่ีไดจ้ากการสาํรวจจดัเก็บโดยการใชแ้บบสอบถามกบัวยัรุ่นเพศหญิงจาํนวน 140 คน ท่ีมีอายุ

ต่างกนั และมาจากครอบครัวท่ีมีรายไดต่้างกนั สามารถสรุปไดด้งัน้ี: 
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1. วยัรุ่นหญิงส่วนใหญ่ในทุกกลุ่มรายได ้และช่วงอาย ุมีความสนใจในผลิตภณัฑด์า้นสุขอนามยัและ

ผลิตภณัฑบ์าํรุงผิว เช่น ยาสระผสม สบู่ ผา้อนามยั แป้ง ครีมกนัแดด และครีมรักษาสิว มากกวา่

เคร่ืองสาํอางสาํหรับแต่งหนา้ เช่น ลิปสติก มาสคาร่า อายไลเนอร์ ดินสอเขียนคิ้ว รองพื้น

2. วยัรุ่นหญิงโดยส่วนใหญ่ในทุกกลุ่มรายได ้และช่วงอายชุอบฟังเพลง ชมภาพยนตร์และละคร และ

รับประทานอาหารมากท่ีสุด รองลงมาคือการอ่านหนงัสือ ทาํอาหาร ร้องเพลง กีฬาแบดมินตนั วา่ย

นํ้า และข่ีจกัรยาน นอกจากน้ีผลสาํรวจยงับ่งช้ีอีกวา่วยัรุ่นหญิงในกลุ่มอายมุาก (17-19 ปี) มีความ

สนใจในกิจกรรมสอนการแต่งหนา้มากกวา่กลุ่มวยัรุ่นหญิงท่ีมีอายนุอ้ยกวา่ (13-16 ปี) อยา่งเห็นได้

ชดั

3. ผลิตภณัฑท่ี์วยัรุ่นหญิงมีความสนใจมากท่ีสุดคือเคร่ืองเขียน แป้ง และผลิตภณัฑบ์าํรุงผมตามลาํดบั

4. วยัรุ่นหญิงในทุกกลุ่มรายได ้และช่วงอาย ุมีความรู้สึกอายท่ีจะซ้ืออุปกรณ์ตรวจครรภแ์ละยา

คุมกาํเนิดเป็นอยา่งมาก วดัไดจ้ากการท่ีสินคา้ดงักล่าวมีระดบัความน่าอายโดยเฉล่ียมากกวา่ 3.8 ข้ึน

ไปทั้งหมด โดย 5 เป็นระดบัความอายสูงสุด

5. วยัรุ่นหญิงในทุกกลุ่มรายได ้และช่วงอายมีุความสบายใจท่ีจะซ้ืออุปกรณ์ตรวจครรภแ์ละยา

คุมกาํเนิด จากแพทย ์พยาบาลและเภสัชกรท่ีผา่นการฝึกใหเ้ขา้ใจวยัรุ่นมากท่ีสุด แต่จะรู้สึกไม่สบาย

ใจ หากตอ้งซ้ือสินคา้เหล่าน้ีจากผูใ้หญ่ และเพื่อนท่ีเป็นเพศชาย

วตัถุประสงคท่ี์ 3: เพื่อทดสอบความเป็นไปไดข้องชมรมพาวเวอร์เกิลส์ โดยการประเมินจากเสียงตอบรับ/

ความคิดเห็นของวยัรุ่นหญิงและผูป้กครอง 

ผลตอบรับจากวยัรุ่นหญิงในกลุ่มอายมุากนั้นจะคลา้ยกบัผูป้กครองของวยัรุ่น ซ่ึงจะแตกต่างจาก

วยัรุ่นเพศหญิงในกลุ่มอายนุอ้ย โดยความคิดของคนส่วนใหญ่สามารถระบุไดด้งัน้ี: 

ความรู้สึกท่ีมีต่อชมรม: วยัรุ่นหญิงทุกช่วงอายรูุ้สึกเห็นดว้ยกบัช่ือ พาวเวอร์เกิลส์ (PowerGirls) เพราะเป็นช่ือ

ท่ีส่ือถึงความเขม้แขง็ของหญิงสาว  

ตราสัญลกัษณ์: วยัรุ่นโดยส่วนใหญ่รู้สึกวา่ตราสัญลกัษณ์ธรรมดาเกินไป ควรปรับปรุงใหดึ้งดูดกวา่น้ี 

ผลตอบรับ: วยัรุ่นหญิงส่วนใหญ่รู้สึกช่ืนชอบสินคา้และกิจกรรมท่ีหลากหลาย แต่ไม่ชอบการขายตรง 

ขอ้เสนอแนะเก่ียวกบัสินคา้: วยัรุ่นหญิงอายมุากมีขอ้เสนอแนะวา่ควรขายเคร่ืองสาํอางสาํหรับแต่งหนา้ใน

ชมรม ในระหวา่งท่ีวยัรุ่นหญิงอายนุอ้ยนั้นไม่สนใจเคร่ืองสาํอางเหล่านั้น อีกทั้งผูป้กครองก็ไม่เห็นดว้ยกบั
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การใชเ้คร่ืองสาํอางในวยัรุ่น นอกจากน้ีแลว้ทั้งวยัรุ่นหญิงและผูป้กครองแนะนาํวา่ชมรมควรขาย

เคร่ืองประดบัและสินคา้น่ารักกุ๊กก๊ิกช้ินเล็กช้ินนอ้ย 

ขอ้เสนอแนะเก่ียวกบักิจกรรม: วยัรุ่นหญิงมีขอ้เสนอแนะวา่ควรเพิ่มชนิดของกีฬาท่ีจะจดัในชมรมใหม้ากข้ึน 

ในขณะท่ีผูป้กครองนั้นมีความกงัวลในความปลอดภยัของบุตร จึงไม่เห็นดว้ยท่ีชมรมจะมีการจดักิจกรรมยงิ

ปืน และปีนผา เพราะเป็นกิจกรรมท่ีอนัตรายเกินไปสาํหรับวยัรุ่น 

อุปสรรคในการเขา้ร่วมชมรม: วยัรุ่นหญิงและผูป้กครองอาจไม่สามารถมาร่วมกิจกรรมได ้หากติดภาระกิจ

อ่ืนๆ และหากไดรั้บขอ้มูลเก่ียวกบัชมรมไม่เพียงพอ ผูป้กครองอาจไม่อนุญาตใหบุ้ตรไปร่วมกิจกรรมใน

ชมรม หากกิจกรรมถูกจดัข้ึนในเวลา และสถานท่ีท่ีไม่เหมาะสม 

ขอ้เสนอแนะสาํหรับชมรมพาวเวอร์เกิลส์: วยัรุ่นหญิงและผูป้กครองหลายคนเสนอวา่ ควรมีการโฆษณา

ชมรมใหเ้ป็นท่ีรู้จกัโดยทัว่ไป ชมรมควรประกอบไปดว้ยผูจ้ดังานมืออาชีพ ควรเรียนเชิญผูท่ี้มีสามารถ ใน

การใหค้าํแนะนาํเก่ียวกบัการดูแล และป้องกนัตนเองแก่วยัรุ่นหญิง และคาํนึงถึงความปลอดภยัของวยัรุ่น

หญิงเป็นหลกั 

ข้อแนะนาํสาํหรับผู้สนับสนุน มลูนิธิพีเอสไอ (Recommendations) 

จากการวเิคราะห์ขอ้มูลท่ีไดรั้บมานั้น ทีมวจิยัมีขอ้เสนอแนะสาํหรับผูส้นบัสนุนโครงการน้ี หรือ มูลนิธิพี

เอสไอ และนกัวจิยัในอนาคต ดงัน้ี 

1. ชมรมพาวเวอร์เกิลส์ควรจดักิจกรรม ในเวลาช่วงบ่ายของวนัศุกร์ หลงัเวลาเลิกเรียน เพื่อหลีกเล่ียง

การทบัซอ้นของเวลา สาํหรับวยัรุ่นหญิง เพื่อใหว้ยัรุ่นหญิงสามารถมาร่วมกิจกรรมได้

2. สถานท่ีจดักิจกรรมพาวเวอร์เกิลส์ควรอยูใ่กลส้ถานี BTS หรือ MRT รวมถึงสถาบนักวดวชิาช่ือดงั 

เพื่อท่ีจะอาํนวยความสะดวกแก่วยัรุ่นหญิงในการเดินทางมาเขา้ร่วมชมรม

3. พาวเวอร์เกิลส์ควรจดัเตรียมกิจกรรมต่างๆท่ีเก่ียวขอ้งกบัความบนัเทิง กีฬา และการศึกษา

4. พาวเวอร์เกิลส์ควรส่งเสริมชมรมผา่นทางโรงเรียน สถาบนักวดวชิา และส่ือต่างๆ

5. พาวเวอร์เกิลส์ควรมุ่งเนน้ขายผลิตภณัฑอ์นามยั และผลิตภณัฑบ์าํรุงผวิ มากกวา่เคร่ืองสาํอาง

สาํหรับแต่งหนา้ เพราะวา่เด็กวยัรุ่นหญิงโดยเฉพาะในกลุ่มช่วงอายนุอ้ย (13-16 ปี) ไม่นิยมการ

แต่งหนา้
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6. พาวเวอร์เกิลส์ควรร่วมมือกบัแบรนดท่ี์วยัรุ่นหญิงนิยมใช ้เพื่อดึงดูดความสนใจใหเ้ขา้ร่วมชมรม

7. พาวเวอร์เกิลส์ควรประกอบไปดว้ยผูจ้ดังานท่ีน่าเช่ือถือ และเรียนเชิญผูท่ี้มีความเช่ียวชาญในการให้

คาํแนะนาํในเร่ืองของการดาํเนินชีวติ และการป้องกนัตนไม่ใหพ้ลาดพลั้งทาํในส่ิงท่ีอาจทาํใหเ้สีย

อนาคตได ้โดยท่ีเขา้ใจวยัรุ่น เพื่อท่ีวยัรุ่นหญิงจะไดมี้ความรู้สึกไวว้างใจท่ีจะมาเขา้ร่วมชมรม

8. ลกัษณะบรรจุภณัฑข์องยาและอุปกรณ์คุมกาํเนิด ควรจะมีความน่ารักและไม่โจ่งแจง้จนเกินไป

เพื่อท่ีวยัรุ่นหญิงจะรู้สึกสบายใจและไม่ลงัเลใจท่ีจะซ้ือผลิตภณัฑเ์หล่าน้ี

9. พาวเวอร์เกิลส์ควรใชช่ื้อเดิมและสร้างเวบ็ไซตข์องตวัเองเพื่อท่ีจะไดติ้ดต่อกบัวยัรุ่นไดส้ะดวกและ

กวา้งขวางข้ึน

10. สัญลกัษณ์พาวเวอร์เกิลส์ควรจะปรับเปล่ียนรูปแบบใหม่เพื่อดึงดูดความสนใจของวยัรุ่นหญิงไทย

11. พาวเวอร์เกิลส์ควรหลีกเล่ียงการขายตรงและควรหารายไดด้ว้ยวธีิอ่ืนเพื่อสนบัสนุนชมรม เช่น ขาย

ผลิตภณัฑข์องพาวเวอร์เกิลส์ทั้งทางออนไลน์และทางร้านสะดวกซ้ือ

12. พาวเวอร์เกิลส์ควรร่วมมือกบัโรงเรียนในการเขา้ไปจดักิจกรรมภายในโรงเรียน

สรุป (Conclusion) 

พาวเวอร์เกิลส์ คอนเซ็ปอาจสามารถช่วยลดอตัราการตั้งครรภใ์นวยัรุ่นในกรุงเทพมหานครไดใ้น

อนาคต หากไดรั้บการดดัแปลงและพฒันา เช่น การร่วมมือกบัโรงเรียน หรือการขายของผา่นทางเวบ็ไซต์

แทนการขายตรง เพื่อใหส้อดคลอ้งต่อความตอ้งการท่ีแทจ้ริงของผูบ้ริโภค ซ่ึงเป็นวยัรุ่นหญิง อยา่งไรก็ตาม

เน่ืองจากสังคมและความตอ้งการของผูบ้ริโภคในแต่พื่นท่ีของประเทศไทยนั้นมีความแตกต่างกนั ดงันั้นพาว

เวอร์เกิลส์ คอนเซ็ปอาจใชไ้ดดี้ในเฉพาะบางพื้นท่ี แมก้ารขายตรงจะไม่เหมาะกบัสังคมเมืองหลวงอยา่ง

กรุงเทพมหานคร แต่ก็อาจไดเ้สียงตอบรับท่ีดีในจงัหวงัอ่ืนๆ ดงันั้นควรมีการวจิยัในหลากหลายพื้นท่ี 

โดยเฉพาะอยา่งยิง่พื้นท่ีท่ีมีอตัราการตั้งครรภใ์นวยัรุ่นสูง เพื่อตอบโจทยน้ี์สาํหรับพื้นท่ีเหล่านั้นดว้ย 
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Chapter 1: Introduction 

Teenage pregnancy has become a significant social problem affecting 

Thailand. This issue directly impacts individuals, families and society as a 

whole. Thailand is highly concerned about teenage pregnancy, as it ranks as the 

second highest country in terms of teenage pregnancy rate in Southeast Asia [1]. 

According to UNFPA State of Thailand’s Population 2013 [2], the percentage of 

teenage pregnancy per year in Thailand had increased up to 10% of the total 

population of teenage girls in the country. The average age of teenagers’ first-

time sexual relations was 15-16 in 2010 and less than 50 % of first timers used 

condoms. Among the population of teenage girls who get pregnant, 

approximately 14.4% of them resorted to have a dangerous illegal abortion [3].  

Multiple factors likely contribute to the rise in teen pregnancy. The 

conservative culture of Thailand is one important factor.  Teenagers in the new 

generation think that premarital sex is normal in this modern society while 

adults see it as inappropriate [4]. This contradiction between people of different 

generations in Thai society is likely to contribute to the problem. Some adults 

avoid talking about sexual topics because they think open discussion about sex 

is not appropriate or can encourage young people to have sex [5]. Some parents 

feel uncomfortable talking about this topic with their children [5].  

Due to lack of knowledge and sexual education, teenagers do not know 

how to have safe sex. The curriculum of sexual education in schools contains 

more biological information than emotional or practical knowledge [6]. 

Moreover, materials related to the consequences of unplanned pregnancy are 

often left out of the curriculum [6]. Many teenagers hold the inaccurate belief 

that it is not possible to conceive a child during their very first sexual 

intercourse, even without protection, and using condoms reduces sexual 

satisfaction [7]. Some pregnant teenage girls claimed that they got pregnant 
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unintentionally because they failed to persuade their boyfriends to have sex in a 

‘safe’ way because they feared their partners would end the relationship if they 

insisted on condom use. [8]. Additionally, even though contraceptives can be 

easily accessed in Thailand, the social stigma and conservative culture make 

teenagers feel ashamed when they are purchasing them [6].  

Population Services International (PSI) in Thailand considers teenage 

pregnancy to be a significant social and health concern for the country and plans 

to address the issue in an innovative way by developing a sustainable turn-key 

social enterprise model that leverages capital from non-traditional funding 

mechanisms. PSI aims to utilize a business model similar to Amway, 

Tupperware, or Avon but with the name “PowerGirls” and to sell contraceptives 

in such a way that the teenagers feel comfortable buying them. Moreover, 

PowerGirls also aims to empower the teenage girls through organizing parties 

and group activities which provide them with knowledge, confidence, and skills 

so that they can make informed reproductive health decisions which can protect 

them from unintended pregnancy.  

In the past, business models like Amway, Tupperware, or Avon were 

very successful in attracting people to come and sell as well as to buy the 

products. However, some aspects of this type of business model may not fit to 

Thai culture, which may not really help to solve the issue. Therefore, our team 

SSP4, Chulalongkorn University students in Bachelor of Science in Applied 

Chemistry (BSAC) International Program, Department of Chemistry, would like 

to help PSI reveal the potential of this PowerGirls business model to be used in 

Thailand. Additionally, we will help define a marketing strategy for the 

PowerGirls concept before PSI will consider launching the model. This project 

is done in order to fulfill the course Interactive Science and Social Science 

Project. 
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The aim of this project is to help PSI conduct marketing research and to 

test the business concept for social enterprise to address teenage pregnancy in 

Thailand. To achieve this goal, three objectives need to be accomplished. The 

first objective is to obtain demographic and psychographic data about teenage 

girls in order to identify teenage girls’ needs, which will then inform the 

marketing strategy for PowerGirls. The second objective is to determine the 

teenage girls’ interests in order to recommend appropriate and attractive 

products and activities for the PowerGirls club. The last objective is to test the 

concept of PowerGirls on both parents and teenage girls so that we can identify 

its potential to be successful in Thailand.   

After completing these objectives, we expect that some new concepts, 

ideas or angles might be found. Furthermore, possible strengths and weaknesses 

of the PowerGirls model will be identified. Finally, after gathering the data and 

analysis, the team will be able to make recommendations to enhance the 

PowerGirls concept, as well as to introduce ideas that could be included in the 

concept of PowerGirls. It is expected that this project will provide valuable 

insights that will be used to inform the development of the business model and 

concept of PowerGirls, which will be used to address teenage pregnancy in 

Thailand in a financially sustainable manner.  
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Chapter 2: Literature Review 

2.1) Current situation of teenage pregnancy in Thailand 

2.1.1) Overview and statistics report on teenage pregnancy in Thailand 

[9,10] 

Rapid increases in economic prosperity in Thailand in the past decades 

have contributed to an erosion of traditional cultural and religious values, which 

has in turn impacted the sexual behavior of teenagers, leading to an increase in 

teenage pregnancy rates. Like other developing nations, Thailand will 

eventually face serious social problems due to these unwanted pregnancies and 

any solution will require cooperation between the government and private 

institutions.  

The government has already initiated various short term and long terms 

plans to address this problem. These plans include the education system, public 

health infrastructure, legal channels, and encouraging social developments, 

while taking into account the prevalent religious beliefs. The key players are the 

Ministry of Education, the Ministry of Public Health, the Ministry of Social 

Development and Human Security, the Ministry of Justice and various private 

institutions.  

Official statistics from the Public Health Ministry on birth rates in 

Thailand during 2003-2013 shows that the overall birth rate is decreasing. 

However, the birth rate for teenage mothers is increasing by about 43% from 

2003-2013. In Southeast Asia, Thailand’s teenage pregnancy rate is the second 

highest following Laos. The statistics also show that out of every 1000 births in 

the country, 54 births are by mothers aged 15-19 years old. This adolescent 

birth rate is higher than the USA, and 10 times higher than Singapore. 

Furthermore, information given in the Journal of the Medical Association of 
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Thailand shows that, in 2010 there were approximately 80,000 adolescent 

pregnancies and about 14.4% of these were terminated by illegal abortion. 

Surveys carried out by the Ministry of Social Development and Human 

Security showed that there is a substantial increase in teenage pregnancy for 

girls of 15 years old or younger(from 0.13% in 1997 to 0.38% in 2008) and the 

rate is still increasing, in contrast with decrease in the birth rate in the general  

population. 

Figure 2.1: Percentage of pregnancies among mothers 15 years old and younger 

(1997 -2008)  

Source: Ministry of Social Development and Human Security 

According to the information from United Nations Population Fund 

(UNFPA), there are 11.7 percent of teenage mothers (6.4 per 1,000) teenage 

mothers who gave birth to a child that was at least their second child in 2012. 

The prevalence of adolescents experiencing repeated pregnancies shows a 

failure in the reproductive health services available to these mothers, 

particularly a lack of counselling warning women to use contraception 

immediately after the give birth to avoid another pregnancy. Thus, it is 

important to provide information and postnatal care to ensure that both the 

mothers and their partners to know about birth control and learn that they 

Percentage of newborn children from mothers under 15 years old 

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 
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should wait at least two years or until they turn 20 years old to have a second 

child. 

 Another cause of teenage pregnancy is sexual abuse. According to a 

survey on domestic violence and women’s health, 7% of girls were found to 

have experienced some form of sexual violence by the age of 15 years. 37.5% 

of the perpetrators of sexual violence were found to be strangers, followed by 

people known to the victim and the victim’s family (16%), relatives or people 

living in the same household (12%) and boyfriends (12.5%). 

The amount of newborn children from teenage girls under the age of 15 

has more than doubled in 12 years, from 1,465 children in 2000 to 3,725 

children in 2012. The birth ratio among teenage girls who are 10-14 year old 

was 1.78 per 1,000 in 2000, compared to 0.55 per 1,000 in the year 2012, 

meaning the ratio tripled in just 12 years.  Since 2000, Prachuap Khiri Khan, 

Rayong, Phetchaburi, Kanchanaburi, Saraburi, Samut Prakan and Phichit have 

the highest number of births to girls under the age of 15. These numbers are a 

cause for concern as Thai law stipulates 17 as the age of consent. In other 

words, the act that resulted in the pregnancy for every one of these cases in 

considered illegal.   

2.1.2) Abortion in Thailand [11] 

In Thailand, there is an abortion law under the provisions of the Thai 

Penal Code of 13 November 1956. Under the Code, medical abortions are 

commonly prohibited. Abortion is legal in Thailand only if the woman is under 

15 years of age, in cases of rape or incest, in order to save her life, or to 

maintain physical health. Anyone receiving an illegal abortion will be punished 

with up to twenty years in prison or a fine up to 40,000 baht, depending on the 

health outcome of the woman who underwent the abortion. Moreover, in the 
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religious views, abortion is considered a "sin" in the Theravada Buddhism, 

which is practiced by up to 95% of the Thai population. Despite this, there was 

a 16% increase in the number of women hospitalized due to complications from 

an abortion between 1994 and 2009, reported by the United Nations Population 

Fund (UNFPA) and Thailand's National and Economic and Social Development 

Board (NESDB) in 2011. There is still a plenty numbers of illegal abortion 

clinics in Bangkok. In 2010, Thai police found the remains of 2,000 fetuses on 

the grounds of a “Bangkok Buddhist Temple”, believed to come from those 

illegal abortion clinics.  In some rural areas of Thailand, self-trained 

practitioners perform illegal abortions within the first 12 weeks of pregnancy. 

Illegal abortions can also be performed in urban hospitals by using vacuum 

curettage. The most commonly used techniques are traditional massage abortion 

and uterine injection. This show that the illegal abortion in Thailand still exists 

and has not been eradicated by the law, which means that there are the places 

that allow the illegal abortion to take place further along in gestation as well.   

2.1.3) Obscure target reduction goal and solution for teenage pregnancy 

[12, 13] 

Thai culture is very conservative, and sex is rarely discussed.  Sexual 

education has been a part of the national school curriculum but the content is 

insufficient to result in a clear understanding of the process of reproduction and 

methods to avoid unwanted pregnancies. The Education Ministry limits the 

instruction on the subject only eight hours a year, which is not an enough time 

to allow the students to learn about sexual health, even though adult attitudes 

about sexual behavior may be softening. The topic of sex is for bidden for 

discussion by teachers, even though it is important to their students. They use 

the topic of biology in science class as the way to approach the topic of sex 
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rather than talking about the emotional issues involved. 

The consequences of unplanned pregnancy are often left out of classroom 

teaching and there is lack of legal recourse for Thai adolescents who find 

themselves facing an unplanned and unwanted pregnancy.

2.2) Problems and effects of teenage pregnancy in Thailand 

Teenage pregnancy is a social problem that faces 10% of teenage girls 

between the ages 15-19. The average age of sexual debut in Thailand is 16 years 

old, so many people in this age range are at risk of an unwanted pregnancy.  The 

problems of teenage pregnancy not only affect the mothers and their children, 

but also impact the general community. Adolescent pregnancy can have many 

consequences, which affect the teenage parents, their newborn children and the 

parents of the teenagers.  

2.2.1) End of education life 

Pregnancy is a major reason why adolescents drop out or are forced to 

leave school, as they need to support themselves financially [14]. Some students 

continue to live with their parents, or marry and live with their spouse, but Thai 

society frowns upon students who are involved in pregnancy or married while 

still pursuing their studies.  

Society feels that teenagers should be studying; it is not the right time for 

them to have a baby. Teen mothers tend to not graduate from school because of 

the responsibilities of pregnancy and parenthood and the pressures from society.  

A majority of them are not married, and they are more likely to raise their child 
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as a single parent because of the stress that their situation puts on their 

relationship with the child’s father. This issue forces the teenage mothers to 

choose either between their baby and school. Sometimes, other adults in the 

young parents’ lives take responsibility to take care of the babies, but this is 

unfortunately rare [15]. The humiliation and shame forces the majority of young 

mothers to leave school, which causes these teenagers to become adult earlier 

and fail to finish their education, making it difficult to find a good career. This 

leads to a significantly lower income and a lower standard of living. 

2.2.2) Abortion 

Teenage pregnancy can lead to an increase in the rate of abortions among 

teenage mothers due to the fact that pregnancy is usually unwanted and 

unplanned. Teenage pregnancy is considered shameful by most people in the 

society; therefore, they tend to go for abortion even though it is illegal in 

Thailand. 

According to the information from United Nations Population Fund 

(UNFPA), about half of the 300,000 - 400,000 abortions in Thailand each year 

are performed on adolescent mothers, estimated by The Planned Parenthood 

Association of Thailand.  Even if the mother decides to carry her pregnancy to 

term, the pregnancy will impact her educational and economic opportunities and 

potentially damage her health long-term.  There was an investigation on 

electronic factory workers whose age 15 to 24 in Pathumthani province which 

found that over 80% of both males and females who had sexual experience used 

contraception. However, it was reported that there is 9.2% rate of premarital 

pregnancy and 5.0% of them had terminated pregnancies by inducing abortion. 

Another case showed similar results.  A study among 966 male and female 

students at secondary, vocational and undergraduate levels in Chiang Mai found 
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that 4.15% of respondants had sought abortions. It was reported that the 

common factors cited by young parents about why they terminated their 

pregnancies were unwanted pregnancy, low economic status, rape and 

transmitted disease. 

2.2.3) Health issues and living conditions 

When adolescents get pregnant or have a baby, their basic rights become 

limited, including their right to health and education. It will also limit their 

economic, emotional and social status, possibly leading to extreme poverty.  

- Health and psychological concerns for teenage mothers 

Health risks and diminished standards of living are both linked to teenage 

pregnancy. Since teenagers’ bodies are not fully developed, there will be high 

health risks for both the mother and unborn baby. One issue that has an effect 

on a teenage mother is that when she becomes pregnant during the first five 

years of menstruation, she will likely retard her physical growth as well as slow 

down her mental and emotional development, because of the high secretion of 

the estrogen during pregnancy.  This spike in the hormone causes the bones’ 

epiphysis to close prematurely; hence, her height will generally be lower than 

her peers. Teenage mothers are also more prone to certain complications during 

their pregnancy.  For example, adolescent pregnancy is associated with an 

increased likelihood of anemia and high blood pressure, longer labor pains and 

premature delivery.  During the delivery process, there is higher death rate for 

both child and mother. The mortality rate of mothers whose age are 15-19 years 

is 2.5 times higher than that of the mothers whose ages are 20-24 years [16].  

Beyond the physical complications, pregnant teenagers tend to suffer 

from more mental health problems due to the fact that they are still not mature 

enough to think wisely and solve problems resulting from unintended 
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pregnancy. Moreover, some parents cannot accept the circumstance of their 

child having a baby at such an early age. There are also cases where pregnant 

teenagers are ignored or rejected by their family, which can become a very 

damaging to their mental and emotional health. These teenagers will worry 

about schooling and the financial burdens facing them. Thus, they may not be 

able to make suitable adjustments in their lives; they will become edgy, bad-

tempered, easily irritable, and prone to committing suicide [17]. Teenagers who 

have been sexually active might be affected by HIV or other sexually 

transmitted infections.   

 Psychological concerns from teenage pregnancy extend beyond simply 

bad-temper or moodiness. A high number of teenage mothers experience 

extreme anxiety and depression since they are not psychologically prepared for 

marriage, sex or pregnancy. Girls will experience twice the stigma- once for 

being sexually active, and again for becoming pregnant. As a result, societal 

pressures lead many teenage girls to terminate the pregnancy, even though the 

abortion is illegal and unsafe.  Most adolescents accept this risk to their health 

rather than face shame and humiliation. 

- Health concerns and abandonment of babies born from teenage mothers 

 Health problems related to adolescent pregnancy and childbirth are 

caused by both biological and environmental factors, which vary based on the 

behavioral, social and economic context of the mother. These problems may 

occur during pregnancy and after the birth, and have short, medium and long-

term effects. According to World Health Organization, research in 2009 found 

that newborn deaths are 50 percent higher among infants of adolescent mothers 

than among infants of mothers between the age of 20 and 29.  

There are also many health concerns that affect the infants specifically. Firstly, 

babies born from a teenage mother tend to be underweight, weak, and more 
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likely to die within a month of their birth. Additionally, such underweight 

babies are more likely to suffer from neurological problems such as mental 

retardation, cerebral palsy, blindness and deafness, or convulsions. Although 

such babies are able to develop and grow, they may be moody and their mental 

health may be compromised, since the parents, as teenagers, could not 

understand the nature of children and provide adequate care for their children.  

- Sexually transmitted infections/diseases 

Each year, over 10,000 new HIV/AIDS cases are reported in Thailand 

and the rate of sexually transmitted infections among teenagers at the age 15-24 

has continued to grow [16]. Even though the sexually transmitted diseases 

(STDs) are not directly caused by teenage pregnancy, it has to be admitted that 

the risky sexual behaviors that result in teenage pregnancy may also transmit 

STDs. Young girls usually have more risk of acquiring sexual transmitted 

diseases due to improper use of contraceptives and inadequate knowledge about 

their risks [18]. If the STDs are not treated properly, then infertility, pelvic 

inflammatory disease, ectopic pregnancy and cancer are more likely to occur, as 

well as low birth weight, premature deliveries and lifelong physical and 

neurological conditions for children born to parents with STDs. (World Health 

Organization 2009) 

2.2.4) Impact on family and society 

Pregnant adolescents are often pressured by their parents to get married 

and quit school because of the shame and anxiety brought on the parents 

(Suwansuntorn and Laeheem 2012) [20]. Adolescent couples are not physically 

or mentally ready to cope with problems in their daily lives as parents and child 

rearing. They usually lack maturity, experience, and financial security. They 

earn low incomes because of low education levels, which lead to financial 
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problems. The probability of a teen mother suffering stress and violence 

increases when her parents refuse to help or if the father of the child neglects 

her emotionally and financially. If the young mother moves in with her 

partner’s family where her in-laws blame her for the pregnancy, the 

psychological impact on the girl is likely to be even more destructive. If her 

partner is of similar age, he is probably still a student with insufficient income 

to cover living expenses, which will cause financial problems in the family as 

the couple becomes a burden to both sets of parents (Somkid Somsri, Bunnarat 

Kengkasikij et al. 2011). 

- Lack of parental skills leading to social problems 

 Many single adolescent mothers struggle with poverty, because raising a 

child is expensive and her earning capacity is limited because of her education 

level.  In many cases, these mothers turn to social welfare for support. Young 

mothers also may lack parenting skills, which will impact their child’s mental, 

emotional and social development. Sometimes, mothers may neglect their 

children or abandon them outright.  A neglected child is less likely to complete 

their education, and may experience social barriers and stigma as a result of 

their family situation.   

 

2.2.5) Impact on the economy 

 As of yet, there is no study in Thailand discussing the economic impact of 

adolescent pregnancy. The adolescent pregnancy rate in Thailand is the second 

highest in ASEAN, after Laos, Indonesia, the Philippines and Cambodia. The 

current high number of adolescent pregnancies in Thailand will likely affect its 

economic competitiveness, particularly as the country also faces a falling birth 

rate and an ageing population [19]. 
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 According to the World Bank report (A 2013 UNFPA State of World 

Population report on adolescent pregnancy cites), girls given bargaining power 

to delay pregnancy see increases in their social bargaining power, opportunities 

for higher education, economic bargaining power, and improves their access to 

higher income jobs. Thus, investing resources to empower girls is beneficial to 

the economy. Conversely, the costs of not investing in girls’ empowerment are 

high. 

 The “lifetime opportunity cost” related to adolescent pregnancy can lead 

to a serious negative economic impact. The opportunity cost is a measure of 

“what could have been” if only the additional investment had been made in 

girls. For example, if a girl can postpone her pregnancy until she is ready, she 

will be able to spend more time in education and thereby enhance her future 

opportunities, productivity and income, which will in turn benefit the country 

and increase national income [19]. 

 The World Bank study adds that the analysis underestimates the true cost 

of not investing in girls. The costs computed are only economic, and do not 

include the social costs. It also emphasizes that the study looks only at lost 

productivity in the labor market and so does not estimate costs incurred to 

women’s health, the possible implications for the child’s future productivity 

(studies show that children of adolescent mothers gain lower grades at school), 

and the financial burden to others of unwed adolescent mothers. The true costs – 

lower health status of the children of adolescents, lower life expectancy, lack of 

skills among pregnant dropouts, lack of social empowerment, and so forth – 

would increase the cost estimates many times over (Cunningham et al. 2008). 

 As the number of pregnant adolescents rises, the economic cost will take 

a greater toll on communities and the country. The costs include treating teens 

for complications caused by unsafe terminations, as well as other health 
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conditions related to adolescent pregnancy or childbirth such as low birth 

weight and delayed or disrupted child development. The economic effects of 

adolescent pregnancy can be divided into two major categories (Hoffman 

2006). The first category encompasses the effects on the pregnant adolescents 

and fathers, such as the opportunity cost from the lower amount of taxes the 

adolescent parents would be able contribute through their entire lives, and the 

cost of social welfare provided to them by the government. The second category 

encompasses effects on the children born to adolescent mothers, i.e. the costs of 

health treatment, social services and special education, and the cost of dealing 

with potential social problems when they grow up, such as law enforcement. 

The opportunity cost resulting from the lower amount of taxes paid is based on 

significant evidence that the adolescent pregnancy leads to fewer educational 

opportunities, career choices and lower income for parents. A lower education 

level for the mother or father means less educational opportunities for the child 

as well (Denise and Pol 1982). 

2.3) Causes of teenage pregnancy 

There are a variety of factors that lead to teenage pregnancy which 

include lack of education, practical sexual knowledge, access to contraception, 

peer pressure, parental influence, the effect of using alcohol and drug on sexual 

behavior, and economic factors.  

2.3.1) Lack of Education and practical sexual knowledge 

    Education is considered the most important factor decreasing the rate 

of teenage pregnancy. The study of Haque and Soonthorndhada in 2009 showed 
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the relationship between education level and the use of contraceptives. The 

teenagers with higher levels of education have higher rates of contraceptive 

usage than those with lower education levels. Teenage girls who are not in 

school are more likely to get pregnant than those who are still currently in 

school. Therefore, encouraging teenage girls to finish their compulsory 

education could be one way to decrease teenage pregnancy. Unfortunately, 

more and more students are dropping out of Thai schools every year. It also 

shows that the provinces with the largest number of students dropping out such 

as Prachuap Khiri Khan, Rayong and Samut Sakhon also had the highest rate of 

teenage pregnancy compared to the provinces with higher retention rates [21].

  

 The lack of knowledge about sex and contraception is an additional part 

of the rising number of teenage pregnancies. Teenagers who are uneducated 

about sex have a higher chance of unintended pregnancy than those who are 

educated. Even though most Thai teenagers receive sex education, many still 

lack correct knowledge and understanding of sexual intercourse due to limited 

sex education lessons and the lack of positive communication about sex [22]. 

The limitations are mainly due to the culture. Some teachers and parents who 

play an essential role in providing sex education have conservative attitudes and 

choose not to speak about sex, preferring to limit themselves to biological 

aspects instead [23]; hence, the knowledge that the teenagers have received is 

not practical in real life. Adults only tell the teenagers to not to have sex at 

young age and do not educate them on it or try to understand their children’s 

perspective. Practical knowledge such as how to use contraception is rarely 

taught because some adults fear that it will encourage more young people to 

engage in sexual activity.   
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2.3.2) Contraception in Thai society 

a.) Wrong attitudes and belief about contraception 

Incorrect information also contributes to the problem, leading to wrong 

attitudes and beliefs. Many teenagers held the mistaken belief that using‘birth 

control’ methods such as ejaculation outside the vagina, safe period calculation 

or having sex “just one time” was unlike to result in an unintended pregnancy 

therefore decided not to use sexual protection. [24]. There is also a group of 

teenagers who choose not to use contraception because they feel that it is 

uncomfortable and reduces their sexual pleasure. Moreover, some teenagers 

decided to use contraception but used it improperly [25]. This may result in 

contraceptive failure and unwanted pregnancy. Teenagers can also receive 

inaccurate knowledge about sex related topics from their friends or the media.    

According to the survey by Thai Health Promotion Foundation in 2011, a 

lot of teenagers prefer to use emergency contraceptive pills rather than 

condoms. They also expressed low levels of concern about their risk of being 

infected with STDs from unprotected sex. They do not take the “emergency” 

label of emergency contraceptives seriously, and use them as a primary form of 

birth control despite the potential health risks [26].  Another factor that causes 

unintended pregnancy is that the teenagers forgot to take oral or injected 

contraceptive and they do not think that they would end up having sex [24].  

b.) Gender role 

Males still have a dominant role in many area of Thai society, and they 

have power over many decisions. Men pressure their female partners to have 

sex, making it harder for them to avoid sexual activity or utilize contraception. 

A study by Khon Kaen University reveals that while boys do not like to use 

condoms, girls on the other hand are afraid to ask their partners for fear of 

separation or breaking up [27].  
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c.) Social stigma 

In Thailand, getting birth control pills, condoms and other contraceptive 

devices is not difficult, because they are available and sold in many stores, 

unlike a Catholic country like the Philippines. However, for Thai teenagers, 

buying such items means getting a bad reputation and facing social stigma [28] 

which prevents them from having safe sex. According to the study by United 

Population Fund (UNFPA), young people are being judge and made to feel 

defensive when they buy contraceptives, despite this being responsible behavior 

that should be commended. .  Most of them reported receiving ugly looks from 

the seller and that the seller was unhelpful and reluctant to sell to them. [29]. 

This made it hard for teenagers to get contraceptives because they were made to 

feel uncomfortable and intimidated. 

 

2.3.3) Peer pressure and teenagers’ trend in Thai society 

Peer pressure, environment, society and culture are also the factors that 

lead teenagers to have sex [30]. Since peers play an important role in the life of 

teenagers, peer pressure is an enormous factor in any decision. Therefore, peer 

pressure can influence teens in positive and negative ways. Examples of 

negative pressures include the pressure to become involved in alcohol, drinking, 

drugs, and sexual activity. If a teenager girl does not tend to follow their group 

of friends, she may not be able to get along with them. Hence, peer pressure is a 

very tough issue for teenagers to deal with when it comes to sexual activities. 

They might decide to have sex if their friends think it is cool.  

There is additional pressure around cultural events like Valentine’s Day, 

when teens believe that it is the day that they should express love and have sex 

with their partner [31].  Loy Krathong festival has the highest number of 

teenagers involved in sexual activity [32]. The findings above indicate that 
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sexual activity has depressively become trendy actions for the teenagers in the 

cultural days.  

 

2.3.4) Parental influence 

Parental influence is another factor that influences the likelihood of a 

teenager experiencing an unplanned pregnancy [33]. Teenage behavior can be 

generally predicted by looking at the type of family in which they grew up, 

because environment has an enormous impact on behavior. A teenager who has 

grown up in a loving family and has a good relationship with each family 

member is less likely to get pregnant than those who do not grow in such 

family. While the general family dynamic is important, parents have an 

especially critical role to play in their child’s sexual practices [34]. If there is a 

lack of closeness between parents and their children such as shared activities, 

parental presence in the home, and demonstration of caring, support, and 

concern, teenagers may feel more supported by their friends, and will turn to 

them for information and advice about sexual decision making, which can lead 

to misinformation and unintended pregnancy. Even if the relationship with the 

parent is close, if the parents choose to give no guidance about sexual behavior, 

teens may choose to engage is risky sexual behavior because they simply do not 

know better or do not fully comprehend the consequences of their choices.  By 

depriving young people of avenues to engage in meaningful, useful, 

comfortable discussions about sex, society is forcing them to make crucial 

decisions in total isolation, with dire outcomes On the other extreme, the overly 

strict and authoritarian monitoring of parents can also lead to a greater risk of 

teenage pregnancy, as these teenagers tend to become stressed from having such 

families and tend to become disobedient and ignorant.. Additionally, teenagers 

who have grown up in sexually, physically and emotionally abusive families are 
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more likely to become sexually active at a younger age, and not use 

contraceptives [35]. 

 

2.3.4) Alcohol and drug use 

Teenagers who use alcohol and drugs have a higher chance of having sex 

than their sober friends. Since many sexual activities usually begin with teenage 

drinking, some groups of teenagers do not intend to get involved in sexual 

activity but engage in risky behaviors after alcohol has lowered their inhibitions 

and impaired their judgement. The altered consciousness after drinking alcohol 

may result in unprotected sex and teens are more likely to take risks that they 

would not if they were sober. More than half of the teens in high school report 

drinking alcohol, a factor that is positively associated with being sexually 

active. [36]. In addition, teenagers have begun to spend free time attending 

organized parties in entertainment clubs. These entertainment clubs often are 

venues for illegal drug use. Legally, teenagers should not have access to these 

clubs, but using another’s ID to get into club is a common practice among 

teenagers. As a consequence, getting into these entertainment venues before 

legal age is easy for teenagers.  

 

2.3.6) Media [37] 

News media and other modern information technology have a strong 

influence on teenagers. Thai youths consume information more than 8 hours per 

day - approximately 3.1 hours from internet and 5.7 hours from television and 

only 59 minutes from reading. Time spent on Internet is six times greater than 

reading time. It is also found that for 40 most popular websites that are very 

easily accessible, 52.5% of them have inappropriate information related to sex, 
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and 17.5% contain obscene or sexually violent content. As for radio programs, 

only 1% of the programs are safe for young kids. Only 5% of the television 

programs in Thailand are for education. 

A survey undertook by the Media Monitor Project group showed that 

88% of the family prime time (16:00 – 22:00) contained soap operas containing 

inappropriate language, aggressive behaviors, and inappropriate sexual conduct 

leading to wrong sexual behaviors in teenagers as the result.  

2.3.7) First experience of sexual intercourse [38] 

Even though Thai people have been taught to abstain from sex before 

marriage, in the present day most Thais begin having sexual intercourse in their 

teens. There was a survey conducted by National Reproductive Health in 2009 

showed that more than 40 percent of Thai citizen age 15-24 years old had 

already had sex. The widespread engaging in sexual activity at a young age 

without correct and consistent use of contraceptives results in dangerous 

unplanned pregnancies. 

2.4) Preventions and solutions for teenage pregnancy 

It is hard to prohibit teenagers from having sex. Therefore, a better way to 

prevent unintended pregnancy is to provide them with full knowledge of 

preventions and solutions, which includes discussion of contraceptives, sexual 

education course, family planning services, community-based parent support 

program, and prevention of sexual harassment. 
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2.4.1) Sufficient and effective sexual education courses 

Society has been changing rapidly, and attitudes of people in different 

generation diverge. Currently, many Thai politicians and government officials 

realize that it is impossible to totally stop teenagers from having sex [39]. 

According to Culture Minister Vira Rojpojchanarat [23], what society should do 

is to educate them about relationships, reproductive health and safe sex. Not 

only do Thai adolescents need to be taught about sexual relationships, but also 

adults, especially those in charge of the country’s education and public health 

policies. Adults must be trained to abandon conservative, sex-shy attitudes first 

before they can prepare an up-to-date sex education curriculum and teach it 

effectively. The teaching method still should include both conservative and non-

conservative ways. Considering Thai culture, adolescents are still too young to 

engage sexual activity; hence it is better to delay their first sexual intercourse. 

However, at the same time, there is no need for parents or policy makers to 

shame teenagers who have sex. Adolescents should be given freedom to think, 

do what they want to do, and make their own informed decision with the 

support from adults at the back who understand the nature of adolescents and 

kindly give them advice to move forward in the right direction.  

 

One of teachers who altered here conservative views and teaches her 

students differently from others is a good example that change is possible. “Kru 

Nakorn” has taught sex education for more than 30 years in Suankularb 

wittayalai school. Kru Nakorn focuses on emotional aspects and understanding 

teenagers’ nature. She teaches her students using teenage slang [40], using a 

straight forward message to remind the student to think about the consequences 

before having sex. Moreover, rated “R” movies were used to explain the real 

situation to the students. There is also a practical test for students to use sexual 

contraceptives correctly. Above all, the main purpose of teaching sex education 

 
 

22 



is not to prevent sexual intercourse but to ensure the correct knowledge and 

understanding that true love does not only come from sex [41]. Kru Nakorn was 

praised for being an excellent teacher of the year on the teachers’ day 2015. 

 

2.4.2) Contraceptives 

 Another non-conservative way to prevent the adolescent pregnancy is to 

promote the proper knowledge and awareness of the contraceptive utilization. 

Contraception is one of the best solutions to prevent unintended pregnancy from 

sexual intercourse. There are many kinds of contraceptives, such as condom, 

birth-control pills, birth control patch, and contraceptive injections. People can 

choose their own contraceptive type that suits their life style. The most common 

contraception methods are condom and birth-control pill [38]. Condom is 

commonly used due to easy access and usage. With the proper use, condoms 

can prevent both unintended pregnancy and sexually transmitted diseases.  The 

contraceptive pill is also a commonly used contraceptive. With one pill taken 

daily at the same time, it can effectively prevent pregnancy, but many people 

forget to take it or use it in incorrect ways, which may lead to unintended 

pregnancy in teenagers and young adults. The important thing is to use 

contraceptives in the correct way to ensure pregnancy prevention. The proper 

usage of contraceptives are widely provided in many channels such as social 

networks, brochures, health magazines and also on the labels in the 

contraceptive's package. 

As mentioned in the last section, although contraceptives can be easily 

accessed in Thailand, Thai teenagers feel shame buying them due to the social 

stigma [28]. Furthermore, teenage girls in some area cannot access to 

contraceptives due to the expensive price. Hence, it is also very important to 
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make contraceptives easily accessible and affordable by everyone who needs 

them.  

2.4.3) Family planning services 

Family planning services have been established to support people of all 

ages, including men, in order to decrease the unintended birth rates across 

Thailand, but especially targeting pregnancy in adolescence. The scope of the 

services is expanding and becoming more available,  improving the overall 

health outcomes for infants, children, women, and families, although teenagers 

have still proved a difficult group to access.   

2.4.4) Community-based parent support programs 

There is now a large and compelling body of evidence indicating that 

community-based parental support programs operated in a family-centered 

manner increases parents’ sense of parenting confidence and competence [42]. 

Community-based programs work to enable families to build on their own 

strengths and capacities to promote the healthy development of children. While 

these programs come in different forms, they have a common goal of increasing 

the level of family functioning and reducing the involvement of child protective 

services and juvenile justice systems. Programs are embedded in their 

communities and contribute to the community-building process. The programs 

were funded by the Division of Social Services to operate in communities that 

have high rates of child protective service reports and/or foster care placements. 

A fundamental characteristic of community-based programs is that staff and 

families work together in relationships based on equality and respect. Programs 

make every effort to affirm and strengthen families' cultural and racial identities 
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and their ability to function in a multicultural society. Programs work with 

families to mobilize formal and informal resources to support family 

development, and advocate with families for services and systems that are fair, 

responsive, and accountable to the families served. Community-based programs 

model a strengths-based approach in all program activities, including planning, 

governance, and administration. Community-based parent support programs are 

based on the belief that when parents receive parenting support as well as other 

supports and resources, they are more likely to feel confident about themselves 

and their parenting abilities, and in turn interact with their children in 

responsive and supportive ways, enhancing the development of their children.  

 

2.4.5) Prevention strategies in other countries 

These countries are very different from Thailand in terms of economic, 

religious, and social make-up but that these strategies may still apply and be 

adapted to Thailand. 

2.4.5.1) Finland 

Finland has an extremely low birth rate. It has used the strategies of 

promoting comprehensive sexuality education program in schools [46]. This 

gives more knowledge about how unprotected sex can affect the teenagers, 

which includes the sexually transmitted diseases. One of the strategies Finland 

has used is without parental permission; teenagers can get free medical care, 

free condoms, and prescriptions for low-cost oral contraceptives and general 

advice at youth clinics. Also, boys have been educated for their responsibility in 

preventing pregnancy and to respect girls decision to not to have sexual activity. 

Furthermore Finland provides sexual related policies, including long-term 

services and interventions, which had form to meet local needs of young 

teenagers, especially high-risk groups, timely intervention such as a negative 
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pregnancy test from a clinic, and work in partnership with the community that 

aims at preventing teenage pregnancy with other services [47]. Thus, this 

prevents high rate of teenage pregnancy in Finland. 

2.4.5.2) Norway 

 Norway also has a low rate of teenage pregnancy compared to other 

European countries. Norway has developed strategies to prevent teenage 

pregnancy and solutions for young mothers who become pregnant. Norway has 

emphasized sex education in both the community and school.  Beyond 

education, Norway also provides youth development program for teenagers to 

participate in, which will help guide them through potentially difficult 

situations. Another way that Norway prevents teenage pregnancy is by 

promoting common contraception method like the daily contraception pill, 

injections, and male and female condoms. For the teenagers who are already 

pregnant, Norway has put in place a system of community support so that these 

parents can experience parenthood in a way that benefits themselves and their 

children.   Primarily, the teenage parents are provided with a suitable job so they 

can finance themselves and their child. Secondly, the teenage parents also 

receive counselling on parenting skills. Lastly, the government had developed 

initiatives to take charge on teenage pregnancy to be able to have the sufficient 

number of supporters [48] 

2.4.5.3) Sweden 

 Sweden has a law that prohibits sexual intercourse before the age of 15. 

The purpose of this law is to protect teenagers from sexual abuse. High 

percentages of teenagers are coerced into having intercourse, which can lead to 

pregnancy. According to the Swedish public research, more than 50% of 

Swedish teenagers have used contraceptive methods before they turn 16 years 

old. Approximately 75% of them reported using contraceptives for their first 
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intercourse and about 70% used contraceptives during their most recent 

intercourse. In addition to establishing important protective laws, the Swedish 

government has also prioritized education in schools about sexual and 

reproductive health, established a network of youth clinics and subsidized 

contraceptives for teenagers (Santow et al. 1999). The Youth Clinics (YC) are 

one of the ultimate methods to prevent teenage pregnant.  They were established 

in 1970 and piloted in a medium-sized town in the middle of Sweden. The YC 

offer various types of counseling and health services for free, understanding and 

recognizing the needs of the teenagers. Today there are approximately 200YCs 

in Sweden, providing services including midwives, nurses, social workers and 

physicians, linking several professional groups with the teenagers. 

In Sweden, where the service is generally free, a large network of youth 

clinics is staffed primarily by nurse-midwives to provide family planning 

services. Teenagers may access similar care in maternity clinics. Sweden 

provides a high level of training for staffs in family planning services, including 

during medical school. The staff is expected to have knowledge about youth, 

birth control and sexually transmitted diseases. On top of that, they should be 

able to give advice to the patients about prenatal care and be able to identify and 

treat maternal depression. The clinics are located near schools, where the clinic 

employees visit to instruct the staff and students. Field trips are arranged by 

schools to visit the clinics as well. Moreover, students can obtain condoms from 

schools. General practitioners are also available to give advice and provide 

contraceptives at a low cost to all ages. 

 

2.4.6) Government campaign in Thailand 

There was a campaign called “Just A Meal For Valentine’s Day” aiming 

to encourage teenage to share a meal together instead of having sex [23]. The 
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campaign educated teenagers about relationships, reproductive health, and safe 

sex. Also the “Women to Women” show on TV Channel 3 had organized a 

campaign to provide knowledge about sex and prevention of adolescent 

pregnancy through activities in 12 different schools [22]. 

 

2.4.7) Government responses to adolescent pregnancy in Thailand 

 Adolescent pregnancy is a dominant social issue in Thailand, with effects 

that spill over into every sector of society. Therefore, many ministries are taking 

responsibility to help address this problem. 

 The Ministry of Public Health came up with several strategies to 

coordinate with other agencies to help solve the adolescent pregnancy problem 

such as the municipal-level policy in 2012 called “Stepping toward 

Reproductive Health Municipal”.  Moreover, new regulations were set up for 

public health providers to be friendlier toward teenagers and encourage the use 

of contraceptives. 

 The Education Ministry also came up with many strategies to develop sex 

education in schools. Many activities and campaigns were established to 

address this problem by creating awareness, giving advice and providing sexual 

education, such as the “UP TO ME” media campaign in 2011, which educated 

teens about how to face risky sexual situations. 

 The Ministry of Social Development and Human Security also addressed 

adolescent pregnancy by creating teenage pregnancy prevention programs and 

tracking the effectiveness of information provided to teenagers. One successful 

campaign was called “No No… No Sex No Drugs No Violence”, which is a 

campaign that aims to solve adolescent pregnancy, sexual harassment and drug 

use in teenagers. 
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2.4.8) Empowering girls to prevent early pregnancy [49] 

Another solution for teenage pregnancy is enabling teenagers to make 

informed choices about pregnancy by eliminating the norm in their mind about 

gender inequalities. Through this solution, the teenage girls are empowered to 

change the attitude about themselves that they have the right to make the 

decisions about critical events in their life such like pregnancy or becoming a 

mother.  Those empowered girls who are not ready for pregnancy will perceive 

the need for contraception and feel that they are ‘allowed’ to use it. At the same 

time when the contraceptives are in needed, they should be easily accessible and 

affordable by the girls. There are five key dimensions of empowerment to 

increase the use of contraception among adolescents and reduce their fertility. 

1. Sociocultural: To empower girls to make their own reproductive

decisions, there is a need for fundamental sociocultural shifts; including

tackling the gender stereotypes that drive child marriage, dowry and

domestic violence.

2. Educational: Girls need an opportunity to be educated to become

independent, economically productive members of society. So that the

society sees the girls and women can be a lot more than just reproductive

capacities.

3. Interpersonal: Girls need to have strong interpersonal skills in order to

communicate with their partners and speak out their decision for their

own future.

4. Legal: Girls need to be protected by law and aware as well as understand

their legal right.

5. Practical: All adolescents, not just girls, need to gain practical

reproductive health knowledge which could be from school-based sex

education.  It is also very crucial to provide full access to family planning
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information and affordable contraception in the community to 

adolescents. 

 

2.4.9) Create awareness and involvement among men  

 Most of parents in Thailand tend to be accepting of premarital sexual 

activity from sons, but it is not acceptable behavior for a daughter [50]. There is 

more peer pressure on boys to be sexually active, and male Thai sexuality 

emphasizes the importance of performance and conquest. Ultimately, this 

translates to teenage girls being caught between the pressure from their parents 

to remain “pure” and pressures from their partner to “prove love”.   Therefore, it 

is also important to create awareness among adolescent boys to avoid violence 

and sexual harassment in the future. Boys should be educated in sexual 

education properly to create positive attitudes in sexual issues and prevent them 

from participating or facilitating unsafe sexual activity and improper use of 

contraceptives. Males should be educated to understand family planning and 

birth control so they feel a share in the responsibility to avoid pregnancy. 

 

 

2.5 Social perception of adolescent pregnancy 

2.5.1 Teacher’s perception 

Interviews reveal teachers’ perceptions of adolescent pregnancy. Some 

teachers have seen their students fall pregnant and view sexual activity among 

students as wrong and inappropriate. According to the United Nations 

Population Fund Thailand Country Office and the Office of the National 

Economic and Social Development Board (UNFPA), “teachers’ attitudes about 
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the issue are more punitive than supportive”[51].  Not many teachers and school 

administers accept their role in perpetuating the problem by not giving 

teenagers the right information and skills on how to prevent pregnancy.  Despite 

the legal mandate that sex education must be included in school curriculums, 

many schools do not provide any sort of programming, and most of what is 

available is of poor quality.  

The protocol for handling a pregnancy varies among schools. Some are 

willing to allow the mother to complete her studies, while other schools will 

suspend the mother or ask her to move to another school.  Even though some 

teachers see teenage pregnancy as a negative thing, they do not refuse to help 

their students because they feel it is important for the mother to complete her 

education so that she can support herself and her child. Teachers from one 

secondary school attested that when their students become pregnant, they try to 

encourage the other students to support and admire the mother for continuing 

her studies, rather than isolating and rejecting her. [51] The teachers use these 

situations as an opportunity to encourage their students to focus on their studies 

rather than on their relationships and to demonstrate the toll an unplanned 

pregnancy can take on the students’ future.  

Some teachers integrated sex education in their own subjects, such as 

biology, physical education, career guidance or health education because they 

recognized the significance of sex education. One secondary school in Bangkok 

states that they provide sex education that talks about sexual behavior, 

teenager’s self-control, unintended pregnancy and other modern concerns, as 

well as lessons about sex from a traditional Thai view [52].  

Some teachers even expressed that having sex before marriage is 

acceptable.  Many teachers realized that prohibiting children from having sex at 

young age is not a practical solution. Therefore, teaching students about family 
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planning and how to use condoms could be the better way to solve the issue. 

There is no debate that teenage pregnancy is extremely damaging and 

traumatizing for the mother, but many school administrators disagreed on the 

best solution.  Additionally, some schools organize campaigns and activities 

related to sexual issues and family planning, such as senior-junior mentoring 

activities, making short movie clips, and holding events that include stations for 

sharing sexual experiences and seeking support.  However, other schools are 

against open displays about love and sexuality in school.  

A number of teachers expressed a desire to have private chats with the 

students they perceived as at risk.  It can be difficult to identify students who are 

at risk because some of the more sexually experienced students are familiar with 

prevention techniques, while the more naïve students will not understand their 

risks and how to protect themselves.   

Teachers from both ordinary and vocational school claimed that some 

pregnant teens live with older relatives other than their parents [53].  Close, 

constant parenting is considered vital to child development in Thai culture, and 

school administrators theorized that some girls may have engaged in risky 

behavior because older relatives cannot provide appropriate guidance because of 

the generation gap, or the parents may work long hours and leave teens 

unsupervised in the evenings.  Some parents are unaware that their daughters 

are even in relationships.  Teachers also suspected that most of the teenagers get 

pregnant because they trust their partners who said that they would not get 

pregnant even without protection.  Simple sex education programs would have 

revealed this logical fallacy. 
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2.5.2 Teenagers’ perception 

Sex in teenage years is widely acceptable in some students’ opinion.  

Some also claim that it is natural despite acknowledging the risks associated 

with unprotected sex such as pregnancy and sexually transmitted infections. 

Boys think it is a physical aspect of romantic love and normal behavior for a 

couple when they are in a relationship (Siriporn Jirawatkul, Kritaya 

Sawaengcharoen et al 2013) [54]. In the girls’ view, it is an emotional aspect of 

a relationship that could create a tighter emotional bond with their male partners 

(Tangmunkongvorakul, Camichael et al 2011) [55]. Many studies suggest that 

some girls want to get pregnant because they think the baby could secure the 

relationship with their partner (Siriporn Jirawatkul, Kritaya Sawaengcharoen et 

al 2013) [56]. 

The results from a number of studies show that most of Thai teenagers 

view adolescent pregnancy as inappropriate because the girls are not ready to 

take care of their children, it destroys the girls’ future, and it is shameful and 

unacceptable in Thai society. The study from Muangpin, Tiansawad et al. 2010 

shows that most teenagers believe that premarital pregnancy will take away 

their self-esteem and teenage life by making them feel worthless, and will keep 

them from normal teenage activities because of their parental responsibilities 

[57]. Some students claim that teenagers have sex because they are curious and 

want to try new things.  

Even though some studies indicate that abortion is thought to be 

acceptable by 60% of respondent teenagers (Fengxue, Isaranurug et al. 2003), 

justifying it by saying that it is preferable to mothers who are not prepared for 

parenthood having children. Other teenagers did not approve of abortion as an 

option because it destroys morality in society and it is a sin [58]. The interviews 

also reveal that teenage pregnancy can also happen in teenagers at the top of 
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their class who are considered to be the best students. The respondent who 

reported this up said she was so shocked when she heard the news of her 

classmate who had chosen to end her pregnancy using abortion, and described 

this action as ‘evil’.  Som, one of the pregnant adolescents said that “being a 

teenage mother is better than being a teenager who opted for an abortion” [59]. 

Most of the pregnant adolescents think that it is not possible to stop teenagers 

from having sex at young age; therefore teaching them to have sex responsibly 

is the best solution to avoid unwanted pregnancy.  

 

2.5.3 Parents’ perceptions 

Studies performed in Thailand show that parents realize that teenage 

pregnancy is a major problem in Thai society and they would strongly 

disapprove of their daughters becoming pregnant or their sons impregnating 

someone. Some parents of pregnant daughters described feeling deeply ashamed 

(Nicaise, Tonguthai et al. 2000; Janhan 2008) [60]. Parents have anxiety that 

messages from the media about sexuality will negatively influence teenagers. 

They do not have time to closely supervise their children, and are unable to 

force their children to abstain from sex. For this reason, they instead encourage 

their children to be careful and to protect themselves against pregnancy and 

sexually transmitted diseases, especially HIV/AIDS (Rhucharoenpornpanich, 

Chamratrithirong et al. 2012) [61]. Moreover, they also say that parents may 

themselves be part of the problem, and parents should instead give advice and 

support to their children at every opportunity.  

 Parents also tend to hold different views about abortion. Some oppose it 

and see it as a sin and a danger to the mother’s health. Others think abortion 

may be a better solution for girls who do not have the ability to raise a child and 

it could prevent a child being born into an unhealthy environment in which the 
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child would be unwanted and suffer.  They view forcing a child into a life like 

this as a greater sin than abortion.  

2.5.4 Media perception 

Media has a great impact on society. There are many kinds of media that 

are easily accessible. A survey conducted in Nakorn Pathom province found 

that more high school students receive information about pregnancy and 

abortion from media rather than their parents.  

Thai media often presents teenage pregnancy negatively. The girls are often 

portrayed as bad or damaged if they fall pregnant, and even more negatively if 

they chose an abortion. The media fails to address any of the root causes of 

teenage pregnancy, and assigns blame (usually to the girls’ family for failing to 

raise her properly) rather than examining solutions. This creates even more 

pressure on teenage mothers, who are now bearing the stress of pregnancy as 

well as the pressure of exposing their family to criticism.  Some examples of 

negative headlines that criticize adolescent behavior are: “Heartless girl with a 

bad life has had 2 abortions”, “Baby left in taxi by mean teen mum” [62]. 

Aside from print media, there is one specific television show called 

“Hormones” that many Thai people watch, although it is targeted specifically at 

teenagers. The reason for its popularity is that it reflects the real lives of Thai 

teenagers very well, particularly in regard to sex in high school and teenage 

pregnancy. Some discussions about the series still concentrated on portrayal 

behavior of teenagers and places the blame on them, rather than examining the 

root cause of their behaviors such as the failure of parents, teachers, and health 

providers to empower the young to make responsible decisions. On the other 

hand, UNFPA sees the series as a reflection of changing attitudes among Thai 

adolescents about virginity and premarital sex.  Premarital sex is thought to be 
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acceptable and normal in modern society for most of teenage characters in the 

series, a view that mirrors the opinion of their teenage audience.  Sprite, one of 

the female characters, is an excellent example of engaging in safe sex.  One of 

the characters comments about her “If you want Sprite, use a bag”, referencing 

the fact that even though Sprite has sex with multiple partners, she always 

insists on using a condom.  

In the new generation, social media is one of the most popular modes of 

communication.  Young people spend hours on the Internet and using their 

smart phones.  Social media platforms like Pantip.com and Facebook post 

various stories about sexual issues. Since all the information and comments are 

from common users with their own opinion and advice about how to engage in 

safe sex, it provides less accurate and precise information on sexually related 

issues. Other than social networks, there are more evidences that social medias 

contribute wrong information about sexual issues.  

2.6 Business strategy 

After being able to learn about the components of teenage pregnancy, a 

business strategy that would reduce adolescent pregnancy problems could be 

developed specifically to solve this pregnancy issue. Therefore, PSI has came 

up with a new concept called ‘PowerGirls’, which utilize the business model of 

direct selling, and aim to target teenage girls, there will be a need to further 

study about PowerGirls and how to market products to teenagers as well as the 

business model of other successful pyramid and direct selling companies as case 

studies. 
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2.6.1 PowerGirls  

Research has shown that teenage girls feel uncomfortable and ashamed to 

seek contraceptives from pharmacies and healthcare professionals, and that sex 

education is extremely limited [63,64]. Therefore, Population Services 

International (PSI) in Thailand, a non-profit organization, has come up with a 

concept called ‘PowerGirls’, which aims to reduce the problem of teenage 

pregnancy by empowering teenage girls.  

 

2.6.1.1 Social enterprise  

According to PSI, a non-profit organization, PowerGirls will be a concept 

that addresses teenage pregnancy as a “social enterprise”. This term is quite 

broad, and definitions vary slightly. One meaning is stated by the Social 

Enterprise Council of Canada as “Social enterprises are businesses owned by 

nonprofit organizations, that are directly involved in the production and/or 

selling of goods and services for the blended purpose of generating income and 

achieving social, cultural, and/or environmental aims. Social enterprises are one 

more tool for non-profits to use to meet their mission to contribute to healthy 

communities [66].” Another meaning is stated by the Social Enterprise, UK, as 

“A social enterprise is a business that trades for a social and/or environmental 

purpose. It will have a clear sense of its ‘social mission’: which means it will 

know what difference it is trying to make, who it aims to help, and how it plans 

to do it. It will bring in most or all of its income through selling goods or 

services. And it will also have clear rules about what it does with its profits, 

reinvesting these to further the ‘social mission [67].”  
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2.6.1.2 PowerGirls Concept  

PowerGirls is a sustainable business model for social enterprise to 

address teenage pregnancy in Middle Income Country (MIC) such as Thailand. 

According to PSI, the reason behind developing PowerGirls is that MICs no 

longer have traditional donor support from the US, as they were once 

considered as the Low Income Countries (LICs), but have moved up in 

classification. However, despite the increase in economic status, health issues 

persist. PowerGirls club is also planned to be scalable through a social 

franchising approach just like Amway and Tupperware, but the club will 

measure its profits in terms of social good, as well as monetary profits.  

The concept of PowerGirls will attract its initial funding by reaching out 

to corporate social responsibility (CSR) partners who want to be associated with 

addressing teenage pregnancy by helping PSI in designing PowerGirls party 

activities related to teenagers’ interests. PSI has planned to attract teenage girls 

age 17-19 year old to become PowerGirls organizers who will arrange the 

activities, doing direct selling and persuading other girls to come and join the 

parties. During the party, teenage girls can have a chance to participate in 

discussions about puberty, pregnancy and their future dreams as well as receive 

referrals to doctors who have been sensitivity trained, or speak to a nurse who 

will be available at the event. The teenage girls will also obtain a free trial 

beauty package at the end of the party as a memorable gift.  

PowerGirls’ tagline is “Empowerment through parties”. Hence, 

PowerGirls concept will address teenage pregnancy through a party and event 

planning approach designed to economically and emotionally empower girls to 

make informed decisions about their futures and reproductive health decisions 

through discussions and activities that build self-esteem and foster a sense of 

social support.  
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PowerGirls club is set up for the purpose of reducing teenage pregnancy 

in Thailand by attracting teenage girls to join the club using a variety of 

techniques. The club will arrange interesting activities and have several useful 

products for girls, tailored to the teenage girls’ interests. PowerGirls will be 

associated with a network of pharmacies and health care professionals that have 

been trained to be sensitive to the need of adolescent girls. Thus, the club would 

be able to provide referrals to these safe locations to seek medical advice and 

serve as a reliable, confidential source of accurate and relevant information 

about family planning. PSI realizes that family planning and sexual issues are 

extremely sensitive subjects to discuss. Therefore, the PowerGirls concept is 

designed to mix these topics together with other activities that the girls would 

want to participate in order to de- stigmatize the subjects and create an 

environment that will encourage teenage girls to have fun and feel comfortable, 

safe, supported and free of judgment, so they are welcome to discuss about 

family planning, sexual and reproductive health, or any other areas in which 

they feel they lack support.  

The PowerGirls concept will ensure sustainability by having teenage girl 

organizers sell products directly to other teenage girls in order to create new 

revenue streams, as well as attract other girls to join the club. The organizers 

will not only earn money from direct selling, but also gain entrepreneurial skills 

to provide their peers with knowledge, confidence, skills and opportunities to 

protect themselves from the unintended pregnancy.  

 

2.6.2 Marketing to teenagers  

PowerGirls concept’s target customers are teenage girls aged 13-19 year 

old. There is a need to understand their behavior and what they prefer in order 

to increase sales and make the organization as sustainable and effective as 
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possible. There are many marketing strategies that can be used to attract teenage 

girls to buy the products of PowerGirls club. Moreover, before being able to sell 

the products in the most effective ways, it is necessary to study strategies that 

can gain teenager’s attention to buy the goods and merchandises of PowerGirls, 

and peak their interest in participating.  

2.6.2.1 Strategies to gain teenagers’ attention 

Marketing strategies used for selling products to adults might not work as 

well for teenagers. Therefore, different strategies must be identified and used to 

grab teenagers’ attention and attract them to spend both time and money in the 

PowerGirls club.  

According to research, most of the Generation Z teenager’s spending is 

on clothes, shoes, jewelry, sporting, equipment, entertainment, health and 

beauty aids, and food. These teenagers measure and perceive things based on 

their “coolness” and social capital [68]. This means that creating image 

awareness is a very important marketing strategy to sell products to teenagers. 

Teenagers prefer receiving email to paper catalog and they enjoy receiving 

email only if the topic or heading is eye catching [69]. They also prefer to be 

informed about their purchasing options and left to make their own choices, 

rather than being convinced to buy a certain product [69].  

The products that would attract them must have the properties of value, 

trendiness, safety and coolness [70]. Value in this case refers to a promise that 

the product will satisfy the user’s need, thus, if any product can provide value, 

the customers will keep coming back to the organization and serve as loyal 

customers. There are two types of value perceived by teenagers. Intrinsic value 

is a value from emotion that one has over an object and feel satisfied after 

40 



consuming them. Extrinsic value is a value from the function a product gives, 

customer satisfaction comes from the usage of a particular product usefulness 

and can satisfied the needs of the user. Thus, if any product can provide both 

intrinsic and extrinsic values, the customer will be sure to come back to the 

PowerGirls club. The design of products is also another great factor to attract 

teenagers to buy. From teenagers’ perspective, the products’ design must be 

good, easy to use and does not have age specific on them [71]. Avoiding age 

specific means that the products’ designs must not favor any age ranges but 

neutral to all users’ ages [71]. Teenagers have a limited income and spending 

power, so the price of products must be affordable to them and must 

demonstrate a good value for their investment.  

Peers also have a great impact on purchasing decisions of other teenagers. 

Teenage girls in particular tend to seek out products that they know their peers 

use. Many teenagers are considered “social media watchers”, meaning they are 

very likely to access social media sources everyday [70]. Facebook, the largest 

social media platform, can be used to attract teenagers to connect and engage 

with PowerGirls, and establish the organization as a source of entertainment 

[72]. On the Facebook page, PowerGirls can share videos, pictures, status 

updates, contests, requests for feedback, surveys and respond to questions and 

concerns of the customers. Feedback directly from the teens will provide 

PowerGirls with information about the customer’s preferences, needs, and 

wants. These can lead to new ideas for the organization to develop further [73] 

The organization must make advertising engaging and interesting in order to 

hold the teenagers attention. Content should be simple and clear, and provide 

ways for the girls to learn more if they are interested [73]. Continuously 

updating Facebook page with new, “cool” material to sustain interactions with 

the users is an important part of engaging with teenagers over social media [73].  
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Human instinct is drawn to exploration and seeking new things. Thus, 

anything that is new and attractive will gain the attention of teenagers. 

Teenagers always have their favorite singers in their hearts; thus, the team has 

learnt from the literature review that one strategy, which could create image 

awareness, are to provide tickets to the popular concerts as well as sponsored in 

the concert [74]. Another strategy gained from background research to create 

image awareness is to establish PowerGirls in websites where most teenagers 

usually visit and enjoy [74]. Thus, this will allow the PowerGirls logo to be 

easily seen by the teenagers. Research has shown that, in order to avoid the 

waste of time and money on the changing preferences and attitudes of teenagers, 

making a solid message for a concept with several different angles of 

perspective in what it is trying to advertise could be used [75]. This is to ensure 

that the products are more flexible to all teenagers and the online sources are 

still being aware by many teenagers and keep visiting the online sources of the 

concept as the teenagers’ interests are still within these sources [75].  

     According to research, developing a positioning statement that has an ability 

to show content visual as well as engaging to show what an inside look the club 

is like would be able to attract many people attentions [75]. As teenagers are 

always access to multi-screen and mobile sources, advertisement on these media 

would be able to easily catch the attention of teenagers [76]. Word of mouth is 

very influential among teenagers and it can automatically market the products of 

the company by spreading these words around [74]. From research, developing 

a long-run image is crucial to make any organization more trustful and 

believable to teenagers so that they can always keep coming back whenever 

they want to [74]. 
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2.6.3 Successful Pyramid and Direct Selling Business Model in Thailand  

PowerGirls is a concept that utilizes a pyramid structure and direct selling 

business model as one of the sources to earn revenue by having older teenage 

girls act as party organizers and sales representatives. However, since the 

concept is going to be first tested in Thailand, PSI should be aware of the 

perception of this business model in Thai society. A study has shown that, 

generally, Thai people do not like the direct sales model [77]. Thai people 

reported feeling pressured to purchase from a direct sales model, and then were 

unsatisfied with how long their product delivery was delayed, leading them to 

suspect that they are being exploited [77]. However, there are several companies 

utilizing pyramid and direct selling business models have been successful in 

Thailand. Today, for example, Amway and Giffarine have enjoyed great success 

in the Thai market and can serve as examples for the PowerGirls model.  

 

2.6.3.1 Amway  

Amway is one of the most successful companies in Thailand utilizing the 

business model of pyramid and direct selling. The company offers low startup 

costs and provides rewards to the organizers who sell the products and attract 

other people to serve as sales organizers, whom they sponsor to register with the 

company [78]. The organizers are able to earn income from retail profits, 

monthly performance bonuses, monthly and annual leadership bonuses, and 

other cash and business incentives based on their individual and group 

performance [78]. The company provides world-class business resources, such 

as customer support, business management, order management, and training and 

motivation support to the organizers [78]. There are two options for the training 

session: in-person or online. Both of them start from product-specific training, 

then move to business education, self-improvement training, and mentoring 
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programs to gradually produce professional organizers [78]. 

2.6.3.2 Giffarine 

Giffarine is also another good example to study for PowerGirls. The 

customers of Giffarine can register for a startup cost of 180 baht and become 

members of the company [79]. This is a lifetime membership and they will get a 

25% discount on any products they purchase in the company [79]. The members 

can share their feelings and experiences about the products of Giffarine with 

others, creating an expanding consumer network [79]. Giffarine members are 

able to generate a steady and sustainable income when the customers in their 

consumer network purchase the products continuously [79]. Giffarine offers 

high-quality products with affordable prices and has a clear and fair 

compensation plan for all members [79]. The company uses 360-degree 

marketing activities, which includes an extensive marketing plan, to reduce 

costs and make the working process easier for business partners, generate 

consumer awareness and provide faster and more effective services [79]. The 

members receive approximately 45% of the total sales from marketing margin, 

and also have time and financial freedom to manage themselves to become 

successful in growing their consumer network [79].  

In conclusion, this chapter is all about the components of teenage 

pregnancy and business strategies that could be useful for developing 

PowerGirls concept further. Therefore, after learning about this general 

information from literature review, the next chapter will be about the 

methodology that the team has collected the data, obtained in Bangkok, for PSI 

to further develop PowerGirls concept. 

44 



Chapter 3: Methodology 

The goal of this project was to conduct marketing research for a 

PowerGirls social enterprise to address teenage pregnancy in Bangkok. Our 

team conducted the research in various locations in Bangkok to find suitable 

marketing channels, products and activities for this social enterprise, and to 

reveal the teenage girls’ and parents’ opinion towards the PowerGirls business 

model concept in order to determine the potential of the concept to be used in 

Bangkok and inform any changes that will be made as project development 

continues. 

To accomplish the goal, we completed three objectives: 

Objective 1: To determine demographic and psychographic data of teenage girls 

in Bangkok. 

Objective2: To determine the teenage girls’ interests to recommend PSI the 

products and activities for PowerGirls club.  

Objective 3: To test PowerGirls concept to get feedback for improvement of the 

club 

Target group: The target group for this research is all kinds of teenage girls age 

13-16 and 17-19 year old. Teenage pregnancy tends to affect girls from low 

income families disproportionately [80].  However, it is a risk for all adolescent 

girls, irrespective of their socioeconomic class. The “good girls” who care 

greatly about their reputations or would never consider seeking information 

about reproductive health are at a greater risk to get pregnant because they never 

educated themselves about their risk.  If they are persuaded or pressured to have 

sex, they may lack the skills to negotiate sex and contraceptive use in a way that 

is comfortable and safe for them.  On the other hand, the “bad girls” usually 

 
 

45 



avoid pregnancy because they have had experience and have learned to protect 

themselves [81]. According to UNFPA 2013, it is impossible to determine 

exactly what types of risks bring about pregnancy because there are so many 

factors. Hence, those who are not considered “at risk” can end up falling 

pregnant [82]. Different groups of teenagers have different risk behavior and 

risk-reducing skills; hence, their reproductive health risks are also different [80].  

Therefore, it is better to focus on teenage girls broadly when addressing the 

importance of safe sex. PowerGirls aims to sell the products to all kinds of 

teenage girls in order to gain profits and ensure sustainability. Those low-

income teenage girls can attend the free activities in the PowerGirls club, while 

those medium to high income teenagers can enjoy buying products from 

PowerGirls club. Each club will be tailored to the girls who frequent it so that 

all attendees feel comfortable.  The attendees will be divided into two groups 

because of the degree of maturation that takes place during adolescence.  There 

will be some activities tailored for younger girls, and some will appeal to the 

more mature teens.  However, girls must be at least 17 to serve as PowerGirls 

party organizers.    

 

 

3.1) To determine demographic and psychographic data of 

teenage girls in Bangkok 

     In order to achieve this objective, semi-structured interview were conducted 

to gather demographic and psychographic data on teenage girls ages 13-16 and 

17-19 years old in Bangkok (see discussion guide in appendix A). The data 

gathered from this objective will be used to identify marketing channels and 

ensure that the club is accessible to the girls.  This objective gives us details 

about the teenage girls that are not apparent from any of the broader studies.  By 
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learning more about their daily routines, habits, and activities, PowerGirls can 

identify the traits that will make this club more likely to succeed.  For example, 

information about the girls’ general daily schedule will help dictate the times 

during which the club can meet. This approach is called “human/user centered 

design”, meaning that it is designed specifically to fit with the human users, in 

this case by studying and considering teenage girls’ behavior [83]. New, 

important topics or angles may be explored from this initial groundwork, which 

can used to make informed recommendations to PSI to direct future studies. 

Hence, this research is called exploratory research [84]. The next step will 

include analyzing the findings and exploring topics raised by the sample. This is 

called descriptive research [84]. 

The philosophy for achieving this objective is “interpretivism” which 

postulates that human behavior does not abide by rigid laws. We take the view 

that since human beings think and reflect, an approach using the scientific 

method is inappropriate for this particular study. Unlike objects in nature, 

human beings tend to change their behavior if they realize that they are being 

observed [85]. Therefore, in order to understand social actions, we have to delve 

into motivations and significance, which have a significant impact on human 

social behavior. Interpretivism is a suitable philosophy for this research because 

it involves small samples, in-depth investigations, and qualitative data [85].  

     Interpretive approaches rely heavily on naturalistic methods such as 

interviewing, observation and analysis of existing texts [85]. 

These methods ensure adequate dialogue between the researchers and the 

interviewees so that they can work collaboratively to construct an accurate 

summation of motivations, actions and overall experiences [85]. Hence, in this 

project, semi-structured interviews were utilized to gather the demographics and 

psychographics data of Thai teenage girls.  
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Demographics are the quantifiable characteristics or basic information of 

each person in a given population [87]. Demographic data explains “who” 

people are, and discrete attributes about them such as gender, age, ethnicity, 

location,etc [ 88].    

Psychographics helps marketers understand and influence the 

motivations for the things that people do. This area of research focuses on 

personality, values, opinions, attitudes, interests, and lifestyles [88]. Certain 

specific topics of demographics and psychographics data are listed in the table 

3.1. 

Demographics Psychographics 

Age Hobbies and interests 

Current location Daily life, school life, and lifestyle 

Hometown Personality 

Economic status Value 

Family and education background Habit 

Parents’ occupation background Thought 

Current relationship Other life aspects including  

happiness, unhappiness, worries or 

concern, insecurity, ambitious, 

inspiration, dream and career goal 

Table 3.1: Demographics and psychographics topics for semi-structured 

interview 

In this objective, the candidates were selected using convenience 

sampling, meaning an invitation was extended to teenage girls who were free 

and available for the interview, which took around 15 minutes to complete.   

Persuading teenage girls to complete the survey was a potential barrier as 

most Thai teenage girls have the tendency to be shy or afraid of unknown 
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people. Therefore, several strategies were applied to reduce this barrier. During 

the survey days, the team wore our Chulalongkorn University uniform. This 

was to ensure that the interview was performed professionally and looked 

reliable.  Introductions about ourselves, who we were, where we came from, 

why we were seeking interviews prior the interview was required to gain trust 

from the candidate. Moreover, during the survey, asking questions in a polite 

and respectful manner was crucial to gain informative and honest data. Lastly, 

providing an incentive such as candies and key chains after finishing the survey 

showed our appreciation for their participation. 

Semi-structured interviews were preferred because direct communication 

can be provided verbally and allowed us to exchange information and insights 

with the participants. There were both close-ended and open-ended questions in 

this interview. This type of interview has some structure to follow in order to 

gain answers for the specific topics and ensure a baseline of continuity among 

all responses. However, the interview also had some flexibility where the 

interviewers can ask the interviewee the questions that are not in the list to gain 

in-depth information, and establish more details that may not have been offered 

in the answer to the more direct question [89]. Probing, or asking follow-up 

questions when a response was not fully understood or answers were vague and 

ambiguous, was also encouraged in the interview [90].    This ensured that the 

answers were completed and relevant as possible given the time constraints. The 

target sample size of this objective was set to be 60 teenage girls, minimum, so 

that the girls could be stratified according to our identified criteria (family 

income level and age).  

     Because of the time limitations when conducting the study, interviews were 

conducted at specific locations that were known to be popular locations to spend 

free time for teenage girls.  Shopping malls are popular social venues in 

Bangkok because of the variety of activities available in the malls, and because 
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they allow an air-conditioned escape from hot Thai weather.  To ensure a wide 

variety of respondents, several different malls were selected as interview sites 

because each mall attracted girls of different backgrounds.  

District Location Types of stores/restaurants Expected 

family 

income level 

1.)Pathumwan - Siam Paragon 

- Central World 

- Siam Square 

- Platinum Mall 

- Samyan 

- high ends/interternational brands 

ex. Gucci, Chanel,  Hermès, 

Chloé ,  Burberry , Zara,  Louis 

Vuitton , Marc 

Jacobs, Prada,  Coach 

- local brands to high 

ends/interternational brands ex. 

B2S, Louis Vuitton, Powerbuy, 

Uniqlo, H&M 

- local shop and restaurant 

- local shop and restaurant 

- local shop and restaurant 

- middle-high 

- middle-high 

-low-high 

-low-high 

-low-high 

2.) Sathorn - Senafest 

- Charoennakorn 

- middle-high class franchise 

restaurant and market ex. KFC, 

Starbucks, Wine connection, Villa 

market 

-local shops and restaurant 

-middle-high 

-low-middle 

3.) Watthana - Major Ekkamai - local shops and franchise 

restaurants 

- low-middle 

4.) Suanluang - Seacon square -local shops to interternational 

brands ex. Season IT Market, 

Klongtom Seacon, Season Trendy 

Mall, Tops Supermarket, Thai 

Food Market, Makro Office 

- low-high 
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- Suan rod fai 

Center, Uniqlo 

- local shops and food carts 

 

- low-middle 

5.) Bangna - Central Bangna - local brands and international 

brands ex. B2S, I.T. City, Muji, 

Tops Supermarket, Uniqlo, H&M 

- middle-high 

6.) Bang khae - The Mall 

Bangkhae 

 

 

- The circle 

- local and international brand, 

franchise restaurant ex.  Playboy, 

Giordano,AIIZ, Starbucks, KFC 

- local and middle-high class 

franchise restaurant ex. Scoozi, 

Swensen, Miss Mamon, Wine 

connection, Starbucks, MK, 

Ootoya 

 

 

- low-high 

 

 

 

- middle-high 

7.) Lat Phroa - Major 

Ratchayothin 

 

- Central 

praramklao 

- local shops and franchise 

restaurant ex. Chester grill, KFC 

- local and international brands 

ex. B2S, Uniqlo, Office depot, 

PowerBuy, Tops Market, 

Robinson Department store 

- low-middle 

 

-middle-high 

8.) Khannayao - Fashion Island 

 

 

 

-Amorini 

- local and international brands 

ex. Home pro, SportWorlds, 

Major Cineplex, Big C market, 

Robinson department store 

,Giordano, Lee, H&M 

- franchise restaurant ex. 

McDonald, Fuji, MK 

- low-high 

 

 

 

-low-high 

 

Table 3.2 Survey locations [91] 
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Figure 3.1: Map with indicated survey locations [92]  

After all the required data was collected, the gathered data was analyzed 

using both qualitative and quantitative analysis.  The team categorized the data 

based on two factors: teenage girls’ family income level and their age, to then 

compare differences among the categories.  

 

 

3.2) To determine teenage girls’ interests to recommend PSI the 

products and activities for PowerGirls club 

In this objective, the teenage girls’ interests, particularly their preferences 

relating to products and activities, were the focus of the questions. The products 

sold in PowerGirls will not be only contraception but also other teenage-

friendly products that encourage the social enterprise to be financially 
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sustainable. The enjoyable activities will be used to attract the teenage girls to 

join the party, and messaging about empowerment and family planning will be 

integrated into these activities in a way that will make the subject feel 

approachable and comfortable.   

 In order to determine teenage girls’ interests, the team conducted a 

survey. We selected structured questionnaires in this objective so that the 

questionnaire was convenient and could be filled out quickly by respondents, 

yielding a large amount of data to analyze (see questionnaires form in appendix 

B). The questionnaire was concise and sensible so that the candidates were not 

bored to ensure that responses were sincere and the data was reliable. . The form 

of questionnaire was mostly delivered as a Likert scale to let the teenage girls 

rate the level of interests in each product and activities that could be offered by 

PowerGirls. 

The sampling method of this work was to pick teenage girls randomly 

from different locations as indicated in objective 1. The different locations 

usually had people from various economic backgrounds.  

This objective was fulfilled using quantitative research, and a larger 

sample size yields more statistically accurate results. However, considering the 

time limit for this project, the questionnaire was completed performed by only 

140 people could be achieved. This sample size may not be large enough to 

represent the target group in Bangkok, but the data can be used as a support and 

guide for the further investigation. 

Like objective 1, the information will be stratified by age and economic 

status for analysis.   
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3.3) To test PowerGirls concept to get feedback for improvement 

of the club 

The purpose of PowerGirls is to address teenage pregnancy through social 

enterprise with a business model similar to Amway, Tupperware, and Avon.  

The main idea of the PowerGirls concept is to empower girls through parties 

and events.  These events will be related to teenager’s interest but will also 

provide knowledge to make informed decisions about their future and 

reproductive health decisions.  Reproductive health impacts girls of all ages, 

and guidance will be provided on everything from a discussion on puberty, to 

pregnancy (and avoidance thereof) and their future dreams. 

According to PSI, the PowerGirls concept is a new concept that has never 

been used and still can be modified to better suit teenage girls in Thai culture. 

Therefore, the purpose of this concept testing is to qualitatively explore teenage 

girls’ and parents’ opinions about the concept, and gain new ideas that can be 

used to develop the concept further.   

In this objective, we followed an inductive approach, starting with 

interviews to collect data to look for patterns or generalizations, and then 

developed the general finding conclusion for concept improvement. 

 

 

 

 

 

Figure 3.2: Theory of inductive qualitative research [93] 

 
 

54 



In order to carry out the test, both teenage girls and their parents were 

interviewed (see discussion guide in appendix C), following the 

interpretive approaches explained in objective 1. Again, we politeness and 

professionalism were paramount to gain trust and obtain useful information.  

Before interviewing, the concept of PowerGirls was explained briefly.  

The explanation included: 

1. The goal of the project 

2. The name of organization that developed this idea 

3. The logo of the organization (PSI) and the PowerGirls logo 

4.  The tentative products that would be available for sale and activities 

provided by the social enterprise 

5. The discussion about puberty, pregnancy, and future as well as the advice 

and suggestion from well-trained medical professionals about family 

planning in the club.  

After brief explanation, the teenage girls and their parents were asked to 

respond as to what they liked or disliked about the concept, and to identify any 

perceived barriers to joining the club. Like objective1, the interview was semi-

structured to ensure continuity among responses. [90, 91].  

The teenage girls interviewed in this objective were the same set that had 

been interviewed in objective 1. Parents interviewees were interviewed about 

their views of PowerGirls concept and they were selected by using mixed 

random and convenience sampling again from different locations (as indicated 

in methodology objective 1) to obtain respondents with different economic 

status, age, and from the different school (for teenage girls) who were willing to 

answer the questions. Also, the sample size was set to be the same as objective 

1 which was around 60. 
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Again, after all the data has been collected, data was again divided by age 

and economic status of the respondents, and analyzed.    

3.4) Data analysis 

3.4.1) Quantitative analysis 

Quantitative analysis is an examination of measurable and verifiable data. 

At first, objective 1 was designed to gather qualitative data using semi-

structured interview, however, in the field work, we could only gather short 

answers from the respondents; therefore, the data in objective 1 was also 

analyzed quantitatively.  

Most of the data gathered for objective 1 and 2 is considered categorical 

because  can be categorized into distinct groups, such as weekday activities, 

weekend activities, concerns, types of products, types of activities and so on.  

However, the method of analysis for these two objectives is slightly different. 

In objective 1, descriptive frequency was used to describe the categorical 

data.  This analysis process included counting the number of observations in 

each category and expressing them as a percentage of the total sample size [94]. 

In objective 2, the data was described by its shopping avenue, which is a 

measure of the middle value for each variable such as the average level of 

interest in products and activities. The calculated location consequently allowed 

us to make a comparison between groups (among family income level groups or 

between age groups) [94]. 
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Categorical data may be displayed using either a pie chart or a bar graph. 

However, in some instances, pie charts were avoided because they become 

difficult to interpret when the number of available categories is more than five 

[95]. 

 

3.4.2) Content analysis for qualitative study [96, 97] 

 Data gathered in objective 3 was analyzed qualitatively using content 

analysis. Content analysis is a technique used to obtain cohesive results from a 

large amount of qualitative data. 

The first formal analytical step is documentation, which is the process of 

reconstructing the original comments, and feelings jotted down or text 

transcribing from the audiotapes recorded during an interview. These various 

contacts, interviews, written documents, and other records of the interaction 

must be saved and documented. The exact words used by the interviewee 

should be preserved to avoid speculation on the part of the researcher. 

Therefore, audio recordings are recommended rather than note taking during the 

interview.  

The second step is to identify the relevant themes and ideas within the 

transcribed data and make a label on words, phrases, or sentences with “codes”, 

then organize those codes into meaningful categories. 

The third step is to find the repetitive patterns of the codes which 

represent the patterns of actions and commonalities that are described in the 

data.  

The fourth analytical step is examining relationships between the 

demographics data and opinions of the interviewees.  
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The last step of quantitative analytical step is validating the gathered data. 

There are no set standards for evaluating the validity, or authenticity, of 

conclusions in a qualitative study, but the evidence and methods on which 

conclusions are based must be carefully considered nonetheless. Credible 

analysis should be a systematic and transparent process. It should avoid 

premature judgments from the perspective of the interviewer, and the influence 

of the interviewers’ assumptions and interpretations should be minimized.   A 

qualitative conclusion should also be assessed by our ability to provide a 

credible explanation for some aspect of social life. That explanation should 

capture group members’ knowledge of the social processes that were observed, 

not just the verbal statements about these processes. Tacit knowledge—“the 

largely unarticulated, contextual understanding that is often manifested in nods, 

silences, humor, and naughty nuances”—is reflected in participants’ actions as 

well as their words and in what they fail to state but none the less feel deeply 

and may even take for granted (Altheide & Johnson 1994:492–493). This is 

why the interviewer must be Thai because the interviewers will then have the 

tacit knowledge about Thai society that the interviewee may try to explain but 

fail to make it clear. 
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Chapter 4: Results & Analysis 

4.1 Objective 1: To determine the demographic and psychographic data of 

teenage girls in Bangkok  

 In order to arrange activities and provide products that would interest 

teenage girls, the demographics and psychographics of teenage girls in Bangkok 

were obtained by using a survey. The data was then analyzed using a method 

called descriptive frequency analysis.  The analyzed data will be used to 

determine the teenage girl's daily life, lifestyle, available time, interests in 

products and daily activities. This data can be used to support the marketing 

strategy for PowerGirls as Population Services International moves forward in 

developing the PowerGirls club social enterprise model.  

 

4.1.1 What is the demographic data of teenage girl interviewees? 

 This question aims to determine the demographic data of teenage girls in 

Bangkok which was used with the interviewees in a short and simple way.   

Definition:  

Demographic data is about basic information of a person such like name, age, 

living location and income. 

Psychographic data is about personality, opinion, attitude and life style. 

 The data was collected by interviewing teenage girls at several different 

locations around Bangkok. Then the interviewees were stratified by age 

according to the differences in maturity, life experience and knowledge. The 

younger group included girls between 13 and 16 years old. The older group was 

made up of respondents aged 17 to 19.   
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Another factor that is used to separate the interviewees into groups is 

economic status in order to see any differences between the groups, for instance, 

life style, interest, etc. The economic status is classified into four groups: 

• Low income    (family income less than 20,000 baht per month)

• Low medium  (family income between 20,001-50,000 baht per month)

• High medium  (family income between 50,001-100,000 baht per month)

• High income   (family income higher than 100,000 baht per month)

Data was obtained from interviewing 72 teenage girls, gathered from 

popular public locations all over Bangkok.  The interviews were conducted at 

Siam square, Siam Paragon, Central World, Seacon Square, Charoennakorn, 

Ekamai, Fashion Island and several other places. The data was not analyzed by 

the difference of teenage girls in different locations due to the small sample 

size. The age range of interviewees was 13-19 years old with the average age is 

16 years old. Their monthly allowance ranged from 1,000-10,000 baht with an 

average monthly allowance of 3,507 baht. For the economic classification, 14 

interviewees were classified as low income, 17 girls as low medium, 24 

respondents as high-medium and 17 interviewees as high income (Figure 4.1.1). 

 

 

Figure 4.1.1: Interviewees economic status 

Low income = Family income < 20,000 Baht/month 

Low Medium = Family income 20,001 – 50,000 Baht/month 
High Medium = Family income 50,001 – 100,000 Baht/month 
High income = Family income > 100,000 Baht/month 
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The interviewees were also asked about their education levels. Education 

level was divided into 4 categories:  

• Middle school

• High school

• Vocational school

• University

50 of interviewees currently study in high school which was the majority. 

The results are displayed in figure 4.1.2 below. 

Figure 4.1.2: Interviewees education level 
Finally, the types of school that interviewees attend were obtained. Those 

schools are separated into 6 categories: 

• Vocational school

• International school

• Private school with both genders of students (co-education)

• Private all girl school

• Public school with both genders of students (co-education)

• Public girl school

• The results are shown in figure 4.1.3.
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Figure 4.1.3: Type of interviewee's school 

From the obtained data, 31 interviewees are from public school (co-ed), 

13 interviewees are from private school, 10 interviewees are from public girls-

only schools, 8 interviewees are from private girls-only school, 7 interviewees 

are from international schools and 3 of interviewees are from vocational 

schools.  

4.1.2 What is the psychographic data of representative teenage girls? 

The psychographic data of teenage girls in Bangkok was also recorded 

during the same interview.   

In order to identify when the teenage girls have free time in their average 

day, their psychographic data, including their weekday and weekend activities 

needed to be better understood. The result from interviewing teenage girls 

around Bangkok indicates some differences in psychographic data between age 

groups and among different economic statuses. On weekdays, the average wake 

up time of teenage girl is at around 6.00 AM and their average school day starts 

at 8.00 AM and is dismissed at 3.30 PM. 
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Figure 4.1.4: Teenage girl transportations way to school 

Figure 4.1.4 displays the mode of transportation most teenage girls use to 

arrive at school. The two most common ways those teenage girls in Bangkok 

commute to school are via private car or bus, which indicated by 37 and 22 

interviewees respectively. The most popular and comfortable way to commute 

to school is via private car.  It is worth noting that all the low-income girls were 

excluded from this mode of transportation because it is very expensive to own a 

car in Bangkok.  The second most indicated mode of transportation is via bus.  

Half of the girls (11 respondents) who indicated “bus” as their transportation 

came from the low-income economic class, while only 2 of the bus takers were 

classified as “high-income”.  This example is illustrative of how economic 

status can strongly dictate a teenage girl’s daily experiences.   

Figure 4.1.5: Weekday activities of teenage girls classified by economic status 
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Figure 4.1.6: Weekday activities of teenage girls classified by age 

Figure 4.1.5 and 4.1.6 display the weekday afterschool activities of the 

teenage girls by economic class (Figure 4.1.5) and age (Figure 4.1.6). Each 

interviewee was allowed to indicate up to three activities, so the total amount of 

activities is higher than the number of interviewees. The most popular activities 

are tutoring (having extra studying classes outside of school), doing homework 

and reading.  Most Thai parents, especially in Bangkok, expect their children to 

receive high grades in school, which explains why the most popular activities 

are linked to education and academic achievement. Beyond educational 

activities, the next three most popular activities were shopping, hanging out 

with friends, and watching movies or TV series. These are the activities that 

teenage girls engage in to relax and enjoy themselves after class.  Figure 4.1.5 

shows an interesting link between daily activities and economic class.  Despite 

tuition/tutoring being the most popular activity overall, not a single low-income 

girl indicated it as an activity.  It is inferred that low-income girls are excluded 

from tuition/tutoring because of the high cost. Moreover, figure 4.1.6 displays 

another interesting trend regarding tuition/tutoring- girls from the younger age 

group are much more likely to seek tutoring outside of school than the older 

girls.  This may be because of the pressure Thai students feel to be accepted to 
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an impressive university.  The older girls are already university age, and 

therefore not subject to this pressure.  

Figure 4.1.7: Weekend activities of teenage girls classified by economic status 

Figure 4.1.8: Weekend activities of teenage girls classified by age 

Figure 4.1.7 and 4.1.8 displays the weekend activities of teenage girls in 

Bangkok. From the chart, the most popular activity during weekend is tutoring, 

which shows how teenage girls in Bangkok put an enormous effort into 

studying. Moreover, there is still no teenage girl from low-income family 
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indicating that she is enrolled in tutoring outside of school. After tuition, the 

most popular weekend activity was watching movies or a TV series, doing 

homework, reading, hanging out with friends, shopping and listening to music, 

chosen 12, 11, 11, 9, 9 and 7 girls, respectively. Figure 4.1.7 and figure 4.1.5 

indicate that weekend activities do not differ much from weekday activities. 

Figure 4.1.8 shows that weekend activities are only slightly more focused on 

leisure than education.  On weekends, girls woke up at 8:00 am on average.  

Figure 4.1.9: Teenage girl's favorite activities classified by economic status 

Figure 4.1.10: Teenage girl's favorite activities classified by age group 
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Besides weekday and weekend activities, in order to arrange activities 

that the girls actually want to participate in, we asked the girls what they enjoy 

doing, rather than how they spend most of their time.  In figure 4.1.9, it is noted 

that no girls from the low or low-medium economic groups indicated shopping 

as a favorite activity likely because of their lack of a disposable income.  

Besides shopping, most girls enjoy the same activities regardless of their 

economic status. Figure 4.1.10 indicates some different life style between the 

different age groups. Teenage girls age between 13-16 tend to prefer activities 

that they can do at home such as reading, watching movie, or listening to music, 

while the older girls preferred shopping and hanging out with friends. The most 

popular preferred activity is reading, which includes all types of literature 

(comic, novel, magazine and etc.).  Although their weekday and weekend 

activities contain a lot of educational activities, no one indicated that they enjoy 

or prefer these activities. The wide variety of interests of Thai teenage girls is 

demonstrated by the many unique activities, which are not included in the chart, 

such as crocheting, comic cosplay and collecting models.  

Figure 4.1.11: Teenage girl favorite places classified by economic status 
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In order to arrange the activities in PowerGirls club in the proper 

location, it is necessary to understand where Thai teenage girls like to spend 

time. Figure 4.1.11 indicates no significant difference in indicated favorite place 

between the different economic and age groups. The most commonly indicated 

favorite places of teenage girls were shopping malls and southern Thailand, 

including Krabi and Phuket. Other favorite places included by the sea/on a 

beach, and northern Thailand, specifically Chiang Mai.   

Figure 4.1.12: Teenage girl's favorite discussion topic by economic status 

Figure 4.1.13: Teenage girl's favorite discussion topic by age group 
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According to figure 4.1.12 and 4.1.13, there is no significant difference 

regarding the girls’ favorite discussion topic among the different age groups and 

economic statuses.  In agreement with the most frequent daily activities, the 

most popular discussion topic among teenage girls is education, followed by a 

discussion of their love lives, any life problems they face, and then any other 

topics relating to daily life. Entertainment topics like movies, actors, fashion, or 

funny stories were shown to be less popular than more serious life topics.   

Figure 4.1.14: Teenage girl's concern or unhappy situation by economic status 

Figure 4.1.15: Teenage girl's concern or unhappy situation by age group 

According to figure 4.1.14 and 4.1.15, teenage girls of all ages and 

economic classes tend to have similar concerns and unhappy situations. The 
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most commonly cited concern among teenage girls is their education (this 

concern was also reflected in their daily activities and discussion topics).  The 

next most mentioned concern was relationship conflict, which could be between 

either family or friends. This data will help PSI: Thailand develop activities to 

support girls in areas where they feel vulnerable or unhappy.   

Figure 4.1.16: People, who teenage girl discuss the problem by economic status 

Figure 4.1.17: People, who teenage girl discuss the problem by age group 

Figure 4.1.16 and 4.1.17 indicates that teenage girls tend to discuss their 

problems with similar people in their lives, regardless of age or economic status. 

Most of teenage girls discuss their problem with friends, parents and family. 
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“Family” was defined as all other relatives, excluding mother and father. 

Teenagers tend to discuss problems with their friends because they can speak 

openly and their friends tend to hold similar worldviews.   

4.2 Objective 2: To determine teenage girls’ interests to recommend PSI the 

products and activities for PowerGirls club 

         The “PowerGirls” organization tries to provide certain products and 

activities that are attractive to most of the teenage girls. The social enterprise 

sells the products to be financial sustainable, while activities will be used to 

attract the teenage girls to come join the club.  These activities will also provide 

knowledge about sexual issues, and help empower teenage girls.  

In objective 2, 140 teenage girls completed the questionnaires. Since the 

difference between the high-middle and low-middle income groups was 

previously found to be insignificant, for this objective they were combined into 

just one middle income group for ease of analysis. There were 22 younger girls 

(13-16 years old) and 6 older girls (17-19 years old) from low income family, 

34 younger girls and 47 older girls from middle income family, and 15 younger 

girls and 16 older girls from high income family in Bangkok area to answer 

these following questions: 

What are the popular products and brand among teenage girls?        

What are the popular activities among teenage girls?               

What are the most embarrassing products that teenage girl feel 

uncomfortable to buy?       

What are the people who teenage girls feel more comfortable to buy the 

embarrassing products from? 
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4.2.1 Products and Brands of Products 

This part of results and analysis for objective 2 answers the question 

“What are the popular products and brands among teenage girls?” 

Products 

The data obtained from questionnaires was analyzed to find the average 

level of interest of teenage girls in each product. The levels of interest were 

rated from 1 to 5 as least interesting to the most interesting feeling toward the 

specific product. Similar to objective 1, the analysis of data is performed by 

using two factors to categorize and compare. First, teenage girls were separated 

into two groups classified by age ranges of 13-16 years old (younger teens) and 

17-19 years old (older teens).  Secondly, teenage girls were classified into the 

group of economic levels based on monthly income of teens’ parents: low 

income is earning less than 20,000 baht per month, 20,000-100,000 baht is 

medium income and more than 100,000 baht is high income. 

Figure 4.2.1: Level of Interest in Products of Teenage girls from Different 

Economic level 
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The chart in Figure 4.2.1 compares average level of interest in products 

among teenage girls from different income level family.  From the chart, the 

average levels of interest in all products of teenage girls from different income 

level family are very similar. The greatest difference (difference = 0.76) occurs 

in the level of interest in sunblock between middle income (level of interest in 

sunblock = 3.98) and low income groups (level of interest in sunblock = 3.21). 

Teenage girls from all income level groups show the higher interest in most of 

the hygiene and skin care products (shampoo, shower gel, panty liners, powder, 

sunblock, and acne cream) than cosmetics products (lipstick, mascara, eyeliners, 

eyebrow pencil, and BB cream). Every group also has the same top five 

products which are shampoo, shower gel, panty liners, powder, and sunblock 

where shampoo is rated to be the ‘most interested’ product by all the groups. 

Among cosmetics products, lipstick, perfume, oil remover film, eyebrow pencil, 

and make up remover are rated higher than BB-cream, eye liner, brush-on and 

mascara. Apparently, contraceptives are the product that has the lowest level of 

interest for all family income levels. However, the teenage girls could have been 

embarrassed to tell that they were interested in contraceptives. 
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Figure 4.2.2: Level of Interest in Products of Teenage girls age 13-16 and 17-19 

years 

  
 

The chart shown in Figure 4.2.2 compares the level of interest of teenage 

girls in different age groups. From the chart, the levels of interest in all products 

of the older girls appear to be higher than those of the younger girls. Again, 

teenage girls from both age groups have higher interest in most of the hygiene 

and skin care products (shampoo, shower gel, panty liners, powder, sunblock, 

and acne cream) than cosmetics products (lipstick, mascara, eyeliners, eyebrow 

pencil, and BB cream). The top five products in all age groups are again 

shampoo, shower gel, panty liners, powder, and sunblock where the most 

interesting product by both groups is still shampoo. Considering cosmetics 
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products, lipstick, perfume, oil remover film, eyebrow pencil, and make up 

remover are again rated higher than BB-cream, eye liner, brush-on and mascara. 

Contraceptives are still the lowest in both age ranges. 
 

Ranking and Branding 

In order to analyze the product rankings, the girls were asked to rank their 

three most favorite products on a scale of 1 to 3 (1 being the most desirable, 

earning a score of 3 points, and so forth).   The ranking of the products was 

analyzed based on the total points scored for each product. The product with the 

highest point value was considered to be the most desired by the teenage girls.  

In the table, the products are ranked from the most popular to the least popular 

based on their total score.  For certain products, the girls were also asked what 

specific brand they preferred.  In the right hand column, the brands are ranked 

according to the frequency (in parentheses) with which they were mentioned. 
 

Products Brand 

Stationary Pentel(44), Faber castel(16), Muji(8), My color(7), 

Lancer(6), Quantum(5), Rotring(5), Stabilo(5), Horse(4), 

Papermate(4), Tombow(3), Copic(2), Sanrio(2), 

Uniball(2), Clean Color(1), Colleen(1), Color pen(1), 

Cunversionta(1), Diary(1), Disney(1), DongA(1), 

Dr.Grip(1), Drama(1), Faster(1), Fizz(1), G'Soft(1), 

Macbook(1), Monami(1), Mono(1), Peppermate(1), 

Pilot(1), Reeves(1), Sakura(1), Speed Erase(1), ST(1), 

Staedtler(1), The dog(1) 

Powder Care(15), Baby Mind(6), Pond(4), Etude(3), Jhonson(2), 

Laura Mercier(2), Misteen(2), Shisedo(2), BB(1), 
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Cezanne(1), Essence(1), Lifeford(1) 

Shampoo/ 

conditioner/hair 

treatment 

Sunsilk(9), Clear(4), Dove(4), Tresemme(4), Essential(2), 

Pantene(2), rejoiz(2), BSC(1), Clinic(1), L'oreal(1), 

Olay(1) 

Sunblock Nivea(8), Bananaboat(2), Biore(1), Boots(1), Gaenier(1), 

KA(1), Lancome(1), Play(1), Shisedo(1), Skinfood(1), 

Vasaline(1) 

Acne cream/gel Cinda-M(5), Eucerin(1), Macarin(1), Wuttisuk(1), 

Pornkasem(1), Benzac(1), Acne(1) 

Lipstick IN2IT(2), Maybeline(2), Etude (1), Mac(1), 

Twelveplus(1),Revlon(1) 

FacialCream/seru

m/ 

moisturizer 

L'oreal(2), Garnier(2), Eucerin(2), Snail white(1), 

ZA(1),hadalabo(1) 

Shower gel Lux(4),Yves Rocher(2), Shokubutsu(1),Care(1), 

Marks&Spencer(1) 

Body Lotion Nivea(2), Baby Mild(2), Vasaline(1), Citra(1) 

Eyebrow pencil Bobbi Brown(2), Etude(2), Beauty buffet(1), anasia(1), 

Kate(1), Bsc(1) 

Soap Lux(3), Care(2), Parot gold(1), Wuttisuk(1), babymind(1), 

Toss(1) 

Eyeliner MacBerine(1), DollyWimk(1), Mistine(1), Chanel(1) 

Perfume Twelve plus(2), Chanel(1), Lancome(1), Burberry(1) 
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Brusher Nars(2), Mistine(1), majorica(1), Mac(1) 

Oil Remover Shiseido(1), Johnson(1), Fresh and dry(1), Gasby(1) 

BB Cream Ganier(1), Misaekyeon(1), Estee Lauder(1), Etude(1) 

Panty liner Laurier(2), Sofy(2) 

Mobile phone Apple(2), Wiko(1) 

Cosmetic Shiseido(1) 

Eye pallette Naked(2) 

Facial cleanser Garnier(1), Nivea(1), Acne-aid(1) 

Facial Foam Biore(1), Vichy(1) 

Lip balm Mayberline(2), Nivea(1), Beauty Buffet(1) 

Books CN(1) 

Contact lens dream color one(1), Bausch&Lome(1) 

Mascara Bobbi brown(1), Chanel(1), Lifeford(1) 

Cloth Animal house(1) 

Deo-spray/roll-on Oriental Princess(1), Adidas(1) 

Handkerchief Sanrio(1) 

Wax Gatsby(1) 

Cell phone Samsung(1) 

Concealer Mebeline(1), Skinfood(1) 
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Lip Gloss Lipice(1) 

Make up remover Oriental Princess(1) 

Toothpaste Colgate(1) 

Shoes Converse(1) 

Shirt H&M(1) 

Watch G-Shock(1) 

 

Table 4.2.1: Brand ranking 

 

 

4.2.2 Activities 

The process of analysis for the activities was the same as with the 

products. The data was analyzed to know the level of teenage girls’ interest in 

activity of PowerGirls concept by rating from 1 to 5, from least interesting to 

most interesting. Again, the average level of interest were compared in two 

dimensions/perspectives which are among three family income levels (low 

income, middle income, and high income) and between two age groups (13-16 

and 17-19 years old) in order to find the differences among the groups caused 

by these two factors. The low income was counted as receiving less than 20,000 

baht per month, middle income was between 20,000-100,000 baht and high 

income was more than 100,000 baht. 

         For the analysis based on age groups, the most interesting activities are 

listening to music, watching movie and series and eating for both groups of age. 

The levels of interest among these activities for both groups of age are quite 

similar. The second group of most interesting activities consists of badminton, 

swimming, singing, cooking and reading. Golf has the lowest level of interest 
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following by gun shooting. It appears that for both age groups have similar level 

of interest on most of activities except some activities such as make-up, haircut, 

nail painting and fitness which have a clearly difference that older teenage girl 

group has higher level of interest. 
 

 

Figure 4.2.3: Level of Interest in Different Activities of Teenage girls age 13-

16 and 17-19 Years Old 
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For the analysis based on economic levels, the most interesting activities 

are also listening to music, watching series or movie and eating. Golf is also the 

least interesting activity for all economic levels. Gun shooting is the 2nd least 

interesting activities but just for teenage girls who are from low and medium 

economic levels. Teenage girls from high income family appear to interest in 

gun shooting more than nail painting, spa, boxing, tennis and many else. There 

are some other activities that teenage girls from high income family are 

apparently more interested than girls from other economic groups which are 

fitness, boxing, go-kart and horse riding. Badminton and biking could gain the 

interest of teenage girls from low economic level more than other economic 

groups. 

Figure 4.2.4: Level of Interest in Different Activities of Teenage girls from 

Different Income level Family 

      

  

0

0.5

1

1.5

2

2.5

3

3.5

4

4.5

5

G
ol

f
G

un
 sh

oo
tin

g
Sp

a
R

oc
k 

cl
im

bi
ng

 (i
nd

oo
r)

Te
nn

is
B

ox
in

g
H

or
se

 ri
di

ng
G

o-
K

ar
t

D
ra

w
in

g
N

ai
l p

ai
nt

in
g

Y
og

a
D

an
ci

ng
Fi

na
nc

ia
l a

dv
ic

e
D

ra
w

in
g(

in
do

or
)

C
ar

ee
r a

dv
ic

e
M

ak
e 

up
Ic

e 
sk

at
in

g
Fi

tn
es

s
H

ai
r c

ut
Jo

gg
in

g 
an

d 
ru

nn
in

g
B

ik
in

g
B

ad
m

in
to

n
Sw

im
m

im
ng

Si
ng

in
g

C
oo

ki
ng

R
ea

di
ng

Ea
tin

g
W

at
ch

in
g 

m
ov

ie
s/

se
rie

s
Li

st
en

in
g 

to
 m

us
ic

L
ev

el
 o

f I
nt

er
es

t 

Types of Activities 

Low Income
Middle Income
High Income

 
 

80 



In conclusion, from overall age and economic levels, the most interesting 

activity is listening to music and the least interesting activity is golf. It appears 

that the older teenage girls from high economic level have more interest in 

overall activities. The data shows that that the different economic levels show 

different levels of interest in activities.  The age groups do not have such big 

differences in levels of interest except make-up; older teenage girls are 

interested in it more than younger teenage girls. 
  
 

4.2.3 Level of discomfort purchasing sensitive products  

The data gathered in this part of research in objective 2 addresses the 

research question: “What are the most embarrassing products that teenage girls 

feel uncomfortable to buy?” 

In order to identify the products that most teenage girls feel 

uncomfortable purchasing, the teenage girls were asked to rate nine tentative 

embarrassing products from 1 to 5, which 1 refers comfortable to buy and 5 is 

most uncomfortable to buy with. In the analysis, the data were divided by two 

factors which are age and income level. The teenage girls were divided by age 

into two groups with age ranges of 13-16 years old (younger teens) and 17-19 

years old (older teens) and by monthly family income level into 3 groups which 

are low income with monthly family income less than 20,000 baht per month, 

middle income with monthly family income 20,000-100,000 baht, and high 

income with monthly family income more than 100,000 baht. 
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Figure 4.2.5: The average discomfort level of the products from low, middle, 

and high income (5 for most uncomfortable) 
 

The chart in Figure 4.2.5 shows the average discomfort level for each 

product from low, middle and high level of incomes. The average discomfort 

levels of each product in different income level groups are similar. From each 

economic level, all the teenage girls ranked pregnancy test is the most 

uncomfortable product to buy followed by other contraceptive products; 

however, roll-on is the most comfortable product that they can purchase 

indicated by the discomfort level of around 1.5. Razor, Bra, and Panty liners are 

also rated in the comfortable zone with the discomfort level less than 2.5. 
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Figure 4.2.6: The average discomfort level for tentative embarrassing to 

purchase products of teenage girls age group 13 to 16 and 17 to 19 years old (5 

for most uncomfortable). 
 

The chart in Figure 4.2.6 illustrates the average level of discomfort to 

purchase from all income levels for age group 13 to 16 and 17 to 19. It shows 

clearly that two age groups gave similar discomfort level. Both of age groups 

answered pregnancy test is the most uncomfortable to purchase, followed by 

birth control pills, other contraceptive products, and condoms and so on. 

In summary, both charts indicate strongly that teenage girls in all age 

groups and income levels are very uncomfortable to purchase sexual related 

products. 
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4.2.4 Level of comfort purchasing contraceptives from different kinds of 

contraceptive providers 

The result for this part of research in objective 2 is the answer for the 

question “What are the people who teenage girls feel more comfortable to buy 

the contraceptive products from?” 

Our analysis will be useful for PSI when considering who would be 

suitable to approach teenage girls to sell contraceptives. Two factors are 

concerned here which are age and family income level. Hence, the data are 

divided by both factors to see the any differences. The teenage girls are 

separated into two age groups with the age range 13 to 16 and 17 to 19 and also 

into three family income levels. The same standards as other parts of research in 

objective 2 are used to categorize teenage girls by monthly family income level. 
 

In order to identify what kinds of the people teenage girls feel more 

comfortable buying embarrassing products from, the teenage girls were asked to 

rank the 12 types of people from 1 to 12, where 1 is defined as the least 

comfortable and 12 is most comfortable person whom they can buy 

contraceptive products from. 
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Figure 4.2.7: The average ranking of the people from low, middle, and high 

income (12 for most comfortable) 
 

The chart in Figure 4.2.7 shows the average ranking of each person from 

low, middle and high level of incomes. As the chart seen above, all the income 

levels show a similar comfort level for each kind of person. For the low-income 

level, they suggested that skilled doctor is the most comfortable person followed 

by skilled nurse; however, male friend is the most uncomfortable person to buy 

the contraceptive products from. The middle and high-income levels shows 

similar comfort level for almost every kind of people as the low-income level 

except that they are most comfortable with skilled nurse followed by skilled 

doctor. Overall, all income levels ranked skilled nurse, skilled doctors, and 

skilled pharmacist as the first group that they feel the most comfortable to buy 

with, followed by doctors, family doctor, pharmacist ,clinic nurse ,and school 

nurse as the second group, and the third group include all ordinary people which 

are older women, female friends, older men, and male friends. 
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Figure 4.2.8: The average ranking of people that teenage girls are comfortable 

to buy contraceptives products from (12 for most comfortable), Age group 13 to 

16 and 17 to 19 

The chart in Figure 4.2.8 shows the average level of comfort for types of 

people who the teenage girls buy the contraceptive products from, separated by 

age groups 13 to 16 and 17 to 19.  Both age groups again ranked those skilled 

medical professional (skilled doctors, skilled nurse, and skilled pharmacist) as 

the first three types of people that they feel comfortable buying. Also, both age 

groups listed male friend and older man as the two most uncomfortable people 

to buy contraceptive products from. 

There are some differences between the two age groups. Even though 

both age groups ranked skilled doctor, skilled nurse, and skilled pharmacist as 

the first groups of people they felt most comfortable buying from, the younger 

girls (13-16 years old) ranked skilled nurse as the most comfortable person 

followed by skilled doctor while the older girls (17-19 years old) ranked skill 

doctor as the most comfortable person followed by skilled nurse. The younger 
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teenage girls had a lot higher comfort level for buying contraceptive products 

from older woman than the older girls; hence the second most comfortable 

group of people for the younger girls includes not only the rest of medical 

professionals (doctor, family doctor, pharmacist, clinic nurse, and school nurse) 

but also the older woman. The younger girls also felt more comfortable to buy 

the products from the female friends than the older girls. 

 

 

4.3 Objective 3: To test PowerGirls concept to get feedback for improvement 

of the club 

For this part of data analysis, the total number of teenage girls and parents 

interviewed were 69 and 30 respectively. During the survey, some people did 

not give any comments, while others shared several comments. Therefore, the 

number classification is based on the number of people who provided a 

comment rather than the number of people who participated in the survey. The 

team stratified the teen participants into two groups by age (13-16 years old, and 

17-19 years old). Thus, the analysis of data will be based on these two age 

groups to identify the different collected comments and feedback. The following 

topics will be analyzed:  

1. Brand Association  

2. Logo  

3. General Feedback  

4. Product Recommendations  

5. Activity Recommendations  

6. Barriers  

7. Recommendations for the overall PowerGirls Concept  
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4.3.1 Brand Association  

Teenage Girls:  

In this part, the data analysis will be about the brand association of 

PowerGirls club. Brand association is how the audiences perceive PowerGirls 

and any thoughts, feelings, or images that link to the concept.   

For teenage girls aged 13-16, five interviewees said that the name 

“PowerGirls” indicated a strong and powerful girl, and could very well describe 

someone who gives strength and knowledge to teenage girls regarding sexual 

issues. Two girls agreed that they would feel shy when talking about family 

planning and contraception at the PowerGirls club. Two girls thought that the 

name “PowerGirls” sounded like “Powerpuff Girl” which is very childish, while 

others disagree and said it feels more like a strong girl instead. Four teenage 

girls felt that it is very important to learn about family planning, sexual issues 

and how to use contraception properly so that they can plan their futures, and 

therefore felt it was an appropriate topic for discussion in PowerGirls. One 

example of benefits that the girls mentioned is encouraging teenage girls to 

postpone sexual activity until a suitable age, which can help reduce teenage 

pregnancy in Thailand. They felt that a club dedicated to supporting and 

empowering girls would be able to successfully draw many teenage girls with 

different interests and personalities.  

Unlike the younger girls, approximately 61% of the young women aged 

17- 19, states that they do not feel shy when having a discussion about family 

planning and contraception because they feel that this knowledge is very useful 

to them, and avoiding pregnancy benefits society, so there is no shame in 

learning about it. However, two of the girls said that they would be embarrassed 

to discuss these topics. Approximately, 15 teenage girls interviewed think that 

PowerGirls club is good because it informs the customers about its concept and 

 
 

88 



provides necessary information to understand about the club thoroughly. A 

group of seven girls felt that the name “PowerGirls” is associated with girls’ 

power, and would describe a club that cares for girls, does things for girls, 

respects the girls, pays attention to their needs and empowers them to make 

healthy choices for themselves. They also felt that the club could be a good way 

to earn money, gain entrepreneurial skills, and seek out new leadership 

experiences. Since the PowerGirls club is for girls, they feel that they would be 

able to meet with and relate to someone who has faced the same problems as 

them.  

In conclusion, the two groups of girls do agree that the name 

“PowerGirls” indicates strong, powerful girls and has positive associations in 

the interviewees. However, teenage girls of both age ranges do not agree with 

each other about how comfortable they feel discussing family planning and 

contraception. The older teenage girls tend to understand the importance of 

sexual issues, and many of them said that they would not feel embarrassed if 

they were to discuss this topic, unlike the younger teenage girls.  

Parents:  

Parents agree that the PowerGirls concept could be very useful for 

teenage girls because it can give the girls guidance and teach them new skills in 

a comfortable, non-academic setting. During the interviews, the parents 

provided in- depth, creative feedback about the brand associations of 

PowerGirls.  

Three parents said that the PowerGirls concept seemed to be a club that 

organizes groups of girls who do activities together. They stated that the club 

could function as a supporting and empowering organization providing 

important knowledge and strength for these girls in their social lives. Three 

parents felt that our age range is an appropriate time for all teenage girls to learn 
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about sex-related issues because teenage pregnancy is currently a widespread, 

national issue. One mother stated that she believes the knowledge and guidance 

that the PowerGirls will present to the teenage girls would be a good tool in 

preventing and addressing teenage pregnancy. Another parent also mentioned 

that the name “PowerGirls” gave the impression of girls who have power and 

love. Lastly, one parent believes that joining PowerGirls club would be a good 

idea for the teenage girls because there would be a lot of fun activities, new 

friends and opportunities to learn and develop new skills.  

In conclusion, parents’ opinions about PowerGirls tend to be similar to 

the older teenage girls group in that they think that teenage pregnancy is 

widespread and needs to be resolved as soon as possible, and it is therefore 

appropriate to begin reaching out directly to girls to provide guidance about 

family planning and contraception.  

 

4.3.2 Logo  

Teenagers:  

In this section, the data analysis was conducted on the comments that 

respondents gave on the logo of the PowerGirls club. It included both positive 

and negative feedback from teenage girls during the interview.  

For teenage girls aged 13-16 approximately 23 teenage girls provided 

feedback on this. Of this group, ten girls gave positive feedback, and six girls 

said that the PowerGirls logo is very attractive because of its beautiful color and 

the “P” being a heart shape. One girl mentioned that the logo looks very cute 

and because it includes the symbol of love. For the negative feedbacks about the 

PowerGirls logo, approximately 12 out of 23 samples commented negatively 

and said they dislike it and did not see it as attractive because it looks too plain, 
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boring and ordinary. Two girls mentioned that the PowerGirls logo is too plain 

because it consists of only two colors, the colors do not really match each other, 

and the design is not creative enough to attract their attention. A pair of girls 

also said that the PowerGirls logo looks weird and confusing because the “P” is 

the only letter in a bright color. They suggested that the font style and the color 

of all letters should be changed.  

There were 20 interviewees aged 17-19 who gave feedbacks. The positive 

comments from six teenage girls referred to the logo as “cute”. Two girls like 

the PowerGirls logo because of the heart shape in the “P”. Five girls have 

indicated that the overall look of the logo is a good representative of a girl who 

is beginning to think like a woman, indicating power and safety, while also 

being creative. However, only six girls among the total number of girls who 

commented disliked the PowerGirls logo because it is boring and not attractive, 

saying that it was not beautiful enough to catch their attention. An interviewee 

thinks that the logo font style is incompatible overall and the color should 

change to light pink instead of bright pink.  

In conclusion, more than half of the younger teenage girls interviewed do 

not like the PowerGirls logo, while the older girls found it more attractive. The 

majority of the positive feedback described the logo as “cute”; while the major 

critiques were that the logo was boring and plain.  

Parents:  

For parents of teenage girls, the reaction was not significantly different 

than the findings from the teenage girls.  

Approximately 9 out of 26 parents said PowerGirls logo is very cute and 

attractive. A few parents gave different reasons for the cuteness of the logo. One 

said that it is good because of the simple and plain design; another said that 
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because of its pink color, which represents girls. Several said that it reminds 

them of “Powerpuff Girl”, which made them feel nostalgic for the cartoon they 

watched when they were younger. Two parents said that they like the heart 

shape of the “P” in the PowerGirls logo, and they thought the logo looked 

impressive. One thinks that this logo might become a new trend in Bangkok. 

One parent feels that the word “PowerGirls” is beautiful but the design of the 

logo is not attractive enough to gain her attention. Approximately half of the 

parents who gave feedback about the PowerGirls logo said that it is not 

attractive as the design is too plain, simple and ordinary. One suggested that the 

logo should be redesigned with more graphic details and the font size should be 

made thicker and denser. Another parent felt that the current PowerGirls logo 

does not deliver the true meaning and goal of the club, and to make logo more 

attractive, the color of all the letters should be changed into rainbow because 

this pattern represents hope and inspiration. Two of the interviewees also think 

that the logo does not look powerful enough to really deliver the true intention 

of the PowerGirls club. Other parents said they dislike the logo because it looks 

outdated and felt like a cartoon show, which would not catch their attention and 

interest if they were younger.  

In conclusion, the majority of both parents and the teenage girls had 

positive feedback about the PowerGirls logo, describing the logo is cute. 

Common negative feedback was that the logo was too plain, and would not 

catch their attention.  
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4.3.3 General Feedback  

Teenage Girls:  

In this section, the data analysis will be about teenage girls’ feedback, 

both positive and negative.  

For the teenage girls age 13-16, 42% of the interviewees who provided 

comments explained that PowerGirls club had a lot of interesting activities and 

products. Two girls out of 38 also mentioned that the club is a good place to 

meet new friends and spends time doing activities together, as well as exchange 

knowledge. Thirteen percent of the interviewees who provided comments said 

PowerGirls seems to be a good concept idea to help reduce teenage pregnancy, 

and 29% of the interviewees commented further that the club seemed 

informative for guiding teenagers through the decisions being made around 

sexual activity. Through the party, the girls will gain knowledge about family 

planning, which is very useful to protect against teenage pregnancy and some 

knowledge that the club provides could be useful to their daily lives. Another 

positive impression about PowerGirls mentioned by teenage girls was that the 

club aims to truly understand teenage girls’ needs and provides a free space for 

the girls to talk freely, and discuss all kinds of things free of judgment.  

Three girls out of 38 commented on the name of "Power Girls” that it is a 

good name for the brand. One of the teenage girls said that the name makes her 

think of girls full of power who help other girls.  

On the other hand, 18% of teenage girls are embarrassed to discuss 

family planning and contraception. One girl thought that it is not at the right age 

to learn about sexual issues. There was one interesting comment saying that the 

girl does not feel embarrassed to purchase these embarrassing products and so 

there is no need for an organization like PowerGirls at all. However, this 
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comment is just from one girl. Comparatively, 16% of the girls who provided 

comments said the club seems to be reliable, and the organization seems to be 

trustworthy place to purchase the products. Over a quarter of the girls (26%) do 

not trust direct selling, and would not be interested in buying products or 

becoming the organizers. One said she could not trust because she does not 

know how the products are made. Another said that direct selling is a fake 

system telling people that they can earn money from selling things; however, 

money needs to be paid in order to become the seller members. Another said 

that she would not have time freedom to choose what she wants if she has to 

buy products from direct sellers.  

Two teenagers expressed that it may be too early for young girls to use 

cosmetics, and said they themselves were not interested in cosmetics. Five 

teenage girls did not like the name of PowerGirls, various reasons were 

provided including, no creativity in branding , weird name (2), and not 

attractive (1), One girl has mentioned that PowerGirls needs to create a more 

serious name to make it look more trustworthy given its goal of addressing 

teenage pregnancy in Thailand. 

For teenage girls aged 17-19 years, 55% out of 31 interviewees agree 

with the younger teenage girls that they like PowerGirls providing variety of 

interesting products and attractive activities. Three girls liked the idea that the 

activities are available for free, as well as the possibility of free gifts, while 

another three were interested in gaining knowledge and experiences while 

meeting and getting to know new friends who have similar activities.  

There are many different comments on the PowerGirls name. One girl 

explained that she likes the name “PowerGirls” because it sounds like 

Powerpuff Girls, a popular cartoon. Another commented that it makes her feel 

like the girls have power and One girl mentioned that the name made her feel 
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safe because it is like a group of older girls who help other teenage girls in 

many things, and provides as a safe space for girls. Another girl said that it is 

worth the time to join PowerGirls because it provides good guidance that could 

build up confidence in girls and provides high quality products at affordable 

prices. However, one girl suggested that products were not good enough to 

catch their attention and lead her to purchase them. Four out of 31 teenage girls 

do not trust in the direct selling. One girl said she dislike direct sell because it is 

annoying.  

Even though, there were five girls out of 31 stating that entrepreneurial 

skills are very important and interesting to learn, two girls did not see 

entrepreneurial skill important, one girl even said the skill is not suitable for 

girls in this age.  

Twenty two percent of teenage girls said that they liked the idea of 

guidance about family planning because they see that it is good to plan ahead 

since the future is unstable. They believed their parents would support them 

learning about family planning, for it will be very useful in the future. Only one 

mentioned that family planning is too soon to be considered an issue for this age 

group.  

In conclusion, teenage girls of both age ranges like the idea of having a 

variety of activities and products to be in the club. However, the majority of 

both age ranges teenage girls agreed that they do not like the idea of the direct 

sales model. The older teenage girls are different from younger ones in seeing 

the importance of family planning knowledge.  

Parents:  

Thirty seven percent out of 32 interviewed parents mentioned that the 

PowerGirls concept and the idea of having a variety of activities was very 
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attractive and interesting. One parent commented that PowerGirls activities give 

teenagers a space to learn apart from their studies. Three parents out of the total 

of 32 expected that their daughters would be able to learn more about how to 

protect themselves and gain knowledge, skills, and experiences as well as 

understand more about reality of life outside of school.  

Although PowerGirls would provide a variety of girl products, the name 

of the brand still lacks power. Also, from parents’ perspective, idea of having 

make- up sessions and selling cosmetics in the club is not recommend for young 

girls, although it may catch the attention of older teenage girls. One parent 

mentioned that teenage girls are not at the suitable age to use cosmetics and 

brand name products.  

Four parents disliked the idea of direct selling because it seems like 

encouraging children to spend more money, and the pressure to sell and 

purchase may damage friendships. However, one parent said that she has no 

negative feedback or the direct sales model. She said that if the teenage girls 

were to do direct sales, they should do it smartly, to earn money as well as 

ensure that they do not irritate people. Thus, she would allow her daughter to be 

an organizer of PowerGirls club to gain leadership and other life skills. One 

parent mentioned that she agreed with the PowerGirls concept but still worried 

about her daughter joining the club. If possible, she would like to enter the club 

and watch her daughter during the activities.  

In conclusion, parents agreed with the teenage girls about approving of 

variety of activities to be in the PowerGirls club, but they disagree about the 

inclusion of cosmetics in the club and recommended removing them. Like the 

teenage girls, a significant number of parents did not like the idea of direct 

selling and thus, would not allow their daughters to buy the product from the 

club or become party organizers.  
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4.3.4 Product Recommendations  

Teenage Girls:  

There is variety of opinions from teenage girls toward the products to be 

sold in the PowerGirls club. However, 66% out of 74 girls interviewed thought 

that the listed products were inadequate and there should be more types of 

products available in the club.  

According to the analysis of results for 51 teenage girls age 13-16 year 

old, fashionable clothes appeared to be the most wanted product to add to the 

group of samples. Closely following was the demand for more cosmetics. Four 

girls suggested that PowerGirls should sell fashionable accessories and small 

gifts representing the club, which could serve to promote the club in another 

way. Other branded products are recommended to be sold in the PowerGirls 

club, suggested in equal frequency as the accessories. Three teenage girls 

suggested that, in the club, there should be food and snacks available because 

they think that if the club is open after school time, they would get their snacks 

at the club instead of at school to change the environment and make the 

PowerGirls club active and lively. Another three girls also recommended selling 

bags as part of the club because they stated that many girls would be interested 

in purchasing that item. Two girls suggested that books should also be available 

for sale in the club. The type of books could be fiction, non-fiction, or comics 

and storybooks. Other recommendations for products included shoes, sports 

gear, drawing instruments, and K-Pop handmade products.  

For teenage girls (17-19 year old), approximately 38% out of 23 girls 

interviewed appear to be interested in cosmetics and so they suggested that this 

product be available in the PowerGirls club. Three girls have recommended that 

there should be fashionable clothes available for sale in the club. Shoes, 

handbags, accessories, sports gear, stationary, diet pills and other branded 
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products were also recommended for sale in the club to ensure that PowerGirls 

can capture the interests, wants and needs of as many different girls as possible.  

In conclusion, the two age groups have a slight differences in the number 

of teenage girls who have chosen cosmetics, which appeared as the first and 

second highest recommended products for teenage girls, ages 13-16 and 17-19 

year old respectively.  

Parents:  

According to the data analysis, parents appear to have different opinions 

compared to the teenage girls. Unlike the majority of teenage girls interviewed, 

parents did not approve of the PowerGirls club selling cosmetics since they felt 

the customers are too young to put on make-up. Thus, parents suggested that 

there should be other products available for sale in the club instead of 

cosmetics.  

There are 13 parents who gave recommendations for product that should 

be in PowerGirls club and out of this, three parents have suggested that 

accessories and small gift representing PowerGirls should be in the club. 

Additionally, 17% of parents interviewed would like the club to put clothes, 

food and stationary on the list of available products. If the club will be 

providing various types of activities, the specific products associated with those 

activities (for instance, sport gadgets and drawing instruments) should also be 

available for sale in the club. Nowadays, electronic devices are being used 

widely among the group of teenage girls for both age ranges, so one parents 

suggested that IT equipment should be supplied in the club. Lastly, 

contraception should be provided because the concept of PowerGirls club is to 

support safe sex education and empower the girls to seek and use these 

products.  
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In conclusion, parents do not agree with the teens interviewed about the 

availability of cosmetics in the club, but they encouraged the club to sell 

accessories and gadgets, as well as contraceptive products.  

 

4.3.5 Activity Recommendations  

Teenage Girls:  

According to the provided activity list of PowerGirls club, most of the 

teenage girls of both ages seemed satisfied with the activities that we have 

suggested. There were approximately 36% out of 65 girls interviewed who gave 

suggestions for activities that PowerGirls could add to the club.  

For the younger teenage girls, there are 13 out of 33 teenage girls who 

gave comments and out of these, five suggested that PowerGirls club should be 

able to provide the girls with sports and fitness activities because they think that 

girls like to keep themselves fit and it is also good for their health. The rest of 

the suggestions for activities were recommended only a few times each: singing, 

dancing, accessory designing, drawing, weaving, cooking and playing games.  

For teenage girls aged 17-19 year, there are 10 out of 31 teenage girls 

who gave suggestions about the activities to be in the PowerGirls club, and 

these ideas came from only a small handful of individuals. The activities that 

they recommended were: sports and fitness activities, a spa session, make-up 

classes, fashion dressing guidance, cooking, dietary planning, business classes, 

meditation and activities that could help the society such as donations or 

community service.  

In conclusion, there are various kinds of activities that have been 

suggested to be in the PowerGirls club, showing the creativity and diverse 
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interests of teenage girls in Bangkok. However, these cannot be considered 

representative of every teenage girl in Bangkok because of the small sample 

size. Approximately 35% out of 65 girls who gave feedbacks suggested fitness 

and sports activities, showing how many teenage girls are concerned about their 

health and physical appearance, rather than simply applying makeup.  

Parents:  

Almost all parents thought that the list of activities was already adequate. 

Parents appeared to be very happy to let their daughters participate in fun 

activities and meet new friends while gaining the knowledge of sexual issues in 

order to prevent teenage pregnancy.  

In this part, there are 11 out of 23 parents who gave further 

recommendations for activities that should be in PowerGirls club. As parents, 

they were still worried about their daughters’ safety. Some parents opposed 

PowerGirls providing dangerous activities such as gun shooting and wall 

climbing. According to the survey, the activities grabbed the parents’ attention 

and generated interest in the PowerGirls club. Providing the knowledge of 

teenage pregnancy and sexual issues was also one of the factors that parents 

appreciated. Some parents suggested new ideas for activities that could be in the 

PowerGirls club, and the majority of the suggestions said that different kinds of 

sports should be available in the club to allow the teenage girls to enjoy 

themselves and have fun in a healthy way. One of the parents also suggested 

that occasionally, there should be a meet-up event with celebrities to promote 

the PowerGirls club, and that the club should host handcrafting and IT teaching 

session to ensure that the club can catch some attention of the girls with many 

different interests and promote the proper use of technology, which can be very 

useful in their future.  

In conclusion, parents will allow their daughters to join the PowerGirls 
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club without concern as long as it does not encourage activities that are seen as 

dangerous. They were receptive to the idea of providing knowledge about 

sexual issue and various kinds of activities in the club.  

 

4.3.6 Barriers  

Teenagers:  

This section analyzes the opinion of teenage girls to identify the barriers 

that they think will restrict them from joining the PowerGirls club for both age 

ranges (13-16 and 17-19 years old).  

For teenage girls aged 13-16, 7 out of 26 interviewees agreed that time 

conflict is the main barrier that may prevent them from joining the PowerGirls 

club. Most Thai teenage girls focus on studying and many of them take tutorial 

classes as soon as they finish their last class at school. They attend tutorial 

classes on both weekdays and weekends. Another main barrier that the girls 

identified is parental permission. The girls are very young and would not feel 

comfortable joining a club or engaging in an activity that their parents 

disapproved. Many younger girls were afraid of the potential social stigma and 

their perception by other people if they join a club that is associated with sexual 

behavior. Some girls also thought that this could be a waste of their limited time 

and pocket money. Four teenage girls said that they would join the club only if 

their friends joined. However, one girl said she would not join the club because 

she does not like to be around large groups of people. One girl thought that this 

club is only appropriate for the older girls, because the younger girls are not 

mature enough to be exposed to sex education. The girls suggested that 

information could be one of the barriers that prevent them from joining the 

PowerGirls club because they are unfamiliar with the club and would need time 
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to build trust and enthusiasm for the club. One last barrier that the younger girls 

mentioned is the location. Most of the girls lived outside of the city, and it is 

dangerous for them to travel alone to participate in the club activities.  

For teenage girls aged 17-19, 7 out of 17 respondents also identified time 

constraints as a barrier. Besides having tutorial classes on weekdays and 

weekends, some of them also must revise and prepare for the entrance 

examination and university applications. Another barrier that teenage girls of 

this age range raised is the lack of information. Like their younger cohorts, they 

want to know more about the PowerGirls club before joining and buying the 

products to ensure reliability and safety. Three girls though that parental 

permission was a potential barrier that may prevent them from joining the club. 

In order to join the PowerGirls club, they would need to be able to provide their 

parents with good reasons to join, reinforcing the need for information about the 

club.. One girl mentioned her own perceptions as a potential barrier because she 

is not concerned about family planning and contraception and would rather 

focus on the present-day.  

In conclusion, teenage girls of both age ranges agreed that time conflicts 

are the main potential barrier that may prevent them from joining the 

PowerGirls club. Parents’ permission and lack of information are other 

secondary potential barriers the girls identified.  

Parents:  

According to the data analysis of the parental survey, 45% out of 23 parents 

interviewed mentioned that time conflicts, lack of information, location 

conflicts and parents’ permission are the main potential barriers to club 

participation.  

Parents mentioned many interesting barriers that they think may prevent 
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their daughters’ participation in the PowerGirls club. One common barrier in 

Thailand was the parental attitude towards sex and sex education, which may 

make them unwilling to grant permission for their daughters to join. Another 

common parental priority is their daughters’ studies, which may mean that 

parents are unwilling to allow their daughter to participate in any other activity 

that could disrupt her focus on school. These views are more common with 

older parents. However, some of the younger parents have different attitudes 

towards sexual behavior and education. These parents would allow their 

daughters to join the club, but are concerned that they would have to persuade 

their daughters to participate because of the girls’ shy personalities. Some 

parents also described their daughters as lazy and potentially unwilling to join 

the club because of a lack of interest, the location, and the time commitment the 

club could require. Two parents cited their daughters’ personality as a potential 

barrier. Several of the girls were described as “introverted” and the parents felt 

that it was unlikely that their daughter would want to participate in a large social 

club with large groups of people.  

In conclusion, the parents generally agreed with the teenage girls on the 

main barriers to joining the club (time, information, location), but some of the 

older generation of parents expressed concerns about the content of the club’s 

education about sexual matters, and indicated that they would not allow their 

daughters to join the club. 

 

4.3.7 Recommendations  

Teenage Girls:  

During the survey, after the team explained the concept of PowerGirls 

club, many teenage girls provided recommendations and feedback that could be 
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used to improve the club further.  

For the younger age group, approximately 28% out of 16 teenage girls in 

this group suggested that PowerGirls should promote itself through the use of 

advertising and other marketing strategies to make the club become famous and 

well known in the area. Two teenage girls said that the name should be more 

serious because it is addressing a serious issue, rather than make it look girly. 

Also, they recommended that the organization should provide handsome boys 

as direct sales people and bodyguards in the club to attract more girls. It is 

worth noting that this is in direct conflict with the data that stated that girls feel 

the most uncomfortable buying sensitive products from male friends. One of the 

teenage girls mentioned that this might create the feeling of having a personal 

butler in the club that would serve the girls and protect them as if they were 

princesses. This might also provide emotional satisfaction and allow the girls 

experience being treated with respect, which can be one of the strategies used to 

empower them.  

One of the girls interviewed suggested that some activities inside the club 

may not be suitable for a certain age group; for example, make-up and 

cosmetics might not be suitable for the younger girls. PowerGirls should also 

set up an online shop that includes all the available products so that the girls can 

order any products from their locations and receive them when they visit the 

club. The organizers of PowerGirls should be good-looking, of both genders, 

and fully trained to professionally deliver the direct sales model specifically to 

teenagers. Besides that, the organizers must know have in depth knowledge of 

the PowerGirls club so that they can promote the club and encourage 

participation. The organization should also provide a formal letter from the 

PowerGirls organizers to each school to ensure the safety of the students that 

are attending the club. The club should also include ways to earn income 

beyond entrepreneurial skills. If PowerGirls was able to provide some sort of 
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career guidance or other relevant training, it may attract more girls. Lastly, 

PowerGirls should provide promotions to attract teenage girls and invite parents 

to join the club together with their children and enjoy the activities in the club 

together as a family.  

For the older teens (17-19 years old), approximately 23% out of 13 

teenage girls in this group suggested promoting PowerGirls widely using 

advertising so that the club becomes well known and its own brand in the area. 

Another suggestion was ensuring that PowerGirls has lot of products and 

activities available to allow girls with different personalities to freely choose 

what they like and prefer in the club. However, a teenage girl said that the 

PowerGirls should focus only selling contraceptives product, not all things that 

girls might be interested in. There should also be promotional items, like 

giveaways, for joining the club and to encourage them to keep coming back to 

join the party. One teenage girl suggested that the location for the party be in a 

place that is easy to access for many people in the area. In the party, there 

should be a celebrity to act as a role model to empower girls and encourage 

them to join the club. The organizer of the club should be an attractive female 

and have good communication skills in order to attract teenage girls to join the 

club willingly. One teenage girl suggested that there should be a teaching 

session about dietary plans to provide various kind of benefit that could be 

followed up. Lastly, PowerGirls should also arrange a business strategy classes 

to allow the participants to learn more about business and entrepreneurial skills 

that could be developed and used in the future.  

In conclusion, the two age groups agreed that the PowerGirls should 

promote itself through advertisements to attract teenage girls to join the club. 

The organizers of the club should be professional and have good 

communication skills and be able to provide accurate information of the 

PowerGirls club and explain the aim of this club clearly and thoroughly. From 
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recommendation analysis, the younger girls tend to be more worried about their 

safety when visiting the club while the older girls tended to be more worried 

about developing different useful skills from the club.  

Parents:  

In this section, the analysis will be on the parents’ recommendations for 

the PowerGirls club according to the data that the team has collected. 

Approximately 42% out of 22 parents who have daughter in the age range of 

13-19 year old suggested that PowerGirls should promote itself through 

advertisement so that the club becomes well known. One strategy that was 

suggested to the team about promoting the PowerGirls club is to arrange 

outdoor activities and events to gain attention of the people in the surrounding 

area. The area that has been suggested to hold the events and activities are at 

different schools or other areas that many teenage girls can safely access. 

Advertising strategies that the PowerGirls plan to use should avoid mentioning 

sex education to avoid the associated stigma and include celebrity 

endorsements. PowerGirls should be approved by the government and provide a 

formal letter from the organization to ensure safety of the teenage girls who will 

attend the party and the club should be willing to take any responsibility for any 

incidents that may happen at the events. Many parents were concerned about the 

clubs ability to take care of their daughters. PowerGirls should also carefully 

consider the time of day when they hold their events so the girls can get home 

safely.  

Another suggested recommendation from the parents is about the function of 

the PowerGirls club. The PowerGirls organizers should be very professional 

and have good communication skills and be able to explain the PowerGirls 

concept, while also being charismatic enough to persuade teenage girls to buy 

the products and join the club willingly. Within the club, female adults should 
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be given a proper training to guide the girls through education about teenage 

pregnancy and family planning, include educational materials for all genders 

(not only girls). Parents also expressed that power girls should focus more on 

family planning rather than selling cosmetics, arrange classes to teach about 

personality development and take measures to ensure that the girls can access 

contraception discreetly and anonymously within the club. Each session should 

take only a short amount of time so girls could participate in multiple activities 

during their visit. The club could also facilitate activities outside the club that 

everyone could partake in together, like community service events. Items in the 

club should also occasionally be offered at a discounted price as a promotion to 

encourage girls to join and participate.  

In conclusion, most parents interviewed want to know more about the 

PowerGirls and hope that it would advertise itself to become well known. The 

parents also expressed concern about the safety of the attendees of the club and 

suggested various ways in which PowerGirls could attract the attention of as 

many teenage girls as possible.  
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Chapter 5: Recommendations and 

Conclusion  

The recommendations are based on the analyzed results in the previous 

chapter. The data has been collected to achieve the goal of reducing the teenage 

pregnancy rate in Bangkok area. The obtained data is divided into three 

objectives. Objective 1 is about demographic and psychographic data of teenage 

girls. Objective 2 is about the interest of teenage girls toward the various types 

of activity and product. Moreover, this objective also determines teenage girl's 

embarrassing products and figure out who are the people that they feel 

comfortable to buy those products from. Objective 3 is about the feedback from 

teenage girls and also teens’ parents for the PowerGirls concept in qualitative 

detail. The obtained data has been analyzed to find the most suitable 

recommendations to enhance and inform the PowerGirls concept.  

 

 

5.1 Recommendations based on results from determining demo-

graphic and psychographic data of teenage girls  

 

1) Time schedule: Hold PowerGirls meetings on Friday afternoon, after 

school. 

 In order to attract teenage girls to join PowerGirls club, the organization 

needs to consider the most appropriate time of day for the club to be held. The 

time for PowerGirls club must be the time that most teenage girls are available 

and feel comfortable joining the club without any time conflict. The day of the 

week that PowerGirls club is held also effect the decisions of the teenager since 
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teenage girls already had many other commitments to fit in their free time, like 

homework and entrance exams. According to our survey, most of the teenage 

girls had class until 4.00 pm on the weekdays. Therefore, a possible time for 

PowerGirls club to be held on the weekday is 5.00 pm or later. If the 

PowerGirls club is held Monday-Thursday, the club must provide activities that 

can be completed quickly, so that girls are not travelling late at night and can 

still go to bed early to get enough sleep for school the next morning.  We 

suggest that Friday is the most suitable day for PowerGirls club to be held on 

weekdays. Teenage girls will feel more comfortable joining the club without 

worrying about school or homework that is due the next day. It is also 

recommended to hold meetings on weekdays rather than weekends so that girls 

can invite each other at school and all travel to the club together.  This can lead 

to a trend among teenagers of going to PowerGirls immediately after school, 

especially if they feel that they enjoy the club, rather than just viewing it as 

another place to study and learn. If meetings are held on the weekend, the time 

for PowerGirls club can be flexible because teenage girls have more free time, 

and therefore more time to participate in activities that take too much time to be 

scheduled on a weeknight.   

 

2) Place: Hold PowerGirls meetings near BTS/MRT and consider locations 

near popular tuition/tutoring centers.  

 The location where PowerGirls club held is another important factor that 

most teenage girl will consider before joining the club. The location should be 

easily accessible and be near places teenagers already like to hang out. Based 

on our survey, one of the most popular places teenagers spend time is at a 

shopping center. Siam is one of the most popular shopping centers because 

teens can eat, see movies, or attend tutoring classes in the vicinity.  Moreover, 

the priority way to travel to shopping center for teenage girls in Bangkok is by 

using BTS. Because BTS/MRT is consider as a first choice of transportation for 
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teenage girl at the age of 13-19 and also most parents would agree to let their 

child travel by BTS/MRT rather than using bus or taxi considering its safety. 

Therefore, we suggest that PowerGirls club should be held somewhere near 

BTS/MRT station in order for the teenage to easily join the club. The results 

from our survey suggest that most of the teenage girls take tuition classes, so it 

is a good idea to identify popular tutoring centers, and hold club meetings 

nearby. This way, the club also benefits from the passive advertising of girls 

mentioning PowerGirls to their companions at the tutoring center. 

 

3) Suggested Activities: Should provide tuition session or activity about 

education life. 

 Based on the results of our survey, Thai teenage girls put a lot of effort 

into their education. Education was ranked number one in the top conversation 

topics among teenage girls, and the top activity of teenage girls during weekday 

and weekends is also tuition. If there was a tuition session or activity about 

education life, such as university or faculty guidance, it would definitely 

capture the needs and wants of these teenage girls.  

 

4) Promotion Channel: Promote the club through tuition centers and media 

that can reach the teenagers. 

 Reading, watch movie/series, and listening to music is a top three ranked 

activities for teenage girls. Reading includes all type of reading materials such 

as comics, magazines, educational materials, and novels. It is a good idea to 

invite popular writers to join the party in order to attract teenage girls who are 

interested in reading and writing. In order to figure out the most effective 

promotion channel, it will be better to do more research on exactly what type of 

reading teenage girls are really interested in. PowerGirls can use this 

opportunity to promote itself through other kinds of media such as magazine, 

radio, and television. Since most girls spend some amount of timing driving in 
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a private car and also reported enjoying listening to music, it would be wise for 

the club to use radio channels to advertise. The club should advertise itself on 

channels for both young girls and their parents.  If a parent hears about the club 

and thinks it would have value for their daughter, they may encourage their 

daughter to attend.  Ruang Rao Chao Nee is the most popular channel that 

many people listen in the morning, and would be an ideal candidate to promote 

PowerGirls. Another way to promote PowerGirls club is to use popular tutoring 

center such as the Wunnasorn building as a marketing location. Furthermore, 

the PowerGirls club should partner with tutorial companys and provide some 

sort of promotion for tutoring classes in order to attract teenage girls to join 

PowerGirls club. 

 

 

5.2. Recommendation based on results from determining teenage 

girls’ interest 

  

Recommendation 1: We suggest that the products sold through PowerGirls 

focus on high quality hygiene products rather than cosmetics.  Based on the 

results from our survey, most of the teenage girls (aged 13-19) are not as 

interested in cosmetics as we initially expected.  Both the girls and their parents 

feel that they are too young to wear makeup, and the girls indicated a preference 

for hygiene products instead.  Teenage girls of all ages indicated a distinct 

preference for hygiene and skin care products such as shampoo, shower gel, 

powder, and sunblock. PSI should conduct further research to determine which 

brands of these products are the most popular, and sell these through the club.   
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Recommendation 2:  Make sure to provide trustworthy providers for sensitive 

products and medical advice. 

 Moreover, the result indicates that social stigma against buying 

contraceptives is one of the most significant barriers to access for Thai teenage 

girls.  From the survey, most teenage girls do not trust buying sensitive products 

from friends but prefer to buy them from health professionals who are trained  

specifically to shelter them from feeling stigmatized.  

 

Recommendation 3:  Package contraceptives in a cute, innovative way 

 Another way that successfully uses to address the embarrassment in buying 

family planning product in others countries is to redesign the packaging of the 

products [98]. Novel packaging that does not outwardly appear to 

contraceptives can attract teenager's attention and make them feel more 

comfortable to buy and carry them, which can also increase the demand for 

family planning products. 

 
Figure 5.1: Condom in cute packaging [98] 

 

 In order to avoid the embarrassment in buying contraceptives, the product 

should be sold online by reliable website to avoid face-to-face negotiation. 

Moreover, the parcel that uses to contain the product in the delivering process 

should be designed in the ways that does not appear to be contraceptives. 
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Recommendation 4:  Plan a wide variety of activities to reach many different 

teenage girls  

It is critical to keep the types of activities offered very diverse to make sure that 

girls of all ages, backgrounds, and economic standings are included and 

interested in participating. The result in this objective indicated that teenage 

girls across all categories are interested in listening to music, watching 

movie/series, eating, reading, cooking, singing, badminton, swimming and 

biking and PowerGirls should arrange activities related to their interest. 

Moreover, the psychographic data from objective1 also indicate these activities 

as teenage girl's favorite activities, which is the compatible with the data. 

 

 

5.3 Testing PowerGirls concept 

 

Recommendation based on results from testing PowerGirls concept. 

 After the data has been analyzed and separated into 7 categories (brand 

association, logo, general feedback, product recommendations, activity 

recommendations, barriers and recommendation for the PowerGirls concept), 

several recommendations with the potential to enhance the effectiveness of 

PowerGirls in Thailand became apparent.  

 

Brand association:  Keep the PowerGirls name and create PowerGirls official 

and reliable website. 

 For the brand association, teenage girls of all ages agreed that the name 

PowerGirls can represent being a strong and powerful girl. Thus, the suggestion 

is to keep the name of PowerGirls as an official social enterprise club. Older 
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teenage girls and parents agree that teenage pregnancy is a problem that needs 

to be solved as soon as possible.  They expressed feeling comfortable discussing 

sexual issues, which is in stark contrast to the views expressed by the younger 

cohort of girls.  Many interviewees also suggest that the club should advertise in 

association with Population Service International (PSI).  By educating the girls 

about the extent to which teenage pregnancy is an issue in Thailand, the girls 

will then feel a sense of interest and responsibility to Thai society, which will 

encourage them to participate.  Moreover, their parents will understand the 

teenage pregnancy problem as well, and support their child’s participation in the 

club. For the girls who still feel uncomfortable discussing family planning, the 

club should provide a PowerGirls website where teenage girls can gain reliable 

information about pregnancy prevention. PowerGirls should also employ well-

trained staff, who can give advice to the teenage girls and refer the girls to one 

of the skilled health care providers for further care and counseling if necessary.  

 

PowerGirls logo: Redesign the logo to be more attractive. 

 Although several people described the logo as “cute”, most of the 

respondents did not find the PowerGirls logo attractive in its current form. The 

logo was described as too boring and not very attractive due to its “plain” and 

“ordinary” design. One parent has suggested that rainbow of colors should be 

used to represent the hope and inspiration instead of using only bright pink and 

grey. Another parent also said that the logo does not represent the goal of 

PowerGirls well and should be changed to appear more powerful. Therefore, 

PowerGirls should reconsider changing the color and design of its logo to make 

it more attractive to its target group. 

 

 
 

114 



Recommendation from general feedback: PowerGirls should find other ways 

to be financial sustainable, such as selling product through convenience stores 

or online shop instead of direct selling. 

 From the general feedback about the PowerGirls club, many people said 

that they did not like direct sales model in general, especially employing 

teenage girls to serve as the salespeople. The organization should reconsider 

removing this system from the club and find a better way to attract teenage girls 

to join the club as organizers. One potential alternative is selling the products 

through the internet, because this channel would make teenagers feel more 

comfortable because purchases would be more anonymous. To execute this, the 

PowerGirls club should develop its own reliable and engaging website where 

teenage girls can discuss issues of concern and purchase products in an online 

shop. As most teenagers don’t have their own credit card to buy the products 

online, PowerGirls club should cooperate with the True Money card or Rabbit 

cards, which are popular cards that teens already use to make purchases online. 

Almost all the interviewees like the idea of having a wide variety of products 

and activities in the club for the convenience and enjoyment its members. Also, 

the older teenage girls’ feedback agrees with that of parents in regards to 

discussing family planning and reproductive health.  They agree that this is a 

good idea because something must be done to address the rising rate of teenage 

pregnancy in Thailand. Therefore, PowerGirls should keep these concepts in the 

club and consider promoting them because some girls may feel encouraged to 

participate in a club that is aiming to improve society.    
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Product: The club should provide clothes, books, accessories and gifts products 

instead of cosmetics. 

 For product recommendations about the PowerGirls club, many teenage 

girls in both age ranges suggested that cosmetics should be available for sale in 

the club. However, in younger set, more girls suggested selling fashionable 

clothes in the club.  Some girls suggested selling a variety of books in the club 

to entertain the bookworms, or including other miscellaneous accessories which 

girls could use in their daily lives. Most parents do not agree with having 

cosmetics available through the club because it is not suitable for the younger 

teenage girls to wear makeup. However, parents agree that accessories and gift 

products, like cute gadgets or dolls should be available in the club. Therefore, 

PowerGirls should reconsider putting cosmetics in PowerGirls club and provide 

small accessories and gadgets that would be useful in people daily lives instead. 

 

Activity: Arrange sport, fitness activities and has a certain places for meeting 

and doing short activities 

 For activity recommendations, many respondents supported the existing 

goal of providing a variety of activities, and recommended including many 

physical activities, citing the teenage girls’ love of staying healthy and fit. 

Moreover, objective 2 also indicated that swimming, badminton and biking are 

activities of interest for teenage girls. For parents, the majority suggested that 

there should not be any dangerous activities in the club as the teenage girls are 

too young to take care of themselves. However, many parents expressed support 

of the club serving as a resource for sex education. Therefore, PowerGirls 

should consider adding fitness and sports activities into the club and remove any 

activities that may be seen as “dangerous”.  
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Barrier: PowerGirls should arrange the activity at the time that best suits the 

girls. 

 Respondents agreed that the major potential barrier to participation in this 

club is the existing demand on the free time of many Thai teenagers. Many also 

said that parents’ permission and misunderstandings about the club may also 

discourage attendance. Many older parents may not grant permission for their 

daughter’s participation because of their concerns that access to sex education 

materials may encourage their daughters to engage in risky behaviors.  Research 

has shown that this fear is baseless, and that isolating girls from educational 

materials actually increases the probability of unplanned pregnancy and 

transmission of an STI.  PowerGirls should provide communication to parents 

on this subject so that they will actively support their daughter’s participation. 

In addition to planning activities during times of the day and week when the 

teenage girls are most likely to be free, the club should also communicate 

extensively with the community to build trust and establish legitimacy.  

 

Recommendation from teenage girls and parents: Should do more 

advertising to become famous and trustworthy. 

 Almost every interviewee mentioned the importance of advertising and 

establishing a national reputation for PowerGirls. Teenage girls also said that 

the organizers of PowerGirls club should be professional and have good 

communication skills in order to provide productive information to the 

attendees of the club. In contrast, younger teenage girls (13-16 year old) tend to 

be more concerned about their safety while the older teenage girls (17-19 year 

old) tend to be more worried about the skills they can develop as members of 

the club. Additionally, several respondents suggested collaborating with a 

celebrity, author or singer to act as a spokesperson for the club. Therefore, 

PowerGirls should consider advertising and public relations to promote itself in 
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order to be seen as trustworthy. It is also important to train the organizers to 

behave professionally and develop communication skills. PowerGirls must be 

able to ensure that participants are going to be safe as they participate in the 

club, and should strive to provide members with valuable life skills.  

 

Recommendation from our team: 

 After our team has finished collecting and analyzing all the data, we also 

brainstormed as a group and came up with the recommendation as followed.  

1. Place for activities 

From our team’s perspective, it is very uncomfortable to find a different 

place to arrange the activities all the time and girls may not feel comfortable 

participating in sensitive discussions in a public space, like a coffee shop. 

Therefore, PowerGirls should seek to establish a sort of clubhouse where 

members can feel comfortable, safe and open.  

2. PowerGirls aim 

We also think that before inviting teenage girls to join the party, it would 

be better to let them know that the club aim to provide sexual education during 

the activity time and there will be the discussion about sexual related topic. If 

teenage girls join the activity without knowing the aim of the club, they might 

feel uncomfortable when they found later that there would be discussion about 

sexual issue in the club which will cause the negative attitude to the club in the 

long term. By not stating PowerGirls aim at first, more girls may come to the 

club in the short term but once they know the truth, they might no longer come. 

3. Promotion through social network and booth 
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Nowadays almost all teenagers have their own smart-phone and always 

access to social network, which indicate that social network plays an important 

role in teenagers’ life. Therefore, it is important to create PowerGirls social 

network accounts in the variety social network channels such as, Facebook and 

Instragram. These social network accounts will allow teenagers to obtain the 

current club's information, news, and schedule. Moreover, those teenage girls 

who are shy to discuss with medical professional face-to-face, facebook and 

Line chat could be another way to personally ask for advice about the method of 

contraception.  

Another interesting way is to opening a booth at shopping center such as 

Siam Square. This booth will allow teenage girls to join the free PowerGirls 

short activities such as create hand-made doll. Then, ask teenage girls for their 

further contact to provide them the PowerGirls news, event and information.  

4. PowerGirls activities in school classroom 

From the result that obtained from the survey, some teenage girls said 

that they would like to join the club if the club is really established. However, 

these positive answers might be caused from consideration. The teenage girls 

may just answer to make us happy. Therefore, in our team’s point of view, if the 

PowerGirls club is actually established, there would be only a few girls join the 

club. Thus, we strongly recommend PowerGirls to associate with schools and 

ask them to include the participation in PowerGirls activities as some score in 

health education subject, because the club desire to provide the reliable sexual 

education to address teenage pregnancy in Thailand. Then, after teenage girls 

join the attractive activities in the club they might want to join the others 

activities that PowerGirls arrange. 
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5. PowerGirls in Bangkok 

 Lastly from overall analyzed results and recommendations, the current 

PowerGirls concept that developed by PSI will not work in Bangkok due to 

many limitations. As the result indicate that teenage girls in Bangkok will 

finished their class at 4.00 PM and many of them have tutorial class after that. 

Even in the weekend, many of them still have tutorial, which indicate the time 

conflict. When teenage girls, have their free times, their favorite activities are 

individual activities such as reading, listening to music, watching movie or 

series. Moreover, teenage girl's parents feel worry if their daughter has to go 

home late and some of them do not allow their daughter to discuss about sexual 

related topic. Furthermore, most of teenage girls and parents in Bangkok have a 

negative attitude toward direct selling. At first, PSI came up with the idea that 

buying contraceptives and teenage pregnancy product from friends or 

acquaintance would be a comfortable way to buy, but the obtained result from 

the survey indicate the opposite responses. In fact, teenage girls feel very 

uncomfortable to buy products from their friends.  

Therefore, in Bangkok area, the only way to that the club can address 

teenage pregnancy is by arranging free activities and providing reliable sexual 

knowledge at school or shopping center and provide teenage girls the club 

further contact in case that they interest to join the next activity. The club can be 

financial sustainable by selling contraceptives with innovative packaging [98] 

and others attractive teenage friendly product online through PowerGirls 

attractive official website [99]. Moreover, this current concept might be work in 

others provinces, because teenage girls in Bangkok have some differences in 

culture and life style with teenage girls in others provinces. Teenage girls in 

others provinces might not have negative attitude towards direct selling, and 

instead see it as another to earn additional income. Therefore, the further 

concept testing in others province that have high teenage pregnancy rate should 
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be performed to observe whether the concept would work in that area or not. 

The testing may not be just by interviewing but also actually arranging the 

activities and see how many teenage girls come to join and how they feel after 

joining the party. 

 

 

5.4 Validating results and improvement 

 To complete this report, it is necessary to identify any bias, research 

limitations, and other factors that can lead to inaccuracy.  

 Due to the limited of time, the locations for survey were decided to be 

shopping mall places where variety of teenage girls from different school can be 

found.  This was a potential source of bias because girls from this area are more 

likely to prefer shopping and hanging out with friends, since they were 

engaging in this activity when they were interrupted and asked for an interview.  

Girls who prefer to spend time at home were excluded from the sample because 

we were unable to access them. Because of the location and attractions at the 

selected sites, girls from a certain type of school or living in a certain 

geographic area may have been inadvertently selected for, and this may skew 

the results. However, this error can be lessened by surveying a larger sample 

size and by carefully selecting the teenage girls from various places. The 

number of teenage girls from various places and schools should be also 

considered according the total population of each particular area or types of 

school.  

 In this research, the data was compared in two dimensions: age and 

family income level.  These analyses were conducted separately.  That is to say, 

the data was stratified by economic status and analyzed, without regard to the 
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girls’ ages.  The data was then stratified by age of the respondent and analyzed 

indepently of the girls’ economic status.  The analyses were conducted 

independently to maintain an appropriate sample size for each category.  One 

weakness of this study is the low sample size of girls from the low-income 

economic bracket.   

 Lastly, there was also the possibility that the teenage girls do not 

understand the questionnaire or complete the questionnaire inaccurately. 

Therefore, it is very important to carefully explain how to complete the 

questionnaire to the teenage girls before they actually answer the questions.  

 

 

5.5 Conclusion 

     In conclusion, for objective 1, the team hopes that the recommendations will 

help arrange appropriate activities for teenage girls at times that ensure 

maximum participation. Moreover, the activities should be able to help teenage 

girls solve their problems, address their concerns and provide enjoyment. For 

objective 2, the recommendations will hopefully help PowerGirls select the 

most desired activities, brands, and products to sell.  The information around the 

sensitive products and providers that girls felt comfortable approaching will 

allow PowerGirls to create avenues for girls to access these critical goods and 

resources. For objective 3, the recommendations would help improve on the 

components of PowerGirls according to the feedbacks received from the 

teenage girls as well as parents. Lastly, as we know that the adolescent 

pregnancy problem is worldwide. For our nation, it is an alarming problem 

because the pregnancy rate in teenagers has been increasing rapidly. One might 

think that it is somebody else's problem and quite far from our daily life. But in 
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fact, it is close to individual in this society. Just think of it, if problem happens 

to your family member, how can you handle it well enough to eliminate the pain 

that will stay forever. This problem not only affects our society, but also can 

make our nation to become a bad society for our younger generation, so a little 

help to prevent and avoid teenage pregnancy by all means would at least solve 

the consequent outcome of the matter. No matter what happen, teenagers should 

keep in mind that "A short period of pleasure related to unsafe sexual 

intercourse would make a great failure in lives. If it happened, we not only ruin 

ourselves, but also our offspring and it is no return course of action leading to 

sadness to everyone in our society. Therefore, from our research we hope that 

our recommendations can help PSI to plan PowerGirls club strategies, which 

will help contribute to the decreasing in teenage pregnancy rates and 

empowering teenage girls in Thailand. 
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บทท่ี 5 คาํแนะนาํและผลสรุป 
 คาํแนะนาํในบทน้ีไดถู้กสร้างข้ึนมาจากการวิเคราะห์ขอ้มูลท่ีไดรั้บจากผลสาํรวจในบทท่ี 4 

ดว้ยจุดประสงคท่ี์จะแกไ้ขปัญหาการตั้งครรภใ์นวยัรุ่นหญิงในกรุงเทพมหานคร ขอ้มูลท่ีสาํรวจมานั้น

สามารถแบ่งไดเ้ป็น 3 เป้าหมายซ่ึงเป้าหมายแรกคือการสาํรวจขอ้มูลในเชิงภูมิศาสตร์ประชากร

(demographic data) และขอ้มูลในเชิงจิตวสิัย (psychographic data) ของเด็กวยัรุ่นผูห้ญิงในกรุงเทพมหานคร 

ส่วนเป้าหมายท่ีสองนั้นคือการสาํรวจความสนใจของวยัรุ่นหญิงเก่ียวกบัสินคา้และกิจกรรม นอกเหนือจาก

นั้นในเป้าหมายท่ีสองน้ียงัมีการสาํรวจสินคา้ท่ีวยัรุ่นหญิงรู้สึกอายหรือไม่สบายใจท่ีจะซ้ือและยงัมีการ

สาํรวจวา่วยัรุ่นหญิงในกรุงเทพมหานครรู้สึกสะดวกท่ีสุดท่ีจะซ้ืออุปกรณ์คุมกาํเนิดจากใคร หลงัจากนั้นใน

เป้าหมายท่ีสามไดมี้การสาํรวจความคิดเห็นของเด็กวยัรุ่นหญิงและผูป้กครองเก่ียวกบัองกรณ์พาวเวอร์เกิลส์

ในเชิงคุณภาพ ซ่ึงขอ้มูลท่ีไดรั้บมาจากเป้าหมายต่างๆนั้นจะถูกนาํมาวเิคราะห์เพื่อสร้างคาํแนะนาํในการ

พฒันาองกรณ์พาวเวอร์เกิลส์ต่อไป 

 

 

5.1 คําแนะนําจากการสํารวจข้อมูลในเชิงภูมิศาสตร์ประชากรและข้อมูลในเชิงจิตวสัิย 

 

1.) ตารางเวลา: พาวเวอร์เกิลส์ควรจะจดักิจกรรมหรือจดัการชุมนุมกนัในวนัศุกร์ หลงัจากเลิกเรียน 

 การท่ีจะดึงดูดให้วยัรุ่นหญิงมาเขา้ร่วมในกิจกรรมหรือการชุมนุมของพาวเวอร์เกิลส์นั้นองกรณ์ควร

ท่ีจะหาเวลาท่ีเหมาะสมท่ีสุดในการจดักิจกรรมซ่ึงก็คือเวลาท่ีกลุ่มสมาชิกเป้าหมายสามารถมาไดโ้ดยสะดวก 

ซ่ึงควรจะเป็นเวลาหลงัเลิกเรียน จากผลสาํรวจนั้นเวลาท่ีเด็กวยัรุ่นหญิงทุกคนในกรุงเทพมหานครเลิกเรียน

คือเวลา 16.00 น. ฉะนั้นกิจกรรมควรท่ีจะจดัในเวลา 17.00 น. และกิจกรรมท่ีจดัในวนัจนัทร์ถึงวนัพฤหสับดี

ควรจะเป็นกิจกรรมท่ีใชเ้วลาไม่นานเน่ืองจากตอ้งเผื่อเวลาเดินทางกลบับา้นและเผื่อเวลาใหส้มาชิกไดใ้ชก้บั

ครอบครัวหรือใชท้าํการบา้น นอกเหนือจากนั้นผูเ้ขา้ร่วมกิจกรรมจะตอ้งไปโรงเรียนในเชา้วนัรุ่งข้ึนและจะ

หากกิจกรรมเลิกดึกจะทาํใหผู้ป้กครองเป็นห่วง หากพาวเวอร์เกิลส์ตอ้งการท่ีจะจดักิจกรรมในวนัธรรมดา 

วนัท่ีเหมาะสมท่ีสุดคือวนัศุกร์เน่ืองจากสมาชิกจะไม่ตอ้งไปโรงเรียนในวนัรุ่งข้ึนและสามารถจดักิจกรรมท่ี

ใชเ้วลานานข้ึนได ้การจดักิจกรรมในวนัธรรมดานั้นมีขอ้ดีกวา่การจดัในวนัหยดุก็คือในตอนเชา้กลุ่มสมาชิก
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จะไปเจอเพื่อนท่ีโรงเรียนและมีความเป็นไปไดท่ี้จะชวนเพื่อนมาร่วมกิจกรรมของพาวเวอร์เกิลส์ดว้ยกนั

หลงัจากเลิกเรียนซ่ึงอาจจะทาํใหเ้กิดค่านิยมใหม่ๆของวยัรุ่นเน่ืองจากในวยัน้ีเพื่อนมีอิทธิพลท่ีจะชกัจูงใหเ้ขา้

ร่วมทาํกิจกรรมสูง ส่วนกิจกรรมท่ีจดัในวนัหยดุนั้นสามารถเป็นกิจกรรมท่ีใชเ้วลานานไดเ้น่ืองจากสมาชิก

จะมีความยดืหยุน่ในเวลามากกวา่วนัธรรมดา นอกเหนือจากนั้นพาวเวอร์เกิลส์ยงัสามารถจดักิจกรรม

มากกวา่หน่ึงกจกรรมไดใ้นวนัหยดุ 

 

2.) สถานทีจั่ดกจิกรรม: ควรจะเป็นสถานท่ีท่ีใกลก้บัรถไฟฟ้า BTS, MRT หรือใกลส้ถานท่ีเรียนพิเศษ 

 สถานท่ีท่ีจะจดักิจกรรมนั้นเป็นส่วนสาํคญัในการตดัสินใจเขา้ร่วมหรือไม่เขา้ร่วมกิจกรรมของกลุ่ม

สมาชิก สถานท่ีจดักิจกรรมควรจะเป็นสถานท่ีท่ีสามารถเดินทางไดส้ะดวก, เขา้ถึงไดง่้าย และมีส่ิงดึงดูดใจ

ใหเ้ขา้ร่วม จากผลสาํรวจสถานท่ีท่ีเด็กวยัรุ่นหญิงในกรุงเทพมหานครชอบไปท่ีสุดคือห้างสรรพสินคา้

โดยเฉพาะในยา่นสยามสแควเ์น่ืองจากมีส่ิงดึงดูดใจมากมายอยา่งเช่น โรงภาพยนต ์ร้านอาหาร ศูนยก์ารคา้ 

และสถานท้่ีเรียนพิเศษ นอกเหนือจากนั้นแลว้ จากการสาํรวจยงัระบุวา่เด็กวยัรุ่นหญิงในกรุงเทพมหานคร

นั้นสะดวกท่ีจะเดินทางดว้ยการใชร้ถไฟฟ้าลอยฟ้า BTS และรถไฟฟ้าใตดิ้น MRT และผูป้กครองก็ให้

ความเห็นตรงกนัวา่การเดินทางดว้ยวธีิน้ีนั้นมีความปลอดภยัและอนุญาติใหบุ้ตรหลานเดินทางดว้ยวธีิน้ี 

ฉะนั้นสถานท่ีจดักิจกรรมจึงควรอยูใ่กลห้รือติดกบัรถไฟฟ้าเพื่อท่ีจะใหส้มาชิกเดินทางมาไดอ้ยา่งสะดวก อีก

สถานท่ีหน่ึงท่ีควรจะจดักิจกรรมไดคื้อสถานท่ีท่ีใกลก้บัแหล่งเรียนพิเศษเน่ืองจากเด็กวยัรุ่นส่วนใหญ่ตอ้ง

เดินทางไปเรียนพิเศษหลงัเลิกเรียนอยูแ่ลว้ และพาวเวอร์เกิลส์ยงัสามารถโฆษณาหรือโปรโมตองกรณ์เพื่อให้

เป็นท่ีรู้จกัในเวลาเดียวกนั 

 

3.) กจิกรรมทีแ่นะนํา: ควรท่ีจะมีกิจกรรมท่ีเก่ียวกบัการศึกษา 

 ผลการสาํรวจท่ีไดม้าจากการสัมภาษณ์ระบุอยา่งชดัเจนวา่เด็กวยัรุ่นหญิงในกรุงเทพฯทุ่มเทใหก้บั

การศึกษาเน่ืองจากการศึกษาเป็นความกงัวลสูงสุดท่ีถูกเลือกและ กิจกรรมท่ีมีคนทาํเยอะท่ีสุดในช่วงหลงัเลิก

เรียนและในวนัหยดุ ดงันั้นพาวเวอร์เกิลส์จึงควรมีกิจกรรมท่ีเก่ียวกบัการศึกษาอยา่งเช่น กิจกรรมสอนพิเศษ 

หรือการแนะแนวสู่มหาวทิยาลยัซ่ึงเป็นกิจกรรมท่ีน่าจะตอบสนองเด็กวยัรุ่นในกรุงเทพมหานครไดดี้ท่ีสุด 
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4.) ช่องทางการโปรโมต: ควรท่ีจะโปรโมตผา่นส่ือบนัเทิงหรือผา่นสถานท่ีเรียนพิเศษ 

 เน่ืองจากการอ่าน, การดูหนงัหรือซีร่ีส์และการฟังเพลงคือกิจกรรมท่ีเด็กวยัรุ่นชอบมากท่ีสุด ซ่ึง

อนัดบัหน่ึงคือการอ่านท่ีรวมถึงการอ่านหนงัสือเรียน, หนงัสือการ์ตูน, นวนิยาย, นิตยาสาร และหนงัสือชนิด

อ่ืนๆ จึงเป็นโอกาศท่ีดีในการท่ีจะเชิญนกัเขียนท่ีมีช่ือเสียงมาร่วมกิจกรรมในพาวเวอร์เกิลส์เพื่อดึงดูดใหมี้

คนมาร่วมกิจกรรมมากข้ึน ซ่ึงการท่ีจะไดป้ระโยชน์สูงสุดในการโปรโมตองกรณ์ผา่นกิจกรรมการอ่านนั้น

ควรท่ีจะมีการศึกษาหรือสาํรวจเพิ่มเติมเก่ียวกบัชนิดของหนงัสือท่ีเด็กวยัรุ่นสนใจมากท่ีสุด นอกเหนือจาก

นั้นพาวเวอร์เกิลส์ควรท่ีจะโปรโมตเพิ่มเติมผา่นส่ือหนงัสือนิตยาสาร, ส่ือวทิย ุและส่ือโทรทศัน์ โดยการโปร

โมตผา่นส่ือวทิยนุั้นเป็นอีกหน่ึงวธีิท่ีน่าสนใจมากท่ีสุดเน่ืองจากเด็กวยัรุ่นในกรุงเทพมกัจะเดินทางไป

โรงเรียนหรือสถานท่ีต่างๆดว้ยรถยนตส่์วนตวัจากทางบา้นซ่ึงการเดินทางดว้ยวธีิน้ีมกัจะมีการเปิดวทิยฟัุง

ระหวา่งเดินทางและนอกเหนือจากน้ีการฟังเพลงก็ยงัเป็นกิจกรรมท่ีวยัรุ่นสนใจฉะนั้นจึงเป็นโอกาศในการ

โปรโมตองกรณ์ผา่นส่ือวทิย ุซ่ึงการโปรโมทผา่นวทิยน้ีุไม่ใช่เฉพาะแค่คล่ืนเพลงแต่ควรท่ีจะรวมถึงการโปร

โมตผา่นคล่ืนข่าวเน่ืองจากคนท่ีเป็นฝ่ายเลือกคล่ืนวทิยอุาจจะเป็นผูป้กครอง ยิง่ไปกวา่นั้นพาวเวอร์เกิลส์

สามารถท่ีจะโปรโมตตามแหล่งสถานท่ีเรียนพิเศษเช่น ตึกวรรณศรณ์ และควรท่ีจะติดต่อเพื่อร่วมมือกบั

สถานท่ีเรียนพิเศษช่ือดงัเพื่อขอส่วนลดหรือสิทธิพิเศษให้แก่สมาชิกของพาวเวอร์เกิลส์เพื่อท่ีจะดึงดูดใหเ้ด็ก

วยัรุ่นหญิงในกรุงเทพสนใจท่ีจะเขา้ร่วมองกรณ์ 

 

 

5.2 คําแนะนําจากการสํารวจความสนใจของวยัรุ่นหญงิในกรุงเทพมหานคร 

 

คําแนะนําข้อที่1: ใหค้วามสนใจไปท่ีผลิตภณัฑท์าํความสะอาดร่างกายมากกวา่เคร่ืองสําอาง 

 จากการสาํรวจพบวา่เด็กในวยั 13 ถึง 19 ส่วนใหญ่ยงัไม่มีความสนใจในเคร่ืองสาํอางอยา่งท่ี

คาดหวงัเอาไวใ้นตอนแรกและผูป้กครองก็ยงัคงไม่อยากใหลู้กของตนแต่งหนา้มากนกัในวยัน้ี และจากผล

การสาํรวจยงัคงพบอีกวา่ผูห้ญิงในวยัน้ีใหค้วามสนใจไปท่ีผลิตภณัฑท์าํความสะอาดร่างกายและผลิตภณัฑ์

บาํรุงผวิอยา่งเช่น แชมพู, เจลอาบนํ้า, แป้ง และครีมกนัแดด 
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 นอกจากนั้นพาวเวอร์เกิลส์ควรท่ีจะจดัหาสินคา้ในแบรนดท่ี์เป็นท่ีนิยมอยูแ่ลว้ซ่ึงไดจ้ากคาํแนะนาํ

ของเด็กวยัรุ่นหญิงท่ีไดจ้ากการสัมภาษณ์ในบทท่ีแลว้และหากจะนาํเขา้แบรนดใ์หม่ๆเขา้มาขายควรท่ีจะ

เปรียบเทียบขอ้ดีขอ้เสียกบัแบรนดท่ี์เป็นท่ีนิยมอยูแ่ลว้ก่อนจึงนาํเขา้มา 

 

คําแนะนําข้อที่2: จดัหาบุคคลท่ีน่าเช่ือถือและมีความรู้ความสามารถเพื่อท่ีจะใหส้มาชิกไดรู้้สึกสะดวกสบาย

ท่ีจะซ้ืออุปกรณ์คุมกาํเนิด 

 ผลจากการสาํรวจระบุวา่ความกดดนัทางสงัคมเป็นสาเหตุหลกัท่ีทาํใหว้ยัรุ่นหญิงไม่กลา้ท่ีจะซ้ือ

อุปกรณ์คุมกาํเนิดและสินคา้ท่ีน่าอายอ่ืนๆ และผลลพัธ์จากการสาํรวจระบุวา่เด็กวยัรุ่นหญิงไม่สะดวกและไม่

สบายใจท่ีจะซ้ืออุปกรณ์คุมกาํเนิดจากเพื่อนหรือคนรู้จกัแต่จะสะดวกมากกวา่ในการซ้ือสินคา้เหล่าน้ีจาก

แพทย,์ เภสัชกรณ์หรือนางพยาบาลท่ีมีความสามารถและน่าไวใ้จ ซ่ึงการจดัสถานท่ีท่ีเหมาะสมในการซ้ือ

สินคา้เหล่าน้ีพร้อมกบับุคคลท่ีมีความสามารถและน่าไวใ้จนั้นสามารถเป็นหน่ึงในจุดเด่นของพาวเวอร์เกิลส์  

 

คําแนะนําข้อที่3: ใชบ้รรจุภณัฑท่ี์สร้างสรรค,์ น่ารัก และดูไม่เหมือนอุปกรณ์คุมกาํเนิด 

 อีกหน่ึงวธีิท่ีน่าสนใจท่ีจะกาํจดัปัญหาน้ีคือการออกแบบผลิตภณัฑบ์รรจุอุปกรณ์คุมกาํเนิดท่ีน่ารัก, 

แปลกใหม่, และน่าสนใจซ่ึงดูไม่เหมือนผลิตภณัฑคุ์มกาํเนิดอยา่งเช่น ภาชนะบรรจุถุงยางอนามยัท่ีดูน่ารัก

และดูเหมือนกล่องเคร่ืองสาํอางมากกวา่กล่องถุงยางอนามยั [98] ซ่ึงสามารถดึงดูดความสนใจและทาํให้

วยัรุ่นรู้สึกสะดวกสบายมากข้ึนในการซ้ือและพกพาซ่ึงผลิตภณัฑท่ี์ดูน่าสนใจน้ียงัสามารถเพิ่มยอดขายและ

ความตอ้งการอุปกรณ์คุมกาํเนิดไดอี้กดว้ย 

 

รูปภาพท่ี 5.1: ผลิตภณัฑบ์รรจุถุงยางอนามยัท่ีน่าดึงดูดใจ 
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นอกจากนั้นในการท่ีจะลดความกดดนัทางสังคมในการซ้ืออุปกรณ์คุมกาํเนิดนั้นการขายสินคา้ควร

ท่ีจะซ้ือไดโ้ดยไม่ตอ้งถือสินคา้ยนืรอเขา้แถวหรือซ้ือกบัพนกังานแบบซ่ึงๆหนา้กนัซ่ึงวิธีท่ีจะทาํอยา่งน้ีไดก้็

คือการขายสินคา้ออนไลน์ผา่นเวป็ไซตท่ี์น่าเช่ือถือ และพสัดุท่ีใชบ้รรจุผลิตภณัฑน์ั้นควรท่ีจะไม่บ่งบอกวา่

สินคา้ท่ีบรรจุอยูคื่ออุปกรณ์คุมกาํเนิดเพื่อท่ีจะใหผู้รั้บสินคา้ไม่รู้สึกอายตอนท่ีตอ้งรับสินคา้จากผูจ้ดัส่ง 

คําแนะนําข้อที่4: จดักิจกรรมท่ีหลากหลายซ่ึงสามารถเขา้ถึงเด็กผูห้ญิงวยัรุ่นทุกคน 

 อีกส่ิงนึงท่ีสามารถดึงดูดใหว้ยัรุ่นหญิงในกรุงเทพมหานครมาเขา้ร่วมพาวเวอร์เกิลส์คือการจดั

กิจกรรมท่ีสามารถดึงดูดวยัรุ่นหญิงทุกคนซ่ึงมาจากครอบครัวและสถานท่ีท่ีแตกต่างกนัซ่ึงผลลพัธ์จากการ

สาํรวจระบุวา่วยัรุ่นหญิงท่ีมีอายตุ่างกนัและมาจากครอบครัวท่ีแตกต่างกนันั้นมีความสนใจและงานอดิเรก

ตรงกนัคือ ฟังเพลง, ดูหนงัหรือซีร่ีส์, กินหรือชิมอาหาร, อ่านหนงัสือ, ทาํอาหาร, ร้องเพลง, เล่นแบตมินตนั, 

วา่ยนํ้า และป่ันจกัรยาน 

 

 

5.3) ทดสอบพาวเวอร์เกลิส์คอนเซ็ป 

คําแนะนําจากการทดสอบความเป็นไปได้ของชมรมพาวเวอร์เกลิส์ 

 หลงัจากท่ีไดร้วบรวมและวเิคราะห์ขอ้มูลท่ีไดจ้ากการสัมภาษณ์เก่ียวกบัคอนเซ็ปของพาวเวอร์เกิลส์

แลว้สามารถแบ่งหวัขอ้ไดเ้ป็น 7 หวัขอ้ซ่ึงก็คือ ความคิดเห็นเก่ียวกบัแบรนด,์ โลโก,้ การตอบรับโดยทัว่ไป, 

สินคา้, กิจกรรม, อุปสรรคในการเขา้ร่วม, และคาํแนะนาํเก่ียวกบัพาวเวอร์เกิลส์คอนเซ็ป ซ่ึงผลตอบรับท่ี

ไดม้านั้นเป็นคาํตอบรับท่ีมีประโยชน์อยา่งสูงในการนาํไปพฒันาพาวเวอร์เกิลส์คอนเซ็ปต่อไป 

 

ความคิดเห็นเกีย่วกบัแบรนด์:  ใชช่ื้อพาวเวอร์เกิลส์เหมือนเดิมและสร้างเวป็ไซตข์ององกรณ์ 

 สาํหรับช่ือปัจจุบนัขององกรณ์ซ่ึงก็คือ"พาวเวอร์เกิลส์"นั้นวยัรุ่นหญิงมีความคิดวา่ดีอยูแ่ลว้และ

สามารถส่ือไดถึ้งความมีพลงัและความแขง็แกร่งของผูห้ญิง ซ่ึงเป็นการยนืยนัวา่สามารถใชช่ื้อน้ีได ้

นอกเหนือจากนั้นผลท่ีไดจ้ากการสัมภาษณ์ยงัระบุวา่วยัรุ่นหญิงท่ีมีอาย ุ17-19 มีความเห็นวา่ปัญหาการ

ตั้งครรภใ์นวยัรุ่นนั้นเป็นปัญหาท่ีตอ้งแกโ้ดยทนัทีรวมถึงผูป้กครองก็ยงัคงมีความคิดเห็นเดียวกนั ทุกฝ่ายต่าง

 
 

128 



เห็นวา่การพดูถึงการป้องกนัการตั้งครรภแ์ละความรู้เก่ียวกบัเร่ืองเพศอ่ืนๆควรท่ีจะเป็นหวัขอ้ท่ีไม่น่าอาย

และเปิดเผยในการพดูคุย ในขณะท่ีเด็กผูห้ญิงอาย ุ13-16 ส่วนใหญ่นั้นรู้สึกอายท่ีจะพูดคุยเก่ียวกบัหวัขอ้น้ี 

และดว้ยเหตุผลน้ีวยัรุ่นหญิงและผูป้กครองมีความเห็นวา่พาวเวอร์เกิลส์ควรจะถูกโปรโมตในนามของบริษทั

เพื่อสังคมและมีจุดประสงคท่ี์จะลดและมีจุดมุ่งหมายเพื่อท่ีจะป้องกนัปัญหาการตั้งครรภใ์นวยัรุ่นเน่ืองจาก

จะทาํใหว้ยัรุ่นหญิงมีความสนใจในการรวมกิจกรรมมากข้ึนและยงัทาํใหผู้ป้กครองเขา้ใจปัญหาและ

สนบัสนุนใหลู้กของตนเขา้ร่วมองกรณ์พาวเวอร์เกิลส์ ส่วนเด็กวยัรุ่นหญิงท่ีรู้สึกไม่สะดวกหรือสบายใจท่ีจะ

ซ้ือผลิตภณัฑคุ์มกาํเนิดนั้น พาวเวอร์เกิลส์ควรท่ีจะสร้างเวป็ไซตท่ี์ใหข้อ้มูลเก่ียวกบัความรู้ทางดา้นเพศและ

อาจจะรวมถึงมีการขายสินคา้ในเวป็ไซตไ์ดด้ว้ย นอกเหนือจากน้ีพาวเวอร์เกิลส์ควรท่ีจะมีพนกังานท่ีมี

ความรู้และถูกฝึกมาอยา่งดีเพื่อใหค้าํปรึกษาเก่ียวกบัเร่ืองเพศต่อสมาชิก และใหว้ธีิติดต่อกบัแพทยห์รือเภสัช

กรณ์ท่ีมีความสามารถเพื่อท่ีจะใหค้าํปรึกษาต่อไปในอนาคต 

 

คําแนะนําเกีย่วกบัโลโก้: ควรท่ีจะออกแบบใหม่เพือ่ใหมี้ความน่าดึงดูดมากข้ึน 

 สาํหรับโลโกปั้จจุบนัของพาวเวอร์เกิลส์นั้นไดรั้บผลตอบรับท่ีแตกต่างกนัทั้งแง่บวกและแง่ลบ 

สาํหรับในแง่บวกนั้นบางคนมีความคิดเห็นวา่โลโกปั้จจุบนันั้นน่ารักดีอยูแ่ลว้ แต่วา่เสียงตอบรับส่วนใหญ่

นั้นเป็นไปในแง่ลบซ่ึงมีความคิดเห็นวา่โลโกปั้จจุบนันั้นดูน่าเบ่ือ, ไม่ดึงดูดใจและดูธรรมดาเกินไป โดยมี

ผูป้กครองคนหน่ึงแนะนาํวา่ควรท่ีจะใชสี้เหมือนสายรุ้งแทนท่ีจะใชสี้ชมพแูละเทา เน่ืองจากมีความหมายถึง

การมีความหวงัและแรงบนัดาลใจซ่ึงเป็นส่ิงท่ีเป็นเป้าหมายของพาวเวอร์เกิลส์ ดงันั้นจึงไดค้วามคิดเห็น

โดยรวมวา่พาวเวอร์เกิลส์ควรท่ีจะออกแบบโลโกใ้หม่ใหมี้ความดึงดูดใจมากข้ึน 

 

คําแนะนําจากการตอบรับโดยทัว่ไป: พาวเวอร์เกิลส์ควรท่ีจะหาวธีิอ่ืนในการรักษาความมัง่คัง่ขององกรณ์

อยา่งเช่นขายสินคา้ออนไลน์หรือขายผา่นร้านสะดวกซ้ือแทนท่ีจะขายตรง 

 เน่ืองจากส่วนใหญ่ไดก้ารตอบรับจากผูใ้หส้ัมภาษณ์วา่พวกเขาไม่ชอบการขายตรงรวมถึงไอเดียท่่ีจะ

ใหเ้ด็กว ัยัรุ่นไปขายตรงกบัเพื่อนๆ ฉะนั้นทางพาวเวอร์เกิลส์ควรจะลองนาํขอ้คิดเห็นน้ีไปพิจารณาเก่ียวกบั

การหาวธีิอ่ืนท่ีดีกวา่การขายตรง และหน่ึงในวธีิท่ีน่าสนใจในปัจจุบนัคือการคือการขายสินคา้ออนไลน์ผา่น

อินเตอร์เน็ตซ่ึงวธีิน้ีน่าจะเป็นการทาํใหว้ยัรุ่นหญิงรู้สึกสะดวกข้ึนในการซ้ือสินคา้อีกดว้ย ซ่ึงการท่ีจะทาํวธีิน้ี

ไดน้ั้นพาวเวอร์เกิลส์ตอ้งสร้างเวปไซตข์ององกรณ์ท่ีซ่ึงวยัรุ่นหญิงสามารถพดูคุยถึงปัญหาเก่ียวกบัเร่ืองเพศ
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และวธีิคุมกาํเนิดกนัไดอ้ยากเหมาะสมและเปิดเผย และในเวป็ไซตน้ี์ยงัมีการขายสินคา้ออนไลน์ของพาว

เวอร์เกิลส์เพื่อใหผู้ส้นใจสามารถเขา้ชมและเขา้ถึงไดอ้ยา่งสะดวกแต่เน่ืองจากผูห้ญิงวยัรุ่นในวยัน้ีส่วนใหญ่

ยงัไม่มีบตัรเครดิตเป็นของตนเองในการใชซ้ื้อของออนไลน์ ดงันั้นพาวเวอร์เกิลส์ควรท่ีจะติดต่อและทาํงาน

ร่วมกนักบับริษทัท่ีมีการขายบตัรเติมเงินอยา่งแพร่หลายอยา่งเช่น ทรูมนัน่ี หรือ แร็ปบิตการ์ด และ

นอกเหนือจากการขายของออนไลน์หากพาวเวอร์เกิลส์นาํเขา้สินคา้ท่ียงัไม่มีขายในเมืองไทย ทางองกรณ์

สามารถนาํไปเสนอขายในร้านสะดวกซ้ืออยา่งเช่น เซเวน่-อีเลวเวน่ ได ้การขายสินคา้ท่ีหลากหลายน้ียงัเป็น

อีกหน่ึงในจุดแขง็ท่ีพาวเวอร์เกิลส์ดว้ยเน่ืองจากผูท่ี้ใหส้ัมภาษณ์หลายคนชอบไอเดียท่ีจะนาํสินคา้ท่ีน่าสนใจ

มาขายอยา่งหลากหลาย 

 

คําแนะนําเกีย่วกบัสินค้า: ควรจะเพิ่มสินคา้จาํพวก เส้ือผา้, หนงัสือ, เคร่ืองประดบั 

 สาํหรับคาํแนะนาํเก่ียวกบัสินคา้ท่ีไดจ้ากการสัมภาษณ์นั้น วยัรุ่นหญิงในทุกๆวยัใหค้วามคิดเห็นวา่

เป็นเร่ืองดีท่ีมีการขายเคร่ืองสําอางในองกรณ์แต่วา่มีหลายเสียงท่ีแนะนาํจากวยัรุ่นในวยัเด็กวา่ควรท่ีจะมี

เส้ือผา้ท่ีทนัสมยัขายดว้ย และก็ยงัมีอีกหลายเสียงท่ีแนะนาํใหมี้การขายหนงัสือเพื่อดึงดูดผูค้นท่ีรักการอ่าน 

นอกจากนั้นควรท่ีจะมีขายสินคา้พวกเคร่ืองประดบัท่ีสามารถใชไ้ดใ้นชีวติประจาํวนั ส่วนทางฝ่ายผูป้กครอง

นั้นมีความคิดเห็นวา่การขายผลิตภณัฑเ์คร่ืองสาํอางนั้นไม่ใช่ส่ิงท่ีจาํเป็นสาํหรับเด็กในวยัน้ี แต่ผูป้กครองมี

ความคิดเห็นตรงกนัวา่ควรจะเพิ่มสินคา้พวกเคร่ืองประดบัและของฝากน่ารักๆ ฉะนั้นพาวเวอร์เกิลส์ควรให้

ความสาํคญักบัสินคา้พวกเคร่ืองประดบัมากกวา่เคร่ืองสาํอาง 

 

 

คําแนะนําเกีย่วกบักจิกรรม: ควรจดักิจกรรมเก่ียวกบัสุขภาพและมีสถานท่ีตั้งเป็นหลกัเป็นแหล่ง 

 สาํหรับคาํแนะนาํเก่ียวกบักิจกรรมในองกรณ์นั้น มีหลายฝ่ายเห็นตรงกนัวา่การจดักิจกรรมท่ี

หลากหลายเป็นวธีิท่ีดีและสามารถดึงดูดใหค้นเขา้ร่วมองกรณ์ไดม้ากข้ึน และกิจกรรมท่ีผูค้นส่วนใหญ่ให้

ความสนใจนั้นคือกิจกรรมท่ีเก่ียวกบัสุขภาพและกีฬา และจากผลสาํรวจท่ีไดใ้นบทท่ี2นั้นยงัคงเห็นไดว้า่

กิจกรรม วา่ยนํ้า, เล่นแบตมินตนั และ การป่ันจกัรยานนั้น ไดรั้บความสนใจอยา่งทัว่ถึงจากวยัรุ่นหญิงใน

กรุงเทพมหานคร และคาํแนะนาํท่ีไดม้าจากผูป้กครองคือควรเป็นกิจกรรมท่ีไม่มีอนัตรายและไม่เส่ียงภยั
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เพราะวา่มีเด็กวยัรุ่นท่ีอายยุงัไม่เยอะอยูด่ว้ย และยงัเห็นดว้ยกบัการท่ีจะทอดแทรกความรู้เก่ียวกบัเพศศึกษา

ลงไปในกิจกรรม จากความคิดเห็นโดยรวมท่ีไดม้านั้น พาวเวอร์เกิลส์ควรท่ีจดักิจกรรมเก่ียวกบัสขภาพและ

กีฬาและหลีกเล่ียงหรือยกเลิกท่ีจะจดักิจกรรมท่ีอาจจะก่อใหเ้กิดอนัตรายแก่ผูเ้ขา้ร่วม นอกเหนือจากส่ิงท่ีได้

กล่าวมาอีกส่ิงหน่ึงท่ีสาํคญัคือการท่ีควรจะมีสถานท่ีท่ีเป็นหลกัเป็นแหล่งในการจดักิจกรรมเล็กๆหรือนดั

ชุมนุมกนั เน่ืองจากจะไม่เป็นการสะดวกมากนกัหากทุกคร้ังท่ีมีกิจกรรมหรือการชุมนุมแลว้จะตอ้งหา

สถานท่ีใหม่ๆเสมอ และยงัไม่เป็นการสะดวกหากจะมีการพดูถึงเร่ืองเพศกนัในสถานท่ีโจ่งแจง้ 

 

คําแนะนําเกีย่วกบัอุปสรรคในการเข้าร่วมองกรณ์: ควรจะจดักิจกรรมในเวลาท่ีเหมาะสมและสะดวกท่ีสุดแก่

สมาชิก 

 ผลลพัธ์จากการสมัภาษณ์วยัรุ่นหญิงและผูป้กครองนั้นระบุวา่ส่ิงสาํคญัท่ีสุดท่ีเป็นปัญหาในการเขา้

ร่วมองกรณ์คือเร่ืองเวลาและการอณุญาติใหม้าของผูป้กครองเน่ืองจากความเป็นห่วง จากการสัมภาษณ์มี

ผูป้กครองบางคนระบุวา่เขาจะไม่อณุญาติใหลู้กสาวของตนพดูคุยเก่ียวกบัเร่ืองเพศสัมพนัธ์เน่ืองจากจะนาํไป

สู้ลู่ทางท่ีผดิ ฉะนั้นพาวเวอร์เกิลส์ควรท่ีจะใหข้อ้มูลและพดูคุยใหทุ้กฝ่ายเขา้ใจถึงจุดประสงคข์ององกรณ์เพื่อ

ลดความเป็นห่วงของผูป้กครอง และกิจกรรมท่ีจะจดัควรจะเป็นช่วงเวลาท่ีทุกฝ่ายสะดวกตามท่ีไดร้ะบุไวใ้น

หวัขอ้ 5.1 

 

คําแนะนําจากเด็กวยัรุ่นหญงิและผู้ปกครองทีถู่กสําภาษณ์: พาวเวอร์เกิลส์ควรจะโฆษณาใหม้ากข้ึนเพื่อจะได้

เป็นท่ีรู้จกัและน่าไวใ้จ 

 จากการสัมภาษณ์นั้นมีหลายคนระบุตรงกนัวา่ควรท่ีจะทาํการโฆษณาในจุดท่ีสามารถเขา้ถึง

กลุ่มเป้าหมายไดเ้พื่อท่ีจะใหเ้ป็นท่ีรู้จกัและเป็นท่ีน่าไวใ้จต่อทุกๆฝ่าย และยงัสามารถดึงดูดใหมี้คนสนใจเขา้

ร่วมองกรณ์มากข้ึน นอกเหนือจากน้ีควรมีบุคคลท่ีมีความสามารถและน่าไวใ้จในองกรณ์เพื่อท่ีจะใหข้อ้มูล

และตอบคาํถามขอ้สงสัยเก่ียวกบัองกรณ์พาวเวอร์เกิลส์ไดอ้ยา่งถูกตอ้งและน่าไวใ้จ จากการสัมภาษณ์นั้นเด็ก

วยัรุ่นหญิงอายุระหวา่ง 13-16 ปีมีความกงัวลเก่ียวกบัความปลอดภยัในการเขา้ร่วมกิจกรรมในขณะท่ีวยัรุ่น

หญิงอาย ุ17-19นั้นกงัวลเก่ียวกบัวา่จะไดรั้บความรู้และความสามารถท่ีดีพอหรือไม่ อีกหนทางหน่ึงท่ีจะทาํ

ใหเ้ป็นท่ีรู้จกัไดก้็คือการท่ีมีคนท่ีมีช่ือเสียงและเป็นท่ีรู้จกัในสังคมมาเขา้ร่วมองกรณ์เพื่อดึงดูดผูค้น และพาว

เวอร์เกิลส์ยงัคงตอ้งสรรหาบุคคลอ่ืนๆท่ีมีความสนใจและความสามารถมาร่วมองกรณ์ใหไ้ดม้ากท่ีสุดและ
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พาวเวอร์เกิลส์ตอ้งสามารถรับรองความปลอดภยัแก่สมาชิกทุกๆคนท่ีเขา้ร่วมกิจกรรมไดแ้ละตอ้งจดั

กิจกรรมท่ีสามารถใหค้วามรู้และความสามารถท่ีจะนาํไปใชใ้นชีวติประจาํวนัไดจ้ริงๆ 

 

คําแนะนําจากพวกเราทมี SSP4:  

 หลงัจากท่ีพวกเราไดท้าํการสัมภาษณ์และนาํขอ้มูลท่ีไดรั้บไปวเิคราะห์แลว้พวกเราไดมี้การประชุม

ร่วมกนัเพื่อท่ีจะสร้างคาํแนะนาํท่ีน่าจะเป็นประโยชน์ต่อพาวเวอร์เกิลส์ดงัน้ี 

1.) สถานท่ีในการจดักิจกรรม 

 ในมุมมองของพวกเรานั้นการท่ีจะหาสถานท่ีในการจดักิจกรรมใหม่ในทุกๆคร้ังท่ีจดักิจกรรมเป็น

ส่ิงท่ีสร้างความไม่สะดวกใหก้บัทั้งผูจ้ดักิจกรรมและผูเ้ขา้ร่วมกิจกรรม รวมทั้งการพดูคุยเก่ียวกบัปัญหาเร่ือง

เพศไม่ใช่ส่ิงท่ีสามารถทาํไดอ้ยา่งสะดวกในท่ีสาธารณะเช่น ร้านกาแฟ ดงันั้นพวกเราจ้ึงมีความเห็นวา่พาว

เวอร์เกิลส์ควรท่ีจะมีสถานท่ีของตวัเองท่ีเป็นหลกัเป็นแหล่งซ่ึงควรจะเป็นสถานท่ีท่ีมีพืนท่ีใชส้อยและมี

ความสะดวกสะบาย 

2.) บอกถึงจุดประสงคข์องพาวเวอร์เกิลส์ 

 ก่อนท่ีเราจะจดักิจกรรมใดๆนั้นผูท่ี้เราเชิญมาเขา้ร่วมกิจกรรมและผูท่ี้มาร่วมกิจกรรมทุกคนควรท่ีจะ

รู้ถึงจุดประสงคท่ี์แทจ้ริงของกิจกรรมก่อนวา่เราจะมีการใหค้วามรู้เกียวกบัเร่ืองเพศและจะมีการพดูคุยกนั

เก่ียวกบัเร่ืองเพศ เพราะวา่ถา้ผูท่ี้มาเขา้ร่วมกิจกรรมไม่รู้ถึงจุดประสงคน้ี์ เม่ือถึงเวลาท่ีเราจะพดูคุยเก่ียวกบั

เร่ืองเพศจะทาํใหผู้เ้ขา้ร่วมคนนั้นรู้สึกไม่สบายใจและทาํใหไ้ม่อยากเขา้ร่วมกิจกรรมอ่ืนๆท่ีพาวเวอร์เกิลส์จะ

จดัในอนาคตและจะส่งผลเสียต่อพาวเวอร์เกิลส์ในระยะยาว 

3.) ใชโ้ซเชียล เน็ตเวิร์คและการจดัซุม้กิจกรรมในการโปรโมตพาวเวอร์เกิลส์ 

 ทุกวนัน้ีเราจะเห็นไดว้า่เด็กวยัรุ่นทุกๆคนมีมือถือเป็นของตวัเองและเขา้ถึงข่าวสารในอินเตอร์เน็ต

ตลอดเวลาซ่ึงรวมถึงการใชโ้ซเชียลเน็ตเวิร์ค ดงันั้นพาวเวอร์เกิลส์ควรท่ีจะมีเพจของตวัเองในโซเชียล

เน็ตเวร์ิคช่ือดงัอยา่งเช่น เฟสบุค๊ (Facebook)  และ อินสตาแกรม (Instragram) ซ่ึงเพจท่ีถูกสร้างข้ึนน้ีจะทาํให้

ผูท่ี้ติดตามเพจสามารถไดรู้้ถึงขอ้มูล ข่าวสาร และตารางเวลาในปัจจุบนัของพาวเวอร์เกิลส์อยา่งทัว่ถึง 

นอกจากนั้นแลว้สาํหรับคนท่ีรู้สึกอายในการพดูคุยปัญหาเร่ืองเพศจะสามารถติดต่อสอบถามขอ้มูล, ความรู้
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และวธีิแกปั้ญหากบัพาวเวอร์เกิลส์ไดโ้ดยการใชโ้ซเชียลเน็ตเวิร์คอยา่งเช่น ไลน์ (Line) หรือ เฟสบุค๊ 

(Facebook)  

 อีกวธีิหน่ึงท่่ีน่าสนใจคือการจดัซุม้กิจกรรมซ่ึงอณุญาติให้เด็กวยัรุ่นหญิงมาทาํกิจกรรมท่ีน่าสนใจ

ฟรีๆ อยา่งเช่นการใหฝึ้กทาํตุ๊กตาดว้ยมือ ซ่ึงหลงัจากท่ีใหเ้ขา้ร่วมกิจกรรมแลว้ก็สามารถขอช่องทางการ

ติดต่อในอนาคตเพื่อท่ีจะใหข้อ้มูลเก่ียวกบัพาวเวอร์เกิลส์และกิจกรรมท่ีจะจดัในคร้ังต่อไป 

4.) ทาํใหกิ้จกรรมพาวเวอร์เกิรลไปอยูใ่นกิจกรรมของโรงเรียน 

 จากการท่ีสัมภาษณ์มานั้นมีเด็กวยัรุ่นหญิงส่วนหน่ึงให้ความคิดเห็นวา่จะเขา้ร่วมพาวเวอร์เกิลส์หา

กองกรณ์ก่อตั้งข้ึนแต่วา่คาํตอบในดา้นบวกน้ีอาจจะเกิดข้ึนจากความเกรงใจ ดงันั้นพวกเราจึงมีความเห็นวา่

หากพาวเวอร์เกิลส์ก่อตั้งข้ึนมาและมีคนเขา้ร่วมจาํนวนนอ้ย พาวเวอร์เกิลส์ควรท่ีจะติดต่อขอความร่วมมือ

จากโรงเรียนต่างๆเพื่อขอให้การเขา้กิจกรรมในพาวเวอร์เกิลส์เป็นส่วนหน่ึงในคะแนนของวชิาสุขศึกษา

เพราะวา่ทางองกรณ์พาวเวอร์เกิลส์มีจุดมุ่งหมายท่ีจะช่วยแกไ้ขปัญหาการตั้งครรภใ์นวยัเด็ก และหลงัจาก

ทั่ีวยัรุ่นหญิงเขา้ร่วมกิจกรรมท่่ีน่าดึงดูดใจของพาวเวอร์เกิลส์แลว้วยัรุ่นหญิงเหล่านั้นอาจจะอยากเขา้ร่วม

กิจกรรมของพาวเวอร์เกิลส์ต่อไปในอนาคต 

5.) พาวเวอร์เกิลส์คอนเซ็ปกบัวยัรุ่นหญิงในกรุงเทพมหานคร 

 พาวเวอร์เกิลส์คอนเซ็ปในปัจจุบนัท่ีถูกคิดคน้มาโดยมูลนิธิ นั้นไม่สามารถท่ีจะประสบความสาํเร็จ

ในกรุงเทพไดด้ว้ยขอ้จาํกดัหลายๆดา้น ผลท่ีไดจ้ากการสัมภาษณ์ระบุวา่ เด็กวยัรุ่นหญิงทุกคนจะเรียนท่ี

โรงเรียนเสร็จในเวลา 16.00 น. และหลายๆคนตอ้งไปเรียนพิเศษต่อ ซ่ึงในวนัหยดุก็ยงัมีวยัรุ่นหญิงหลายคน

ท่ีตอ้งเรียนพิเศษซ่ึงเป็นการบอกถึงปัญหาทางดา้นเวลา นอกจากนั้นเม่ือวยัรุ่นหญิงมีเวลาวา่ง กิจกรรมส่วน

ใหญ่ท่ีทาํคือกิจกรรมท่ีทาํคนเดียวส่วนตวั อยา่งเช่น ฟังเพลง, ดูหนงั, อ่านหนงัสือ นอกจากนั้นผูป้กครองก็

ไม่อยากท่ีจะใหลู้กสาวของตนเองกลบับา้นชา้เพราะวา่จะทาํใหเ้ป็นห่วงและยงัมีผูป้กครองบางคนไม่

อณุญาติใหลู้กสาวของตนพดูคุยเก่ียวกบัเร่ืองเพศ ยิง่ไปกวา่นั้นทั้งเด็กวยัรุ่นหญิงแลผูป้กครองใน

กรุงเทพมหานครใหค้วามเห็นตรงกนัวา่พวกเขามีความคิดในแง่ลบกบัการขายตรง ซ่ึงในตอนแรกนั้นพีเอส

ไอ มีความคิดวา่การซ้ือสินคา้วยัรุ่นและอุปกรณ์คุมกาํเนิดจากคนท่ีรู้จกันั้นจะทาํใหว้ยัรุ่นหญิงรู้สึกสบายใจ

มากข้ึนแต่ผลลพัธ์ท่ีไดจ้ากการสัมภาษณ์นั้นเป็นไปในทางตรงกนัขา้ม วยัรุ่นหญิงรู้สึกไม่สบายใจท่ีจะซ้ือ

สินคา้ทุกชนิดจากคนรู้จกัของตน 

 
 

133 



 ดงันั้นในพื้นท่ีกรุงเทพมหานครนั้นพาวเวอร์เกิลส์สามารถประสบความสาํเร็จไดด้ว้ยวธีิอ่ืน

อยา่งเช่นการจดักิจกรรมท่ีให้ความรู้เก่ียวกบัเร่ืองเพศในโรงเรียนและสถานท่ีท่องเท่ียวต่างๆและใหช่้องทาง

การติดต่อกบัพาวเวอร์เกิลส์ไปกบัผูเ้ขา้ร่วมกิจกรรม เผือ่วา่ผูเ้ขา้ร่วมคนนั้นอยากท่ีจะร่วมกิจกรรมต่อไปของ

พาวเวอร์เกิลส์ และองกรณ์พาวเวอร์เกิลส์สามารถท่ีจะมีความมัน่คงทางการเงินไดจ้ากการขายสิินคา้วยัรุ่น

และอุปกรณ์คุมกาํเนิดในบรรจุภณัฑท่ี์น่ารักและสร้างสรรค[์98] และนาํสินคา้เหล่านํี้ าไปขายออนไลน์โดย

การสร้างเวป็ไซตท่ี์น่าเช่ือถือและน่าดึงดูดใจ [99] 

 อยา่งไรก็ตามคอนเซ็ปพาวเวอร์เกิลส์ในปัจจุบนัอาจจะประสบความสาํเร็จไดใ้นต่างจดัหวดัซ่ึงเป็น

สถานท่ีท่ีวยัรุ่นหญิงมีความคิดและมีชีวติประจาํวนัท่ีแตกต่างกบัคนกรุงเทพ โดยคนต่างจงัหวดัอาจจะมี

ความคิดในแง่บวกกบัการขายตรงและเห็นวา่เป็นอีกหน่ึงช่องทางในการหารายไดเ้สริมดว้ยตวัเอง ดงันั้น

ควรท่ีจะมีการทดสอบพาวเวอร์เกิลส์คอนเซ็ปต่อไปในพื้นท่ีต่างจงัหวดัท่ีมีอตัราการตั้งครรภใ์นวยัรุ่นสูงเพื่อ

สังเกตุวา่จะสามารถนาํพาวเวอร์เกิลส์คอนเซ็ปนไปใชใ้นพื้นท่ีนั้นไดห้รือไม่ การทดสอบน้ีอาจจะไม่ใช่แค่

การสัมภาษณ์แต่อาจจะรวมถึงการกิจกรรมใหเ้ด็กเขา้ร่วมจริงๆและดูผลตอบรับท่ีไดจ้ากการจดักิจกรรม 

 

 

5.4 ข้อจํากดัของผลลพัธ์ทีไ่ด้ 

 การท่ีจะทาํใหง้านน้ีสมบูรณ์นั้น ควรจะมีการพดูถึงความผดิพลาดหรือส่ิงท่ีอาจจะก่อใหเ้กิดการ

ลาํเอียงจากผลการสาํรวจ หรือส่วนประกอบอ่ืนๆท่ีอาจจะทาํใหเ้กิดการผดิพลาดและไม่แม่นยาํของขอ้มูลท่ี

ไดรั้บ 

 เน่ืองดว้ยเวลาท่ีจาํกดัในการทาํงานทาํใหส้ถานท่ีท่ีไปสัมภาษณ์ส่วนใหญ่นั้นเป็นแหล่งศูฯยก์ารคา้ท่ี

มีผูค้นมากมายมารวมตวักนัจากโรงเรียนท่ีแตกต่างกนัซ่ึงทาํใหผ้ลท่ีไดน้ั้นระบุวา่ศูนยก์ารคา้คือแหล่งท่ีเด็ก

วยัรุ่นในกรุงเทพมหานครชอบมามากท่ีสุด ส่วนกิจกรรมท่ีผูถู้กสัมภาษณ์ชอบทาํก็มกัจะเป็นการ เลือกซ้ือ

สินคา้และเท่ียวกบัเพื่อนๆ และผลท่ีไดก้็ยงัคงระบุวา่มีคนไม่มากนกัท่ีชอบอยูท่ี่บา้นซ่ึงอาจจะเป็นผลลพัธ์ท่ี

ลาํเอียงจากการสัมภาษณ์ในหา้งสรรพสินคา้ นอกเหนือจากนั้นการท่ีเลือกผูส้ัมภาษณ์แบบสุ่มอาจจะทาํให้

ไดข้อ้มูลมาอยา่งไม่ครอบคลุมมากนกัเน่ืองจากอาจจะไปสัมภาษณ์แต่ผูค้นท่ีมีความเห็นคลา้ยๆกนัเท่านั้น 
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เพื่อท่ีจะหลีกเล่ียงปัญหาน้ีไดค้วรท่ีจะสมัภาษณ์บุคคุลกลุ่มเป้าหมายใหม้ากข้ึนและสัมภาษณ์ผูค้นในหลายๆ

สถานท่ี และโรงเรียนท่ีแตกต่างกนัเพื่อท่ีจะใหผ้ลลพัธ์คลอบคลุมกลุ่มเป้าหมายอยา่งทัว่ถึง 

 จากการแบ่งแยกกลุ่มวยัรุ่นหญิงโดยการใชค้วามแตกต่างทางดา้นอายแุละความแตกต่างทางดา้น

รายรับของครอบครัวทาํใหส้ามารถแบ่งกลุ่มวยัรุ่นหญิงท่ีสัมภาษณ์ไดอ้อกเป็น 6 กลุ่ม ก่อใหเ้กิดมีจาํนวน

ประชะการต่อกลุ่มนอ้ยอยา่งเช่น มีวยัรุ่นหญิงอาย ุ16-19 ท่ีมากจากครอบครัวท่ีมีรายรับนอ้ยอยูแ่ค่ 6 คน ซ่ึง

การจะกาํจดัปัญหาน้ีไดน้ั้นตอ้งมีการสัมภาษณ์ประชากรในกลุ่มน้ีเพิ่มข้ึนต่อไป 

 สุดทา้ยน้ีอีกหน่ึงเหตุผลท่ีจะทาํใหเ้กิดผลลพัธ์ท่ีผดิพลาดคือ ผูถู้กสัมภาษณ์บางคนอาจจะเขา้ใจผดิ

เก่ียวกบัแบบสอบถามหรือคาํถามท่ีไดรั้บซ่ึงก่อใหเ้กิดความผดิพลาดและไม่แม่นยาํของคาํตอบท่ีได ้ซ่ึง

ปัญหาน้ีสามารถแกไ้ขไดโ้ดยการอธิบายคาํถามและขอ้มูลอยา่งละเอียดก่อนท่ีจะให้เร่ิมทาํแบบสอบถามหรือ

เร่ิมตอบคาํถาม 

 

 

5.5 บทสรุป 

 จากคาํแนะนาํในหวัขอ้ 5.1 นั้นไดมี้การแนะนาํเก่ียวกบัการจดักิจกรรมท่ีเหมาะสมในสถานท่ีและ

เวลาท่ีเหมาะสมและสะดวก นอกเหนือจากน้ียงัมีการแนะนาํถึงกิจกรรมท่ีจะสามารถช่วยแกไ้ขปัญหาของ

กลุ่มสมาชิกเป้าหมายและใหค้วามสนุกสนาน สาํหรับในหวัขอ้ 5.2 ไดมี้การแนะนาํเก่ียวกบักิจกรรม, สินคา้, 

แบรนด ์และสินคา้ท่ีวยัรุ่นหญิงรู้สึกไม่สะดวกหรือไม่สบายใจท่ีจะซ้ือ และยงัมีการแนะนาํวา่ใครคือบุคคลท่ี

วยัรุ่นหญิงรู้สึกสบายใจท่ีจะซ้ืออุปกรณ์คุมกาํเนิดดว้ย สาํหรับหวัขอ้ 5.3 ไดมี้การแนะนาํเก่ียวกบัวธีิท่ีจะ

พฒันาคอนเซ็ปขององกรณ์พาวเวอร์เกิลส์จากการตอบรับของวยัรุ่นหญิงและผูป้กครอง 

 และสุดทา้ยน้ีเราจะเห็นไดว้า่ปัญหาการตั้งครรภใ์นวยัรุ่นนั้นเป็นปัญหาระดบัประเทศและใน

ประเทศไทยนั้นอตัราการตั้งครรภใ์นวยัรุ่นสูงข้ึนทุกๆปี บางคนอาจจะคิดวา่น้ีเป็นปัญหาท่ีห่างไกลจากตวั

เราแต่ในความเป็นจริงนั้นน่ีเป็นปัญหาท่ีเก่ียวขอ้งกบัคนทุกคนในสังคม หากปัญหาท่ีเกิดข้ึนกบัคนใน

ครอบครัวหรือคนรอบขา้งของคุณ คุณจะรับมือกบัปัญหาและความเจบ็ปวดในจิตใจน้ีไดอ้ยา่งไร ปัญหาน้ี

ไม่ไดแ้ค่ส่งผลกระทบต่อสังคมเล็กๆรอบตวัเราแต่ยงัส่งผลถึงประเทศชาติซ่ึงจะทาํใหเ้ป็นสถานท่ีท่ีไม่น่าอยู่

สาํหรับคนรุ่นต่อไปฉะนั้นการช่วยเหลือเล็กๆนอ้ยๆจากทุกฝ่ายจะช่วยทาํใหส้ามารถก่อใหเ้กิดการลดลงของ

ปัญหาน้ีได ้และวยัรุ่นทุกๆคนควรมีความคิดเก็บไวใ้นใจวา่ความสุขชัว่วบูจากการมีเพศสัมพนัธ์ท่ีไม่มีการ
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ปกกนัท่ีถูกตอ้งนั้นอาจจะทาํลายชีวติทั้งหมดท่ีเหลืออยูข่องตน และปัญหาน้ีไม่ใช่ส่งผลกระทบถึงตวัเราเอง

แต่จะส่งผลถึงทุกคนในสังคม ฉะนั้นจากการศึกษาและสาํรวจของพวกเราในงานน้ี พวกเราหวงัเป็นอยา่งยิง่

วา่คาํแนะนาํท่ีไดแ้นะนาํไปจะสามารถช่วยมูลนิธิพีเอสไอในการวางแผนและจดัการบริหารองกรณ์พาวเวอร์

เกิลส์ซ่ึงจะเป็นอีกหน่ึงองกรณ์ท่ีจะช่วยลดปัญหาการตั้งครรภใ์นวยัรุ่นและช่วยสร้างความเขม้แขง็และความ

มัน่ใจต่อวยัรุ่นหญิงในประเทศไทยไดต่้อไปในอนาคต 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

136 



Bibliography 
[1] TERMS OF REFERENCE FOR SITUATIONAL ANALYSIS OF 

ADOLESCENT PREGNANCY 

http://www.unicef.org/videoaudio/PDFs/TOR_LRPS-OSR-2013-9108361.pdf  

(Accessed on February 2015) 

[2] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.9-18 

[3] Solving the Problem of Unplanned Pregnancy in Thai Teenagers. 

http://en.nationalhealth.or.th/sites/default/files/Teenagers_Main_24Nov2010.pd

f (Accessed on February 2015) 

[4] UNFPA State of Thailand’s Population 2013; p.31-38 

[5] THE INVOLVEMENT OF THAI PARENTS IN THE SEX EDUCATION 

OF THEIR TEENAGE CHILDREN: A MIXED METHODS STUDY. 

https://ueaeprints.uea.ac.uk/33362/1/Chaweewan_Sridawruang_7_June_11.pdf, 

p.162  

(Accessed on February 2015) 

[6] Teen pregnancy: Growing problem in Thailand. 

http://www.bangkokpost.com/learning/learning-from-news/339506/teen-

pregancy-growing-problem-in-thailand  

(Accessed on February 2015) 

[7] Department of Health, in partnership with Bayer Thai, will launch “Be Sure” 

initiative on World Contraception Day. 

http://www.bayer.co.th/en/press.php?ID=10  

(Accessed on February 2015) 

 
 

137 

http://www.unicef.org/videoaudio/PDFs/TOR_LRPS-OSR-2013-9108361.pdf
https://ueaeprints.uea.ac.uk/33362/1/Chaweewan_Sridawruang_7_June_11.pdf
http://www.bangkokpost.com/learning/learning-from-news/339506/teen-pregancy-growing-problem-in-thailand
http://www.bangkokpost.com/learning/learning-from-news/339506/teen-pregancy-growing-problem-in-thailand
http://www.bayer.co.th/en/press.php?ID=10


[8] Professor Dr Siriporn Chirawatkul, Assoc Prof Dr Somporn 

Rungreongkulkij, Assoc Prof Dr Darunee Jongudomkarn, Assoc Prof Dr 

Krittiya Sawangchareon, Assoc Prof Dr Soyj Anusornteerakul, Assis Prof Dr 

Nilubon Rujiraprasert, Dr Somjit Moungpil, Assoc Prof Somporn 

Watananukoolkiat, Assis Prof Dr Waraluk, Kittiwatphaisarn, Ingkata Kotanara, 

Bumpen Kumdee, Rajaya Yikusang and Saungsuda Chareonwong; Working 

with Young Adolescents on the prevention of and dealing with Teenage 

Pregnancy;  WHO Collaborating Centre for Research and Training on Gender 

and Women’s Health, Khon Kaen University, Thailand  

[9] Trend and outcomes of teenage pregnancy 

http://www.rtcog.or.th/html/photo/journalfile_941254.pdf 

(Accessed on January 2015) 

[10] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013 

[11] Thailand  

www.un.org/esa/population/publications/abortion/doc/thailand.doc  

(Accessed on January 2015) 

[12] Thailand struggles to curb high teen pregnancy rate 

http://www.reuters.com/article/2013/03/08/us-thailand-pregnancy-

idUSBRE92705P20130308 

(Accessed on January 2015) 

[13] Teen pregnancy: Growing problem in Thailand 

http://www.bangkokpost.com/print/339506/ 

(Accessed on January 2015) 

[14] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.42 

 
 

138 

http://www.rtcog.or.th/html/photo/journalfile_941254.pdf
http://www.un.org/esa/population/publications/abortion/doc/thailand.doc
http://www.reuters.com/article/2013/03/08/us-thailand-pregnancy-idUSBRE92705P20130308
http://www.reuters.com/article/2013/03/08/us-thailand-pregnancy-idUSBRE92705P20130308


[15] Effects of Teenage Pregnancy http://www.livestrong.com/article/86972-

effects-teenage-pregnancy/  

(Accessed on November 2014) 

[16] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.39 

[17] Consequences of Teenage pregnancy options 

http://www.teenhelp.com/teen-pregnancy/consequences-of-teen-pregnancy-

options.html  

(Accessed on November 2014) 

[18] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.40 

[19] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.43 

[20] Communication and advocacy strategies adolescent reproductive and 

sexual health 

http://unesdoc.unesco.org/images/0012/001200/120033E.pdf 

[21] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.20-21 

[22] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.25 

[23] Our leaders need sex ed                                  

http://www.bangkokpost.com/opinion/opinion/474590/our-leaders-need-sex-ed                                  

(Accessed on February 2015) 

[24] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.26 

 
 

139 

http://unesdoc.unesco.org/images/0012/001200/120033E.pdf
http://www.bangkokpost.com/opinion/opinion/474590/our-leaders-need-sex-ed


[25] ความเช่ือผิดๆ เก่ียวกบัถุงยาง (wrong belief about contraception) 

 http://men.sanook.com/368/                      

(Accessed on February 2015) 

[26] Teenagers not using condoms, taking risks 

http://www.bangkokpost.com/learning/learning-from-news/228605/teenagers-

and-emergency-birth-control-pills  

(Accessed on February 2015) 

[27] Professor Dr Siriporn Chirawatkul, Assoc Prof Dr Somporn 

Rungreongkulkij, Assoc Prof Dr Darunee Jongudomkarn, Assoc Prof Dr 

Krittiya Sawangchareon, Assoc Prof Dr Soyj Anusornteerakul, Assis Prof Dr 

Nilubon Rujiraprasert, Dr Somjit Moungpil, Assoc Prof Somporn 

Watananukoolkiat, Assis Prof Dr Waraluk Kittiwatphaisarn, Ingkata Kotanara, 

Bumpen Kumdee, Rajaya Yikusang and Saungsuda Chareonwong; Working 

with YoungAdolescents on the prevention of and dealing with Teenage 

Pregnancy 

; WHO Collaborating Centre for Research and Training on Gender and 

Women’s Health, Khon Kaen University, Thailand 

[28] Teen pregnancy: Growing problem in Thailand                        

http://www.bangkokpost.com/learning/learning-from-news/339506/teen-

pregancy-growing-problem-in-thailand  

(Accessed on February 2015) 

[29] Ignorance if fueling teenage pregnancy 

http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=

466  

(Accessed on February 2015) 

 
 

140 

http://men.sanook.com/368/
http://www.bangkokpost.com/learning/learning-from-news/228605/teenagers-and-emergency-birth-control-pills
http://www.bangkokpost.com/learning/learning-from-news/228605/teenagers-and-emergency-birth-control-pills
http://www.bangkokpost.com/learning/learning-from-news/339506/teen-pregancy-growing-problem-in-thailand
http://www.bangkokpost.com/learning/learning-from-news/339506/teen-pregancy-growing-problem-in-thailand
http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=466
http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=466


[30] Peer pressure.    

http://www.iwannaknow.org/teens/relationships/peerpressure.html               

(Accessed on February 2015) 

[31] วยัรุ่นเตรียมวนัวาเลนไทน ์

http://www.manager.co.th/Daily/ViewNews.aspx?NewsID=9580000017665 

(Accessed on February 2015) 

[32] คืนวนัลอยกระทง 

http://www.khaosod.co.th/view_news.php?newsid=TUROamIyd3dNVEl5TVR

FMU5RPT0 = 

(Accessed on February 2015) 

[33] What are the causes of teenage pregnancy  

http://www.livestrong.com/article/146681-what-are-the-causes-of-teenage-

pregnancy/  

(Accessed on January 2015) 

[34] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.27 

[35] Parental influence and teenage pregnancy 

http://www.education.com/reference/article/Ref_Parental_Influence/  

(Accessed on January 2015) 

[36] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.27 

[37] Adolescent sexuality and the media. 

http://www.ncbi.nlm.nih.gov/pmc/articles/PMC1070813/  

(Accessed on November 2014)  

 
 

141 

http://www.iwannaknow.org/teens/relationships/peerpressure.html
http://www.manager.co.th/Daily/ViewNews.aspx?NewsID=9580000017665
http://www.manager.co.th/Daily/ViewNews.aspx?NewsID=9580000017665
http://www.khaosod.co.th/view_news.php?newsid=TUROamIyd3dNVEl5TVRFMU5RPT0
http://www.khaosod.co.th/view_news.php?newsid=TUROamIyd3dNVEl5TVRFMU5RPT0
http://www.khaosod.co.th/view_news.php?newsid=TUROamIyd3dNVEl5TVRFMU5RPT0
http://www.livestrong.com/article/146681-what-are-the-causes-of-teenage-pregnancy/
http://www.livestrong.com/article/146681-what-are-the-causes-of-teenage-pregnancy/
http://www.education.com/reference/article/Ref_Parental_Influence/


[38] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.22-23 

[39] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.37-38 

[40] ดีชัว่รู้หมด 

http://www.thairath.co.th/content/237024  

(Accessed on February 2015) 

[41] กหุลาบขาว  

 http://www.thaipost.net/node/208  

(Accessed on February 2015) 

[42] Community Based Programs  

http://www.ncdhhs.gov/dss/community/index.htm  

(Accessed on December 2014) 

[43] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.48 

[44] Our leader need sex ed 
http://www.bangkokpost.com/opinion/opinion/474590/our-leaders-need-sex-ed 
(Accessed on February 2015) 

[45] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.25 

[46] Adolescent pregnancy and Childbearing 

http://www.guttmacher.org/pubs/journals/3201400.html  

(Accessed on December 2014) 

[47] Adolescent Pregnancy and Childbearing: Levels and Trends in Developed 

Countries; Susheela Singh and Jacqueline E. Darroch                    

 
 

142 

http://www.thairath.co.th/content/237024
http://www.thaipost.net/node/208
http://www.thaipost.net/node/208
http://www.bangkokpost.com/opinion/opinion/474590/our-leaders-need-sex-ed
http://www.guttmacher.org/pubs/journals/3201400.html


http://www.guttmacher.org/pubs/journals/3201400.html             

(Accessed on March 2015) 

[48] What are the most effective strategies for reducing the rate of teenage 

pregnancy  

http://www.euro.who.int/en/data-and-evidence/evidence-informed-policy-

making/publications/hen-summaries-of-network-members-reports/what-are-the-

most-effective-strategies-for-reducing-the-rate-of-teenage-pregnancies  

(Accessed on December 2015) 

[49] Charting the future (Empowering girls to prevent early pregnancy) 

http://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-

files/7724.pdf                       

(Accessed on April 2015) 

[50] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.54 

[51] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.31 

[52] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.32 

[53] The State of Thailand's Population 2013 - UNFPA; Motherhood in 

childhood facing the challenge of adolescent pregnancy; page 48 

[54] Siriporn Jirawatkul, Klitaya Swangjeruen et al (2013). การรับรู้ของวยัรุ่นชายเก่ียวกบั

ความรักและความสมัพนัธ์ทางเพศ “The Perception of Male Teenagers on Love and Sexual 

Relationship”, the Journal of the Psychiatric Association of Thailand 58: 75-88. 

[55] Tangmunkongvorakul, A., G. Carmichael, et al (2011). “Sexual 

Perceptions and Practices of Young people in Northern Thailand”, Journal of 

 
 

143 

http://www.guttmacher.org/pubs/journals/3201400.html
http://www.euro.who.int/en/data-and-evidence/evidence-informed-policy-making/publications/hen-summaries-of-network-members-reports/what-are-the-most-effective-strategies-for-reducing-the-rate-of-teenage-pregnancies
http://www.euro.who.int/en/data-and-evidence/evidence-informed-policy-making/publications/hen-summaries-of-network-members-reports/what-are-the-most-effective-strategies-for-reducing-the-rate-of-teenage-pregnancies
http://www.euro.who.int/en/data-and-evidence/evidence-informed-policy-making/publications/hen-summaries-of-network-members-reports/what-are-the-most-effective-strategies-for-reducing-the-rate-of-teenage-pregnancies
http://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/7724.pdf
http://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/7724.pdf


Youth Studies 14: 315-339. 

[56] Siriporn Jirawatkul, Klitaya Swangjeruen et al (2013). การรับรู้ของวยัรุ่นชายเก่ียวกบั

ความรักและความสมัพนัธ์ทางเพศ “The Perception of Male Teenagers on Love and Sexual 

Relationship”, the Journal of the Psychiatric Association of Thailand 58: 75-88. 

[57] Muangpin, S., S. Tiansawad, et al (2010). “Northeastern Thai Adolescents’ 

Perceptions of Being Unmarried and Pregnant”, Pacific Rim Int J Nurs Res 

14(2): 149-161. 

[58] Fengxue, Y., S. Isaranurug, et al (2003). “Attitudes toward Adolescent 

Pregnancy, Induced Abortion and Supporting Health Services among High-

School Students in Phuttamonthon District, Nakhon Pathom Province, 

Thailand”. Journal of Public Health and Development 1: 25-32. 

[59] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.34 

[60] Nicaise, I., P. Tonguthai, et al (2000). “School Dropout in Thailand: 

Causes and Remedies”, Leuven, HIVA, University of Leuven. 

[61] Rhucharoenpornpanich, O., A. Chamratrithirong, et al (2012). “Parent-

Teen Communication about Sex in Urban Thai Families”, Journal of Health 

Communication 17: 380–396. 

[62] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.36 

[63] Teen pregnancy: Growing problem in Thailand 

http://www.bangkokpost.com/learning/learning-from-news/339506/teen-

pregancy-growing-problem-in-thailand  

(Accessed on February 2015) 

[64] Ignorance is fuelling teenage pregnancy 

 
 

144 

http://www.bangkokpost.com/learning/learning-from-news/339506/teen-pregancy-growing-problem-in-thailand
http://www.bangkokpost.com/learning/learning-from-news/339506/teen-pregancy-growing-problem-in-thailand


http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=

466  

(Accessed on February 2015) 

[65] What is a social enterprise? – Learn about your enterprise – Social 

Enterprise Canada 

http://www.socialenterprisecanada.ca/en/learn/nav/whatisasocialenterprise.html  

(Accessed on February 2015) 

[66] Social Enterprise Council – Get to know us – Social Enterprise Canada 

http://www.socialenterprisecanada.ca/en/gettoknowus/nav/socialenterprisecoun

cil.html  

(Accessed on February 2015) 

[67] About social enterprise / About / Social Enterprise UK 

http://www.socialenterprise.org.uk/about/about-social-enterprise  

(Accessed on February 2015) 

[68] Marketing to Teens: Target Marketing 

http://www.targetmarketingmag.com/article/marketing-teens-1-234-words-

28668/1  

(Accessed on January 2015) 

[69] Marketing to Teens: Target Marketing 

http://www.targetmarketingmag.com/article/marketing-teens-1-234-words-

28668/2  

(Accessed on January 2015) 

[70] Teens and Social Media Marketing – Direct Marketing News 

http://www.dmnews.com/teens-and-social-media-marketing/article/306359/  

(Accessed on January 2015) 

[71] Teen Marketing: Apple’s the Master - Businessweek 

 
 

145 

http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=466
http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=466
http://www.socialenterprisecanada.ca/en/learn/nav/whatisasocialenterprise.html
http://www.socialenterprisecanada.ca/en/gettoknowus/nav/socialenterprisecouncil.html
http://www.socialenterprisecanada.ca/en/gettoknowus/nav/socialenterprisecouncil.html
http://www.socialenterprise.org.uk/about/about-social-enterprise
http://www.targetmarketingmag.com/article/marketing-teens-1-234-words-28668/1
http://www.targetmarketingmag.com/article/marketing-teens-1-234-words-28668/1
http://www.targetmarketingmag.com/article/marketing-teens-1-234-words-28668/2
http://www.targetmarketingmag.com/article/marketing-teens-1-234-words-28668/2
http://www.dmnews.com/teens-and-social-media-marketing/article/306359/


http://www.businessweek.com/stories/2007-08-16/teen-marketing-apples-the-

masterbusinessweek-business-news-stock-market-and-financial-advice  

(Accessed on January 2015) 

[72] Teenagers Effectively – Small Business Marketing 

http://www.gaebler.com/Marketing-to-Teenagers.htm  

(Accessed on January 2015) 

[73] Content Marketing to Teenagers: Trends and Platforms 

http://help.outbrain.com/customer/portal/articles/1673892-content-marketing-

to-teenagers-trends-and-platforms?b_id=1524  

(Accessed on January 2015) 

[74] Marketing to Teenagers – Resource 

http://www.psprint.com/resources/marketing-to-teenagers/  

(Accessed on January 2015) 

[75] 3 Ways to Connect With Teens on Social Media 

http://www.socialmediaexaminer.com/connect-with-teens-on-social-media-

sharpie-case-study/  

(Accessed on January 2015) 

[76] Eight Ways to Reach Teens / Clickz 

http://www.clickz.com/clickz/column/1710603/eight-ways-reach-teens  

(Accessed on January 2015) 

[77] Negative Attitude toward Amway Business 

http://www.lib.ku.ac.th/kuis/2549/mahapon-kea-all.pdf  

(Accessed on February 2015) 

[78] The Amway Business Opportunity http://www.amway.com/about-

amway/business-opportunity  

(Accessed on February 2015) 

 
 

146 

http://www.businessweek.com/stories/2007-08-16/teen-marketing-apples-the-masterbusinessweek-business-news-stock-market-and-financial-advice
http://www.businessweek.com/stories/2007-08-16/teen-marketing-apples-the-masterbusinessweek-business-news-stock-market-and-financial-advice
http://www.gaebler.com/Marketing-to-Teenagers.htm
http://help.outbrain.com/customer/portal/articles/1673892-content-marketing-to-teenagers-trends-and-platforms?b_id=1524
http://help.outbrain.com/customer/portal/articles/1673892-content-marketing-to-teenagers-trends-and-platforms?b_id=1524
http://www.psprint.com/resources/marketing-to-teenagers/
http://www.socialmediaexaminer.com/connect-with-teens-on-social-media-sharpie-case-study/
http://www.socialmediaexaminer.com/connect-with-teens-on-social-media-sharpie-case-study/
http://www.clickz.com/clickz/column/1710603/eight-ways-reach-teens
http://www.lib.ku.ac.th/kuis/2549/mahapon-kea-all.pdf
http://www.amway.com/about-amway/business-opportunity
http://www.amway.com/about-amway/business-opportunity


[79] Giffarine – Official http://giffarine.com/th/rs/en/learn-and-better-life3-

2.php?lang=en 

(Accessed on February 2015) 

[80] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013; 

p.27  

[81] Ignorance is fuelling teenage pregnancy 

http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=

466  

(Accessed on January 2015) 

[82] Motherhood in Childhood; UNFPA State of Thailand’s Population 2013;; 

p.32 

[83] User centered design  

http://en.wikipedia.org/wiki/User-centered_design  

(Accessed on January 2015) 

[84] Purposes of Research: Exploratory, Descriptive & Explanatory 

http://education-portal.com/academy/lesson/purposes-of-research-exploratory-

descriptive-explanatory.html  

(Accessed on January 2015) 

[85] Sociology Revision - Methodology, Positivism and Interpretivism  

http://www.tutor2u.net/blog/index.php/sociology/comments/sociology-revision-

methodology-positivism-and-interpretivism  

(Accessed on January 2015) 

 
 

147 

http://giffarine.com/th/rs/en/learn-and-better-life3-2.php?lang=en
http://giffarine.com/th/rs/en/learn-and-better-life3-2.php?lang=en
http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=466
http://www.riskcomthai.org/en/news/detail.php?id=25049&pcid=182&pcpage=466
http://education-portal.com/academy/lesson/purposes-of-research-exploratory-descriptive-explanatory.html
http://education-portal.com/academy/lesson/purposes-of-research-exploratory-descriptive-explanatory.html


[86] Research The Interpretivism Philosophy Management Essay 

http://www.ukessays.com/essays/management/research-the-interpretivism-

philosophy-management-essay.php  

(Accessed on January 2015) 

[87] Marketing Resources   

http://guides.lib.uh.edu/content.php?pid=116060&sid=3877680  

(Accessed on February 2015) 

[88] What Are Psychographics? 

http://marketsegmentation.com/what-are-psychographics/  

(Accessed on February 2015) 

[89] Semi-structured Interview 

http://evaluationtoolbox.net.au/index.php?option=com_content&view=article&i

d=31:semi-structured-interview&catid=19:formative-evaluation-

tools&Itemid=137  

(Accessed on January 2015) 

[90] Probing Questions in Interviews 

http://www.uwex.edu/ces/pdande/resources/pdf/tipsheet34.pdf  

(Accessed on January 2015) 

[91] http://en.wikipedia.org/wiki/  

(Accessed on March 2015) 

[92] 

http://upload.wikimedia.org/wikipedia/commons/thumb/4/4f/Thailand_Bangkok

_location_map.png/280px-Thailand_Bangkok_location_map.png  

(Accessed on February 2015) 

[93]http://image.slidesharecdn.com/theparticipantresearcherandqualitativeresear

ch-101005141012-phpapp02/95/the-participant-researcher-and-qualitative-

 
 

148 

http://guides.lib.uh.edu/content.php?pid=116060&sid=3877680
http://marketsegmentation.com/what-are-psychographics/
http://evaluationtoolbox.net.au/index.php?option=com_content&view=article&id=31:semi-structured-interview&catid=19:formative-evaluation-tools&Itemid=137
http://evaluationtoolbox.net.au/index.php?option=com_content&view=article&id=31:semi-structured-interview&catid=19:formative-evaluation-tools&Itemid=137
http://evaluationtoolbox.net.au/index.php?option=com_content&view=article&id=31:semi-structured-interview&catid=19:formative-evaluation-tools&Itemid=137
http://www.uwex.edu/ces/pdande/resources/pdf/tipsheet34.pdf
http://en.wikipedia.org/wiki/
http://upload.wikimedia.org/wikipedia/commons/thumb/4/4f/Thailand_Bangkok_location_map.png/280px-Thailand_Bangkok_location_map.png
http://upload.wikimedia.org/wikipedia/commons/thumb/4/4f/Thailand_Bangkok_location_map.png/280px-Thailand_Bangkok_location_map.png
http://image.slidesharecdn.com/theparticipantresearcherandqualitativeresearch-101005141012-phpapp02/95/the-participant-researcher-and-qualitative-research-2-728.jpg?cb=1286305874
http://image.slidesharecdn.com/theparticipantresearcherandqualitativeresearch-101005141012-phpapp02/95/the-participant-researcher-and-qualitative-research-2-728.jpg?cb=1286305874


research-2-728.jpg?cb=1286305874  

(Accessed on February 2015) 

[94] Scope Papers (collection of statistical papers first published in Scope) 

Edited by J V Freeman 

http://www.shef.ac.uk/polopoly_fs/1.104345!/file/Scope_tutorial_manual.pdf  

p.13 (Accessed on February 2015) 

[95] Scope Papers (collection of statistical papers first published in Scope) 

Edited by J V Freeman 

http://www.shef.ac.uk/polopoly_fs/1.104345!/file/Scope_tutorial_manual.pdf 

p.6 (Accessed on February 2015) 

[96] Introduction to Qualitative Data Analysis (QDA) 

http://onlineqda.hud.ac.uk/Intro_QDA/  

(Accessed on February 2015) 

[97] Qualitative data analysis  

http://www.sagepub.com/upm-data/43454_10.pdf  

(Accessed on December 2015)  

[98] Now There’s a Female-Friendly Condom You Won’t Be Embarrassed to 

Buy 

http://time.com/3663658/now-theres-a-female-friendly-condom-you-wont-be-

embarrassed-to-buy/ 

(Accessed on February 2015) 

[99] 7 Day Pharmacy online shop 
http://7daypharmacy.net/tablets-list/to-order-birth-control-contraceptive-
medicine.html 
(Accessed on March 2015) 

 

 
 

149 

http://image.slidesharecdn.com/theparticipantresearcherandqualitativeresearch-101005141012-phpapp02/95/the-participant-researcher-and-qualitative-research-2-728.jpg?cb=1286305874
http://www.shef.ac.uk/polopoly_fs/1.104345!/file/Scope_tutorial_manual.pdf%20%20p.13
http://www.shef.ac.uk/polopoly_fs/1.104345!/file/Scope_tutorial_manual.pdf%20%20p.13
http://www.shef.ac.uk/polopoly_fs/1.104345!/file/Scope_tutorial_manual.pdf%20p.6
http://www.shef.ac.uk/polopoly_fs/1.104345!/file/Scope_tutorial_manual.pdf%20p.6
http://onlineqda.hud.ac.uk/Intro_QDA/


Appendices 
Appendix A: Discussion guide for Objective 1 

1.) Demographics data 
What is your name? How old are you? Where do you study? What do you                 
study?  

ขอทราบช่ือ อาย ุและ เรียนท่ีไหน สายอะไร/คณะอะไร? 

How long have you been studying about health education? 

เรียนวชิาสุขศึกษามานานก่ีปี? 

Where do you live currently?  Where were you born? Where are you 
from (hometown)?  

ตอนน้ีอาศยัอยูท่ี่ไหน? เกิดท่ีไหน? โตท่ีไหน? 

Who are you living with? Your family, relatives, or alone? 

ตอนน้ีอาศยัอยูก่บัใคร? พอ่แม่/ญาติ/อยูค่นเดียว (ถา้อยูค่นเดียว พกัท่ีไหน?) 

What is your parents’ occupation? 

พอ่แม่ / ผูป้กครองทาํงานอะไร? 

How much do your parents earn each month?  

พอ่แม่ / ผูป้กครอง ไดรั้บรายไดต่้อเดือนประมาณเท่าไหร่? 

How much allowance do you get from your parents? 

ไม่ทราบวา่ไดรั้บค่าขนม / ค่ากินอยูเ่ดือนละเท่าไหร่? 

Do you have any boyfriend? 

มีแฟนหรือยงั? 
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2.) Psychographics data 
Describe your typical weekday and weekend? 

ช่วงวนัธรรมดาหลงัเลิกเรียนทาํอะไร? วนัหยดุเสาร์-อาทิตยท์าํอะไร? 

How do you feel about what you do in daily life?  

รู้สึกอยา่งไรกบัชีวติประจาํวนั? 

What time do you wake up, go to study, finish school?  

ปกติต่ืนก่ีโมง? ไปเรียนก่ีโมง? เลิกเรียนก่ีโมง? 

How do you go to study?  

ไปเรียนยงัไง? 

What are your hobbies?  

งานอดิเรกชอบทาํอะไร? ท่ีไหน? 

What are your favorite things to do? Who do you do them with? Friends, 
family, or alone? (ex. listening to music, watching movie) 

ชอบทาํอะไร? กบัใคร (พอ่แม่, เพื่อน, คนเดียว) เช่น: ฟังเพลง ดูหนงั ไปคาราโอเกะ 

Where do you like to go?  Is there any place you want to go in Thailand 
but have not had a chance to?  

ปกติชอบไปเท่ียวท่ีไหน? มีท่ีในเมืองไทยท่ีอยากไปแต่ไม่เคยไปไหม? 

Who do you like to spend time with? Friends, family, or alone? 

ชอบใชเ้วลาร่วมกบัใคร?(เพื่อน, ครอบครัว, คนเดียว) 

What topics do you like to share with your friends? 

ชอบคุยกบัเพื่อนเร่ืองไหน?  
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Topic that you usually share among your friends (Choose three choices) 

เร่ืองท่ีชอบเล่า / แชร์ใหเ้พื่อนฟังมากท่ีสุด? (เลือกสามขอ้) 

 Actors 

ดารา 

 Life problem 

ปัญหาชีวิต 

 Love life 

เร่ืองความรัก 

 Education life 

เร่ืองเรียน 

 Movie 

หนงั 

 Sex 

เร่ืองเพศ 

 Fashion 

แฟชัน่ 

 Sport and fitness 

เร่ืองกีฬาและฟิตเนส 

 Others ………………………………………………..(Please 

indicate) 

อ่ืนๆ ……. กรุณาระบุ 

 

 

 

 
 

152 



How would you describe your personality? Do you think you are a 
confident person? What makes you feel confident? 

ส่วนตวัแลว้คิดวา่ตวัเองนิสัยเป็นอยา่งไร? รู้สึกวา่ตวัเองเป็นคนท่ีมีความมัน่ใจรึเปล่า? อะไรท่ีทาํ

ใหคิ้ดวา่ตวัเองเป็นคนมีความมัน่ใจในตวัเอง? 

What do you want to do or be when you grow up? Any career goal or life 
goal? 

อยากทาํอะไรในอนาคต? มีอาชีพในฝันไหม? มีเป้าหมายชีวติไหม?  

How do you feel about your area of study? 

คิดอยา่งไรกบัแผนก / คณะท่ีตวัเองกาํลงัศึกษาอยู?่ 

Do you have any inspiration/idols in life?  

มีใครเป็นแรงบนัดาลใจในชีวติ / มีไอดอลไหม? 

What is important to you? 

คิดวา่อะไรในชีวติสาํคญัสาํหรับคุณ? 

What are your anxieties, concern, worries or insecurity? What make you 
feel unhappy? 

อะไรท่ีทาํใหรู้้สึกกงัวลหรือเป็นห่วง? ทาํใหรู้้สึกไม่สบายใจ? 

Situation that make you worry insecurity or unhappy  

 Low academic grade  

เกรดตก / ไม่ดี 

 Family conflict 

ปัญหาทางบา้น / ครอบครัว 

 Couple conflict 

ปัญหาเร่ืองแฟน 

 Friend conflict 
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ปัญหาเร่ืองเพื่อน 

 Teacher conflict 

ปัญหาเร่ืองอาจารย ์

 Bad physical appearance ex. Obesity, acne.. 

ปัญหาเก่ียวกบัลกัษณะภายนอกของตวัเอง 

 Dirtiness 

ปัญหาเร่ืองความสกปรก 

 Financial problem 

ปัญหาเร่ืองเงิน 

 Loneliness 

รู้สึกเหงา / โดดเด่ียว 

 Unhealthy condition 

ปัญหาเร่ืองสุขภาพ 

 Others ……………………………………………… (Please 

indicate) 

อ่ืนๆ …….. กรุณาระบุ 

How do you deal with life’s problems? Who do you talk to when you 
have problems?  

แกปั้ญหาท่ีเกิดข้ึนในชีวิตอยา่งไร? เวลามีปัญหาปรึกษาใคร? 

Lastly, describe yourself in three words… 

สุดทา้ยแลว้ ขอสามคาํใหก้บัตวัเอง 
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Appendix B: Questionnaire form for Objective 2 

“This questionnaire is made by the students in faculty of science, 
Chulalongkorn University, the data collected from this questionnaire will be 

used in the research for solving Thai teenagers’ problem.” 

Current address:      Hometown :  

School type: 

☐International   ☐Private (coeducation)  ☐Private (girls only) 

☐Public (coeducation) ☐Public (girls only)             ☐Vocational 

 

Family income (per month) 

☐ Lower than 20,000 ☐20,000-100,000  ☐Higher than 100,000 

Monthly allowance 

☐ Lower than 1,000 ☐1,000-3,000  ☐3,000-6,000 

☐ Higher than 6,000 

Please create ✔ sign to indicate your opinion in these topics (5-most 
interesting,  1- least interesting).  

Products 5 4 3 2 1 
Lipstick      
Brush on      
Eye-liner      
Mascara      
Purfume      
Powder      
Lipliners      
Eyebrow pencil      
BB-cream      
Contact lens      
List of skin care 
product 

     

Acne cream      
Sunscreen      
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Make-up 
remover 

     

Oil remover 
film 

     

List of health 
care product 

     

Shampoo      
Panty liner      
Contraceptives      
        

Please list the brand of stationary that you use. 

1)………………                2)………………  3)……………… 

Other products 

1)………………                2)………………  3)……………… 

Please ranking your three most interesting products and indicate the brand and 

affordable price. 

Type of product    Using brand         Favourite brand    Affordable price 

First rank:             ....................         .......................      ........…………. 

Second rank:        ....................         .......................      ........…………. 

Third rank:           ....................         .......................      ........…………. 

 

Please create ✔ sign to indicate your opinion in these topics.  

Activities 5 4 3 2 1 
Beauty      
Make up session      
Hair cutting       
Spa       
Nail spa and painting        
Sport      
Fitness      
Jogging and running         
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Yoga      
Boxing      
Badminton      
Tennis      
Swimming      
Golf      
Gun shooting      
Outdoor activities      
Rock climbing      
Biking      
Go-kart      
Horse riding      
Indoor activities      
Cooking      
Singing      
Dancing      
Drawing      
Art and craft      
Eating      
Reading      
Shopping      
Watching movies/series      
Listening to  music      
Ice skating      
Career advice      
   

 

Others activities : 

………………………………………………………………………………. 

Please ranking your three most interesting activities 

First rank : …………………………………………………………………... 

Second rank: ………………………………………………………………… 

Third rank : ………………………………………………………………….. 
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Please create ✔ sign to indicate your opinion in list of products that you feel 
embarrass or uncomfortable to buy (5-most uncomfortable, 1-comfortable) 

 

Others (please indicate) : ………………………………………….................. 

 

Please rank the place where you would feel most comfortable in getting family 
planning products from 

(12 = very comfortable ; 1 = least comfortable) 

Place         Point (1-12) 

School nurse       ……………… 

Nurse in a private sector clinic     ……………… 

A nurse, who has been trained to respect girls needs ……………… 

Any pharmacy       ……………… 

A pharmacy who has been trained to repect girls needs ……………… 

Family’s doctor       ……………… 

Any doctor        ……………… 

A doctor who has been trained to respect girls needs ……………… 

An older female       ……………… 

Product 5 4 3 2 1 
Contraceptives      
Panty liners      
Innerwear      
Tampons      
Pregnancy test      
Razor      
Roll-on      
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An older male ……………… 

A female friend ……………… 

A male friend ……………… 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

159 



 

แบบสอบถามเพื่อสาํรวจความสนใจของเด็กวยัรุ่นหญิงไทย 

“แบบสอบถามน้ีสาํรวจโดยนิสิตระดบัปริญญาตรี หลกัสูตรนานาชาติ คณะวทิยาศาสตร์ 

จุฬาลงกรณ์มหาวทิยาลยัขอ้มูลท่ีไดจ้ากแบบสอบถามน้ีจะถูกนาํไปวเิคราะห์ในงานวจิยัเพื่อแกไ้ขปัญหาของ

ผูห้ญิงวยัรุ่นไทย ซ่ึงเป็นส่วนหน่ึงของวชิา Interactive Science and Social Science Project” 

กรุณาเติมขอ้ความในช่องวา่งเพื่อระบุขอ้มูลทัว่ไปของผูต้อบแบบสอบถาม 

อาย ุ:        

ท่ีอยูปั่จจุบนั (เขต/แขวง) :        สถานท่ีกาํเนิด : 

กรุณาทาํเคร่ืองหมาย ✔ แสดงความคิดเห็นเก่ียวกบัหวัขอ้ต่อไปน้ี 

ประเภทของโรงเรียนท่ีศึกษาอยู ่

☐นานาชาติ   ☐เอกชน (สหศึกษา)  ☐เอกชน (หญิงลว้น) 

☐รัฐบาล (สหศึกษา)  ☐รัฐบาล (หญิงลว้น)  ☐สายอาชีพ 

รายไดค้รอบครัว (ต่อเดือน) 

☐ ต ํ่ากวา่ 20,000  ☐ 20,000-100,000  ☐ มากกวา่ 100,000 

รายไดจ้ากผูป้กครอง (ต่อเดือน) 

☐ ต ํ่ากวา่ 1,000  ☐ 1,000-6,000  ☐ มากกวา่ 6,000 

 

กรุณาทาํเคร่ืองหมายแสดงความคิดเห็นเก่ียวกบัหวัขอ้ต่อไปน้ี 

รายการเคร่ืองสาํอางและผลิตภณัฑเ์พื่อความงาม  

ผลิตภณัฑ ์ ระดบัความสนใจ 

 มากท่ีสุด มาก ปานกลาง นอ้ย นอ้ยท่ีสุด 
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รายการเคร่ืองสาํอาง      

ลิปสติก      

ท่ีปัดแกม้       

ท่ีกรีดตา       

มาสคาร่า        

ดินสอเขียนคิ้ว      

แป้ง      

บีบี-ครีม      

ครีมแตม้สิว      

ครีมกนัแดด      

คอนแทคเลนส์      

นํ้าหอม       

ท่ีเช็ดเคร่ืองสาํอาง      

กระดาษซบัมนั      

รายการผลิตภณัฑ์

เพื่อสุขภาพ  

     

เจลอาบนํ้า      

ยาสระผม      

ผา้อนามยั      

อุปกรณ์คุมกาํเนิด      

  

โปรดระบุยีห่อ้อุปกรณ์การเรียนท่ีใช ้

1)……………………                2) ……………………       3) ……………………    

หากนอ้งๆสนใจผลิตภณัฑ์อ่ืนๆนอกเหนือจากท่ีระบุเอาไว ้โปรดใหข้อ้มูล 

1)……………………                2) ……………………         3) ……………………    
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กรุณาเรียงลาํดบัผลิตภณัฑ ์3 ชนิดท่ีสนใจมากท่ีสุด พร้อมระบุยีห่อ้ท่ีใชแ้ละยีห่อ้ท่ีช่ืนชอบ 

* (ผลิตภณัฑใ์ดก็ไดท่ี้ระบุไวใ้นแบบสอบถามน้ี หรือผลิตภณัฑอ่ื์นๆท่ีท่ีนอ้งสนใจ) * 

ประเภทของผลิตภณัฑ์       ยีห่อ้ท่ีใช ้    ยีห่อ้ท่ีช่ืนชอบ  ราคาท่ียอมรับได ้

ลาํดบัท่ี1: . ……………………  ……………………    ……………………    ……………………    

ลาํดบัท่ี2: ……………………    ……………………    ……………………    ……………………    

ลาํดบัท่ี3: ……………………    ……………………    ……………………    ……………………    

 

กรุณาทาํเคร่ืองหมาย  แสดงความคิดเห็นเก่ียวกบัหวัขอ้ต่อไปน้ี 

กิจกรรม ระดบัความสนใจ 

 มากท่ีสุด มาก ปานกลาง นอ้ย นอ้ยท่ีสุด 

ความงาม      

แต่งหนา้      

ตดั, ดดั หรือทาํสีผม      

ทาํเล็บ       

สปา      

กีฬา      

ฟิตเนส       

วิง่      

โยคะ      

ชกมวย       

แบดมินตนั      

เทนนิส       

วา่ยนํ้า       
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ตีกอลฟ์      

ยงิปืน       

กิจกรรมกลางแจง้      

ป่ันจกัรยาน      

วาดรูป(กลางแจง้)      

โก คาร์ท      

ข่ีมา้      

กิจกรรมในร่ม      

ปีนผาในร่ม      

ปีนผาในร่ม      

ร้องเพลง      

เตน้รํา      

วาดรูป(ในร่ม)      

ทาํอาหาร      

กิน,ชิมอาหาร      

อ่านหนงัสือ      

ดูหนงั/ซีร่ีย ์      

ฟังเพลง      

ไอซ์ สเก็ต      

แนะนาํดา้นการเงิน      

แนะนาํดา้นอาชีพ      

  

กิจกรรมอ่ืนๆ : …………………………………………………………………………… 

 

กรุณาเรียงลาํดบั 3 กิจกรรมท่ีสนใจมากท่ีสุด 

ลาํดบั 1 : …………………………………………………………………………… 

ลาํดบั 2 : …………………………………………………………………………… 
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ลาํดบั 3 : …………………………………………………………………………… 

กรุณาทาํเคร่ืองหมาย แสดงความคิดเห็นเก่ียวกบัสินคา้ท่ีรู้สึกอายเม่ือตอ้งซ้ือสินคา้  

ผลิตภณัฑ ์ ระดบัความอาย 

 มากท่ีสุด มาก ปานกลาง นอ้ย ไม่อาย 

ผา้อนามยั      

ผา้อนามยัแบบสอด      

ถุงยางอนามยั       

ยาคุมกาํเนิด       

อุปกรณ์คุมกาํเนิด

อ่ืนๆ  

     

ชุดตรวจการ

ตั้งครรภ ์

     

ชุดชั้นใน      

มีดโกน       

โรล-ออน      

 

สินคา้อ่ืนๆท่ีอาย (ถา้มีโปรดระบุ) : …………………………………………... 

 

กรุณาเรียงลาํดบับุคคลท่ีคิดวา่สบายใจท่ีสุดหากตอ้งซ้ือผลิตภณัฑคุ์มกาํเนิด 

(12 คะแนน = สบายใจมากท่ีสุด; 1 คะแนน = สบายใจนอ้ยท่ีสุด) 

บุคคล            1-12 (หา้มใชเ้ลขซํ้ า) 

พยาบาลท่ีโรงเรียน     ……………… 

พยาบาลทัว่ไปในคลินิก     ……………… 
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พยาบาลท่ีถูกฝึกมาเพื่อเคารพสิทธิของวยัรุ่น*  ……………… 

เภสัชกรทัว่ไป      ……………… 

เภสัชกรท่ีถูกฝึกมาเพื่อเคารพสิทธิของวยัรุ่น*  ……………… 

แพทยป์ระจาํครอบครัว     ……………… 

แพทยท์ัว่ไป      ……………… 

แพทยถู์กฝึกมาเพื่อเคารพสิทธิของวยัรุ่น*   ……………… 

ผูห้ญิงท่ีมีอายมุากกวา่     ……………… 

ผูช้ายท่ีมีอายมุากกวา่     ……………… 

เพื่อนผูห้ญิง      ……………… 

เพื่อนผูช้าย      ……………… 

 

*บุคคลท่ีถูกฝึกมาเพื่อเคารพสิทธิของวยัรุ่นคือบุคคลท่ีไม่แสดงอาการหรืออารมณ์เพื่อต่อวา่หรือมองในแง่

ลบและพร้อมใหค้าํปรึกษาเม่ือวยัรุ่นตอ้งการซ้ือผลิตภณัฑ์คุมกาํเนิด 
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Appendix C: Discussion Guide for objective 3 

What is PowerGirls? 

PowerGirls is a project that is being developed by Population Services 

International: Thailand to address the growing problem of teenage pregnancy.  

Thailand has unusually high adolescent pregnancy rates considering its high 

level of development and wide availability of contraception.   

Research has shown that teenage girls feel uncomfortable or ashamed to seek 

contraception from pharmacies and healthcare professionals, and that sex 

education is extremely limited.  

PSI: Thailand imagines a solution to this issue with PowerGirls, a 

program that aims to reduce the rate of adolescent pregnancy by integrating 

family planning and sex education with social events, parties, workshops, and 

general empowerment exercises.    

PowerGirls’ tagline is “Empowerment through parties”, and it is a party 

organizing group that will train older girls in entrepreneurship skills (to become 

PowerGirls organizers, provide them with teenage-targeted items to sell 

(including family planning products), and give them specific themes and 

materials to organize PowerGirls parties and events.  The PowerGirls organizer 

will also be the one who invite the other teenage girl to come join the club. 

These parties and events will focus on specific empowerment skills, like 

personal finance or health and nutrition.  PowerGirls organizers will also be 

connected to a network of pharmacies and health care professionals that have 

been trained to be sensitive to the needs of adolescent girls.  They will be able 

to provide referrals to these safe locations to seek medical advice, and will also 

function as a reliable, confidential source of accurate, relevant information 

about family planning. The goal of PowerGirls is to create an environment that 

is hip and fun where girls feel comfortable and welcome to discuss family 
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planning.  PowerGirls recognizes that this is an extremely sensitive subject, and 

mixes family planning with other activities in a way that de-stigmatizes the 

subject and creates an environment where girls feel comfortable, safe, supported 

and free of judgement.   

The examples of activities in PowerGirls club are Cooking, make-up 

sessions, yoga classes, financial management courses, (mention that these 

activities are free.) 

The PowerGirls organizer will also provide cheaper products (ex: 

cosmetics, skin care and health care products.) 

So the organizers can be both of your friends or seniors, so you might feel 

more comfortable buying contraceptives from them rather than in a convenience 

store or pharmacy.  

At the end of the party you will receive a free pack of make up or some 

product that is necessary in daily life.  

The number of party attendants will vary depending on the activities at 

the party, ranging from 8 teenage girls to 50 attendees for larger events. 

We will also show them the Power Girls logo to receive their feedback 

and recommendations to make the logo and any other advertising more 

appealing. 

Questions about logo and PowerGirls concept (Teenage girls) 

1. How do you feeling about talking an issue that related with family 

planning? 

2. What is your first impression, when you hear the name “PowerGirls 

Club”? Do you like this name? What do you like or dislike about it? 
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3. Are there any others possible brand name for a girl-powered party club 

that you or your friends would like? 

4. What do you think about the logo? 

5. Does it grab your attention? 

6. Do you think activities that we provide are interesting? 

7. Do you think many people will join the club? 

8. Would you come join the club? Why or why not? 

9. What would make you come to club? 

10. Do you have any other opinions about the activities? 

11. What do you think about the products?  

12. Do you want other products than we provide? 

13. Do you feel comfortable buying products from PowerGirls organization? 

Will this matter damage or stress any relationship between you and a 

PowerGirls organizer? 

14. Are entrepreneur skills something that would be interested in learning? 

15. Will your parents allow you to join the club? Will your parents be happy 

if you join the club? 

16. Do you have any difficulties or hesitations about joining the club? 

 

Question about logo and PowerGirls concept (Parents) 

1. Would you allow/let your daughter to join PowerGirls party or become 

PowerGirls organizers? 

2. What is your first impression, when you hear the name “PowerGirls 

Club”? Do you like this name? 

3. Is there any other possible brand name for a girl-powered party club that 

you would like or be attracted to? 

4. What do you think about the logo? 

5. Does it grab your attention? 
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6. Do you think activities that we provide are interesting? 

7. Do you think many people will join the club? 

8. Do you think your child will want to join the PowerGirls party? 

9. Do you have any other opinion about the activities? 

10. What do you think about the products?  

11. Do you want other products that we could provide? 

12. Do you foresee any difficulties or hesitations about your daughter joining 

the club? 
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คู่มือการสนทนาเพือ่บรรลุเป้าหมายที ่3   

 พาวเวอร์เกิลส์ (PowerGirls)  เป็นโครงการท่ีถูกพฒันาข้ึนโดยมูลนิธิพีเอสไอ (ประเทศไทย) หรือ  

Population Services International (PSI) Thailand foundation ซ่ึงมูลนิธิพีเอสไอ เป็นหน่วยงานเพื่อสังคม

โดยไม่แสวงหากาํไร เพื่อช่วยแกไ้ขปัญหาการตั้งครรภใ์นวยัรุ่นไทย 

 ปัจจุบนัพบวา่อตัราการตั้งครรภใ์นวยัรุ่นไทยเพิ่มสูงข้ึนมากผดิปกติ จึงทาํใหก้ารพฒันาผลิตภณัฑ์

คุมกาํเนิดท่ีออกมาหลากหลายรูปแบบ อีกทั้งยงัหาไดง่้ายในทอ้งตลาดอยา่งกวา้งขวา้ง จากการสาํรวจพบวา่

วยัรุ่นส่วนใหญ่จะรู้สึกอึดอดัและอายกบัการซ้ือหาอุปกรณ์คุมกาํเนิดจากทั้งทางผูเ้ช่ียวชาญทางดา้นสุขภาพ

และทางร้านขายยาทัว่ไปมาใช ้นอกจากน้ียงัพบปัญหาและขอ้จาํกดัมากมายเก่ียวกบัการใหค้วามรู้ดา้น

เพศศึกษาในประเทศไทย 

 PSI จึงไดคิ้ดคน้การแกไ้ขปัญหาโดยการสร้างโครงการพาวเวอร์เกิลส์ ซ่ึงมีเป้าหมายในการลดอตัรา

การตั้งครรภข์องเยาวชนโดยการเสริมสร้างการวางแผนภายในครอบครัวและการใหค้วามรู้ทางดา้น

เพศศึกษาแก่เยาวชนหญิงผา่นกิจกรรมต่างๆเพื่อความสนุกสนานและยงัไดรั้บความรู้ครบวงจร  

 ซ่ึงคาํขวญัของโครงการน้ีคือ "การเพิ่มความมัน่ใจและแรงบนัดาลใจใหก้บัเยาวชนหญิงผา่นการทาํ

กิจกรรมต่างๆร่วมกนั" ภายในโครงการน้ีจะประกอบดว้ยทีมงานพาวเวอร์เกิลส์ (PowerGirls organizer) ซ่ึง

เป็นวยัรุ่นหญิงท่ีมีอาย ุ16-19 ปี ผูถู้กมอบหมายใหจ้ดักิจกรรมพาวเวอร์เกิลส์ ข้ึนโดยมูลนิธิพีเอสไอ เด็กหญิง

วยัรุ่นผูห้ญิงผูมี้อายตุั้งแต่ 13-19 จะถูกชกัชวนใหม้าร่วมกิจกรรมโดยทีมงานพาวเวอร์เกิลส์ และทาง

โครงการจะมีกิจกรรมท่ีน่าสนใจท่ีจดัข้ึนเพื่อเด็กหญิงวยัรุ่นกลุ่มน้ีโดยเฉพาะ นอกจากน้ีเด็กหญิงวยัรุ่นยงั

สามารถซ้ือสินคา้ท่ีถูกกวา่ท่ีอ่ืนจากทีมงานพาวเวอร์เกิลส์ ซ่ึงเป็นสินคา้ท่ีมาจากบริษทัท่ีไม่หวงัผลกาํไร 

ดงันั้นทีมงานพาวเวอร์เกิลส์ ซ่ึงเป็นวยัรุ่นหญิงท่ีมีช่วงอายุ 16-19 ปีจึงมีโอกาสไดพ้ฒันาทกัษะการลงทุนจาก

การคา้ขายใหก้บัเด็กหญิงวยัรุ่นคนอ่ืนๆอีกดว้ย จุดสาํคญัของงานน้ีคือการเสริมสร้างความมัน่ใจและความรู้

ทางดา้นการวางแผนการเงิน สุขภาพและการบริโภคท่ีเหมาะสม นอกจากน้ี โครงการพาวเวอร์เกิลส์ ยงั

ไดรั้บความร่วมมือจากเภสัชกรและผูเ้ช่ียวชาญทางดา้นสุขภาพท่ีไดรั้บการอบรมใหเ้ขา้ใจถึงเด็กวยัรุ่นหญิง 

เพื่อท่ีจะใหค้าํปรึกษาและความรู้ท่ีถูกตอ้ง เช่ือถือได ้และตรงประเด็นสาํหรับเยาวชนท่ีตอ้งการความ

ช่วยเหลือโดยไม่ทาํใหรู้้สึกอึดอดัใจ และดว้ยความท่ีโครงการน้ีเขา้ใจถึงความละเอียดอ่อนของผูห้ญิงจึงได้

สร้างบรรยากาศของงานใหมี้ความเป็นส่วนตวัและเป็นกนัเองเพื่อใหผู้ม้าร่วมงานรู้สึกไวว้างใจ ปลอดภยั 

และกลา้ท่ีจะปรึกษาปัญหาต่างๆอยา่งเปิดใจ 
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 โครงการไดจ้ดักิจกรรมไวห้ลากหลายรูปแบบโดยไม่มีค่าใชจ่้ายใดๆทั้งส้ิน อาทิเช่น การใหค้วามรู้

ทางดา้นการทาํอาหาร การแต่งหนา้ โยคะ การบริหารทางการเงิน อีกทั้งยงัมีสินคา้ท่ีขายโดยทีมงานพาวเวอร์

เกิลส์ และผลิตภณัฑท่ี์เก่ียวขอ้งกบักิจกรรมนั้นๆใหลู้กคา้ไดอุ้ดหนุนในราคาพิเศษ เช่น ผลิตภณัฑส์าํหรับ

ผวิพรรณความสวยงามและผลิตภณัฑดู์แลสุขภาพ เป็นตน้ 

 จุดเด่นคือทีมงานและผูด้าํเนินการของโครงการน้ี จะมีช่วงอายท่ีุใกลเ้คียงกบัผูร่้วมงาน ซ่ึงอาจจะ

เป็นเพื่อน หรือญาติสนิทของผูร่้วมงานเอง เพื่อทาํใหผู้ร่้วมงานรู้สึกเป็นกนัเองและสะดวกสบายในการซ้ือ

สินคา้รูปแบบต่างๆรวมถึงสินคา้เก่ียวกบัการคุมกาํเนิด ซ่ึงมีความปลอดภยัและเป็นส่วนตวัมากกวา่ร้าน

จาํหน่ายสินคา้ทัว่ไป 

 หลงัจากจบกิจกรรม ผูร่้วมงานจะไดรั้บผลิตภณัฑแ์ละของสมนาคุณท่ีเป็นประโยชน์ต่อ

ชีวติประจาํวนัมากมายโดยไม่มีค่าใชจ่้ายและเง่ือนไขใดๆ จาํนวนของสมาชิกผูร่้วมงานจะมีตั้งแต่ 8-50 คน 

ข้ึนอยูก่บัขนาดและประเภทของกิจกรรมท่ีจดัแต่ละคร้ัง 

 สุดทา้ยน้ี โครงการ  ยงัไดมี้การพฒันาและปรับปรุงโครงการอยา่งสมํ่าเสมอ โดยมาจากการติชม

และคาํแนะนาํจากผูเ้ขา้ร่วมงานทุกคน 

คาํถามสาํหรับวยัรุ่นเก่ียวกบัตราสญัลกัษณ์และรูปแบบของพาวเวอร์เกิลส์ 

1. คุณรู้สึกอยา่งไรหากมีการพดูถึงการวางแผนชีวิตครอบครัว หรือการป้องกนัการคุมกาํเนิด?  

2. ความรู้สึกแรกของคุณเม่ือไดย้นิช่ือ "ชมรมพาวเวอร์เกิลส์ " เป็นเช่นใด? รู้สึกชอบหรือไม่ชอบ

อยา่งไร? 

3. คุณรู้สึกอยา่งไรกบัตราสัญลกัษณ์น้ี สามารถดึงดูดความสนใจคุณไดห้รือไม่? 

4. กิจกรรมท่ีเรานาํเสนอคุณน่าสนใจหรือไม่? 

5. คุณมีขอ้เสนอแนะเก่ียวกบักิจกรรมหรือไม่? โปรดระบุ 

6. คุณรู้สึกเช่นไรกบัสินคา้ของพาวเวอร์เกิลส์ มีความพึงพอใจหรือไม่? 

7. คุณตอ้งการสินคา้ชนิดใดนอกเหนือจากรายการสินคา้ของเราหรือไม่? 

8. คุณมีความไวว้างใจท่ีจะซ้ือสินคา้จากชมรมพาวเวอร์เกิลส์ หรือไม่ และคุณจะรู้สึกไม่พอใจหรือไม่ 

ถา้หากมีบุคคลจากชมรมพาวเวอร์เกิลส์ มาขายสินคา้ใหคุ้ณโดยตรง? 

9. คุณคิดวา่ทกัษะความสามารถในการคา้ขายเป็นส่ิงท่ีน่าเรียนรู้สาํหรับคุณหรือไม่? 

10. คุณคิดวา่จะมีคนเขา้ร่วมชมรมเยอะหรือไม่? 
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11. คุณมีความตอ้งการท่ีจะเขา้ร่วมชมรมหรือไม่ มีเหตุผลอยา่งไร และอะไรเป็นส่ิงท่ีทาํใหคุ้ณสนใจ? 

12. คุณสนใจท่ีจะเป็นทีมงานพาวเวอร์เกิลส์ หรือไม่?  (ถามเฉพาะวยัรุ่นอาย ุ16-19) 

13.  คุณคิดวา่ผูป้กครองของคุณจะอนุญาตใหคุ้ณเขา้ร่วมชมรมน้ีหรือไม่? พวกเขาจะมีทศันคติท่ีดีต่อ

คุณหรือไม่ ถา้หากคุณเขา้ร่วมกิจกรรมของพาวเวอร์เกิลส์ 

14.  คุณลาํบากใจหรือลงัเลท่ีจะเขา้ร่วมชมรมน้ีหรือไม่? 

 

คาํถามสาํหรับผูใ้หญ่เก่ียวกบัตราสัญลกัษณ์และรูปแบบของพาวเวอร์เกิลส์ 

1. ลูกสาวของคุณอายเุท่าไหร่? 

2. คุณคิดวา่คุณจะอนุญาตใหบุ้ตรสาวของคุณเขา้ร่วมชมรมน้ี หรือเป็นผูข้ายตรงหรือไม่? 

3. ความรู้สึกแรกของคุณเม่ือไดย้นิช่ือ "ชมรมพาวเวอร์เกิลส์ " เป็นเช่นใด? รู้สึกชอบหรือไม่ชอบ

อยา่งไร? 

4. คุณรู้สึกอยา่งไรกบัตราสัญลกัษณ์น้ี สามารถดึงดูดความสนใจคุณไดห้รือไม่? 

5. กิจกรรมท่ีเรานาํเสนอคุณน่าสนใจหรือไม่? 

6. คุณมีขอ้เสนอแนะเก่ียวกบักิจกรรมหรือไม่? โปรดระบุ 

7. คุณรู้สึกเช่นไรกบัสินคา้ของ พาวเวอร์เกิลส์ มีความพึงพอใจหรือไม่? 

8. คุณตอ้งการสินคา้ชนิดใดนอกเหนือจากรายการสินคา้ของเราหรือไม่? 

9. คุณคิดวา่จะมีคนเขา้ร่วมชมรมเยอะหรือไม่? 

10. คุณสนใจท่ีจะใหบุ้ตรสาวเป็นทีมงานพาวเวอร์เกิลส์ หรือไม่? 

11. คุณคาดวา่บุตรสาวของคุณจะเขา้ร่วมชมรมน้ีหรือไม่? 

12. คุณคิดวา่บุตรสาวของคุณลาํบากใจหรือลงัเลท่ีจะเขา้ร่วมชมรมน้ีหรือไม่? 
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Appendix D: Summative Team Assessments 

 The team has gained experiences from doing this project and discovered 

the individual strength of each member as well as identified areas of 

improvements. Through our weekly team and self-assessments, we were able to 

reflect critically on our progress as a team throughout the project. We 

discovered that the division of work was most successful when it was done 

according to everyone’s strengths. 

 Although we are a SSP team, which does not consist of students from 

WPI, we have a member who is a Korean and we have learnt a lot about cultural 

differences between Korean and Thai.  We found that the working time for Thai 

is quite flexible but Korean’s is more fixed.  However, we could manage to 

adjust ourselves towards each other.   

 One challenge that the team has faced was the time conflict. However, we 

managed to overcome that by arranging, for each member, different working 

days at the campus as well as PSI office according to individual class schedules 

while keeping a day that all members must meet and work together as a team 

with full participation. 

 The last thing that we have learnt is that a project cannot be done without 

a good teamwork that encourages and supports the members to overcome all the 

troubles and conflicts within the team by making use of the openly discussion to 

solve the team’s chaos. 
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