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ABSTRACT

Climate change affects human beings and environment severely. This is due mainly to
human activities causing emission into the environment greenhouse gases such as carbon
dioxide, methane, nitrous oxide, sulfur hexafluoride carbon (PFCs) thus warming the globe. It is,
therefore, the duty of the people of all sectors to cut down emission of greenhouse gases. It is
the objective of this study to find various measures to encourage and support people of
communities to participate in tree planting to alleviate global warming conditions. Throughout its

lifetime, the plant would absorb carbon dioxide.

In this study, qualitative approach research methodology was employed in the collection
and analysis of information as well as documentary research, brainstorming by focus group, and
in-depth interviews. Also applied was community-based social marketing technique to persuade

community people to participate in the tree planting activities of the community.

The study finds that social measures are to promote participation of community people in
tree planting through community-based social marketing technique by creating incentives for the
people to participate in the desired behavior, and by the creation of awareness of issues and
impacts on future generations through reliable media such as speakers and video materials. In
addition, social measures also include elimination of issues preventing behavioral changes of the
people from taking place which are, time, money, immoderate physical efforts, excessive brain
cycles, social deviance, and non-routine activities. The study finds this method capable of
persuading the community people to participate in tree planting activities within the community.
Appropriate economic measures are to collect taxes on land use which are supported by legal
measures, i.e., Land Tax Act, B.E. 2508 (A.D. 1965), Land Appropriation Act, B.E. 2543 (A.D. 2000),
Buildings Control Act, B.E. 2522 (A.D. 1979), and the State-owned Real Property Act, B.E. 2518
(A.D. 1975).

The study recommends the implementation of environmental tax mechanism by passage
of Ministerial Regulations under the Land Tax Act, B.E. 2508 (A.D. 1965), the Land Appropriation
Act, B.E. 2543 (A.D. 2000), and the Buildings Control Act, B.E. 2522 (A.D. 1979), requiring planting
of perennial plants. For the State-owned Real Property Act, B.E. 2518 (A.D. 1975), conditions
should be set for additional planting of perennial plants in the land under leaseholds upon their
renewal. With regard to social measures, however, if the use of community-based social

technique is required, the social, economic, and relationship contexts of the community people



should first be studied in order to determine incentive elements, and to discover issues

preventing behavioral formation in order to eliminate them.



