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Simplified Definition

Social Marketing is the coordinated activities 
that comprise a program to make a certain 
behaviors
• Fun 
“Are the consequences of behavior both real and 

rewarding for me?”
• Easy 
“Can I do it? Am I capable?”
• Popular
“What do the people I care about want me to do?”

Presenter
Presentation Notes
Source: the Academy for Educational Development.



Do you think about how to make a behavior “fun, easy and popular” when you develop a program or intervention?  Try it, and you may come up with ideas that will be more effective.



This is more than just a fun mnemonic.  Fun, easy and popular refer to things that we know are determinants of behavior.



Fun = are there positive consequences that I value if I do the behavior?



Easy = do I have the skills, knowledge and access to services to be able to do the behavior?



Popular = what will the people who are important to me think if I try the behavior?  My family and friends, co-workers, or       cultural group?



“Working for a healthier and safer North Carolina”

What Are the Benefits of 
Using Social Marketing?

Provides a 360 view
of the issue

Involves those affected 
by the issue

Develops culturally 
appropriate interventions

Enables effective use 
of resources

Presenter
Presentation Notes
Provides a 360 view of the issue—so you can understand all the things that affect a behavior and decide where best to intervene



Involves those affected by the issue—so you can use their “expertise” with the problem; create services and messages that address barriers and benefits important to them; and create buy-in in the audience.



Because social marketing is audience centered—it allows you to create programs and messages that respect the culture of the audience.



Because social marketing enables you to target specific audiences with specific interventions that address the relevant determinants of behavior—it allows you to make the best use of limited resources and be accountable to funders and stakeholders
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It offers coordinated, multiple intervention tactics!

It can be used for “downstream” and “upstream” change

What Are the Benefits of 
Using Social Marketing?

Presenter
Presentation Notes
Social marketing offers a framework for providing coordinated, multiple intervention tactics! 



You are not limited to:  only messages; only new services; only outreach; or only advocacy. Rather you can select the right mix of interventions that will “move the needle” on the behavior change you want to see.



People working out = product

Money & Clock = price

Storefront = place

Newspaper = promotion



Social marketing can be used for “downstream” and “upstream” change.

Personal behavior change,  as well as change in policies, laws and organizational systems.



“Working for a healthier and safer North Carolina”

First Things First!

• You can’t have a marketing plan 
without an overall plan!

• Communication activities should 
support your overall goals!

Marketing Plan

Presenter
Presentation Notes
Before we look specifically at social marketing, let’s go over several broader ideas that form the foundation on which to develop a social marketing plan.



These are ideas come from the collected “on the ground” wisdom of people doing marketing on a daily basis.



You can’t have a marketing plan without an overall plan!

Your marketing plan should be an expression of the vision and mission of your organization.

It should advance the over-all goals of your organization.



Communication activities should support your overall goals!

If you decide to use communication activities, use them strategically!

Don’t do them just because they are nice to look at, or because “everybody is else has a PSA.”

Make sure they contribute in some way to promoting the behavior change you want to see.  If they don’t, don’t do them!



“Working for a healthier and safer North Carolina”

First Things First!

• Don’t think media first!

Presenter
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Don’t think media first!



We often immediately decide that we need a brochure, or a PSA, or a poster.  However, they may not address our problem of interest and its causes at all.



Many times what is needed is a new program or service, or improvements in existing programs and services. These are referred as “structural changes.” 



Think structural change first, then decide if media can help you.



A media consultant says, “Deciding to use media before you know the causes is like starting a book three-quarters through it before you know the characters or the plot or the setting.”
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First Things First!

• Then think message, then channel.

• Start with your audience first!

Presenter
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Start with your audience first! Then think message, then channel.



First, decide who you need to reach.  Then, find out which media channels they are most likely to pay attention to and use those!



We often think when need to use electronic media, like radio and TV, or something striking, like a billboard.  However, it may be that what our audience pays most attention to is the newspaper or what their friends are saying.



Producing a PSA, or buying television and radio time can be very expensive.  Our PSA may end up on the air at 2:00 am when our audience is asleep, because that is all we can afford.



Something inexpensive, like word of mouth, may be the most effective media!



“Working for a healthier and safer North Carolina”

First Things First!

• Work with professionals.

Presenter
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Work with professionals.



When at all possible, use professional graphic artists or advertising agencies to create promotional materials.



They will be able to create materials that will catch the attention of your audience and be memorable.



Think about all the messages that people are exposed to each day.  Your message needs to compete with these--and beat them!



The improved response you get from professionally developed materials makes it money well spent.



And it need not be expensive!  You can use students in art, graphic design or advertising classes who have good training, and who may be willing to develop something at no or low cost, which they can add to their portfolio.



Some design or advertising agencies will do work at reduced cost for health and human service programs as pro bono work or as a tax write-off.



“Working for a healthier and safer North Carolina”

First Things First!

• Every time…
• For every project…

• Really!

• Use formative research

Presenter
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To be effective, your need to understand your audience, and how they perceive the problem you are addressing.  You also need to understand the determinants of the behavior you want to change or promote.



Many people think that they have to go out and conduct a focus group or deliver a survey themselves to get this information.



However, you can start with secondary research--research that others have done--on audiences or problems similar to yours.  



Journals, professional organizations, web sites and e-mail list serves can be excellent places to find relevant information.
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First Things First!

• Apply best practices!

Presenter
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Apply best practices!



You do not have to reinvent the wheel to come up with interventions that will be effective for your problem or issue, or with your audience.



Consult your own professional organizations, or those that deal with your issue for proven, evidence-based interventions.
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Who Uses Social Marketing?

Presenter
Presentation Notes
Many public and non-profit organizations use social marketing, as well as state and federal public health agencies.  
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For What Issues?

• Hand washing
• Breastfeeding
• Responsible drinking
• Topping off gas tank
• Composting
• Managing backyard woodlands
• Domestic violence treatment
• Encouraging savings accounts
• Volunteer recruitment

Presenter
Presentation Notes
Social marketing has been used to address a number of public health, environmental and human service issues that that have benefits for society.
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Warning! 

Messages Alone ≠
 

Marketing!

≠

Presenter
Presentation Notes
There is a misunderstanding that marketing equals messages, PSAs and communication.  It does not!



Saying this is like saying that you are getting eight servings of fruits and vegetables a day, when you are only eating lettuce!



Messages may be a part of your mix marketing interventions, just like lettuce may be part of your vegetable intake, but they are not all of it.
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Marketing is more about 
lowering barriers and 
increasing benefits!

Presenter
Presentation Notes
This is true for both commercial and social marketing.  Marketing is about how we can make a behavior fun, easy and popular.



If you had great advertisements, but your product tasted awful, was hard to find and gave you gas, do you think people would buy it? Remember when Coke changing its formula?  They had good commercials, but its bad taste suddenly increased a barrier for people, and they stopped buying it.
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Presenter
Presentation Notes
Remember this promotion?



Nicely done advertisements, well known personalities.



But did it lead to behavior change?
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NO!



The fuchsia line is the media buys.  The blue line is level of awareness about milk as a drink.  The chartreuse line represents sales.



While the level of awareness of milk grew, sales stayed flat.



Communication alone did not lead to behavior change.  



The campaign did not convey benefits that were important to buyers.  It did not involve structural changes that made it easier to buy the product.



The campaign did further research to understand what benefits were important to consumers, and when/why they thought about buying milk.  It made changes at the sales point of purchase in stores, and changes in its promotional messages to convey benefits important to consumer. And sales increased.
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What is Marketing About?

It’s about Behavior
Brushing your teeth 
Recycling 
Putting your baby in a car seat
Voting
Eating eight servings of fruits and 
vegetables each day

Presenter
Presentation Notes
Behavior is the bottom line. Not raising awareness; not increasing knowledge.



We want to see people doing (or not doing) something.



Social marketing says that if an intervention activity does not lead to behavior change, don’t do it!



(On the slide is a list of behaviors which social marketing has been used to support.)



“Working for a healthier and safer North Carolina”

What is Marketing About?

It’s about People

Not everybody!

Specific groups of people . . .

Presenter
Presentation Notes
Social marketing is targeting specific groups of people, for example:  second graders; women 65 and over, living alone, with arthritis; African American business executives.



It is not a “one size fits all” approach.



There are lots of criteria one can use to select groups:  risk for a health problem; readiness to change; demographics; media preferences; size of impact of the problem; mandates of funders; organizational resources; political feasibility; etc.



By involving those affected by the issue, you can use their “expertise” with the problem to create services and messages that address barriers and benefits important to them, and create buy-in in the audience
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What is Marketing About?

It’s about Understanding Why 
People Do What They Do

People behave in ways that benefit them

People weigh the costs and benefits 
of behaviors

Presenter
Presentation Notes
This is the heart of marketing.



Marketing says that everyone weighs the costs and benefits of behavioral choices at some level--more consciously or less consciously--when deciding what to do. This is especially true for new behaviors.



People choose to act in ways that benefit them. (It may not look that way to an outsider.  The important thing is whether it looks that way to the audience!)



Marketing says that if we are asking people to do a behavior, we have to lower the costs they associate with doing the behavior.



This is what makes marketing so powerful. It gives us a way to understand and lower the costs that people associate with a behavior  It also allows us to understand and create benefits that people associate with a behavior.



In marketing, this is called “exchange.”
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. . .So, What Affects Behavior?

External
Policies
Access
Skills
Actual consequences
Cultural beliefs and values

Presenter
Presentation Notes
Source:  National Institutes of Mental Health.  They brought together leading proponents of the major behavioral theories, and asked them to agree upon a common set of behavioral determinants.  The group agreed that there are internal and external determinants for behavior.



This work provides direction about the factors you would want to ask about in audience research.  It also suggests potential ways to intervene.



Public health personal behavior examples:

Policies—taking sick leave during work hours to go to doctor; daycare policy about not touching children without parental permission (in order to apply sunscreen for cancer prevention)

Access—is a clinic open in evenings; is it on the bus line; do I have Internet access to your website?

Skills—using contraception correctly; cooking tasty foods in a low fat manner

Actual consequences—what happens when I try a behavior (e.g., if I decide to work out in gym, will I experience sore muscles, embarrassment?)

Cultural beliefs—what my family, community, ethnic group thinks about a behavior.  For example, a grandmother saying that you should allows put a crying baby on its stomach.





“Working for a healthier and safer North Carolina”

. . .So, What Affects Behavior?

Internal
Knowledge and beliefs
Attitudes
Perceived risk
Perceived consequences
Self efficacy

Presenter
Presentation Notes
Again note that determinants point out possible places to intervene and to help shape consumer research.



Public health personal behavior examples:

Knowledge and beliefs—what we often try to change in public health (e.g., how to position a baby for breastfeeding; where to go to get a mammogram; getting a screening mammogram will give you piece of mind)

Attitudes—if I have a family history of prostate or breast cancer, my attitude can be, “I am fated for this, nothing I can do,” or “There are things I can do to get ahead of this, find out if I have it and get successful treatment!”

Perceived risk—will the mosquito that bites me carry West Nile virus?  If I think so, I may be more likely to use DEET and wear long pants on a summer evening.

Perceived consequences—if I do get West Nile, do I think it will be like a mild case of the flu (something I will get over), or that it could lead to meningitis (something more serious)?

Self-Efficacy—do I think I can do the new behavior?  Do I feel I have what it takes?





“Working for a healthier and safer North Carolina”

What is Marketing About?

It’s about Decreasing Barriers & 
Increasing Benefits of Behavior

Brushing your teeth 
bubble gum flavors & fewer dental visits!

Recycling 
curbside pick-up & reduced utility bill for a month

Putting your baby in a car seat 
providing seat to new parents before they leave the 
hospital at free or low cost; lessons in proper use

Presenter
Presentation Notes
Here are some examples of how marketing interventions have been used to decrease barriers and increase benefits to three of the behaviors listed earlier.



(Note: the first intervention addresses barriers; the second addresses benefits.)



(Note: in the car seat example, the benefits were easily recognized and desired by parents so the focus was on decreasing barriers.)
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How Does Marketing Do This?

It’s about the “4 Ps”

Product
Price 
Place
Promotion

Presenter
Presentation Notes
These are the strategies that marketing uses.  They are known as the “four Ps.”
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Marketing “Strategies” 
--What are We Offering

• The behavior we want people to do
• The “bundle of benefits” that people 

tell us are important to them  (may not 
be health-related)

• Tangible services and products to 
make the behavior easier to do

(Product)

Presenter
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Example:



Breastfeeding may be the behavior we want an audience to do.



The most important benefit, according to audience research is develop a loving, special bond with the child.



Tangible services might include a visit from a lactation consultant before a new mother leaves the hospital.



Tangible products might include providing a breast pump so the baby can have milk while the mother is at work.
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Marketing “Strategies” 
Barriers/Benefits

Anything that lowers barriers, reduces “costs,” 
makes it easier, emphasizes benefits:

(Price)

•Activities
•Policy changes
•Messages
•Outreach
•Services and opportunities

Presenter
Presentation Notes
Examples:



Providing free infant car seats to parents of newborns before they leave the hospital. 



Amending new employee orientation to include information about social marketing, in order to promote its use in an agency.



Instructions for testing blood sugar that are at simple, written at appropriate reading level, with clear illustrations of the steps.



Offering flu shots for the elderly at a senior citizen’s center.



Providing expedited insurance reimbursement to medical providers who appropriately refer patients to the emergency room.
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Marketing “Strategies” 
Where we Offer It

Placing services, products and activities at 
places or times that
•people are likely to be thinking about the 
problem/issues 
•are convenient for people 
•they are likely to see/hear the information
•where they will act

(Place)

Presenter
Presentation Notes
Examples:



Heart healthy designations on grocery store shelves.



Putting a treadmill in the break room at work.



Using a community newspaper and using trusted community leaders to convey information, rather than a flashier, more expensive billboard.



Placing dispensers of sunscreen around a swimming pool.
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Marketing “Strategies” 
Providing Information

Presenting information in a way that

•is memorable
•stands-out from competing messages
•is repeated again, and again, and again
•has a “call to action”
•respects culture
•is in a place and at a time they will notice

(Promotion)
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Marketing “Strategies” 
Providing Information

Examples:

•News stories
•Letters to the editor
•PSAs
•Brochures
•Word-of-mouth/face-to-face
•Education sessions

(Promotion)



BEHAVE Framework
TARGET 

AUDIENCE ACTION ACTIVITIES

11
Know exactly who your audience 

is and look at everything from 
their point of view.

22
Your bottom line:  the audience’s 

action is what counts.

33
People take action when it benefits 

them. Barriers keep them from 
acting.

44
All your activities should maximize the 
benefits and minimize the barriers that 

matter to the target audience.

Base decisions on evidence and keep 
checking in.

A specific target audience Take a specific, observable 
action under certain conditions

Who? What?
What determines that action Activities aimed at the 

behavioral determinants

In order 
to help: to:

we will 
focus on: through:

Why? How?

DETERMINANTS

Presenter
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This slide brings together the social marketing process into a logic model.  In social marketing we:



Help a specific audience



Do a specific behavior



By focusing on factors that we know determine that behavior



Using activities that influence the behavioral determinants
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An Example: 
Dental Health for 

Elementary School Children

Presenter
Presentation Notes
Take as an example one of the behaviors listed earlier.
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What is Marketing About?

It’s about Behavior

Brushing your teeth 
Recycling 
Putting your baby in a car seat
Voting
Eating eight servings of fruits and 
vegetables each day

Presenter
Presentation Notes
We will focus on a specific behavior, brushing your teeth.
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What is Marketing About?

It’s about People

Not everybody!

Specific groups of people . . .

Presenter
Presentation Notes
We want to see a specific audience do this behavior.



Let’s say second graders.
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What is Marketing About?

It’s about Understanding Why 
People Do What They Do

People behave in ways that benefit them

People weigh the costs and benefits 
of behaviors

Presenter
Presentation Notes
What do we know about what determines the teeth brushing behavior of second graders?
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External
Policies
Access--toothbrushes and toothpaste made available
Skills--outreach visits to schools and recreation 
centers to teach kids and parents
Actual Consequences--flavored toothpaste tastes 
good; kids tell about successful dentist visits with no 
cavities or fillings!
Cultural Beliefs and Values--parental support 
and modeling

. . .So, What Affects Behavior?

Presenter
Presentation Notes
Let’s say we have done some formative research, using the list of behavioral determinants from NIH to guide us.  We have found that these external factors influence their behavior: access; skills; actual consequences; cultural influences as expressed by parents.



What activities would we use to address these determinants?

To address access to the tangible products--we provide toothbrushes and toothpaste



To ensure proper brushing skills--we we go where the kids and parents can be found and teach them proper technique, using games and a fun character like “Mr. Tooth” (dental hygienist is a tooth suit)



To ensure that the actual consequences of doing the behavior are positive--we provide kids with bubble gum flavored toothpaste and have them tell their classmates how great it is to go to the dentist and not have to get a filling.  (We may also have parents talk to their peers about their kids being happier at these dental visits, and how they cost less.)



Because parents’ beliefs greatly influence their kids’ behavior--we involve them in the programs.  We make use of peer influence by having parents talk about the positives consequences.
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Internal
Knowledge and Beliefs--teaching through out-
reach visits
Attitudes--stories from kids who brush successfully
Perceived Risk
Perceived Consequences--stories from other kids 
and from outreach worker
Self Efficacy

. . .So, What Affects Behavior?

Presenter
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Let’s say our formative research tells us that these external factors influence the kids’ behavior: knowledge and beliefs; attitudes; perceived risk; perceived consequences.  We might address these determinants like this:



To increase knowledge about tooth brushing and how cavities form--we teach through the outreach visits with Mr. Tooth.



To affect attitudes that brushing is something rewarding to do--we use the stories from other kids.



To ensure that kids’ perceived consequences of brushing will be positive--we utilize the stories form other kids and the assurances of Mr. Tooth.



**Note how the same intervention activity can address several determinants.
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What is Marketing About?

It’s about Decreasing Barriers & 
Increasing Benefits of Behavior

Decreasing Barriers
•Bubble gum flavors of toothpaste
•Toothbrush and toothpaste made available
•Correct brushing skills taught through fun games

Promoting Benefits
•Fewer dental visits; no drilling or pain (kids)
•Less monetary costs; happier kids (parents)

Presenter
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We can also look at our interventions from the point of view of how they decrease barriers to brushing or increase the benefits.
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The 4 P Strategies

Product
•Correct tooth brushing
•Flavored toothpaste; outreach classes
•Fewer cavities = no drills & less money!

Price
•Flavored toothpaste; toothbrushes available
•Outreach classes
•Kids who brush tell their class mates its great not to      
have cavities

Presenter
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Finally, we can look at the interventions by whether they are product, price, place or promotion interventions.
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The 4 P Strategies

Place
•School classes
•Recreation centers

Promotion
•Outreach classes
•Teaching materials for kids and parents
•Letter to parents about the class

Presenter
Presentation Notes
Notice how few of the interventions were messages!
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Social Marketing: A Mindset

• Think behavior change

• Know your audience-motivations, what is 
important to them, fears, hopes, values

• Think benefits and costs of behavior

• When/Where in right frame of mind

• When/Where is right place & time

Presenter
Presentation Notes
Social marketing may sound like a number of tasks to do.  However it is as much a mindset as anything else.



If you don’t do anything else as a result of reading this information, do this:



Print this page and put it over your desk.  Consider these points every time you plan a program, and it will lead you to more effective interventions—and perhaps interventions you would to have thought of before.
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“With social marketing, 
you can have some truly 
improved outcomes.  
Because it is evidence- 
based—based on 
what works—you have 
more effective use 
of resources.”

-Leah Devlin, DDS, MPH
State Health Director, 2001-2009

Presenter
Presentation Notes
Finally, here is Dr. Devlin’s take on why we should use social marketing!
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