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Executive Summary

This social marketing plan identifies the need to change action and behavior of communities in relation to the use of child safety seats. Child safety seats have been critical to protecting children in motor vehicle accidents. The organization of focus of Adaptive Mall which specializes in the sale of child safety seats. The target market for this campaign includes the African Americans and the Hispanics, and this is due to the low use of child safety seats among these communities. Therefore the objective of the campaign was to change buying action and enhance the behavior of using this seats effectively. The SWOT analysis identified the strengths of the campaign as having quality products to meet consumer needs while the weakness, opportunities, and threats such as increased competition were highlighted. The product had features such as five-point harness and twist-free straps. The price ranges from $48 to $190 depending on size and design of the product. The product is sold through online platforms. The communication of the message was done through the use of social media platform, television, and billboards. Evaluation of the efficiency of the message will be done through the measuring the sale of child safety seats and the increased use of the product among the targeted communities.

The organization you have chosen and academic literature support

The organization chosen is Adaptive Mall which specializes in the manufacture of child safety seats. Motor vehicle accidents are the leading cause of death among American children (Muller et al., 2014). Child care safety seats are designed to protect children from injury or death when an accident occurs (Sauber-Schatz, West & Bergen, 2014). The Center for Disease Control identified that in2014 the number of children who died below the ages of 12 years in motor vehicle accidents were 602 while more than 121,350 (Cdc.gov, 2017). Of these children 34 % were unbuckled, and 38% did not have safety car seats (Cdc.gov, 2017). Children are 38% less likely to be injured when fasted onto a car seat at the back. The use of child safety seats has been effective at reducing death among children (World Health Organization, 2013). The CDC noted that the child passengers’ deaths have reduced by 43% between 2002 and 2011 and this is due to the extensive use of child car safety seats (Cdc.gov, 2017). Most parents, especially from ethnic groups such as blacks and Hispanics, have been identified to use child safety seats rarely, and this is why this social marketing plan has been developed (Macy, Cunningham, Resnicow & Freed, 2014).

The program/campaign focus

The focus of this campaign is to promote action and behavioral change (Kotler, Keller, Ang, Leong, & Tan, 2013). That is to change the actions of the Hispanics and African American communities to purchase more child car safety seats while the behavioral focus of the campaign is to get more members of this target group to use the child safety seats purchased. There is a need to change actions and behavior to promote child safety during transportation (McKenzie-Mohr, 2013). This is to achieve the reduction in the number of children who die each year from motor vehicle accidents. This action and behavior will be beneficial to parents and children by helping to promote child safety and reduce the mortality rate associated with motor vehicle accidents (Kotler et al., 2013).
SWOT analysis

	Strengths
	Weaknesses

	The product has been approved for use by the state and federal government

It has proven to be effective at protecting children during travel 

It is affordable

A willing target market is available
	Most ethnic groups do not view them as important
Some families do not see the need for such products

	Opportunities
	Threats

	Ability to expand the product and serve a wide market
Increased use of technology to enhance safety
	Increased competition from various manufacturers
Negative view by the segment market

Increased safety standards implemented by legislations


Justification of an appropriate target market

The target market for the child safety seats includes the Hispanic and the African-American communities in the country. Studies have shown that these two groups have been reluctant when it comes to using of child safety (Bachman et al., 2016). About 45% of African American families and 46% of Hispanics do not use child safety seats and even those who use them rarely buckle up the children as compared to the 26% of the Caucasians who do not buckle up the children (Sauber-Schatz et al., 2014). The fact that these how groups also have the highest rate of not buckling up when driving identifies that there is a behavioral problem that needs to be addressed effectively to promote the safety of the children (Hoffman, Gallardo & Carlson, 2016). It was identified by the CDC that most of the time children travel without restraints especially among the African American and Hispanic communities (Cdc.gov, 2017).

Product

The product, in this case, is child safety seats, and the customers want a quality product that will sufficiently restrain the child in their seats even during motor vehicle accidents. The features if this product includes five point harness which provides the best fit while reducing the chances of ejection as well as wide, twist free straps (Adaptivemall.com, 2017). The use of two piece chest clips makes it easy to use while it makes it difficult for the child to detach themselves. The child safety seats can be attached to the back seat of cars to provide maximum safety.  Its unique head impact protection and the latch which enables car seats to be installed without safety belts make it easy to install in most cars that differentiates it from other products (Adaptivemall.com, 2017).

Price

The price range for child safety seats used in cars depends on the design and the size of the seats. For instance, the convertible car seat cost about $48 while the multi-use harness booster car seat cost about 99 dollars to 193 dollars depending on the pattern selected (Adaptivemall.com, 2017). The price is inclusive of shipping.  The prices are lower than those sold by competitors. This means that for just $48 families can order and have the seats delivered to their homes in less than two days.

Place/distribution

Adaptive Mall does not have a physical store and operates as an online retailer (Adaptivemall.com, 2017). Adaptive Mal has its own website where consumers can identify and select the product of their choice. The customers will have the car safety seat delivered to their homes within 48 hours.  The products are also sold at local retail stores.

Promotion/Communication

To promote the product, the use of traditional and modern marketing channels will be used. Online advertisements will be targeted to those who have children and while browsing history identifies that they have children. Social media marketing will include the product and the advantages of buying the product (Adaptivemall.com, 2017). Televisions and billboards will be used to communicate the importance of the product and its impact on saving lives. The advertising of this product will be aimed at creating an emotional connection with the viewers through the advertisements to show why it is critical for families to have such a product.
Attention-grabbing message
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What is the cost of your child’s life? Is there a number you can place on the value of life? The answer to these questions is definitely a resounding NO. The statistics above show the prevalence of the problem, and it is time for you to make a change. We all love our children and therefore seek to protect them. Child car safety belts are the solution to this problem. Let us take action and not just buy car seats for children but learn the most efficient way to buckle up the children in these seats.  View Adaptive Mall website and select the range of child safety seats that suits your needs. Our children should not be another statistic on this image above. Stand up for safety, stand up for your children and stand up for saving lives.

How will you evaluate the effectiveness of your message?

The effectiveness of the message will be evaluated by two main approaches that are the increased sale of the child car safety seats and the increased use of these seats among the target population (Doyle & Levitt, 2010). The number of safety car seats bought from the time the message has been aired will be used to measure its success. The sale of car safety seats is at 25%, and an increase in this sales volume from the company will quantify the success of the message. The use of safety seats, as well as the efficient buckling of the children in these seats, will be used as a metric to evaluate how effective the message has been (Currie, 2014). The two metrics, in this case, will identify how effective the product has been in changing the actions of the target population to purchase more child safety seats to be used for transportation and the change of behavior among the communities identified

Conclusion

The social marketing plan is aimed at changing action and behavior in regards to child safety seats used in cars. The purpose of the marketing campaign is to get more African Americans and Hispanics to not only change their actions and purchase child safety seats but also change behavior by starting to use those seats by buckling up the children effectively. The SWOT analysis identified that the products are effective at protecting children from harm during accidents, while increased use of technology has been critical to enhancing child safety, however, weaknesses such as lack of support from targeted communities and increased threat of competition has been identified. The target audience are Hispanics and African American communities due to evidence showing that the use of child safety seats is limited in this group. The product, in this case, rare car safety sets designed to enhance safety while the price is moderate for the community to afford. Online distribution of the product is made. Communications of the products and the social marketing strategy will be implemented through the use of social media advertisement, television and billboard adverts as well. The efficiency of the plan will be evaluated based on the sale of child safety seats and the increased use of these car safety seats.
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