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Today’s breakout session

1. The BHF

2. Social Marketing and the BHF’s Approach

3. Identifying the need / issue

4. Identifying and understanding target audience

5. Reaching that audience

6. Evaluation – attitudes and behaviour change

7. Group task and feedback



1. The BHF



A bit about the BHF...

Our Mission is to play a leading role 

in the fight against disease of the heart 

and circulation, so that it is no longer a 

major cause of disability and 

premature death



A bit more about the BHF...



2. Social Marketing 



Health-Related Social Marketing…

…is the systematic application of 

marketing concepts and techniques to 

achieve specific behavioural goals relevant 

to improving health and reducing health 

inequalities



The BHF’s approach

 National advertising

 Supporting media

 Direct communications

 Stakeholder mobilisation

 Interventions 

 Education

 Support

 Policy work



The case studies



The case studies



3. Identifying the Need / Issue



Identifying the need / issue

 BHF Heart Stats

 Medical experts (internal and external)

 International campaigns 

 Health and social trends

 Govt. action / inaction

 Reaction to industry 



4. Target Audience





Segmentation - Anti-Smoking

Multi-quitters

Split evenly male and female, 

Younger bias, with two thirds 

being aged 30-40 years

More skewed towards the lower 

end of the social grade spectrum 

- C2D’s

Only a third have tried to give up 

more than five times

Seemed a health conscious bunch, with over 

two thirds claiming they thought about their 

health a lot and did worry about the health of 

the heart
Most were considered ‘light’ 

smokers, claiming to smoke under 

20 cigarettes a day
A hardcore third smoke over 20 cigarettes a day -

made up of slightly older (40-50), lower social grade 

people who had already tried to quit over 5 times 

and were actually less likely to be thinking about 

quitting overall



Segmentation - Food4Thought

 Primary

 11-13 Year Olds (Year 7 / S1 in Scotland)

 Secondary audiences

 Teachers

 Parents

 Government



Consumer Insights

 Primary research

 Current attitudes, motivations and influences  

 Concept testing

 Secondary research

 Market data

 Competitor information

 Other N-F-Ps



Concept testing – to get to this…



We tested these…



5. Reaching the Audience



11-13 Year Olds





Multi-Quitters



http://images.google.co.uk/imgres?imgurl=http://www.nmauk.co.uk/nma/downloads/News_of_the_World.jpg&imgrefurl=http://www.nmauk.co.uk/nma/downloads/cribsheets/cribSheetNewsOfTheWorld.pdf&h=122&w=331&sz=18&tbnid=F0D2dlMbmvoJ:&tbnh=42&tbnw=114&hl=en&start=9&prev=/images%3Fq%3Dnews%2Bof%2Bthe%2Bworld%2Bnewspaper%2Blogo%26svnum%3D10%26hl%3Den%26lr%3D
http://images.google.co.uk/imgres?imgurl=http://www.celebritydoctor.com/masthead3.gif&imgrefurl=http://www.celebritydoctor.com/index5.html&h=62&w=142&sz=5&tbnid=CFk2ZaJamP0J:&tbnh=38&tbnw=88&hl=en&start=1&prev=/images%3Fq%3Dsunday%2Bmirror%2Bmasthead%26svnum%3D10%26hl%3Den%26lr%3D


Interventions – Food4Thought



Interventions – Anti-Smoking



6. Behaviour Change



Evaluation

 Call stats

 Web visits

 Registrations for support

 Quantitative

 Qualitative

 Brand Metrics

 Heart stats

 Dept of Health data



Anti-smoking - record levels of quitters
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7. Group task



QUESTIONS?


