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Develop and integrate
marketing concepts with other
approaches to influence
actions that benefit
communities for the greater
social good ( ).




Step-by-step, data-driven process
Removes barriers and enhances benefits
Outcomes not outputs

Not social media (although a tool)

The 4 P’s
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Today is the day | choose
a healthier future.
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DIFFUSION OF INNOVATION

2.5%
Innovators

Early Majority
13.5% 34%

Late Majority
34% 16%

SHOW ME HELP ME MAKE ME

Education is enough Social marketing is a good This group may need
for this group to return on investment for  laws to drive change
change these groups

| Adapted from: Rogers, E. (1995) Diffusion of Innovation
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ldentify desired action
Segment audience
Research barriers and benefits

Develop strategies that reduce barriers
and enhance benefits

Pilot and implement strategies
Monitor and evaluate the project
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nat does success look like?
nat IS purpose or focus?

nat IS measurable?
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1. SUB-ACTIONS

START -
Research area \VEVGE
healthcare appointment
providers

Check insurance

Be prepared to
answer some
guestions

Travel to
appointment

Take work or
school off

Meet with
healthcare
provider

FINISH - Get Make follow-up
contraception or appointment




Assumes

people are all

alike

Assumes
that people
are
different

—>

Create one “
— - _ genera'l
approach for oopulation”
everyone
Create — Barrier — Lack of funding
different —» Action — Make appointment
strategies 5 " !
for different —> | emograp ics — Homeowners
in Lincoln NE
groups

——> Message — Don’t forget



Focus on
exchange
What are
barriers to
action?
Types of
research

Focus Groups
Interviews
Journey mapping
Literature Reviews
Message Testing
Observations
Photo voice
Surveys (Intercept,
Phone, Mail, Web)
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4. STRATEGY —4 P’s

s

marketing

mix
promotion
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Commitment

Diffusion
Incentives

NA

4. STRATEGY

Communication Convenience

Feedback Framing

Defaults

Heuristics

Storytelling




Test with your priority
audience segments

Refine until it is effective

Test alternative methods
against one another

Demonstrate to funders
the worthiness
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6: MONITOR/ EVALUATE

«  Monitor regularly, tweak as needed
- Evaluate outcome

- Consider valid measures

« Utilize logic models

Outputs
(Activities)

SMANA




Public policy — national, state, local

ommunity — relationships btwn
organizations

Organizational — groups & institutions

Interpersonal — family & friends

McLeroy (1988)
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SURGEON GENERAL'S WARNING
Smoking By Pregnant Women May
Result in Fetal Injury, Premature
Birth, And Low Birth Weight

Fig Tobaceo targeled people with mental health »

| CHECK IT QUT

JOIN THE CAUSE. - A
This is a

SMOKE-FREE
AREA

Thank You (%
FOR NOT SMOKING

A P

WISCONSIN TOBACCO

QuitlLine

800-QUIT-NOW
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LEARN MORE AT:
Roundtable Session,

Handouts and
www.SMANA.org
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