
Social 
Marketing 



Social Marketing:  

the systematic application of marketing                                        

alongside other concepts and techniques,                                                          

to achieve specific behavioural goals,                                                       

for a social good. 

 

? 



Social Marketing  

 
• Can be strategic or operational    

 (how we do as much as what we do) 

• Is about BEHAVIOUR 

• Is more than just communications 

• Fits at the centre of engagement 

approaches 



crafting       ‘our 

messages’ 

communicating the 

messages 

Communications & message based approach 

accurate / relevant / clear  creative / clever / funny / impactful / 

interesting / attention grabbing / etc  

Starts with the customer and what’s important to them 

Customer based social marketing approach 

understanding the 

customer 

directly informing intervention options                         

(intervention mix & marketing mix) 

generating ‘insight’ 

what ‘moves & motivates’  



The 8 Benchmark Criteria 

1. Customer orientation 

2. Behaviour & behavioural 

goals 

3. Informed by behavioural 

theory 

4. ‘Insight’ driven 

5. ‘Exchange’  

6. Competition 

7. Segmentation & targeting 

8. Methods mix 



1. Customer Orientation 

Developing a full understanding of 

your audience and combining data 

from different sources. 



 

Staff too 



Health Canada’s Continuum of 

Involvement 



Scope Develop Implement Evaluate Follow-up 

‘Total Process Planning’ – TPP model 



 Engagement Marketing - At its heart, is the 

insight that human beings are highly social 

animals, and have an innate need to 

communicate and interact. Therefore, any 

engagement marketing initiative must allow 

for two-way flows of information and 

communication. People embrace what they 

create. 

Instead: 



 



  

Relationship Marketing - is a long-term and 

mutually beneficial arrangement where both the 

buyer and seller have an interest in providing a 

more satisfying exchange. A process over time  

  Seeks more meaningful and richer contact 

by providing a more holistic, personalized 

purchase, and uses the experience to create 

stronger ties. 

http://starbucks.co.uk/en-GB/


 



Learning to love the ‘product’ 



Finding Out What Works 

 
understanding complex, community based initiatives 
 

Anna Coote et al, Kings Fund Policy Paper 2004 

 
 

• Priority should be given to building 
knowledge, rather than just promoting 
evidence based policy and practice 

 

• Knowledge should be build by integrating the 
experience of practitioners and local 
residents, the findings of researchers and a 
more explicit understanding of the trade 
offs….’ 



A Duck 



A Rabbit 





2. Developing Insight 

Social marketing is driven by ‘insights’ 

that are able to provide a guide for 

selecting and developing interventions. 

Insights are the barriers and motivators 

which help or hinder people making 

behaviour changes.  



Moving beyond the data to actionable insights to test 

Source: Government Communications Network  

WHAT? 

Data 

Facts & 

observations related 

to our insight task 

WHY? 

Understanding 

Explaining 

what’s going on 

Insight 

The deep truth that 

strikes a chord with 

people 

SO 

WHAT? 



Smoking in Secondary Care - 

Themes 

• ‘Out of Sight, Out of Harm’ 

 Give us a designated smoking area . Discretely hide the 

problem. Smoking is unsightly. But during interviews, some 

evidence of ‘shift’ on this view.   

• Mixing the Message 

 Mixed messages about smoking on site and enforcement 

sanction smoking across all audiences (especially staff). 

• ‘Them and Us’ 

 Sense of ‘persecution’ from wider society and management on 

site. Different ability of senior staff to smoke. ‘Hard done by’ in 

an ever more stressful working environment. 

 



Recommendations 

• Stagger the campaign 

 

• Increase the immediate benefits of the offer: 

− Patients – your recovery time is improved if you stop smoking 

whilst in hospital 

− Staff – you give mixed messages to patients 

− Visitors – help patients health by not smoking on site 

 

• Clear consistent messages from senior 

management 

 



 



 





Understanding Your  

Audiences 

• Who has ever segmented your 

audiences? 

• Who has ever generated insight? 

• Who has ever ‘recruited’ using this 

insight and segmentation? 

Task 



Same topic, Two Different  

Examples of Insight 
 



 Video A 



Video B 



3. Segmentation 

Using segmentation to look at the 

audience and try to identify sub-groups 

(segments) that may have similar needs, 

attitudes or behaviours. 



Range of segmentation options 

 

 
Demo-graphic 

Behavioural Psycho-graphic 

Geo-graphic 
Age / Life-stage 

Gender 

Family Size 

Income 

Occupation 

Education          

Social Class   

Postcode / Locality                             

Community / Village                         

Town / City                                           

Rural / Urban density 

Region                            

National boundary 

Occurrence & frequency                   

Degree or duration of behaviour                         

Context and location of behaviour              

Public / Private nature of behaviour   

Degree of social acceptability / stigma                           

Extent of actual (or potential) benefits  

Attitude to behaviour (problem & desired) 

Extent of related service / product usage                 

Attitude & readiness towards change in 

relation to problem & desired behaviour 

Ability to achieve & the access issues   

Attitudes and readiness to adopt      

Degree of positive motivation                 

Degree of resistance                            

Personality profile / type                             

Values (personal & community)                                                    

Beliefs & Perceptions  

Knowledge & understanding                  

Self-efficacy / Self esteem                      

Degree of dissonance (stated vs actual) 

Adapted from Kotler, Roberto, Lee (2002) 

Religion  

Race 

Sexual identity                  

Physical ability                 

Health status              

Lifestyle / Generation  

Identity / Nationality 

Continent / Global region                            

Climate                            

Physical environment 

Ability to access         

Mobility / Transportation 



The Importance of Segmenting 

Public Patient Voice 
MESSAGE for staff 

=  Do it - its 

important 

YAWN - 

Tick box 
Its hard 

Fabulous – I’m 

up for this! 

It will take me 

away from 

clinics 



The Importance of Segmenting 

 

Break down the audiences into clusters with 

targeted interventions for each group  



4. Competition 

Understand what competes for 

the time and attention of the 

audience -  internally 

(psychological) and externally 



1. On a piece of paper list all of the local 

campaigns (health, environment, transport) 

targeting adults 

 Task 



 

2. Add in what other issues they might be  

interested in 

 Task 



5. Exchange 

 Understand what the person has to 

give in order to get the benefits 

proposed. 



A Balancing Act  



Going to the Gym 

• Expense of joining 

• Will I look stupid? 

• I don’t have enough time 

• Staying in bed/going out 

• I’m too busy at work 

• Free/subsidised  

• Go with a friend 

• 30 minutes is fine 

• Work encourages 

• Work incentives 



6. Methods Mix 

 
Identify an appropriate ‘mix of 

methods’ rather than relying on just 

one approach 



Diagram adapted from NSMC 



How do they sell their product? 

• Clever media campaigns 

• Your local discount retailer 

• Loyalty cards 

• Easy service to use – No queues at checkouts, Self 

Service 

• ‘Fun’ to go there – coffee shops 

• Transport - Free buses to stores 

 Task 



Team Time Two 

Who do you want to target?   

Have a think about, 

• Who you want to reach? 

•Where will you find them? 

•Do they have any particular 

behaviours or characteristics 

that will help you look for them? 


