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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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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.



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.



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.

Vi



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.

VI



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.

Vil



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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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



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.



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.



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



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.

Percentage of newborn children from mothers under 15 years old
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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



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



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



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



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



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

10



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

11



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

12



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

15



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
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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

24



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 naive 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
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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.
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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:

Obijective 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
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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
guestions 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 - high ends/interternational brands | - middle-high

ex. Gucci, Chanel, Hermés,
Chloé , Burberry, Zara, Louis
Vuitton , Marc

- Central World Jacobs, Prada, Coach - middle-high
- local brands to high
ends/interternational brands ex.
B2S, Louis Vuitton, Powerbuy,

- Siam Square Uniglo, H&M -low-high

- Platinum Mall - local shop and restaurant -low-high

- Samyan - local shop and restaurant -low-high
- local shop and restaurant

2.) Sathorn - Senafest - middle-high class franchise -middle-high

restaurant and market ex. KFC,
Starbucks, Wine connection, Villa
market

- Charoennakorn -local shops and restaurant -low-middle

3.) Watthana - Major Ekkamai - local shops and franchise - low-middle

restaurants

4.) Suanluang | - Seacon square -local shops to interternational - low-high

brands ex. Season IT Market,
Klongtom Seacon, Season Trendy
Mall, Tops Supermarket, Thai
Food Market, Makro Office
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Center, Uniglo

- Suan rod fai - local shops and food carts - low-middle
5.) Bangna - Central Bangna - local brands and international - middle-high
brands ex. B2S, I.T. City, Muji,
Tops Supermarket, Uniglo, H&M
6.) Bang khae - The Mall - local and international brand, - low-high
Bangkhae franchise restaurant ex. Playboy,
Giordano,AllZ, Starbucks, KFC
- local and middle-high class
- The circle franchise restaurant ex. Scoozi, - middle-high
Swensen, Miss Mamon, Wine
connection, Starbucks, MK,
Ootoya
7.) Lat Phroa - Major - local shops and franchise - low-middle
Ratchayothin restaurant ex. Chester grill, KFC
- local and international brands -middle-high
- Central ex. B2S, Uniglo, Office depot,
praramklao PowerBuy, Tops Market,
Robinson Department store
8.) Khannayao | - Fashion Island - local and international brands - low-high
ex. Home pro, SportWorlds,
Major Cineplex, Big C market,
Robinson department store
-Amorini ,Giordano, Lee, H&M -low-high

- franchise restaurant ex.
McDonald, Fuji, MK

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.

F 3

Categorize types [ Researcher analyzes data to J

of data form themes

open-ended questions, observations

types of data ks
P of participants, documents

Generate a list of [ Researcher gathers information through J

FIgure 3.£: 1neory or inauctuve qualitative researcn [93]
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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.
4

The logo of the organization (PSI) and the PowerGirls logo

The tentative products that would be available for sale and activities
provided by the social enterprise

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 objectivel, 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.

58



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:

e Lowincome (family income less than 20,000 baht per month)

e Low medium (family income between 20,001-50,000 baht per month)
e High medium (family income between 50,001-100,000 baht per month)
e 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).

Family income < 20,000 Baht/month

: Family income 20,001 — 50,000 Baht/month

= Family income 50,001 — 100,000 Baht/month
Family income > 100,000 Baht/month

Figure 4.1.1: Interviewees economic status
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The interviewees were also asked about their education levels. Education

level was divided into 4 categories:

e Middle school
e High school
e \/ocational school

e University

50 of interviewees currently study in high school which was the majority.

The results are displayed in figure 4.1.2 below.

Major, 0 /_Vocational, 2
L ——University, 4

Figure 4.1.2: Interviewees education level
Finally, the types of school that interviewees attend were obtained. Those

schools are separated into 6 categories:

e Vocational school

e International school

e Private school with both genders of students (co-education)
e Private all girl school

e Public school with both genders of students (co-education)
e Public girl school

e The results are shown in figure 4.1.3.

61



Type of school

Vocational
International
Private Girl School

Public Girl School m No. of teenage girl

Private School

Public School

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.
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Figure 4.1.5: Weekday activities of teenage girls classified by economic status

63



18
16
14
12

No. of teenage girl

oOnN PO
| |

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.

m High income
u High Medium
m Low Medium

No. of teenage girl

e e
ONROOONDO®O®
&

S ¥ FF & F m Low income
K& F S F S
> S F e S § & &
& I X
8'0’& \.}%\Q’ N \.\\Q%
o & &

Figure 4.1.7: Weekend activities of teenage girls classified by economic status
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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.
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Figure 4.1.9: Teenage girl's favorite activities classified by economic status
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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.
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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.
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Figure 4.1.12: Teenage girl's favorite discussion topic by economic status
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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.
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Figure 4.1.14: Teenage girl's concern or unhappy situation by economic status
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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.
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Figure 4.1.16: People, who teenage girl discuss the problem by economic status
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Figure 4.1.17: People, who teenage girl discuss the problem by age group

Fi

gure 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.
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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.

73



9]

»
wn

D

w
n

w

m 13-16 years old

Level of Interest
N
N %]

m 16-19 years old

=
(9}
1

$ F @
AN S S SR & PN LV S
RSO F L F LSRG &
& Y VSR O TN T R i &S
¥ J
Types of Products

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(2)

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),Revion(1)

FacialCream/seru

L'oreal(2), Garnier(2), Eucerin(2), Snail white(1),

m/ ZA(1),hadalabo(1)

moisturizer

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(l),
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(l), 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.
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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 2" 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.
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Figure 4.2.4: Level of Interest in Different Activities of Teenage girls from

Different Income level Family
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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:

Brand Association

Logo

General Feedback
Product Recommendations
Activity Recommendations

Barriers

N o o0 bk~ w h e

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
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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 skKills.

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.

111



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.
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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 objectivel 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.
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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.

119



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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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?

vens1wHe o1y uaz Souii vy deesls/auzesls?
How long have you been studying about health education?
Boudmquansunnuiil?

Where do you live currently? Where were you born? Where are you
from (hometown)?

aoutioduegi lnu? fafi lnu? Tailnu?

Who are you living with? Your family, relatives, or alone?
aouiiovegiulas? weusi/ani/edauiden (Fregauiden iniilnu?)
What is your parents’ occupation?

o / filnasesinues15?

How much do your parents earn each month?

o / finases 1a5unoldnedeuilszanaunilng?

How much allowance do you get from your parents?
linswnldsuawun / mauegdouazmiing?

Do you have any boyfriend?

Hunuvsoda?
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2.) Psychographics data
Describe your typical weekday and weekend?

] o v a A o wh‘l ? @ c’_ a Jdo Q}lll} I)
FINIUTTTUATHAUANITYUNIDS 1T 7 IUNYALTIT-DINAYNIDL LT ¢

How do you feel about what you do in daily life?

=

$dnodlsnuFinlsziriu?

What time do you wake up, go to study, finish school?
UndauiTue? ldeunTue? dnideunTue?

How do you go to study?

TiFoudale?

What are your hobbies?

aeRisneuriesls? i luu?

What are your favorite things to do? Who do you do them with? Friends,
family, or alone? (ex. listening to music, watching movie)

souez15? dulas (vew, oy, awded) wu: Manas gmis luasTens

Where do you like to go? Is there any place you want to go in Thailand
but have not had a chance to?

Undvov limern lvu? InludiosInenosn luua lime'li lviy?

Who do you like to spend time with? Friends, family, or alone?

9y ! v f) A o 2
youldnaiwiulas?(ieu, aseunsa, Aume)

What topics do you like to share with your friends?

o A A 11 )
G])'f’]‘]_lﬂflﬂll!wau&i@\i Hu ¢
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Topic that you usually share among your friends (Choose three choices)
Sosfivoniar / uwdliifteuitanniiga? (Henauda)

Actors

A131

Life problem

dymain

Love life

Boernusn

Education life

Goo

Movie

@

UU
Sex
é@%Wﬁ
Fashion
vl

Sport and fitness

Aostmuazilaa

Others ... (Please
indicate)

G NIy
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How would you describe your personality? Do you think you are a
confident person? What makes you feel confident?

' o Y a 1w ijg] vult)yde de A q',sldﬂur)wuld'o
FIUNIWLAINAINAUDIUTYLUUDY LT ¢ gﬁﬂﬁ']ﬂ'z]lﬂ\u UAUNUANVUUU LAFLIUAT S B LTNM

THaandaeadluauianuiulaludies?

What do you want to do or be when you grow up? Any career goal or life
goal?

pennioz 15 luewina? toranludulvu? Sdhnunedialvy?

How do you feel about your area of study?

Aned1alsiuunun / anziiduesidadnueg?

Do you have any inspiration/idols in life?

Hasduusaivaalalugia [ Bleaealvu?

What is important to you?

[

aanez lsludladdydmsuam?

What are your anxieties, concern, worries or insecurity? What make you
feel unhappy?

oz lsii g dndnaniefhuiane? i ldddn lauiele?
Situation that make you worry insecurity or unhappy
Low academic grade
nsaan / 1id

Family conflict

Pammah / aseunin

Couple conflict

Tayrusoaumlu

Friend conflict
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Jymiseuiion
Teacher conflict

4 @
Tey111599919158

Bad physical appearance ex. Obesity, acne..

Tynunenuanyue NeUoNUBIAILDI

Dirtiness

Jymisesnnuanisn
Financial problem
Tymiseadu
Loneliness

Fanmar [ Taaiden

Unhealthy condition

ﬂmumﬁ'mqmmw

OtherS .o,
indicate)

DU vernnn, NyNILY

How do you deal with life’s problems? Who do you talk to when you

have problems?

H Y
uddymimaiuludiaesels? naflidaywlSaulas?

Lastly, describe yourself in three words...

gaheudd veawmlinudues

(Please
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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:

[IInternational [IPrivate (coeducation) [IPrivate (girls only)
[IPublic (coeducation) [1Public (girls only) [IVocational

Family income (per month)

[] Lower than 20,000  [120,000-100,000 [IHigher than 100,000
Monthly allowance

[ Lower than 1,000 [11,000-3,000 [13,000-6,000

[1 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.

i) PO 2) i
Other products
i) PO 2) i

Please ranking your three most interesting products and indicate the brand and

affordable price.
Type of product Using brand

First rank:

Second rank:

Third rank:

Please create ¢ sign to indicate your opinion in these topics.

Favourite brand Affordable price

Activities

5

4

3

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 FaNK & e
SECONA FANK: L. e

T FANK e e e
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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)

Product 5 4 3 2 1

Contraceptives

Panty liners

Innerwear

Tampons

Pregnancy test

Razor

Roll-on

Others (please INdiCate) : .......oiiei i e

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 .l
A nurse, who has been trained to respect girlsneeds  ..................
Any pharmacy .
A pharmacy who has been trained to repect girlsneeds ..................
Family’s doctor
Anydoctor
A doctor who has been trained to respect girlsneeds  ..................

An older female

158



Anoldermale
A female friend

A male friend .
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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

166



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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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.
7
8
9

Do you think activities that we provide are interesting?

. Do you think many people will join the club?
. Would you come join the club? Why or why not?

. 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?

What is your first impression, when you hear the name “PowerGirls
Club”? Do you like this name?

Is there any other possible brand name for a girl-powered party club that
you would like or be attracted to?

What do you think about the logo?

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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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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