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Kirklees – where exactly



Today’s session

• Our approach

– Working with this target group 

– Developing effective partnerships

– Utilising all of the marketing mix to enable behaviour change.

• Lessons Learned

• Where are we now



Scope Develop Implement Evaluate Follow-up

National Social Marketing 
Centre’s Total Process 

Planning Model

2: CUSTOMER UNDERSTANDING / RESEARCH 

1: BEHAVIOUR & BEHAVIOURAL GOALS

4: ‘INSIGHT’

5: ‘EXCHANGE’

6: ‘COMPETITION’

7: SEGMENTATION

Social Marketing Benchmark Criteria

3: THEORY BASED & INFORMED

8: INTERVENTION & MARKETING MIX

National Benchmark Criteria



The Insight

Exchange/proposition



The Intervention Mix
Our approach is “Stealth not Health”

Health MOT,s during Lifestyle Week at 
New College, February 2009



Dance Your Ass Off

Take on the Takeaway
Come Dine with Me Challenge



Dodgeball
Competition June 2009

What now?



Key learning points

-Develop clear behavioural goals and collect robust baseline data

-Win the hearts and minds of the internal team and have the capacity to develop a 

sustainable approach 

-It is vital to have full stakeholder engagement and buy-in; give stakeholders the 

opportunity to help shape and develop the interventions

-Keep revisiting the insight with stakeholders and the target audience. Always pre-

test ideas, don't assume you have got it right. 

Key learning points

-Don't underestimate the strength of internal competition and social norms. Many 

students adopt unhealthy behaviours because they are seen as a rite of passage. 

-Select the target group that are at the contemplation stage of the readiness to 

change model. 

-Be realistic about what can be achieved within the timescales and resources 

available. 

- Communicating with this target audience can be complex and difficult. They are 

sophisticated and there is intense competition. 



Thank you

Claire Troughton: claire.troughton@kirklees.nhs.uk

Liz Messenger: liz.messenger@kirklees.nhs.uk


