
Applying Social Marketing 
benchmark criteria to understand 
strengths and weakness of our 
design and recruitment strategies 
has assisted in identifying areas 
for improvement in the MoveM8 
programme. 

Despite strengths in the MoveM8 
study approach, a fuller application 
of a social marketing framework 
may have aided recruitment and 
increased study retention. This 
warrants further investigation.

GoinG forwArd
More testing of social 
marketing in worksite health 
programs may lead not 
only to better outcomes, 
but also to higher 
participation. Worksite 
health promotion research 
should adopt the social 
marketing approach and  
benefit from benchmark 
criteria for planning and 
implementation of future 
interventions.
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Physical inactivity is one of the leading health risk 
factors in Europe, approximately 600,000 deaths 
per year (Cavill, Kahlmeier, & Racioppi, 2006).

Workplaces are a promising setting for health 
promotion, advocated by key government policies  
(Black, 2008).

Physical activity promotion through e-mail and 
SMS in workplaces shows great potential since 
these tools allow mass reach at minimal costs. 

BACKGROUND & RAtIONALe

The MoveM8 identity: brand, posters, post-it notes, banners, website and e-mail content for participants.

rECrUiTMEnT fEATUrES
• Branded promotional materials.
• Flexibile enrolment period (6 waves).
 
rECrUiTMEnT 
oUTCoMES 

Organisations: 250+ invited, 19 enrolled.
Employees: 500+ contacted, 393 enrolled.

CHALLEnGES 1. Low participation rate
2. Decreasing survey response rates (65.1%-31.4%).

Social marketing is
an effective model for 
planning interventions and it 
has been used for improving 
recruitment outcomes 
(Harris, 2005; Nichols et al., 
2004).

SoCiAL MArkETinG 
BEnCHMArk  
CriTEriA
Originally developed by 
Andreasen (2002) and
updated by French and Blair-
Stevens (2006).

ANALYSIS BeNChMARK CRIteRIA StReNGthS WeAKNeSSeS
1) Customer orientation Limited understanding of the context.

Partial in-depth situation analysis.

2) Behaviour Theory-driven study (TPB); specific behavioural goals.

3) Theory Theory-driven study (TPB): design, content 
development, assessment, evaluation.

4) insight Formative research with the target population 
(beliefs and perceived barriers to physical activity).

5) Exchange Fair exchange not clearly communicated.
Small budget: limited monetary incentives.

6) Competition No particular analysis of the competition, other than 
time.

7) Segmentation Personalisation (not tailoring).
Target segment= “working adults”. No further 
segmenting conducted.

8) Method Mix Mixed methods approach used (interviews, Delphi, 
survey). 

MoveM8 was a 12-week email and text messaging 
(SMS) theory-based communication intervention 

encouraging leisure time 
and job-related physical 
activity in employees at 
UK workplaces.

oBJECTiVE. Explore the effects of adding SMS 
prompts to an email-based intervention on physical 
activity behaviour and Theory of Planned Behaviour 
(TPB) core constructs (Attitudes, Subjective Norms, 
Perceived Behavioural Control, Intention).

METHodoLoGy. Randomised Controlled Trial (RCT)
with two tudy groups:

G1: 1 weekly personalised e-mail
G2: 1 weekly personalised e-mail + 2 standard SMS/wk

oUTCoMES. BL, 4, 8, 12 and 16 weeks from the start.

TArGET AUdiEnCE. Employees 18+ yrs from 17 UK 
organisations.

rECrUiTMEnT. Two-step strategy.

BUiLdinG froM EVidEnCEAbraham & Graham-Rowe, 2009 Plotnikoff et al., 2005

the StUDY IN A NUtSheLL

pROMOtION & ChALLeNGeS

PoSSiBLE iMProVEMEnTS

1) Customer orientation. Design and 

develop the intervention with worksites; 

perform a more thorough formative 

research to get better insight from the 

population.

2) Exchange. Use of tangible incentives to 

enhance and implement a fairer exchange.

3) Competition. Thorough analysis of 

all forms of competition (competing 

behaviors, barriers, other programmes, 

etc.). 
4) Segmentation. Appropriate target 

segmentation at the worksite, job function 

or even gender levels to guarantee larger 

participation.

rEfErEnCES
Abraham, C., & Graham-Rowe, E. (2009). Are worksite interventions effective 

in increasing physical activity? A systematic review and meta-analysis. 
Health Psychology Review, 3(1), 108.

Andreasen, A. R. (2002). Marketing Social Marketing in the Social Change 
Marketplace. Journal of Public Policy & Marketing, 21(1), 3-13.

Black, C. (2008). Working for a healthier tomorrow. Dame Carol Black’s 
Review of the health of Britain’s working age population. London, UK: 
Department of Work and Pensions, The Stationery Office (TSO).

Cavill, N., Kahlmeier, S., & Racioppi, F. (2006). Physical activity and health in 
Europe. World Health Organization. Regional Office for Europe.

French, J., & Blair-Stevens, C. (2006). Social marketing national benchmark 
criteria.

Harris, D. G. (2005). Using Social Marketing Methods to Identify Recruitment 
Strategies for Senior Volunteers who Will Lead Senior Citizen Exercise 
Classes. Boise State University.

Nichols, L., Martindale-Adams, J., Burns, R., Coon, D., Ory, M., Mahoney, D., 
Tarlow, B., et al. (2004). Social Marketing as a Framework for Recruitment. 
Journal of Aging and Health, 16(5 suppl), 157S.

Plotnikoff, R. C., McCargar, L. J., Wilson, P. M., & Loucaides, C. A. (2005). 
Efficacy of an E-mail intervention for the promotion of physical activity 
and nutrition behavior in the workplace context. American Journal of 
Health Promotion, 19(6), 422-429.


