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Social marketing… in short

“using marketing                                              

for the benefit of people”

alongside 

other 

methods & 

approaches

rather than 

for profit
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Many key societal challenges

recycling

waste 

management

energy 

conservation

Fire safety

food hygiene

physical 

activity
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Today is about four things

• Social marketing is more than just communications

• Don’t rush in – avoid passive failure

• What are the barriers you have to overcome?

• The benchmark criteria

• What behaviour change will you make after today?
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How do we inspire positive behaviour?
(and not rely on a comms approach)

Make it

&

piano_stairs.mpeg
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More than just communications

http://bp2.blogger.com/_wB-wKH0b9G0/R36WaVrp_tI/AAAAAAAAAnw/pyDaohXD7nE/s1600-h/DSCF1248+Urinal+Fly.JPG
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Swine Flu
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The marketing mix

The Four P’s

• Price

• Product

• Promotion

• Place
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Conspiracy of passive failure

We know that some programmes 
and campaigns are window 
dressing but we still do them. 

Information giving is often the 
default option when issues are 
hard to deal with

Why:

 Pressure to be seen to be 
acting

 The desire to help 

 Poorly developed skills and

understanding in population 
behaviour change

 Short term policy planning 
budgeting and review
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Avoiding passive failure – don’t rush in

If I had 8 hours to chop down a tree I would 

spend the first six hours preparing the axe”

(George Washington)
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Avoiding passive failure – don’t rush in

We don’t see things as they are; 

we see them as we are”

(Anais Nin)
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The four elements of a needs assessment

demographic data

• What is the profile of the current population

• What will change over time

prevalence & incidence data

• Who is the target population

• What is the type and severity of need

risk factor data

• What is the likelihood of people needing help

patient/service user data

• who uses services

• what are their needs

• What are the public demands
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Quantitative gives us the shape
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Qualitative puts the flesh on it
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Getting started – what are your barriers?
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Barriers to using social marketing

• Lack of resources

• Lack of capacity and skills

• Lack of awareness, understanding and support

• Lack of evidence

• Yearly budgets

• Structural and cultural issues
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1. Customer orientation

2. Clear behavioural goals

3. Developing ‘insight’

4. Audience segmentation 

5. Theory based

6. Competition

7. Exchange

8. Methods mix

Benchmark Criteria 
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Segmentation
Volatile substance abuse –

traditional approach
MESSAGE

Don’t sniff glue or 

aerosols, they can 

kill you

How 

terrifying

, I won’t 

be doing 

that!

So 

what

?
Hmm, I didn’t 

know you could 

sniff glue – I’ll give 

that a try!

It’s a kids 

drug, I 

wouldn’t be 

seen dead 

doing that.
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The importance of segmenting

Break down the audience into 

clusters with targeted interventions 

for each group 
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All 

smokers

Smokers 

who want

to quit

Smokers 

who try 

to quit

Smokers 

who quit 

using 

support

Smokers 

who 

succeed

Influencing other key stages in the journey

100% 45%70%* 23% 2.7%

Triggering 

action

Making quitting              

more effective

Driving 

motivation

*NB figures relate to all smokers. 
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Behavioural goals 

How the behaviour is established and forms in the first place

What factors help reinforce or maintain / sustain behaviour

What will move and motivate people to make changes

Recognising where ‘behavioural controls’ may be required 

1: Behaviour establishment and formation

2: Behaviour reinforcement and maintenance

3: Behaviour change

4: Behavioural controls

4 key elements each need to be addressed
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eg: Smoking behaviour

current

non-smokers

current 

smokers

SEGMENTATION
e.g. by relationship to                        

‘smoking behaviour’

“never smoked, never will”

“susceptible to 

pressure to smoke”

“recent quitter –

potential to restart”

“would like to quit 

but finding it hard”

“strong entrenched resisters”

dynamic interface

BEHAVIOURAL

GOALS

Behaviour allies

Behaviour reinforcement,

Maintenance support

Behaviour „change‟

Behaviour controls

Positive behaviour

promotion

Behavioural goals
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Philip Kotler’s 4 Ps:

Marketing mix

Product
• The thing being provided ie: the product or 

service itself – the programme, campaign, etc

Price
• What it costs the customer to get the product 

or service – not just money – but also effort, 

time, social consequences, etc

Place
Both: 

• Where the product or service can be 

delivered 

• Where the customer can be reached / 

engaged

Promotion
• The package of things that will highlight and 

promote the product or service – incentivise 

and encourage its adoption / purchase
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Short term 

BENEFITS 

rewards

Longer term 

COSTS 

consequences

Marketers offer:

Enjoyment now! Health problems in later years

Longer term 
BENEFITS

Short term 

COSTS

What we offer:

Reduce your pleasure 

from food

Your health in 20 years time
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We need to…

Short term 

COSTS

Reduce Make our ‘product’

&

Longer term 

BENEFITS

Turn into

more immediate

BENEFITS



www.nsmcentre.org.uk

‘Exchange’ concept

COSTS BENEFITS

reduce

increase
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The four primary ways to 

influence behaviour
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Alcohol – social marketing for England

Exchange

• Motivations to drink:

• Identified barriers to reduction,  

• Benefits of safe alcohol consumption:

Methods Mix

• Drinkcheck website to identify risk level and support self-help

• 'Your Drinking & You’ self-help manual and Drinkline
telephone helpline service 

• Promotion of Intervention and Brief Advice to break patterns 
of harmful drinking. 

• Introduction of new 'risk' terminology for alcohol

• North West acquisition pilot (September–December 2008)
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4

2

3

1

Exercise: Benefits and barriers

© nsms

existing

© nsmc

desired

TARGET AUDIENCE?
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Today is about four things

• Social marketing is more than just communications

• Don’t rush in – avoid passive failure

• What are the barriers you have to overcome?

• The benchmark criteria

• What behaviour change will you make after today?
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Need more urinals!

http://bp2.blogger.com/_wB-wKH0b9G0/R36WaVrp_tI/AAAAAAAAAnw/pyDaohXD7nE/s1600-h/DSCF1248+Urinal+Fly.JPG
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20 Grosvenor Gardens, London, SW1W 0DH

Phone: 0207 881 3045

Fax: 0207 730 5851

Email: nsmc@ncc.org.uk

Website: www.nsmcentre.org.uk

Thank you

working to realise 

the potential of     

effective social marketing


