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The views expressed in this presentation are purely my
own and those of all right thinking people everywhere.
| may start to rant because | passionately believe that
Social Marketing can do a tremendous amount of
good in the world. These thought have been put
together over many years and should only be engaged
with by citizens and professionals who are prepared to

take a critical look at what they are doing. Those
seeking to replicate these ideas and
recommended actions at home do so at
their own risk.



Decide which shape
best represents
How you operate at work?
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Content

The need to focus on citizen driven solutions
The social marketing mind set

The eight key concepts of social marketing
The social marketing planning process

Real life examples from around the world.
Case study exercise

Resources that can help
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So why are we
talking about...

[Mfarketing?

STRATEGIC
SOCIAL MARKETIN




Wor g

B

(Consume?)
-9@;@0@9




Not to be confused with...

Stop AIDS.
T Keep the promise




Not to be confused with...
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social marketing
and public health

Social marketing is:

ma r!(eti ng to achieve
alongside other _...... ' social good
concepts and  aplcaton
techniques behavioural goals

the systematic application of marketing,
alongside other concepts and techniques,
to achieve specific behavioural goals,

for a social good. AL
OUVIAL MARKET IN




8 point Benchmark Criteria

Key features to look for to determine
if something is consistent with social

8 point National Criteria .
marketing

Criteria What to look for

uncerstanding o s developed,
Cust, e 2 ;l:;#uﬂmhesnhmuammdtoaw&mmamm

Devalops a rebust uaderstanding of mative consumer / market research used to identify audience characteristics and needs, C t < t t c
P AR Wrodetrilll oot oy Sakos unerstaring ustomer orientation
data from different sources Range of different research analysis, combining data (using synthesis and fusion

) and where possible drawing from public and commercial sector scurces, to

nform U’Iﬁlim of people’s everyday kves

1. CUSTOMER ORIENTATION

2. BEHAVIOUR , . =
Harn il i an bakattow bd\avutalpaterma\dtraﬁs h:bch; bvbolh [
i e ehavioural focus
analysis, with specific behaviour e Gesred behavior
goals Intervention clearly focused on specific behaviours
ia rot ust baused on information, krowkdgs, atttucks and belefs

Specific actionable and meaaurable behavioural goals and key indicators have been

established in relation to a specific ‘social good”

Intenatmseekstocmsder and address four key behavioural domains:
3. THEORY

R e Theory informed

+ mmrmndﬂwyﬁmmkuusdmmmwmwwyﬂr
informed. f
...:'.'.'....".’.'.'.::':.’.:.‘2:2.“ same preferred theory to every given situation
Takes into aocount behavioural theory across four primary domains:
4. INSIGHT

bt ey g e Y “Insight”
Based on developing a deeper th - ersta andins

P > = Drills down from a wider understanding of the customer to focus on identifying key factors

et s elvart o postiely ke i behavis
Approach based on identifying and developing ‘actonale insights‘using considered
WT‘B‘!. rather lhmmqanevdnqdaaa'd rmioen:e

5. EXCHANGE et - - bbb Lo IlEXChange,’

Incorporates an ‘exchange’ analysis.

Mxofmmm/mwsmwwmlmmm
:’:,‘:.".‘.‘:‘..".:‘::.:;:m:: Incentives, recognition, reward, and disincentives are considered and talored according to
specific audiences, based on what they value

. o, o
?;i?:sz?}g_’:m"“. AR !nrmvda;psyduaxd factors, pbasue. cbste, nsk !dcn; addiction etc Il ’,
oot vy Wl - 17/ ik erces  ienaes caroeg b ks St e, ompetition
time and attention of the audience promoting or reinforcing alternative or counter behaviours

Strategies aim to minimise potential impact of competition by considering positive and

problematic external influences & influencers

Factovsa:rmamﬁ)v the time and attention of a given audience considered

7. SEGMENTATION L T R SR L, .
Uses a developed segmentation M us an moves W r
appreach (not Just targeting). audience, drawing on greater use of psycho-graphic data
Avoiding blanket approaches Interventions directly tallored to specific audience segments rather than reliance on
‘blanket’ pproades
Future ifestyle trends considered and addressed
8. METHODS MIX - . o
N e o e Methods mix
to achieve syrergy and erharce the overall impact

‘Intervention mix’ = Strategic SM Five primary strategic intervention domains considered:
Marketing mix’ = Operational SM 1: infrm / encourage; 2: educate / skl 3: support / service;

4. Coscr ot eomborvrart: 5 conto ) okt inc: Intervention Mix or Marketing Mix

French, Blair Stevens (2006 updated 2009) h i N ' n I ’ !! !‘ ! I! |! j I I; Igl
Adapted from earier criteria by Andreasen (2002)
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Our new Govt has new mantra

G ‘Get more from Iess

X e mq ‘ 5 1 ““'

‘Serve the people better
o (& & &

) .57* \ 7 A

Relevant whatever the party, whatever the country




More for less?

Less waste
of valuable resources: Beat c'ed“ GIIIIICII

time, effort & money Shopp g
///

Foreword:
Pauline Mcl:alllon

More effective 3=+
methods, mterventlons =
& services |




Not just a better technical fix

* Rooted in mutual beneficial social exchange.
* The post ideological pragmatic centre ground

* Action via:
— Co-development
— Co-delivery
— Co-Review

e Continuous Quality Improvement
E%T]R‘}T-EWGI‘C
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From soclal security to social productivity:
a vision for 2020 Public Services

The final report of the Commission on 2020 Public Services
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"It's about people setting
up great new schools,"
"Businesses helping people
getting trained for work.
Charities working to
rehabilitate offenders."
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Put your hands up generation LX

you are the ‘Charmed Generation’ Typically, people born between1950 and 1970

UK wealth distribution, by age

£35,000
£30,000
125,000

You want it E

Strategic Social Marketing Ltd



Responsive pubic services?

MORI survey in 2005 following words best described public service,

Highest ranked words
* Bureaucratic

* Infuriating

* Faceless

 Hardworking

* Unresponsive

* Unaccountable.

The lowest ranked words:

* Friendly,
e Efficient
* Honest

* Open. AL MARK

"OFFICE CLOSED
WHEN OFFICE IS

CLOSED

NO INFORMATION
 AVAILABLE
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Tellthe  MNottell  Don't
truth  thetruth  know

% % %
Doclors | 62 B 2
Teachers | &7 i 3
Professors | 79 g 12
Genera"y Judges | T8 14 i
Clergyman/Priests | 74 17 i
trusted to tell Semss| 72 B0
the truth? Television News Readers | 66 ! 10
The Police | 65 2 i
The ordinary manwoman inthe | 60 i 13
| sirest
| Pollsers | 48 3 I8
Civil Servants | 48 3 12
Trade Union officiale | 45 a0 15
Business Leaders | 30 3 11
Govemnment Ministers | 24 10 i
Politicians generally | 21 13 i
Journalists | 19 T4 i




What are people saying to us?

“ won’t take orders from you any more”
“Take orders from me | am in control now”

“I’'m just not going to listen
to you any more”

“I don’t trust you”

“I'm smarter than you”

“I don’t need you any more”



Citizens want to be listened to and engaged

STRATEGIC

A H.xn{ \




How it feels — the fatal conceit

The State and |
Experts know |
best
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Jeff, Welcome to Your Amazon.com™
(If you're not Jeff French, )

Shopping from the UK?
NP Visit

amazon.co.uk’
i 7 o
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http://www.amazon.com/gp/flex/sign-out.html/ref=pd_ys_nav_signin?ie=UTF8&path=/gp/yourstore/home&signIn=1&useRedirectOnSuccess=1&action=sign-out&pf_rd_p=258357201&pf_rd_s=top-2&pf_rd_t=1501&pf_rd_i=home&pf_rd_m=ATVPDKIKX0DER&pf_rd_r=1KPCJ2SCKYTDEE77B5PH
http://www.amazon.com/gp/redirect.html/ref=pd_lpo_ix_gw_am_us_uk_en?ie=UTF8&location=http://www.amazon.co.uk/gp/homepage.html?tag=lpo_ixgwamusuken-21&token=EDA85A835C0C35E68FBAFD33CEB75576E7B44F1F&pf_rd_m=ATVPDKIKX0DER&pf_rd_s=center-intl-crossover-0&pf_rd_r=1EFXN808143JZ6349282&pf_rd_t=101&pf_rd_p=310650301&pf_rd_i=507846

How many sociologists does it
take to change a light bulb ?

What do you get when you cross
an economist with a

psychologist and a member of
the mafia?
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p rom Ot\ on N —4 - "1 - " —

- 88 social marketing
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= THEORY AND PRACTICE

marketing
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Jeff French

onwnunny
deve\opment crlmlnolog firo
sspm AND MANY MORE...




“If you can get them
asking the wrong
question the answers
don’t matter”

Thomas Pynchon
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Wrong question:
How about a new
initiative?

The futility of isolated
initiatives
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Piaase-dﬁ--nﬁt drop N
your cigarette butts
- on the deck. |

'I‘ha fish crawl out
at night to smoke them

and we are trying
to get them to quit.




Cut back on waste Check on neighbour Report crime
Avoid sugary foods & drinks Don’t drive using mobile phone

Don’t smoke Use helpline  Don’t start fires _

BUSEREIEONAGHN Go for a check-up Limit water use

Don’t litter Use smoking cessation service Volunteer
Complete tax forms Reuse bags Don’t bully & threaten others
Don’t carry knives Don’t speed in cars Drink sensibly

Don’t idle the car Cut down on calories Don’t steal

_ Exercise Use public transport
Cut-down on red meat Vote Don’t smoke while pregnant
Don’tdrink & drive  Don’t graffiti Get immunised

Conserve energy Register to vote Don’t drug drive
Cut back on fatty foods Recycle Don’tfalsely claim benefits
Don’t vandalise Go to screening service Don’t binge drink

Don’t smoke in public places Eat 5-a-day fruit & veg
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At the count of three stand up if you
are engaged in a project that is trying
to get people to behave differently

At the count of three let me know
how expert you think you are

STRATEGIC
SOCIAL MARKETIN




The Right Question

How can | create T
systems, environments, =%+
products and services V-
that will help people
change?

i

5,




The
Marketing
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| Time to renew
(i your

Freedom

PASSPORT
PHOTOS

wWww free -
vireedompags o
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tel: 0845 275 7054 o; 020 7934 9633 LONDON 1
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My child is safest in my arms’
.
‘God will decide
- when to take my baby’

T
-~ How to create a valued
product or service?

<K
SOCIAL MARKETING
‘www.strategic-social-marketing org



8 point Benchmark Criteria

Key features to look for to determine
if something is consistent with social

8 point National Criteria .
marketing

Criteria What to look for

uncerstanding o s developed,
Cust, e 2 ;l:;#uﬂmhesnhmuammdtoaw&mmamm

Devalops a rebust uaderstanding of mative consumer / market research used to identify audience characteristics and needs, C t < t t c
P AR Wrodetrilll oot oy Sakos unerstaring ustomer orientation
data from different sources Range of different research analysis, combining data (using synthesis and fusion

) and where possible drawing from public and commercial sector scurces, to

nform U’Iﬁlim of people’s everyday kves

1. CUSTOMER ORIENTATION

2. BEHAVIOUR , . =
Harn il i an bakattow bd\avutalpaterma\dtraﬁs h:bch; bvbolh [
i e ehavioural focus
analysis, with specific behaviour e Gesred behavior
goals Intervention clearly focused on specific behaviours
ia rot ust baused on information, krowkdgs, atttucks and belefs

Specific actionable and meaaurable behavioural goals and key indicators have been

established in relation to a specific ‘social good”

Intenatmseekstocmsder and address four key behavioural domains:
3. THEORY

R e Theory informed

+ mmrmndﬂwyﬁmmkuusdmmmwmwwyﬂr
informed. f
...:'.'.'....".’.'.'.::':.’.:.‘2:2.“ same preferred theory to every given situation
Takes into aocount behavioural theory across four primary domains:
4. INSIGHT

bt ey g e Y “Insight”
Based on developing a deeper th - ersta andins

P > = Drills down from a wider understanding of the customer to focus on identifying key factors

et s elvart o postiely ke i behavis
Approach based on identifying and developing ‘actonale insights‘using considered
WT‘B‘!. rather lhmmqanevdnqdaaa'd rmioen:e

5. EXCHANGE et - - bbb Lo IlEXChange,’

Incorporates an ‘exchange’ analysis.

Mxofmmm/mwsmwwmlmmm
:’:,‘:.".‘.‘:‘..".:‘::.:;:m:: Incentives, recognition, reward, and disincentives are considered and talored according to
specific audiences, based on what they value

. o, o
?;i?:sz?}g_’:m"“. AR !nrmvda;psyduaxd factors, pbasue. cbste, nsk !dcn; addiction etc Il ’,
oot vy Wl - 17/ ik erces  ienaes caroeg b ks St e, ompetition
time and attention of the audience promoting or reinforcing alternative or counter behaviours

Strategies aim to minimise potential impact of competition by considering positive and

problematic external influences & influencers

Factovsa:rmamﬁ)v the time and attention of a given audience considered

7. SEGMENTATION L T R SR L, .
Uses a developed segmentation M us an moves W r
appreach (not Just targeting). audience, drawing on greater use of psycho-graphic data
Avoiding blanket approaches Interventions directly tallored to specific audience segments rather than reliance on
‘blanket’ pproades
Future ifestyle trends considered and addressed
8. METHODS MIX - . o
N e o e Methods mix
to achieve syrergy and erharce the overall impact

‘Intervention mix’ = Strategic SM Five primary strategic intervention domains considered:
Marketing mix’ = Operational SM 1: infrm / encourage; 2: educate / skl 3: support / service;

4. Coscr ot eomborvrart: 5 conto ) okt inc: Intervention Mix or Marketing Mix

French, Blair Stevens (2006 updated 2009) h i N ' n I ’ !! !‘ ! I! |! j I I; Igl
Adapted from earier criteria by Andreasen (2002)
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The new driver: Citizen Perceived value

Always start with
a deep

understanding of
the target market

W {‘?‘"H( !1?

\ en

‘y\ ‘enup...
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Behavioural focus
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‘VERB, It’'s what you do’

U.S. Department of Health and Human Services
Centres for Disease Control and Prevention
2002 to present

social marketing campaign to increase physical activity among
tweens age 9-13

*32% decline in the number of sedentary 9 — 10 year olds
eGirls demonstrated a 37% decline in sedentary activity
elower middle households, 25% more physical activity

*38% decline in sedentary children from low-income homes
STRATEGIC
SOCIAL MARKETIN



http://www.cdc.gov/youthcampaign

Theory informed

|SOCIAL MARKETING\
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BEHAVIOUR: Integrated Theory FEramework

Wide range of different disciplines that can contribute

Environmental studies

Political sciences Behavioural Economics

Communications Ecology Economics

Marketing Health Promotion

oR & media Environmental Dbl Healit

Social media Sociology
Advertising social Anthropology

Architecture Cultural studies

Engineerin Philosophy
° ’ M & ethics

Town planning biO' pSYChO' Social work

Physics physical Iogical Education
Biology Theology

Physiology Religious studies

Pharmacology ) Social Criminology
Psychiatry Psychology

Neurology S—
Genetics Psychology

[lheories 3TRATE Ic
SOCIAL TARKETIN
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Insight is the key

“Its very important to get .
’ : ~i%%
drunk. I’'m spending money
and | want to get drunk, and—/
if 1 don’t its just a waste of

money!”

Personal contextual logic

;)O TRATEGIC
L B CIAL MARKETING

StratégicSocial'Marketing Ltd



“Exchange”
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Delivering valued benefits

Longer term B\ more immediate
BENEFITS BENEFITS: NOW!
Creating
Short term -
COSTS valued pr.oducts
or services’

STRATEGIC

E

m‘il'n.u \




Marketing works to make things:
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Example: Stopping smoking

oy NHS smoking
’ cessation
service

- —_—
» star

qu tters

iabU'lCiollg ENJOY SOME smi-:"ﬁm"




Th e ratiO n a | EXC h a nge (Is most often internal)

Psychological cost Ioglc &neflt
Social cost .:oaal b

Financia st Fi -JEI‘IEfIt
Phy@ Ibcal ben e
Time cost T|me be é

'b
Q \ e*c\‘

Incentives to reduce or increase
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So sometimes you might need to make it
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We also know that
we are seldom fully
rationale In the
economic and
sclentific sense
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——T

< will soon have
Homer eating
healthy
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Richard H. Thaler
Cass R. Sunstein

Improving Decisions
About Health, Wealth,
and Happiness




“Competition”
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http://upload.wikimedia.org/wikipedia/commons/5/5a/Marlboro_Branding.jpg

Need for joint work between Public

Private and NGO sectors

‘When we talk about the
new face of capitalism, it
can no longer be
companies making money Pﬁs
at the risk of costs to
society’

Indra Nooyi CEO PepsiCo,

STRAT
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Our competition Is also internal

Over
confidence

Temporal
discounting

Loss aversion

Social norms
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Segmentation
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YUPPIES
DINKE
DUMP
PIPPIE
SCUM
SINBAD
SITCOM
LOMBARD

Segmentation

Young Upwardly Mobile Professional People
Double Income No Kids

Destitute Unemployed Mature Professional
Person Inheriting Parents Property

Self Centred Urban Male

Single Income No Boyfriend Absolutely Desperate

Single income Two Children Outrageous Mortgage

Loads Of Money But A Right Dickhead STRATE

SOCIA

a
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Male spend on beauty products
2005-6 £1.3 billion

Masdy, Ooes & 207 B
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Cluster BMIs

Body Mass Index

Il 24. I-

obese
over [Il-ll1 III l III Il

A

B % Children above 95th percentile O % Children above 85th percentile STRATEGIC
O % of Adult Female Parent - Overweight / Obese O % of Adult Male Parent - Overweight / Obese " q ' ‘:
EII AL VAR \




Change 4 Life 6 sub-segments

1 poor household diet, 2 not engaged with unhealthy weight asa
resistance to healthy eating health risk
practical barriers dominate rejecting on grounds of too challenging
(expense and time) parental influence over children an issue
3 - S 4
dieting AND over indulging highly controlled food habit
knowledgeable about healthy eating controlling children’s healthy eating
and believe they do enough exercise and exercise

5

traditional parents with strong family values strong family exercise group
reject many health messages on grounds of consumption of food above average
price. but burning calories through exercise

low physical activity levels

STRATEGIC
SOCIAL MARKETIN
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Get together with the women you care about
and go for your cervical smear tests.

You 2nd your friends can make your appointments for the same day. Thal way you can 20
along logether and support each otter

A smear dest will tefl you If there are asy changes to the celis on your cerex. These
changes are caused by 3 common sexsally Yansmitied virus called Human Papiiomavinys

{HPY), thal mos! women Bave at some stage i ther Ives. Usually the vires jest goes away
Dy itxef bet In 3 few cases It can lead 10 cervical caaces

A smear 3251 can fiad the chasges before cances has 3 chance 10 deveiop. 50 encourage
your friands 10 320 You could help save Seir lves

X

Contact your nurse, doclor or
local health worker for an appeintment.

Call GEDO 729 729 for more information.
Or visl www cervicalscreening govtnr

Increase in Sreening Coverage After 12 Months

12.7%

7% 3.3%

1D STRATEGIC
Mo Pafic A Oher  Total EI‘I‘E a 'lvl ARKETIN
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Intervention mix *_

‘de-CIDES’ intervention framework

framework

\\ Blair-Stevens / French 2008
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Control

Inform

Design

Educate

Support

de-cIDES behaviour framework©
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"Planning is an unnatural process; it is much
more fun to do something. And the nicest

thing about not planning is that failure
comes as a complete surprise rather than
being preceded by a period of worry and

depression.”
Sir John Harvey-Jones (1924 - 2008)

STRATEGIC
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| can see that look!

THE MALE BRAIN

LISTENING
PARTICLE—

ATTENTION
SPAN “AVOID
PERSONAL
QUESTIONS AT
ALL COSTS™
AREA

FOOTHOTE: the "Listening to children cry in the
due to it's small and underdeveloped nat

CROTCH SCANMING
/ AREA

TOILET
AIMING CELL

DOMESTIC
SKILLS

T.V. AND
REMOTE
CONTROL
ADDICTION
~CENTRE

le of the night™ gland is not shown
iewed under a microscope.
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So How can
we use social
marketing to
help with
health
inequality

STRATEGIC
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Adopting A Social Marketing Approach

1. Prioritise market segments
2. Focus on single simple doable behaviours
3. Spend time and resources on market research

4. Establish quantifiable goals and measure
performance

5. Develop products, enhanced services and

improve environments &:R“Tﬁ?'c




Social marketing is a deeply
respectful, democratic and
empowering way to work
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“It’s not about
telling and selling.
It’s about bringing
a relationship
mind set to
everything we do

V4

Jim Stengel Global Marketing Chief Proctor & Gambel
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Democratic social reengineering using
social marketing

Professional led
Selling / telling
Awareness

Adult - Child
One-off / transitory
Deficit
Operational focus
Whole population
Control

Central command
Compartmentalise

Weak evaluation & ROI

Old style ‘tell sell and

control’ paradigm

Consumer led
Marketing / relationships
Behaviour

Adult - Adult
Sustained

Asset

Strategic focus
Segmented audiences
Empower

Networked leadership
Whole system

Strong evaluation & ROI

The new Strategic Social
Marketing paradigm
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Professor Jeff French
PhD, MBA, MSc, Dip HE, BA, Cert.Ed
Strategic Social Marketing Ltd
Registered Company No : 6963216

Attabara, Conford , Hants, GU307QW

social marketing
and public health

THEORY AND PRACTICE

Jeff French

Clive Blatr-Stevens
Domtntc Mcvey
Rowena Merritt
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Addressing
the major
behavioural
challenges
of our time

STRATE

S0CI/

2

' ]
lil

5 14
R

GIC

3

A




National Social Marketing
Centre Planning Guide can be

found at:

www.thensmc.com
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Social Marketing
Magic Dust

Strategic Social Marketing Ltd



