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Important Information

Welcome from Ontario’s
Minister of Health and
Long-Term
Care

Conferences like this provide an
unparalleled opportunity to share and
spread innovations in social marketing
that can help us identify and apply new,
evidence-based solutions to some of the
most challenging global social issues,
including better health.

Dear Friends,
Warm greetings and welcome
to all national and international
delegates gathered for the
World Social Marketing
Conference. I encourage you to
take the time to sample the
sights, sounds and tastes of all
that Toronto has to offer.

While challenges persist, we know that
many conditions are largely avoidable
through better lifestyle choices. In
Ontario, we've been working hard to
help people participate in their own
wellness through screening and
vaccination programs and smoking
cessation supports, amongst others. But,
we know that there is more to do. In
particular, we're focused on helping
Ontario children lead healthier lifestyles
by combatting childhood obesity.
By helping people make better and
healthier choices, we can make a
tremendous difference not only for
patients in our own countries, but
worldwide. This can only be
accomplished through partnership, and
I'd like to thank all conference
participants for your dedication to a
healthier global community.
I'm confident that together, we can make
healthy change happen.
Sincerely,

Deb Matthews
Ontario Minister of Health and Long-Term Care
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Positive change is our shared goal. As
A the Title Sponsor of the
World Social Marketing Conference, we
w couldn’t be more honored to
0 dedicat
dedic ed professionals who have
welcome you and the more than 500
gathered here in Toronto to help creat
cr e that change.
We look forward to meeting each
h of you, and invite you to join us at
our exhibit, Powered by Ogilvy. It’s a place where you’ll learn of our
commitment to pushing boundaries
daries to take social marketing to new
frontiers. But most important of all, it’s a place where we can all
ther tto spur powerful change.
share and learn from each other
smexchange.ogilvyprr.com | #OgilvyWSMC
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Welcome from
Professor Jeff French
I’d like to welcome you to the
World Social Marketing
Conference. I know you will be
looking forward to what will be a
fantastic event in the great city
of Toronto. I would like to
personally thank you for coming
to the conference and making an
active contribution.

We are also tremendously grateful to all
of our partners especially the team at the
University of Lethbridge who have
helped us review the many hundreds of
papers that were submitted for the
event, and our many supporters
throughout Ontario and Canada as a
whole, whose passion for social
marketing has made this event possible.

The World Conference is all about people
with a passion for Social Marketing
coming together to build better
understanding and improved practice.
The event is also a great network
building opportunity and we know that
those attending leave with many new
contacts and opportunities for new
collaborative work across the world, so
please help us build our community of
practice by building your own network at
the conference.

I would also like to give a big thanks to all
our sponsors and exhibitors without their
support this conference would not be
possible. In particular I would like to thank
Ogilvy Public Relations for their support
and assistance as our Title Sponsor.
Like all good social marketing, evaluation is
a key part of our job, so one last request
from me is that you make sure that you
give us your feedback. Please come and
meet our team at the information desk and
let us know what you think of the
conference, what's working well and what
we can improve for future events, also
please complete the evaluation form that
we’ll email to you straight after the event.

We are once again very fortunate to have
attracted so many excellent keynote
presentations, academic papers and field
level project reports and I would like to
thank all of our presenters and
workshop leaders.

Many thanks for being with us in Toronto
and I look forward to meeting with you.
PROFESSOR JEFF FRENCH
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Programme Overview
Sunday 21 April
15:00

World Social Marketing Conference registration and exhibition opens

16:30

Seminar sessions

18:30

Welcome Drinks Reception and Poster Session

Monday 22 April
07:45

Registration and exhibition opens - Refreshments served in the exhibition

08:30

Welcome and Keynote Session

10:30

Refreshments served in the exhibition

11:00

Seminar sessions

12:30

Lunch served in the exhibition & Poster session

13:30

Keynote Session

15:00

The Big Debate - “It’s about marketing, no it’s about the social”

16:00

Refreshments served in the exhibition

16:30

Question Time with “The Gurus”

17:30

Annual General Meeting of the International Social Marketing Association (iSMA)

19:00

Conference Networking Party

Tuesday 23 April
08:00

Exhibition opens - refreshments served

09:00

Keynote Session Sponsored by Stephen Thomas

10:30

Refreshments served in the exhibition

11:00

Seminar sessions

12:30

Lunch served in the exhibition & Poster session

13:30

The Next Generation speaks

14:30

Refreshments served in the exhibition

15:00

Keynote Session

16:30

Conference close

Wednesday 24 April
08:00

Leading Social Change - Practitioners Workshop (ask at the information desk for details)

6

Conference Venue Map
Dockside 4
Dockside 5
Dockside 3

Dockside 6

Dockside 2

Dockside 7

Dockside 1

Dockside 8

Dockside 9
Lower Level, Hotel

Main Level, Hotel

Lakeview
Terrace

Exhibition & Poster Presentations
W

Harbour Ballroom
Plenary Sessions

M
Pier 6

M

Escalators

Pier 7

Elevators
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Elevators

Pier 8
Registration
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There goes
our marketing
budget.
Manifest is the proud sponsor of the word

“change”

And we really don’t believe in grilled chicken.
for the 2013 World Social Marketing Conference.

That’s how much we believe in making change
happen. In fact, every time someone says, posts,
or tweets the word “change” during the conference,
we’ll make a $1 donation* to United Way Canada,
the place where change starts. So let’s talk change.
(Within reason, please.)

Manifest Communications. Social change since 1981

*Up to $2,500. We’ll count main conference speakers, sessions, tweets and Facebook posts.
But not posts that just have the word “change” written out 387 times. That wouldn’ t be fair.

manifestcom.com | @IfManifest

Speakers
Carol Abade

Katharina Simioni

Group CEO of Exp, South Africa

Chief of Marketing, Health Canada

Kenyan-born Carol Abade is the Group CEO of Exp. A Pan
African marketing and sponsorship agency. After cofounding a company called Direct Marketing
Communications, Abade joined forces with Group Africa
Marketing to form Exp, which now has operations in more
than 17 African countries. Since first becoming interested
in experiential marketing, Abade has been actively
involved in the launch of Exp in 12 countries over the last
14 years, and considers this one of her greatest personal achievements to
date. Her focus is on driving the multidimensional aspects of experiential
marketing and effectively applying these techniques both from a commercial
and social perspective in order to improve the living conditions of the poor in
Africa, through Behaviour Change Communication modeling. Her current
passion is in developing Social and Cause Marketing techniques to drive
measurable change in behavior for the greater good of the communities in
which we work. She believes that communication is key to delivering real
change and improving living conditions by empowering communities.

Katharina has worked in marketing for both the public
and private sectors for over 19 years. Katharina has
worked for Health Canada for 11 years and has
contributed to two anti-tobacco campaigns (the secondhand smoke in the workplace campaign with Heather
Crowe and the “Bob and Martin” cessation campaign).
She also managed the 5 year National Anti-Drug Strategy
youth drug prevention social marketing campaign, the
first national campaign to use innovative, trend setting social media
initiatives. In 2010, she was the recipient of the Health Canada Deputy
Minister’s group Award for Innovation and Creativity for the National AntiDrug campaign and the following year the group Award for Excellence for the
Contribution to the Improvement of the Health of Canadians for Health
Canada’s social marketing campaigns. As Health Canada’s Chief of Marketing,
Katharina has experience developing social marketing plans and strategies,
digital engagement, developing partnerships and evaluating the effectiveness
of the marketing and outreach activities.
Prior to her work in the public sector, Katharina managed a marketing and
communications team at Nortel Networks and was responsible for the
International marketing of WordPerfect with Corel.
Katharina holds a Bachelor in Business Administration with a specialisation in
marketing from the University of Ottawa and a Business Administration
Diploma from Algonquin College.

Zimana Ahmed
Student BRAC Business School
Volunteer at Liberation War Museum
I was born in the beautiful green country Bangladesh and
grew up in the lively capital Dhaka. I went to a missionary
school name YWCA Girls' High School. Then completed
my graduation from BRAC University in Business, my
major was in Marketing.
Voluntary projects I have been involved in include
Bangladesh Brand Forum, Aarong, E-Asia, BRAC Rural
Development Club. I am always curious about working in
different environments and learn about things which may not be relevant to
my subject "business". This inspired me to work for the Liberation War
Museum in Dhaka. One of the important reasons for me to work there was, it
gave me the opportunity to work with people from many different fields and
also diversify my work area.
I hope to bring experience of social marketing in developing areas to the
World Conference.

Melissa Blair
Account Supervisor, Manifest Communications
Melissa holds a Masters degree in Health and Social
Marketing from Middlesex University Business School in
London, England.
She was a leading member on the Young Non-Profit
Professional’s networking committee in Toronto and has
lectured on Social Marketing at Brock University’s Faculty
of Health Science for over four years.
Melissa has worked as Team Leader for the Leave the Pack
Behind tobacco awareness initiative and also involved with the tobacco
control at Niagara Region Public Health.
Currently, Melissa works as an Account Supervisor at Manifest
Communications managing social marketing campaigns for clients such as
Alberta Health Services, Ontario Non-Profit Housing Association, and Status
of Women Canada.

Alan Andreasen
Georgetown University
Alan R. Andreasen is Professor of Marketing at
Georgetown University. He is a world leader in the
application of marketing to nonprofit organizations, social
marketing, and the market problems of disadvantaged
consumers. He is the author or editor of eighteen books
(including revisions), numerous monographs, over 135
articles, book chapters and conference papers. He has
advised, carried out research, and conducted executive
seminars for the World Bank, American Cancer Society, AARP, USAID, CDC,
American Red Cross, United Way of America, Boys and Girls Clubs of America
and public health programs in the developing world. He is board member of
Gifts in Kind International. He was awarded the 2007 Richard W. Pollay Prize
for Intellectual Excellence in Research on Marketing in the Public Interest and,
in 2008, the first lifetime achievement award of the Marketing and Society
Special Interest Group of the American Marketing Association.
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Speakers - Continued

Bernie Colterman

Christine Domegan

Managing Partner, CEPSM

B. Comm, MBS, PhD
Senior Lecturer in Marketing at the National University of Ireland, Galway

Throughout his 20-year marketing career, Bernie
Colterman has facilitated numerous marketing campaigns
for the government, consumer and the business sectors. A
master at brokering strategic alliances and partnerships,
he has facilitated hundreds of collaborative arrangements
for both industry and government, spearheading high
profile partnership initiatives for Industry Canada,
Canadian Heritage, Province of Ontario and Grassroots
National Campaign where he raised over $4 million in private sector
sponsorships to support on-line learning projects in Canada’s classrooms;
working with national stakeholders including Provincial Ministries of
Education to deliver the program.
Through his consulting practice, Bernie offers strategic advice to a wide range
of public sector and non-profit organizations in the areas of strategic
marketing planning and program delivery, internal marketing, social
marketing, performance measurement, partnership development, exhibit
management and face-to-face marketing. This also includes conducting
extensive marketing research to determine target markets for a wide range of
products and services, developing marketing communications strategies and
formulating tactical plans. Current and/or recent government clients include
the Public Health Agency of Canada, Natural Resources Canada, Public Safety
Canada, PWGSC, Ontario Public Health Agency, City of Ottawa, and City of
Burlington.
Bernie has a depth of expertise in developing quantitative systems for
selecting partners, determining the value of benefits received through
collaborative arrangements and establishing performance measurement
metrics. This expertise provides client organizations with the information and
tools they need to execute effective partnerships. In addition, Bernie played a
lead role in facilitating two day-long sessions for the Mental Health
Commission of Canada where mental health practitioners from across Canada
were brought together to discuss challenges and solutions for achieving a
national collaborative effort to reduce the stigma associated with mental
health. He also worked on the development of the social marketing and
partnership plan for CATSA.
Bernie is Co-Program Director and faculty member of Carleton University’s
Sprott School of Business, Professional Certificate in Public Sector and NonProfit Marketing where he teaches a two-day module on Partnerships,
Strategic Alliances and Collaborative Arrangements. His highly acclaimed
Designing and Selling Your Sponsorship Program and Revenue Generation
Boot Camp workshops are attended by hundreds of professionals each year.
Bernie is a regular contributor to publications and a speaker at conferences
aimed at government and not-for-profit audiences.

Dr. Christine Domegan, B. Comm, MBS, PhD is a Senior
Lecturer in Marketing at the National University of
Ireland, Galway. Christine researches Behavioural and
Social Change through Social Marketing and value cocreation, stakeholder and relationship theory at micro and
macro levels through a multi-disciplinary lens.
Her EU and national research embraces waste avoidance,
health, societal marine stakeholders and social marketing
value indicators. Christine is co-author of Social Marketing; From Tunes to
Symphonies, second edition (2013) with Professor Gerard Hastings. Recent
social marketing publications also appear, among others, in the Sage
Handbook of Social Marketing, the Journal of Nonprofit and Public Sector
Marketing and the Journal of Business and Industrial Marketing.

Andrea Donlan
Chief Executive Officer, Manifest Communications Inc.
Manifest is a full service social change agency located in
Toronto, Canada. Andrea is responsible for providing overall
corporate leadership as well as overseeing the day-to-day
operations of the company. Since joining Manifest in 1996,
Andrea has spearheaded the development, management
and implementation of more than 100 national and
regional social change campaigns designed to increase
target groups’ awareness, understanding and knowledge of
social issues, causes and ideas. Prior to Manifest, Andrea served on Health
Canada’s Child Development Initiative of Brighter Futures. Andrea is fluent in
both of Canada’s official languages. She is a Girl Guide Leader and member of
the Canadian Public Relations Society and the International Association of
Business Communicators. Andrea holds a Bachelor of Commerce (Honours)
from the University of Ottawa and Copenhagen Business School.

Jennifer Dooley
PhD Candidate, Centre for Health Initiatives, University of Wollongong
Jennifer is a PhD candidate in the Centre for Health
Initiatives at the University of Wollongong where she
researches the use of Web 2.0 for achieving positive
health-related behavior change. Jennifer currently provides
her social media and Web 2.0 consulting expertise to
private health foundations and governments in Canada on
the topics of health quality, early brain and biological
development, and addictions. Previously, she worked as a
researcher at the United Kingdom-based Institute for Social Marketing and as
a project manager within Alberta Health Services in Canada. Ms. Dooley’s
skills have also been used to tackle a variety of social issues such as physical
inactivity, poor eating, cancer prevention and screening, chronic disease
prevention, sustainable development, tobacco, and HIV/AIDS. In 2008 she was
a guest speaker about childhood obesity prevention efforts at the World
Social Marketing Conference in Brighton, United Kingdom and she also
presented about Web 2.0 for health-related behavior change at the 2011 2nd
World Non-Profit & Social Marketing Conference in Dublin. Her work is
featured in the Web Journal of Mass Communication Research, the Journal of
Social Marketing, Social Marketing Quarterly, the Journal of Business
Research. She holds an MSc in Health Promotion/Social Marketing from the
Canadian-based University of Alberta and a BaH in Psychology/Media
Communications from the University of Western Ontario.

Jim Diorio
Chief Idea Officer, Manifest Communications Inc.
Jim Diorio is the Vice President and Chief Idea Officer at
Manifest Communications, Canada¹s leading social
change agency. A writer, Jim has been a communications
and marketing professional for over 25 years, worked
client and agency-side, and done everything from PR to
film criticism. He has steered the work at Manifest since
2002, helping good causes get the attention they deserve
through branding, advertising, advocacy and much more.
A winner of dozens of creative awards, Jim majored in film production and
creative writing at Concordia University, Montreal, his hometown.
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Speakers - Continued

Jeff French

Dr. Han Win Htat

PhD, MBA, MSc, Dip HE, BA, Cert. Ed

Marketing Director, PSI Myanmar

Jeff French is a recognised global leader in the application
of behaviour change and social marketing. Jeff has
extensive experience of developing leading and evaluating
behaviour change projects, social marketing programmes
and the development of communication strategies at
international, national, regional and local level.
With over 30 years experience at the interface between
government, public, private and NGO sectors Jeff has a
broad practical and theoretical understanding of national and international
health and social development issues.
Jeff and has published over 70 chapters, articles and books in the fields of
behaviour change, social marketing, community development, health
promotion and communications. Jeff is a visiting professor at Brunel
University and Brighton University and a Fellow at Kings College University
London and teaches at four other Universities in the UK.
Jeff was the Director of Communication and Policy at the Health
Development Agency for five years from 2000 - 2005. In March 2005 From
July 2006 through to July 2009 Jeff set up and managed the National Social
Marketing Centre for England. In August 2009 Jeff became the Chief Executive
of Strategic Social Marketing Ltd.
Strategic Social Marketing works with clients from all over the world in the
private, NGO and public sector on the development and evaluation of social
behaviour change programmes. Strategic Social Marketing also provides
consultancy services to some of the world's biggest corporate
communications and research companies.
Jeff continues to act as the principle adviser to the National Social Marketing
Centre and the Department of Health behaviour Change and Social Marketing
policy team. Jeff also acts as an advisor to a number of national policy
committees, the EUCDC Knowledge and Resource Centre in Health
Communication project, and is a member of the organising committee of the
Global Social Marketer's network. Jeff is a member of the editorial Boards of
the International Review on Public and Nonprofit Marketing and the Journal
of Social Marketing. Jeff's new book 'Social Marketing and Public Health
Theory and Practice', published by Oxford University Press is now available.
Jeff is also the author of the NSMC's new guide to procuring and managing
the delivery of social marketing service.

Dr. Han Win Htat has over eight years experience in social
marketing and social franchising, with a focus on health,
communication, products and services. Dr. Han Win Htat
provides leadership on the development and
implementation of marketing, franchising and
communication strategies, across diverse health areas, for
PSI Myanmar. Dr. Han Win Htat overseas the development
and implementation of evidence-based behavior change
communications, which include mass media spots, IEC/IPC materials and
promotional items which target both end-user consumers and healthcare
providers to ensure achievement of communication objectives. Dr. Han Win
Htat is a member of PSI Myanmar’s Senior Management Team, holds a
M.B.,B.S. from the University of Medicine II Yangon, and is fluent in Burmese
and English.

Jeff Jordan
President & Founder, Rescue Social Change Group
Jeffrey's passion for social change began in high school
when he volunteered for an anti-tobacco group.
Observing the lack of effective social marketing services,
he started Rescue Social Change Group when he was 17
years old. While growing Rescue SCG, Jeff studied
Marketing for his undergraduate degree and received a
Master's in Experimental Psychology from the University
of California, San Diego. Today, Rescue SCG has grown to
four offices in the US and Jeff oversees the management of over a dozen
behavior change programs around the country, tackling issues such as
tobacco, obesity and violence.

Ma Jun
Founding Director / Institute of Public & Environmental Affairs
Volunteer at Liberation War Museum
Ma Jun began his environmental research in mid the
1990s, when he worked for South China Morning Post. In
late 1999 his book “China’s Water Crisis” was published
by China Environmental Science Press. Based on the
assessment and analysis of water challenges in all seven
major water basins in China, the book suggested that the
country should adopt a new water management strategy
or it would face water crisis.
Ma Jun worked as an environmental consultant and then a Yale World Fellow
from 2002 to 2005. Since 2006 he has served as the founding director of IPE
(Institute of Public and Environmental Affairs) and led the efforts in
developing China Water Pollution Map (en.ipe.org.cn) and China Air Pollution
Map, two public interfaces that display thousands of government sourced
pollution data and corporate violation records nationwide. Ma Jun was named
Green China Man of the Year in 2006 and received the Ramon Magsaysay
Award in 2009.

Ross Gordon
Research Fellow, Centre for Health Initiatives, University of Wollongong, NSW
Australia
Ross is a Research Fellow at the Centre for Health
Initiatives. He previously worked at The Institute for Social
Marketing at The Open University and the ISM at the
University of Stirling. His expertise lies in social
marketing, marketing communications, and critical
marketing teaching and research. He has extensive
experience managing and conducting research using
mixed methodologies, on a range of topics, and with
various groups including disadvantaged, and young people. His main research
interests include social marketing theory and practice, upstream social
marketing and policy, the impact of commercial marketing on society,
sustainable marketing, and critical marketing. Ross is also a specialist on the
topic of alcohol marketing. He has published over 20 academic journals, book
chapters and conference papers, and delivered numerous client reports and
invited speaking engagements. Ross is passionate about football, loves
travelling and is a big music fan and occasional techno DJ.
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Ariadne Beatrice Kapetanaki

engagement advice to central government agencies in Canada such as the
Treasury Board Secretariat, the Privy Council Office and the Senate.
In addition to his work with CEPSM clients, Mike is part of the faculty of the
Professional Certificate in Public Sector Marketing Program at Carleton
University and occasionally lectures at Ottawa University in the B.Com
program.

University of Hertfordshire
Ariadne holds a PhD in food policy and social marketing
from City University London, for which she explored the
use of social marketing in a food policy context to help
Greeks adopt healthy nutritional habits. She worked with
the Health Sponsorship Council (New Zealand) for the
"Feeding our Futures" National Social Marketing Program
on Healthy Eating as an intern and with the Institute for
Social Marketing (University of Stirling, UK) on a tobacco
taxation research project. She also cooperates with the International
University for the Bio-Environment (I.U.B.E.) about environmental
sustainability issues. Her focus is on the use of social marketing to tackle
obesity, having a particular interest in upstream social marketing and policy.

François Lagarde
Vice-President, Communications, Lucie and André Chagnon Foundation
After holding various positions in a number of health
promotion organizations, François Lagarde worked for
ParticipACTION (a national health and physical activity
promotion agency) from 1984 to 1991 where he served
as vice-president and manager of media campaigns. Since
1991, he has been a social marketing consultant for over
165 organizations, contributing to the design of numerous
social and behavioural change initiatives. In his capacity
as a trainer, he has delivered over 240 workshops and conferences in Canada
and twelve other countries. He recently joined the Lucie and André Chagnon
Foundation, Canada's largest private foundation dedicated to the prevention
of poverty with a focus on the educational success of young Quebecers. As
Vice-President, Communications, he is responsible for orienting, managing
and ensuring the synergy of all communication strategies used by the
Foundation in connection with its philanthropic investments. He is an adjunct
professor in the Faculty of Medicine at the University of Montreal and
associate editor of Social Marketing Quarterly.

Philip Kotler
Kotler Marketing Group Inc.
Philip Kotler is the S. C. Johnson & Son Distinguished
Professor of International Marketing at the Kellogg School
of Management, Northwestern University. He received his
Masters Degree from the University of Chicago and his
Ph.D. from M.I.T., both in economics. His book, Marketing
Management, now in its 14th edition, is the world's
leading textbook in marketing and it has been translated
into 25 languages. He is the author or co-author of Social
Marketing, Strategic Marketing for Nonprofit Organizations, Museum Strategy
and Marketing, Standing Room Only, and Strategic Marketing for Healthcare
Organizations.

Shiraz Latiff
Marketing Consultant Director, CIM Holdings, UK
Trustee, The Chartered Institute of Marketing UK
Chairman/ Managing Director, Hummingbird International plc Sri Lanka

Mike Kujawski
Vice-President, Strategic Marketing & Digital Engagement / Senior Consultant,
CEPSM

Shiraz Latiff is Director of CIM Holdings UK and a Trustee
of the Chartered Institute of Marketing UK. He is a
Chartered Marketer and a member of the Chartered
Institute of Marketing UK. He is also the
Chairman/Managing Director of Hummingbird
International plc, an emerging regional consulting
organisation based in Colombo. He is also a Consultant on
Business Optimization at a leading International Bank in
Colombo. He has over 22 years of commercial and industry experience in
strategic marketing, business optimization and corporate restructure. He has
been employed in a cross section of industry sectors including hospitality,
fashion, industrial machinery, financial services, and information
communication technology.

Mike Kujawski is a passionate consultant, trainer and
speaker, on the topic of strategic marketing and digital
engagement. His specific niche and personal mission is to
help governments, non-profits and associations excel in
the modern social media landscape through careful,
strategic planning. In 2005, Mike helped launch the Centre
of Excellence for Public Sector Marketing (CEPSM), where
he currently leads a team of strategists responsible for all
major digital client initiatives in Canada and abroad.
Mike’s recent consulting clients include the Office of the Auditor General,
Canada Health Infoway, Baycrest, the Government of Tanzania, Ontario 211,
the Canadian Department of National Defence and the Canadian Air
Transport Security Authority.
Over and above his consulting work, Mike is a distinguished international
speaker, engaging blogger and highly sought out trainer in his field. He
created Canada’s first national workshop and comprehensive workbook on
how to develop a social media engagement strategy in a public sector setting.
He has trained public servants and non-profit workers in numerous countries
spanning across 4 continents.
Mike is frequently quoted by the media and has been invited to speak at
hundreds of public sector and non-profit conferences, panels and events all
around the globe on the topics of new marketing, modern communications,
social media, government 2.0 and the importance of developing a strategy
before executing tactics. He has been asked to provide strategic digital

Nancy Lee
President of Social Marketing Services, Inc.
Nancy Lee is President of Social Marketing Services, Inc., a
small consulting firm in Seattle, Washington. She is an
adjunct faculty member at the University of Washington
and the University of South Florida where she teaches
social marketing. She conducts workshops on social
marketing and has participated in the development of
more than 100 social marketing campaigns, and has been
a guest lecturer at the University of Cape Town in South
Africa, the Health Promotion Board in Singapore, Victoria University in
Melbourne, Australia, National University of Ireland in Galway, Yale, and
Oxford University. She has coauthored nine books with Philip Kotler.

12

Speakers - Continued

Craig Lefebvre

Jim Mintz

Ph.D. socialShift

Managing Partner, Centre of Excellence for Public Sector Marketing

R. Craig Lefebvre,PhD is an architect and designer of public
health and social change programs. He is the chief maven
at socialShift, the social|design, marketing and media
consultancy located in Sarasota, FL. He is also Lead
Change Designer at RTI International where his
responsibilities include senior advisor to the development
of a Digital Media Strategy group and to the RTI Center for
Advancements in Health Information Technology.
His recent books include Social marketing and social change: Strategies and
tools for improving health, well-being and the environment [San Francisco:
Jossey-Bass, 2013] and a six-volume series on Social Marketing for the SAGE
Library in Marketing [London: Sage Publications, 2013]. His professional service
includes servingas a Founding Board Member for the International Social
Marketing Association and the Editorial Boards of Social Marketing Quarterly
and Journal of Social Marketing. He is a Senior Fellowin the Society for New
Communications Research and On Social Marketing and Social Change.

Jim Mintz is Managing Partner of the Centre of Excellence
for Public Sector Marketing who consults and trains
governments, non-profits, and associations in product,
program & service marketing, social media engagement,
social marketing and other areas of marketing.
He is also Program Director of the “Professional
Certificate in Public Sector and Non-Profit Marketing” at
the Sprott School of Business at Carleton University
Jim was formerly the Director of Marketing and Corporate Communications at
the Canadian Federal Health Department (Health Canada) and was Adjunct
Professor at the School of Management at University of Ottawa, Senior
Lecturer at Sprott School of Business, Carleton University and Lecturer,
University of South Florida, College of Public Health.
Jim served on the Professional Chapters Council of the American Marketing
Association (AMA) International and was President of the AMA Chapter in
Ottawa.
He has provided social marketing training and consultation services across
Canada, USA, Europe, Australia, and Africa.
Prior to joining the federal government he held senior marketing positions in
the private sector, and crown corporations

Robert Lusch
Chair in Entrepreneurship and Executive Director of the McGuire Center for
Entrepreneurship in the Eller College of Management at the University of
Arizona.
Professor Lusch is a previous editor of the Journal of
Marketing and served as Chairperson of the American
Marketing Association. His research focus is on theory
construction around the development of servicedominant (S-D) logic (www.sdlogic.net). S-D logic has
been viewed as foundational to service science by many
individuals and organizations, including IBM.

Fiona Spotswood
Lecturer in Marketing and Social Marketing at Bristol Business School,
University of the West of England
She is also part of the Bristol Social Marketing Centre.
BSMC works with local and national partners to produce
rigorous academic insight, innovative behaviour change
interventions and thought leadership across a range of
fields, including environmentally sustainable behaviours,
public health and citizenship. Fiona has a PhD in social
marketing, for which she conducted ethnographic research
with deprived communities, exploring their cultural
relationship with leisure time physical activity. She has a special interest in
using social marketing to increase cycling.

Doug McKenzie-Mohr
Ph.D. President, McKenzie-Mohr & Associates
For over two decades Dr. McKenzie-Mohr has been
working to incorporate scientific knowledge on behaviour
change into the design and delivery of community
programs. He is the founder of community-based social
marketing and the author of three books on the topic.
One of these books, “Fostering Sustainable Behavior: An
Introduction to Community-Based Social Marketing,” has
been recommended by Time Magazine and become
requisite reading for those who deliver programs to promote sustainable
behaviour. He is a former Professor of Psychology at St. Thomas University in
New Brunswick, Canada where he co-coordinated the Environment and
Society program.

Brian Wansink
John S. Dyson Professor of Marketing, Director of the Cornell Food and Brand
Lab and Co-Director of the Cornell Center for Behavioral Economics and Child
Nutrition Programs at Cornell University.
His research focuses on how micro-environments
influence what and how much people eat. He is the
author of the best-selling book Mindless Eating: Why We
Eat More Than We Think (2006). Between 2007 and 2009
he took a leave from Cornell to become the Executive
Director of the Center for Nutrition Policy and Promotion
in Washington DC. He is the President Elect of the Society
for Nutrition Education and Behavior.
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Conference Programme
Sunday 21 April
15:00

World Social Marketing Conference registration and exhibition opens

16:30

Seminar sessions - each session containing up to 3 presentations focussing on one subject area
Seminar 1
Location: Pier 9, Convention Level
Subject Area: Children & Young People

16:30
W

Kevin Black - University of Toronto, Canada
Youth4Health: A case study of design thinking and social marketing
There are times when we have little to no time, staff or financial resources to complete a project, yet results must still be achieved. This seminar is
an opportunity to share my experience of using design thinking and social marketing to rapidly develop a social-media-driven experiential
marketing campaign in a short timeframe with a minimal budget on behalf of a health promotion project called Youth4Health, which tackled the
issues of food security and mental health promotion. The problem-solving heuristics I will outline in my presentation could very well help others
who must produce measurable results with less-than-optimal resources.

17:00
W

Jeff Jordan - Rescue Social Change Group, USA
Syke: An Alternative Rock Anti-Tobacco Social Marketing Campaign to Reduce Teen Tobacco use in Virginia, USA
14-18 years olds who attend rock concerts and identify with alternative rock culture have a disproportionate tobacco use rate compared to general
population youth. Propensity to attend rock concerts can be used as a lifestyle factor to define a disparate population currently untouched by
prevention strategies. “Syke” is a targeted social marketing intervention to appeal specifically to “alternative rock youth” in Virginia, USA to reduce
tobacco use. Syke is implemented at rock concerts, an unconventional intervention site where these youth naturally congregate, to foster antitobacco attitudes that lead to sustained behavior change. Over two years, SYKE has contributed to a reduction in smoking amongst these youths
from 37.6% to 32.7%

17:30
A

Dr. Hong Cheng - Ohio University, USA
Fear Appears to Be Conveyed in Antismoking Campaigns to Chinese Adolescents: Endangers Self or Others? And What Kind of Others?
The basic assumption of the protection motivation theory is that people are motivated to protect themselves from harm (Pechmann et al., 2003;
Rogers, 1975). Integrating this theory, the dimensions of national culture (Hofstede et al., 2010), and the relational distances pattern theory (Fei,
1947), this study tested the possible effects of fear appeals that could be used in antismoking campaigns targeting adolescents in China. While
self-related fear appeals may work to some extent for nonsmoking Chinese teens, family-related appeals could be the most persuasive. Largely
supporting the relational distances pattern theory, these findings shed some new light on the protection motivation theory.
Seminar 2
Location: Pier 8, Convention Level
Subject Area: Developing World

16:30
W

Jacqueline Devine - World Bank, USA
Sanitation Marketing – Where Are We Now?
Why do fewer people worldwide have a safe toilet than a mobile phone? Fragmented distribution chains, complex products and lack of
affordability are just some of the factors explaining why some 2.5 billion people lack access to safe sanitation, with serious effects on health and
dignity. Giving toilets away does not lead to sustained use so demand-driven approaches such as social marketing are now being rolled out. This
session shares promising practices and lessons from the Water and Sanitation Program of the World Bank who are supporting governments in 20
countries to scale up access to sanitation among the poor.

17:00
A

Dang Nguyen - RMIT University Vietnam, Vietnam
Condom Merchandising and Availability in Vietnam: Changing taboos
Rapid political, social and economic changes in Vietnam have had a great impact on most aspects of the society, including social taboos.
Perceptions of condoms as an artefact of social taboos such as promiscuity and birth control, as well as its wider distribution in the country, are
evolving. The introduction of condom ‘boutiques’ in urban Vietnam, for example, has posed interesting questions on changing perceptions towards
safe sex. An investigation into condom merchandising in Ho Chi Minh City suggests that social marketers still have work to do with pharmacy
owners in order to change their mindsets and enhance condom availability.

Key: A = Academic Paper W = Working Paper
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17:30
A

Lukas Parker - RMIT University Vietnam, Vietnam
But I AM normal: Perceptions of safe driving norms in Vietnam
Road traffic injuries and deaths continue to be a serious worldwide health issue, especially in developing countries such as Vietnam. The relative
dearth of research available on road safety in Vietnam has inspired this baseline study into the current knowledge, attitudes and behaviour
regarding road safety and motorcycle driving skills among a group of Vietnamese adults. Findings suggest that driving and road safety weren’t
commonly seen as a ‘serious problem’ by participants. Unsafe behaviour, good driving skills, and legal and technical infrastructure as perceived by
the participants were identified as issues. Further investigation into descriptive and injunctive norms are recommended.
Seminar 3 - sponsored by
Location: Harbour Ballroom (Main Plenary Room)
Subject Area: Environment

16:30
A

William Ashton - Brandon University, Canada
Beef and Trees: Engaging Beef Producers in Reducing Greenhouse Gas Emissions
Beef production generates more greenhouse gases than transportation. Beef producers are unaware of what they can do to reduce emissions. Part
of the solution is to use shelterbelts, trees, to keep cattle on the land over winter. Participants in this session will take away one practical
application of social marketing aimed at changing the behaviours of beef producers in favour of shelter belts on the prairies. We established a fivestage social marketing approach based on behaviour change models and experiences with conserving water and health initiatives. Baseline survey
results and details about our campaigns will be open for discussion.

17:00
A

Ansh Gupta - Lucknow, India
Encouraging Green Consumption- Role of green trust and green experience
Despite decades of research in green marketing, only handfuls of green products/services are successful. Feeble success of green offerings can be
attributed to lack of trust in the environmental claims by green products/services/brands. Green trust is essential for the success of green
products/services; but few studies have focused specifically on green trust. This work is the first attempt to explore the values that consumers’ seek
when they encounter the eco-friendly aspects of green offerings. The results show that green trust plays crucial mediating role between green
experience and purchase of green products. The major contribution of this study is the understanding of green experiential value and green trust in
willingness to purchase green products.

17:30
W

Paul Monaghan - University of Florida, USA
Barriers to Reducing the Environmental Impact of Residential Landscapes
Homeowners in Florida apply an estimated 35 million pounds of nitrogen fertilizer to their lawns every year. Some of that fertilizer is running off
the landscape into watersheds and estuaries. Social marketing research with homeowners and other stakeholders has documented current behaviors,
attitudes and knowledge regarding landscaping practices and their potential effects on local watersheds, beginning with the backyard stormwater
pond. This project will develop a campaign that increases homeowner knowledge of stormwater pond function, address fertilizing practices that lead
to nutrient runoff and increase the area of planted buffer zones to provide stormwater ponds some protection from fertilizer runoff.
Seminar 4
Location: Dockside 2, Lower Level
Subject Area: Health

16:30
A

Spencer Robinson - Hull York Medical School, UK
Social marketing in tough times - applying social return of investment (SROI) methodology in an early diagnosis of lung cancer
intervention.

17:00
W

Regan Hansen - BC Public Service, Canada
Healthy Families BC's Sodium Reduction Strategy - An Innovative Approach to Social Marketing Principles
With vast amounts of (sometimes conflicting) information available online, we successfully created a trusted, “one stop” destination for visitors. Our
efforts also helped support and strengthen a sense of “citizenship” in the online world, where there truly are no borders. We created an innovative
and successful social marketing initiative HealthyFamiliesBC.ca which included gamification components and an expansive online portal. All this out
of the goal to reduce the costs and strain on the British Columbia health care system by having BC residents make healthier lifestyle choices.17:30

17:30
A

Mike Hope - Salford City Council, UK
Making Every Contact Count in Salford
Making Every Contact Count in Salford is a ground breaking behaviour change skills training programme. The goal is to prepare and mobilise over
15,000 front line staff and volunteers who are in a position to ask, advise and prompt people to think about and act to take care of their wellbeing.
This session will look at will look at how both members of the public and staff and volunteers of service provider bodies are assets that can be
developed to improve the wellbeing of the local population and the capacity of local organisations.
Seminar 5
Location: Dockside 5, Lower Level
Subject Area: Health

16:30
A

Dr Tatiana Levit - University of Regina, Canada
Applying Transtheoretical Model of Change to Anti-Depression Campaigns
TTM or Transtheoretical Model of Change (Prochaska, DiClemente, & Norcross, 1992) suggests that people do not change their behaviours
immediately, but gradually through several stages of readiness for change (precontemplation, contemplation, preparation, action, maintenance). To
be accepted (and not ignored or resisted) messages should be tailored to each stage. We conduct content analysis of national campaigns that call
for behavioural changes in depressed adults. We find that adherence to TTM allows more precise targeting of adults at different stages of readiness
for change, which makes anti-depression initiatives more effective and persuasive.
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Programme - Continued
17:00
W

Phillip Morgan - University of Technology, Sydney, Australia
Prostate Cancer Detection: A Case Study Using Controversial Advertising to Change Behaviour
Issues relating to men’s health are being covered more recently in the media, however, men are still reluctant to seek medical advice compared to
women. This paper will observe the Hunter Prostate Cancer Alliance, an Australian non-profit organisation aimed at spreading awareness about
prostate cancer. Of particular interest is the organisation’s controversial “Little Prick” advertising campaign. Targeting men and women, it was designed
as a ‘cheeky’ way of getting the message across – that men need to get a simple blood test to check for prostate cancer. The results were amazing.
Seminar 6
Location: Dockside 1, Lower Level
Subject Area: Social Engagement

16:30
W

Julie Rahmati - Ogilvy Public Relations, USA
Reappraisal of How to Apply Behavior Change Theory to Reach and Motivate At- Risk Consumers
The FloodSmart presentation will include an overview of the campaign and detail our successes to date as well as the challenges that led us to reexamine previous marketing approaches. We will explain how the team re-evaluated the campaign’s application of behavior change theory to
better understand what motivated consumers to protect themselves financially with flood insurance and discuss how research and analytics served
as the foundation for segmenting and prioritizing markets to ensure growth. Lastly, we will share how these insights will be applied moving forward
to reach consumers through a new community engagement approach.

17:00
A

Nicholas Goodwin - University of Sydney, Australia
How to Find Effective Change Agents for Social Marketing Programs: preliminary evidence for a new method
This paper will show how to support social and behaviour change through the use of change agents. It will be useful for those designing and
implementing social marketing programs and research. How we select change agents – e.g. peer educators, opinion leaders, community health
workers and counsellors – helps determine the effectiveness of a program. While there is evidence to support the use of change agents, less is
known about how to select effective ones. This paper will examine new evidence from the field for a method to help find effective change agents.
It will draw on several case studies, including alcohol use in Australia and an Indonesian community based sanitation program.

17:30
A

Matthew Wood - University of Brighton, UK
Mid-Stream Social Marketing: Using service theory and practice to support behaviour change
Seminar 7
Location: Dockside 4, Lower Level
Subject Area: Technology

16:30
W

Kathleen Chell - Queensland University of Technology, Australia
What's in it for me? Virtual conspicuous donation strategies as a source of value in blood donation
The notion of conspicuous donation strategies, in the form of virtual badges on social media sites, as a value-adding tool to encourage repeat
donation is explored. This presentation will conceptualise a relationship between customer value and conspicuous donation within the context of
blood donation behaviour. The relative lack of literature, within both the commercial and social marketing disciplines, on the effectiveness of
conspicuous donation strategies as a source of value, makes an examination of conspicuous rewards within an online social media context
particularly insightful given the platform’s growing popularity for self-expression.

17:00
W

Kitty Harding - Ogilvy Public Relations, USA
Content Analysis of Diabetes Management Mobile Applications: Adherence to Behavior Change Theory and Evidence-Based Medicine
Diabetes affects roughly 8.3% of the U.S. population and is the seventh leading cause of death in the country. The disease can often be controlled
by diet, exercise, glycemic control, and medication—significantly reducing risk of diabetes-related complications and death. As health interventions
are increasingly moving online and onto mobile devices, the question is: Are patients turning to evidence-based solutions? This presentation will
outline the methodology and results of a content analysis of diabetes self-management apps intended to rate apps i-Tunes against best practices
in diabetes self-management education and use of behavior change theory, to determine if the apps are evidence-based.
Seminar 8
Location: Dockside 7, Lower Level
Subject Area: Social Engagement

16:30
W

Dr. Ross Gordon - University of Wollongong, Australia
Unlocking the potential of branding in social marketing.

17:00
A

Brian Day - Rare, USA
Rare Philippines Sustainable Fishing and Social Marketing
The Cortes Pride Campaign for sustainable fishing is a social marketing behavior change program in the Philippines. It was a part of a cohort of 12
similar sustainable fishing campaigns all using the unique blend of social marketing and community mobilization to bring about sustainable
behavior change through the use of a No Take Zones in Marine Protected Areas. The Rare model for community mobilization is creative citizen
participation campaign used to both support the social marketing behavior change and to increase its likelihood of that change being sustainable.

17:30
W

Yasmin Siddiqua - Nielsen Bangladesh, Bangladesh
Combat Sex Crime against Children by Integrated Social Marketing and Communication Approaches
The article intended to initiate thinking around the social marketing approaches to combat sex crime against children, using primary data from
street children (under 18 years) in Bangladesh and secondary data from other countries. In 2002, 150 million girls and 73 million boys below 18
years around the world experienced some form of sex crime. In 2010, one-tenth of the street children (both boys and girls) in Bangladesh reported
to be sexually abused, which is similar to other developing nations. To combat sex crime against children, social marketing tools, integrated with
behavior change communication principals, are found relatively effective.
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Programme - Continued
Seminar 9
Location: Dockside 3, Lower Level
Subject Area: Social Engagement
16:30
W

Craig Lefebvre - socialShift, USA
Transformative Social Marketing: What It Means for Social Marketers.

17:00
W

Kathleen Kelly - Colorado State University, USA
Social Marketing Education: "The Beat Goes On"

17:30
W

Hamilton Carvalho - University of Sao Paulo, Brazil
Well-being and social marketing
What your work has to do with society’s happiness and well-being?
Definitions of Social Marketing usually refer the social good as the final goal of the discipline. But how to define social good? Does the UN
Declaration on Human Rights provide a sufficient scope for that? We argue that it is insufficient. An improvement to our discipline can be made by
incorporating the invaluable contributions from Positive Psychology and well-being research. The resulting framework can help both to increase
Social Marketing’s status and to generate relevant inputs to Social Marketing campaigns.
Seminar 10
Location: Pier 7, Convention Level
Subject Area: Health

16:30
W

Stuart Jackson & Amanda Jackson - ICE, UK
Co-designing a Social Marketing Solution to Medicines Adherence
The Individual’s Health Ecosystem is unique and changes as the individual ages (life course). It must be focused around wellness – the sustainable
me ™. We have many complex components (characteristics) that either help improve health (fitness, good nutrition, adherence to medication,
sleep, resilience, mental wellness) or degrade health (smoking, stress, excess sugars, mental illness) and has many more components that act as
determinants and constructs of our health (wider social determinates). Once characterised (to see where our influence points are) we can leverage
these to help people lead healthier lives and follow a path of improved health outcomes. But how do we characterise accurately in order to
maximise the long term health outcomes and reduce the short and long term costs? The ICE So-change programme dives deep into both current
and future states heuristics, biases and environmental factors, allowing each individual to realise their own journey, working closely with their HCP
and wider social network.

17:00
A

Prof Sandra Jones - University of Wollongong, Australia
Bob Marshall - Program in Public Health, Brown University, USA
Jeff Thom - University of Wollongong, Australia
Current ethical issues in social marketing
While the need to consider the ethical implications of social marketing has always been an element of our thinking, we are currently facing a
number of issues that stem in part from new approaches and new technologies. This session will focus on three areas of particular relevance to
current interventions.
Prof Sandra Jones will discuss what happens when we find ourselves saying “That wasn't what we meant...", highlighting recent controversies where
social marketing campaigns are accused of stigmatising or blaming vulnerable consumers.
Dr Bob Marshall will remind us that "One man's good is another man's evil", asking what should social marketers do when two seemingly “right”
principles are in conflict or when we are dealing with controversial products, policy interventions or sensitive behaviours?
Mr Jeff Thom will discuss the topical question of "Service or surveillance", highlighting some of the risks and benefits of using location based
services for social marketing (for the consumer and for the social marketer)

18:30

Welcome Reception and Poster Session in the Exhibition
Drinks and buffet supper will be served.
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Programme - Continued

Monday 22 April
07:45
08:30

Registration and exhibition opens - Refreshments served in the exhibition
Welcome and Keynote Session
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Professor Jeff French
Welcome - Minister of Health and Long-Term Care for Ontario, The Honourable Deb Matthews, Ph.D.
Professor Robert F.Lusch - University of Arizona
Service-Dominant Logic: Toward Advancing Social Marketing
Most social marketing efforts are grounded on an outmoded goods-dominant logic of economic exchange. Marketing is evolving to a servicedominant logic with an emphasis on value co-creation, resource integration, continuous innovation and service exchange. SDL reframes “social” in
terms of a service ecosystem and set of institutions that support co-creation of value at various scales (e.g., micro, meso, macro). In this session
you will learn how to develop a sharper strategic lens for high performance social marketing programs.
Professor Philip Kotler - Kotler Marketing Group Inc.
The Larger Context for Social Marketing
Social marketing is one of six social change strategies. To be maximally effective, social marketers must work with other social change strategies. As
two examples, social marketers must tie their work to new technologies that become available and also tie their work to current and emerging
social movements. The addition of upstream and mid-stream social marketing thinking is enriching the power of social marketers to more
effectively bring about behavioral change, its main objective.
Katharina Simioni - Chief of Marketing, Health Canada
Health Canada: Improving the Health of Canadians for 40 Years
Health Canada has a long history of successful social marketing in Canada. Starting in the early 1980s with the original anti-tobacco, anti-drug
efforts, the department has continually pushed for new approaches to affect behaviour change. Decreasing government resources has necessitated
partnerships with other sectors to reach mutually beneficial goals. Whether tackling obesity, environmental health, or food safety, clear behaviour
insight, innovative approaches and increasingly digital tactics are the hallmark of social marketing in Canada.

10:30

Refreshments served in the exhibition

11:00

Seminar sessions - each session containing up to 3 presentations focussing on one subject area
Seminar 1
Location: Pier 8, Convention Level
Subject Area: Children & Young People

11:00
W

Prof. Tanya Drollinger - University of Lethbridge, Canada
Can Celebrities Help Teens Overcome Skeptical Attitudes toward Social Ad Claims?
Adolescents are an important audience for social marketing campaigns due to social pressure to engage in harmful behaviors. However social
marketing campaigns that discourage destructive behaviors have received mixed success. An underlying reason for the lack of acceptance by teens
toward social marketing campaigns has been skepticism toward the ad. When viewers of advertisements have low levels of trust they tend to
discount or disbelieve the message. A popular advertising creative among teens is the use of a celebrity endorser. It is proposed credible celebrity
endorsers with high levels similarity to the teen audience will reduce the number of skeptical thoughts regarding social ad claims.

11:30
W

Dennis Edell - Rain43, Canada
Yvette Thornley - Ministry of Health and Long-Term Care, Canada
Steven Johnson - Collaborative Change, UK
FRIDAY NIGHT BRAIN How an insight into beliefs, values and social networks provided a key behavior change driver for a new and
unique approach to an integrated Chlamydia testing social marketing campaign on behalf of Ontario Public Health.
In Ontario, Canada, the incidence of Chlamydia has doubled between 2001 and 2011 with young adults making up 60% of reported cases. Ontario
Public Health was tasked with creating a social marketing program that would increase testing and reduce the spread of Chlamydia among this
high-risk population. Using behavioural segmentation and a new creative development tool, Co-Creation, young adults dramatized a typical
weekend beginning Friday night. Their stories uncovered a new behavioural lever: reputation. Being known as someone who gave others
Chlamydia was far worse than having the disease. Armed with this insight we created a campaign designed to engage this audience using
provocative online video placements. Once we had their attention we presented intriguing facts about the prevalence and consequences of
Chlamydia, and made it easy for them to find a testing clinic. Early results prove this approach is working.

12:00
A

Prof. Sandra Jones - University of Wollongong, Australia
Why social marketing? Because knowledge is not enough to deter secondary supply of alcohol to minors
Australian teenagers are increasingly drinking at risky levels. We surveyed 857 adults and teenagers in NSW, Australia, regarding ‘secondary supply’ of
alcohol to minors (e.g., supply by parents, siblings or older peers). The vast majority knew that it is illegal to buy alcohol for someone who is under
18 years of age. In this session we will report our findings on people’s willingness to provide alcohol to minors, explore the motivations behind these
decisions, discuss the effectiveness of legal sanctions, and propose an important role for social marketing in addressing secondary supply.
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Programme - Continued
Seminar 2 - Population Services International present a series of innovative case studies from around the world.
Special 90 minute workshop session
Location: Dockside 3, Lower Level
Subject Area: Developing World
11:00
W

Josselyn Neukom - Country Representative of PSI, Vietnam
Halima Mwinyi - Senior Program Manager of T-MARC Tanzania (Partner of PSI), Tanzania
Bakpayev Marat - Research & Development Manager of PSI Central Asia, Kyrgyzstan
Cheyenne Baptiste - Social Media and Communications Office of PSI, Caribbean
Dr. Jean Youmba - of ACMS-Cameroon (PSI affiliate), Cameroon
A Journey into the Life Cycle of Social Marketing Projects
Highlighting five PSI health programs from around the globe, this panel of rapid-presentations takes the audience through the planning,
implementation and evaluation phases of a project life cycle. From Vietnam and Tanzania, we’ll learn how PSI plans with the entire marketplace in
mind, strengthening both the private and social marketing sectors. From the Caribbean and Cameroon, we’ll hear how PSI implements using stateof-the-art private sector techniques, such as social media and medical detailing. And, finally, from Central Asia, we’ll learn how PSI evaluates its
programs in partnership with the public sector.
Seminar 3
Location: Dockside 4, Lower Level
Subject Area: Environment

11:00
W

Emma Cohlmeyer - University of Toronto, Canada
A Toolkit to Accelerate the Adoption of Cycling for Transportation
To date, attempts to encourage modal shift towards active transportation and cycling have focused on infrastructure, particularly visually or
physically separated cycle lanes and cycle parking. Fiscal restraint, the slow pace of development and a complex public policy environment have
left many cities, like Toronto, lagging behind other world cities, experiencing slow implementation of new, quality cycling infrastructure.
Interestingly, and in spite of this lack, Toronto has greatly increased its cycling population. This presentation will connect key principles of behaviour
change with initiatives that encourage cycling adoption. An innovative, evidence-based “tool kit,” highlighting a sequence of steps to encourage
cycling will be discussed.

11:30
A

Dr. Christine Domegan - National University of Ireland, Galway, Ireland
Transformative Stakeholders: Moving from a Marine, Fisheries and Coastal Management Centric View to a Societal Systems Change
Perspective
Marine resources are crucial to the sustainability of societies and global health. However, traditional marine initiatives tend to take the sectoral
marine, fisheries and coastal management centric view. This ‘knowing best’ view neglects the complexity underlying marine systems behavioural
change. A macro/holistic population level change and network-focused orientation to stakeholder engagement is emerging. This societal
stakeholder change strategy aims to make collaborative improvements, with the integration of multiple levels requiring intensive communication,
co-ordination and collaboration between stakeholders ie. The focus is on knowledge, networks, relationships and governance.
This macro societal management perspective underlines Sea for Society (SFS), a multidisciplinary EU social marketing study focused on influencing
human behaviour and the choices we make concerning the ocean.

12:00
W

John Nolan - University of Waterloo, Canada
Social Marketing, Environmentalism, and Science Literacy
Have you ever wondered if environmentally friendly products can contain polycarboxylates? What about palm oil? In the context of environmental
issues, Social Marketing sets out to change behavior in light of science that can be complicated, misunderstood and even misrepresented. This
presentation examines lines of inquiry at the intersection of science literacy and Social Marketing, with the view to encourage an interdisciplinary
analysis of barriers to science literacy, and to better identify and understand opportunities to advance the field of Social Marketing.
Seminar 4
Location: Dockside 2, Lower Level
Subject Area: Health

11:00
A

Craig Lefebvre - socialShift, USA
A Community-Driven Social Marketing Approach for Policy Development

11:30
W

Alexandra Vaughn - Ogilvy Public Relations, USA
An Overview of the U.S. Centers for Disease Control and Prevention's Inside Knowledge: Get the Facts About Gynecologic Cancer
Campaign
Gynecologic cancers - cervical, ovarian, uterine, vaginal, and vulvar - affect about 83,600 U.S. women each year. But the lack of clear, urgent
symptoms can delay diagnosis and treatment. Ogilvy has worked with the U.S. Centers for Disease Control and Prevention since 2007 to launch
and implement a broad-based communications campaign to raise awareness of gynecologic cancers. This presentation outlines the campaign
planning process, including the research that informed the campaign, unique challenges of developing an “umbrella” campaign, communications
tactics, lessons learned, and campaign results to-date.
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Programme - Continued
12:00
W

Stuart Jackson & Amanda Jackson - ICE, UK
A New Paradigm In Behaviour Change
Right now, state services, healthcare, environmental and wellness industries focuses on specific diseases states or episodes… The shift has to be
towards empowering the person behind the archetype …
A whole system, co-productive approach is needed. We must create ecosystems for a connected world - a connected life. SO-Change leverages the
opportunity through more effective and measurable participation in the empowered connected individual’s wellness ecosystem.
So-change takes a systemic approach to designing and delivering services, products, spaces and experiences through a combination of:
• System Thinking
• Social Marketing
• Design Thinking
• Social Psychology
• Communication
Seminar 5
Location: Pier 9, Convention Level
Subject Area: Health

11:00
A

Matt Howick - The Social Marketing Gateway, UK
Greenwich Get Active - Mobilising a whole community to get active
Like many other places, the majority of adults in Greenwich do not get enough physical activity. Inactivity can cause a host of avoidable health
problems. Most people want to be more active, but several well known barriers stop them. Greenwich Get Active is a social marketing campaign
and programme to address this challenge by helping Greenwich residents get active and overcome these barriers. This session will look at what's
involved in trying to change behaviours and mobilise communities on a large scale.

11:30
W

Faren Edwards - Ogilvy Public Relations, USA
Using Grassroots Research to Strengthen Childhood Obesity Prevention Initiatives
The childhood obesity epidemic is one of society’s greatest public health challenges, and requires a complex and multi-faceted approach to
prevention. This session will present key insights and findings from The National Institutes of Health (NIH) We Can! (Ways to Enhance Children's
Activity & Nutrition)® national education program to inform the development of science-based resources focused on childhood obesity
prevention. Implications for developing successful communications initiatives to reach parents of young children with childhood obesity prevention
messaging will be discussed, including best practices for reaching families and caregivers in rural and urban communities.

12:00
W

Jeff Jordan - Rescue Social Change Group, USA
The Commune Campaign: Partnering with Bars and Nightclubs to Reduce Young Adult Smoking in San Diego, CA
In California, USA, young adult (18–26) bar attendance is associated with increased smoking despite smoke-free bar policies since 1998. The
tobacco industry also uses bars to reach young adults. “Commune” is a social marketing intervention that uses tobacco industry marketing
strategies to promote a tobacco-free lifestyle among young adults. The campaign targets “Hipsters,” a high risk and trendy population. By
implementing an intervention in bars with cultural leaders from the local community, Commune has established itself as an influential part of the
local Hipster culture while promoting tobacco-free lifestyles. Commune leverages its influence to establish a bar-based cessation group, enabling
Hipster social leaders to seek help to quit smoking.
Seminar 6
Location: Pier 7, Covention Level
Subject Area: Health

11:00
W

Dr. Robert John - University of Oklahoma Health Sciences Center, USA
A Social Marketing Intervention to Promote Consumption of Low-fat Milk
The U.S. Department of Agriculture advocates low-fat milk use by everyone over the age of two. However, consumers favor higher-fat milk by a
wide margin. Based on low-fat milk psychographic research, a three-month multi-level intervention in English and Spanish was implemented in the
Oklahoma City media market. A professional basketball player from the local National Basketball Association team was spokesperson for the
campaign. The project evaluation compared milk purchases in the Oklahoma City area with sales data from a neighboring media market. Details
of the development of the campaign and the results of the program evaluation will be presented.

11:30
W

François Lagarde - Vice-President, Communications, Lucie and André Chagnon Foundation, Canada
WIXX TM : Branding Physical Activity to Tweens in Quebec
As one element of its approach to social change, Québec en Forme recently launched a multimedia communication campaign aimed at branding
physical activity among tweens. Partly modeled on the VERB campaign, the WIXX campaign strategies include branding, an Internet platform,
partnerships, public relations and promotion. Formative research was conducted to adapt VERB to the Quebec context and update it to take into
account changes in the use of the Internet and social media, and to leverage Québec en Forme’s network of community-based partners. Results
from formative research and baseline data, as well as an early tracking survey, will be shared.

12:00
W

Connor Lynch - Rescue Social Change Group, USA
The CRUSH Campaign: A Tobacco-Free Social Marketing Campaign in Las Vegas, Nevada for Lesbian, Gay, Bisexual and
Transgender Young Adults.
Bars are a popular destination for many Lesbian, Gay, Bisexual, and Transgender adults. For some, LGBT bars are one of the few spaces where they
feel welcome. Unfortunately, the tobacco industry conducts promotions at these establishments. In response, the Southern Nevada Health District
developed CRUSH, a bar-based counter marketing campaign. Through events, social media, direct mail, street promotions and advertising, CRUSH
redefines the image of tobacco use in the LGBT community, making tobacco-free lifestyles more desirable. With community influencers and
aspirational messaging, CRUSH has contributed to an LGBT tobacco use reduction from 63% to 47%.
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Programme - Continued
Seminar 7
Location: Dockside 7, Lower Level
Subject Area: Safety
11:00
A

Joanne Davidson - Colmar Brunton Research, Australia
Applying the principles of behaviour change to road safety in South Australia
The Motor Accident Commission in South Australia has been using a social marketing approach to completely change the voice of road safety in
South Australia. At this session CEO of Colmar Brunton Joan Young will outline the process used to apply the principles of social marketing to
develop a regional road safety campaign that significantly impacted on the behaviours of young men in regional South Australia. Identification of
the need to give young men permission to speak up, clever use of risky humor and the creation of innovative tools made for a memorable and
impactful campaign with demonstrable outcomes. This session is a must for everyone involved in the development of public safety messages.

11:30
W

Biju Dominic - CEO, FinalMile Consulting, India
Neuroscience Based Safety - Behavior change at Unmanned Level Crossings
Does visibility have anything to do with accident rates at unmanned level crossings? Why do motorists weigh few seconds of waiting more than
the chance of a fatal accident ? World wide, accidents at unmanned railway crossings is an unsolved problem. In India it contributes to 60% of all
train accidents. Traditional solutions like awareness campaigns, flashing signals etc are found ineffective. Using learning from Neuroscience and
Behavioural Economics, FinalMile Consulting has developed a unique understanding of the problem. Based on principles of Non-conscious Design,
interventions were developed to solve this problem. The solutions have been successfully experimented in India.

12:00
W

Dr. Charita Jashi & Dr. Nugzar Todua - Tbilisi State University, Georgia
Behavior changing through social marketing - a Georgian case study
This paper explores how effective Social marketing interventions have been implemented in Georgia, where benefits of having socially oriented
businesses are not fully recognized. It was significant to change Georgian consumer’s behavior towards road safety through empowering public
awareness and education programs on seatbelt use for road safety. Special emphasize was given to lobby from legislators’ side, to change the
attitude of society in connection with the usage of safety belts. As a result of joint efforts of different stakeholders (government, private sector and
civil society) a new social product has been created, which would better serve the purpose of public interest.
Seminar 8
Location: Dockside 5, Lower Level
Subject Area: Social Engagement

11:00
W

Mayo Djakaria - Rescue Social Change Group, USA
Using Social Marketing to Increase Youth Participation in Health Policy Change
Youth engagement is the process of involving teens in social change programs in a meaningful manner to increase the program’s success while
teaching teens about the social change process. Many organizations have demonstrated that it is an effective strategy to cause policy change to
change behavior that improves public health. However, youth engagement needs to be structured in a manner that specifies campaign objectives,
quantifies results, and actually achieves impact. Applying social marketing principles to the system of youth engagement can increase participation.
This workshop will review the application of social marketing to youth engagement including examples of this application from the USA.

11:30
W

Nadina Luca - Nottingham University Business School, UK
Towards a co-creation perspective in social marketing
Value (co-)creation and service logic are now central to marketing thinking, but less applied in social marketing. How is the experiential view of cocreation applicable to a social marketing context? What are the conditions required for co-creation in a social marketing setting, what does cocreation involve and what are its implications for enabling behaviour and social change? Based on a review of the value (co-)creation and social
marketing literature we discuss these aspects and we propose a framework advancing a value (co-)creation perspective on social marketing.
Seminar 9
Location: Dockside 6, Lower Level
Subject Area: Sustainability

11:00
W

Timo Dietrich - Griffith University, Australia
Where are we and where do we want to go?
Just as the discipline of social marketing has spent a large amount of time defining itself, time must be spent prioritizing. Specifically this research
argues that social marketing needs to develop priorities and goals on strategic areas including the three pillars of sustainable development
(economic, social, and environmental). Strategic goals within each of the areas of sustainable development will serve to move social marketers to a
macro understanding of how social marketing can contribute to global wellbeing. A consensus on the goals offers a clear mission and vision for
social marketing practice and would strengthen our knowledge about societal problems in different contexts and potentially offer an avenue for
greater collaboration between universities, researchers, research centres and NGOs.

11:30
W

Jay Kassirer - Tools of Change, Canada
Case Study Highlights from 2011 and 2012
Come hear about recent advances in home / building energy conservation and sustainable transportation / active living programming. This session
presents highlights of the learnings from and approaches used by selected Tools of Change Landmark case studies designated in 2011 and 2012.
Designation as a Landmark (best practice) case study through this peer selection process recognizes behavior change programs and approaches
considered to be among the most successful, innovative, replicable and adaptable in the world.
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Programme - Continued
12:00
A

Dr. Mark Rosenbaum - Northern Illinois University, USA
Is Green Red or Black?Understanding how Luxury Hospitality Customers Value Green Initiatives
Many high-end hotel chains are incorporating green strategies into their mission statements to appeal to contemporary consumers. Although
these green initiatives are environmentally beneficial, one may speculate whether high-end hotel guests value these initiatives. This research
shows that luxury hotel guests are *conditionally green,* or accepting of a hotel*s green initiatives as long as they do not result in higher costs.
The research also shows how guest loyalty is driven, in order of importance, by a customer*s perception of a hotel*s value, brand, relationship
programs, and green programs. Thus, green will not guarantee that a hotel will be black.
Seminar 10 - sponsored by
Special 90 minute workshop session
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Subject Area: Technology

11:00

Mike Kujawaski - Centre of Excellence for Public Sector Marketing (CEPSM), Canada
Harnessing the Global Power of the Modern Digital Landscape
Mike will be discussing the strategic importance of the modern digital space as it applies to social marketers interested in behaviour change.
Participants will be provided with a high-level, engaging overview of what the main macro trends are in this space (as opposed to fads) and why
understanding and adapting to them is crucial. Mike’s presentation will help you realize that social media engagement needs to be incorporated
into the fabric and philosophy of your entire organization at a strategic level, beyond merely tools and tactics. Some of the points Mike will be
covering include:
• Latest definitions of social web terms, beyond the buzzwords
• Latest statistics and actual trends taking place in Canada and around the world
• Impact of video education, mobile and touch devices
• New revenue models (e.g. micro-donations, social coupons, long-tail services)
• Impact of gamification on behaviour change
• Digital footprint management (organizational and individual)
• Overview of how to take a strategic approach to social media engagement
Seminar 11 - Provider Motivations and Practice in Social Franchises
Special 90 minute workshop - Social Franchising Stream - Session 1 of 2
Location: Dockside 1, Lower Level

11:00

Since 1990 Social Franchises have grown from a rare and uncertain innovation for distributing clinical family planning services to poor women in
Pakistan, into a fully formed system for assuring access, quality assurance, and widespread availability to low-income households for everything
from safe delivery services, to tuberculosis diagnosis and care, and treatment for malaria, AIDS, and many other diseases.
As the number of large social franchises have grown, so too have the number of clinics covered, the number of diseases treated, and the number now in the millions - of patients treated around the world through branded, trained, franchisees.
The health impact of large-scale, innovative programs will be shown through this series of presentations. Highlights will include new technology,
unusual marketing and brand management strategies, and building and communicating clinical quality.
Chair: Dominic Montagu - UCSF
Nikki Charman - PSI
Applying Marketing Discipline in Influencing Provider Behavior for Improved Health Service Delivery
Brendan Hayes - Head of Social Franchising, MSI
Academic Detailing - A Provider Support and Education Service
May Sudhinaraset - UCSF
Equity and the Sun Quality Health Private Provider Social Franchise: comparative analysis of patient survey data and a nationally
representative TB prevalence survey
Andrei Sinioukov - World Health Partners
Using information and communication technologies to increase engagement and viability of a rural health franchise

12:30

Lunch served in the exhibition - Poster session

13:30

Keynote Session
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Jennifer Wayman - Ogilvy Public Relations
Dr. Brian Wansink - author of “Mindless Eating”, Professor of Marketing in the Charles H. Dyson School of Applied Economics &
Management at Cornell University
The Smarter Lunchroom Movement
What's a Smarter Lunchroom? What can a well-meaning school do to help their students eat healthier? One way might be to raise the prices on
the less healthy foods. Another way might be to eliminate unhealthy choices from the food service menu. Another set of solutions has been largely
overlooked. These are the lunchroom changes – the environmental changes – that can lead a student to unknowingly make healthier lunch choices
without knowing they were "nudged" in that direction by the way the lunchroom was designed. The Smarter Lunchroom Initiative provides proven
win-win ideas. Ideas that help students make healthier foods choices, and ideas that are easy and profitable for schools to implement. (See more at
SmarterLunchrooms.org).
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Programme - Continued
Andrea Donlan - President and CEO, Manifest Communications Inc.
Jim Diorio - Chief Idea Officer, Manifest Communications Inc.
4 X 40: The very best work by decade
40 years after Kotler and Zaltman introduced "social marketing", Canada's Manifest Communications brings you the best of the best of the best:
four international, must-see social marketing campaigns from the 1970's through today. Your hosts will dissect the campaigns' success, and equip
you with key learnings that will help your own efforts break through. Filled with great examples and valuable creative and strategic insights, this
promises to be a fun, fast journey through what we all aspire to do: work that changes the world.
Jeff Jordan - President & Founder, Rescue Social Change Group
Debunking the myths: When commercial marketing and social marketing work differently
Most commercial marketing strategies aim to change a preference for one brand over another. Commercial marketing doesn't try to convince you
to start drinking soda, start driving a car, or to start banking; it simply aims to convince you that their brand of soda, car or bank is better than the
other. But when your aim is to convince someone to stop or start a behavior, do all the methods of "preference change" apply? This talk will review
the occasions when commercial and social marketing strategies do not align, and how avoiding "the commercial way" can help behavior change
programs achieve success.

15:00

The Big Debate - “It’s about marketing, no it’s about the social”
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Michael Briggs - Ogilvy Public Relations
Speaking for "marketing" Nancy Lee - Social Marketing Services Inc., USA
Jim Mintz - The Centre of Excellence for Public Sector Marketing (CEPSM), Canada
Speaking for "the social" Dr. Craig Lefebvre - Chief Maven, socialShifting
Dr. Christine Domegan - B. Comm, MBS, PhD, Senior Lecturer in Marketing at the National University of Ireland, Galway

16:00

Refreshments served in the exhibition

16:30

Question Time with “The Gurus” “The Biggest Mistake I Ever Made...” Leading social marketers discuss their biggest social marketing
mistakes and how you can learn from them. Followed by an interactive Q&A session.
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Professor Jeff French
Jim Mintz - The Centre of Excellence for Public Sector Marketing (CEPSM), Canada
Professor Alan Andreasen - Professor of Marketing, Georgetown University, USA
Nancy Lee - Social Marketing Services Inc., USA
Dr. Doug McKenzie-Mohr - McKenzie-Mohr & Associates

17:30

Annual General Meeting of the International Social Marketing Association (iSMA).
Location: Pier 2 &3, Convention Level
Annual General Meeting of the International Social Marketing Association (iSMA). iSMA is the pioneer federation advancing and
expanding the use of the social marketing approach worldwide. We'll be discussing accomplishments in our start-up phase, plans
for moving forward, volunteer opportunities, and the upcoming elections for our Board of Directors. New iSMA members, including
six month (Trial) members, are welcome to attend. Refreshments will be served.

19:00

Conference Networking Party in the Exhibition
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Programme - Continued

Tuesday 23 April
08:00

Exhibition opens - refreshments served

09:00

Keynote Session - sponsored by
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Neil Gallaiford - CEO and President, Stephen Thomas
François Lagarde - Vice-President, Communications, Lucie and André Chagnon Foundation, Canada
The Canadian Social Marketing Experience: From Early Adoption to Sustained Use
As an early adopter of social marketing, Canada has been integrating this unique form of marketing into its public health and environmental strategies
for some 40 years. Major Canadian achievements and contributions will be highlighted using a timeline approach, drawing parallels between the
Canadian experience and selected key international milestones in the social marketing field. Further to a survey of a number of Canadian social
marketing leaders, an overview of current opportunities and challenges, as well as possible ways to leverage and address them, will be shared.
Shiraz Latiff - Chairman/ Managing Director, Hummingbird International plc, Sri Lanka
Applying Marketing to Enhance Social Programs: The Asian Experience
The speaker will share with the audience three successful social marketing programs from Sri Lanka to bring in an Asian perspective to the
conference. ‘Thalassemia Free Sri Lanka’ program uses the conventional marketing communication channels and the Registrar of Marriages network
to educate the youth on the options available for prevention of the sickness. ‘Happy Life’ is a Sexual & Reproductive Health education program
targeted towards the youth with the usage of technology and the internet. ‘Seeni Meani’ program is to create awareness amongst children and
adolescents on adopting a healthy lifestyle to prevent Diabetes. These programs highlight the innovative marketing approach taken by these
institutions to make their initiatives a success.
Dr. Han Win Htat - Marketing Director, PSI Myanmar
What can global health learn from McDonalds and can that work in a developing world context?
Population Services International is using social franchising, a strategy that replicates proven effective commercial franchising concepts to achieve
social impact at scale while receiving a high return on investment. Implementing the social franchising strategy to achieve improvement in access
to health care, at scale with right quality, in an equitable and cost effective manner in resource constrained environments however remains a
challenge. Real life experiences, results and lessons learned in Myanmar, since 2001, will showcase some innovative approaches to successful
implementation. Key learning's can be replicated in similar environmental contexts. The question however remains; is social franchising a solution
to sustainable health impact in emerging market?

10:30

Refreshments served in the exhibition

11:00

Seminar sessions - each session containing up to 3 presentations focussing on one subject area
Seminar 1
Location: Dockside 2, Lower Level
Subject Area: Health/Children & Young People

11:00
W

Dan Metcalfe - Department of Health, UK
Inbetweeners and boomers: how England is using social marketing to improve the health of 55+ and 11-15 year olds
This talk will explore the strategies and outcomes that have resulted from our work with improving the health of 55+ and 11-15 year old
audiences. The 55+ work has focused on secondary prevention, where 2 years of rigorous piloting and evaluation has definitively improved national
early diagnosis rates, winning over initially sceptical clinicians in the process. The youth strategy is a holistic approach to reducing the uptake of
risky health behaviours. We have undertaken a major review of the evidence and adopted a radically new approach. The initial results have
delivered unprecedented levels of engagement, and offer a crash course in using social media to drive behaviour change.

11:30
W

Melanie Gillespie and Cyndi Gilmer - Peel Public Health, Canada
What Works for Whom, Under What Conditions: A Brief Realist Review of Parent-focused Social Marketing Interventions
Can social marketing interventions be successfully applied to optimize early child development? Social marketing is a popular strategy within
public health to influence behaviours for a range of lifestyle issues. The purpose of this presentation is to discuss findings from a realist review that
examined social marketing as a strategy for promoting a positive transition to parenthood. This review shows promise for the usefulness of social
marketing campaigns in influencing the behaviours of parents of young children. However its application to parents has been limited. Few
campaigns pursue the broader goals of promoting positive social, emotional, and cognitive infant development.

12:00
W

François Lagarde - Vice-President, Communications, Lucie and André Chagnon Foundation, Canada
Leveraging the full potential of promotion: the case of the early childhood and parenting initiatives
The Lucie and André Chagnon Foundation, Canada’s largest family foundation, works to prevent poverty by focusing on the educational success of
young Quebecers in order to help them achieve their full potential. The Foundation’s strategy involves mobilizing local communities, changing
environments and raising societal awareness in a number of areas through the promotion of optimal childhood development. This case illustrates
how the Foundation designs and delivers a range of downstream and upstream communications initiatives as part of its comprehensive, multi-level
approach to promote early childhood development. Key insights and outcomes, as well as examples of progressive learning, will also be shared.
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Programme - Continued
Seminar 2
Location: Dockside 8, Lower level
Subject Area: Developing World
11:00
A

Dr. Denni Arli - Griffith University, Australia
Competing with tobacco companies in low income countries: a Social Marketing agenda
Given the well documented outcomes of CSR activities, tobacco companies may be trusted and consumers may hold positive attitudes towards
tobacco companies further contributing to the trial and adoption of smoking, which is considered by many a highly undesired behaviour. This study
aimed at exploring the impact of CSR activities through the lens of tobacco companies in Indonesia. The results suggest that CSR activities are able
to cultivate favourable images for the tobacco companies. This study has important implications for social marketing practice and research where
the dominant focus remains on the downstream. In the case of smoking in Indonesia social marketing efforts directed towards mid and upstream
may be more effective than downstream social marketing interventions which have to compete with the might of global tobacco corporations.

11:30
W

Dr. Regan Hill - Ad Council, USA
Engaging Americans on Global Health Issues: A Case in Raising Awareness and Inspiring Action
Annually, nearly 7 million children under age 5 die from preventable or treatable illnesses in the developing world. The Ad Council has partnered
with Save the Children on a national public service advertising campaign to encourage Americans to engage in the cause of newborn and child
survival. We were challenged with getting more Americans to take notice and care about an issue far from home – one that has been in the
media for decades and seemingly hasn’t gotten better. This presentation will examine the new and unexpected strategic and creative approach
that we have undertaken for this campaign.

12:00
A

Lukas Parker - RMIT University Vietnam, Vietnam
Media in Vietnam and what it means for Social Marketers
Media and government relations are key aspects of a social marketing campaign, and in Vietnam these two areas are intertwined: in a socialist
country where the majority of the media is state-owned with content being controlled and monitored by the government, understanding the
media landscape is crucial to strategising successful behaviour change efforts. Westernised construction of the theories underpinning social
marketing may also be challenged when brought into this collectivistic, increasingly wealthier, younger and increasingly consumerist population.
Upstream social marketing might also need to be considered before downstream techniques are put into place.
Seminar 3
Location: Dockside 9, Lower level
Subject Area: Health

11:00
W

Dr. Thomas Boysen Anker - University of Glasgow, USA
Cool diseases! Inequality of health attention in a social marketing perspective
This paper discusses inequality of health attention and describes how social marketers can address it. First, the concept of health attention is
defined and it is argued that dementia provides a significant example of inequality of health attention. Then, Bourdieu’s concept of symbolic
capital is employed to explain the specific type of inequality of health attention to which dementia is subject. Finally, it is argued that health
branding is a promising tool to improve the symbolic capital associated with particular diseases in order to alleviate inequalities of health
attention.

11:30
W

Dr. Marietta Dreher - ClearWay Minnesota, USA
Understanding Today's Smokers: Using Formative Research to Guide the Development and Marketing of Quitting Services
Innovative formative research reveals what smokers themselves want from a cessation service. Using a two-phase process, ClearWay Minnesota
gained a deeper understanding of what tools, support, messaging, services and platforms smokers want to successfully stop smoking. Phase 1
included an online bulletin board where participants were asked to engage in several tasks, including daily blogging and photo/image submissions.
Phase 2 included focus groups of smokers and recent quitters. Several key findings emerged: Learn to meet smokers where they are; reduce the
barriers to services; and help them resolve their ambivalence to quitting.

12:00
A

Dr. Khalid Hasan - Nielsen Canada, Canada
Social Marketing of Sprinkles: from Formative Research to Marketing Reality - Case Study on Marketing of "Sprinkles"
Iron deficiency is the world's most common yet preventable nutritional problem. More than 750 million children in developing countries still have
iron deficiency anemia. Prof Stanley Zlotkin of Toronto University and others developed Sprinkles – a new formulation and strategy to deliver iron
and other essential micronutrients to infants. Formative research was carried out in 2005 to investigate how to use social marketing strategies to
help bring this effective and low-cost technology to the poor people in Bangladesh. Since 2008 few companies/organizations started marketing
and millions of children were protected from IDA. Sprinkles is now a household name among millions!
Seminar 4
Location: Dockside 7, Lower level
Subject Area: Health

11:00
A

Dr. Tanja Kamin - University of Ljubljana, Faculty of Social Sciences, Slovenia
Production of good health: contribution of social marketing to health (in)equalities from a cultural capital perspective
This paper contributes to better understanding of the role of social marketing in achieving social change. It introduces Bourdieu’s cultural capital
perspective, assuming that cultural capital is a key element in the behavioural transformation of social inequality into health inequality. It presents
a framework to determine how to increase cultural capital, and in addition how to support people to actively use their cultural capital in a health
relevant way. It argues that social marketing could be an important tool in promoting health equality if it engages both the agency and the
structure.
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11:30
W

Cathie Kryzanowski - Saskatchewan in motion, Canada
Saskatchewan in motion: Lessons learned from a province-wide social marketing initiative to promote physical activity (2002-2012)
This session will provide practical tips and key learnings on how Saskatchewan in motion has used social marketing to INSPIRE, GALVANIZE and
CONNECT a movement of leaders and decision makers to increase the physical activity levels of children and youth. Following social marketing
principles, a social ecology model, and a settings approach in motion has impacted change at a personal, interpersonal, institutional and societal
(policy) level. Attendees will learn how social marketing is used to build leadership capacity that is passionate about change.

12:00
W

Sara O'Keefe - Launch Advertising, USA
Overcoming Obesity's Misperception: A Colorado Campaign for Change
This session focuses on key research insights and the creative execution of an award-winning “Obesity Awakening” campaign. Discover how
behavioural science meets contemporary design to create impact around an issue cluttered with news, opinions, data, and failed attempts to
reverse America’s most serious health epidemic. Witness how an unparalleled collaboration of researchers, social marketers, and creatives
uncovered a breakthrough understanding in behaviour and attitudes surrounding obesity that could influence a behaviour-change model for
reducing obesity across many populations. Join us for the research highlights, strategic development, and execution of the first two years of the
campaign.
Seminar 5
Location: Dockside 6, Lower level
Subject Area: Health

11:00
A

Dr. Fiona Spotswood - University of the West of England, UK
Learning from Bourdieu about the role of Social Marketing in multi-disciplinary behaviour change. An empirical case.
Social marketers often rely on psychological theories to underpin their research and interventions. This implies that behaviours like smoking and
unsustainable transport come from cognitive processes and can be influenced with persuasive marketing centred around an ‘exchange’. This
ethnographic research, exploring physical activity behaviour in a deprived British community, suggests otherwise. Its cultural perspective, through
Bourdieu’s habitus, indicates a deeply-rooted cultural disposition which influences ‘taste’ around exercise more than the observed group could ever
articulate. Cognitive models and simple exchanges are therefore limited, and a wider panoply of interrelated approaches is necessary; with
significant implications for social marketing.

11:30
A

Dr. Judith Madill - Telfer School of Management, University of Ottawa/ Health Canada, Canada
Developing effective social marketing programs among aboriginal people: a review and assessment of best practices
Recent evidence shows significant disparities between the health of Aboriginal people (including Inuit, First Nations and Métis) and that of more
general populations. Social marketing offers a potential approach for tackling such problems. Accordingly, in this presentation we will be reviewing
the research literature as well as campaigns targeted to Aboriginal audiences in order to discover, highlight and summarize what is known about
social marketing and Aboriginal populations. We will assess the effectiveness of various approaches as well as develop and discuss key
recommendations for social marketing practitioners attempting to effect change in Aboriginal groups. We will also discuss needed avenues for
future research.
Seminar 6
Location: Dockside 4, Lower level
Subject Area: Social Engagement

11:00
W

Dr. J. Tomas Gomez-Arias - Saint Mary's College of California, USA
Financial Short-term Bias Amelioration in Economically Disadvantaged Individuals
Financial behavior among low-income individuals often has a short term focus. This present bias has implications for their long-term welfare. It
results in a reduction in net wealth and higher vulnerability to volatility in income and asset values. We present the results of an experiment to
assess the effectiveness of two different methods of amelioration of present bias. Participants with low incomes are assigned to one of four
groups prior to making choices on a specific financial product or service. The four treatments are: 1) a short class on basic finance; 2) a disclaimer;
3) both; or 4) none.

11:30
W

Steven Johnson - Collaborative Change, UK
Collaborative Change: a participatory approach to behaviour change, driven by the power of co-design
"Collaborative Change is a participatory approach to behaviour change based on the simple principle that effective, sustainable change must come
from within – the individual, the community, the organisation. Combining co-creation principles, design thinking and emerging insights from the
behavioural sciences, the Collaborative Change approach empowers communities to respond to their own challenges by triggering 'Indigenous
Innovation'. In this fast-moving session, Steven Johnson will take attendees on a whistle-stop tour of the theory and practice of Collaborative
Change, based on a range of projects delivered in the UK, Europe and North America."

12:00
W

George Perlov - George Perlov Consulting, USA
Challenges and Opportunities in Creating a Centralized Social Communications NGO: Ad Council Jamaica
Organizations like the U.S. Advertising Council help social marketers by providing a centralized coordinating function for the development of
advertising campaigns on critical societal issues. This presentation will focus on the challenges and opportunities facing the recently established Ad
Council Jamaica (ACJ). We will discuss the resources needed to set up such organizations, local cultural issues that may help or hinder growth, and
share learnings from this effort. We will engage the audience in a discussion on how ACJ can overcome its obstacles, and also plan to survey
attendee interest in and thoughts on developing similar organizations in their own countries.
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Seminar 7
Location: Dockside 5, Lower level
Subject Area: Sustainability
11:00
W

Prof. Mara Einstein - Queens College, USA
Social Innovation: Towards integrated "good" marketing theory
Social marketing works to achieve individual social change; societal marketing combines marketing initiatives with improving social welfare. While
many of these campaigns - cloaked usually as CSR or CRM - create or facilitate social good, some do not. This has attracted increasing criticism,
much of it justifiable. Using my Corporate Responsibility Spectrum, I will present social/societal marketing done wrong and right. This working
paper will demonstrate how innovation along with online media can encompass a social marketing agenda while serving marketing agendas that
include broader societal objectives. Examples demonstrate how to affect change in individuals and improve social good. The ultimate win-win.

11:30
W

Jay Kassirer - Tools of Change, Canada
Tools of Change: Proven methods for promoting health, safety and environmental citizenship
The Tools of Change website has been a leading online resource for social marketers since 1999. It was awarded the Society of Environmental
Journalists’ highest rating as an information source for environmental journalists, and was recognized by the Infography as one of six superlative
references on social marketing. Find out how to use it to locate pertinent research (including findings on motivators and barriers), identify and
learn from related social marketing programs (including tools used, impacts achieved and lessons learned), and map out a CBSM / social marketing
strategy. Then tell the publisher how you’d like the website enhanced.

12:00
A

Dr. Jennifer Lynes - University of Waterloo, Canada
CBSM Applied: All At Once - Jack Johnson's journey in fostering sustainable behaviour
The environmental movement has many influential celebrities in its corner, raising awareness about a host of issues from climate change to green
technology. Our study focuses on one such celebrity, musician Jack Johnson, and traces the development of his social action network/campaign, All
At Once, to its roots. Using information gathered from Jack Johnson’s extensive outreach promoting All At Once initiatives including reports, blogs
and videos as well as a series of interviews with the All At Once team we explore environmental and social initiatives in the context of Canadian
environmental psychologist Doug McKenzie-Mohr’s community-based social marketing model.
Seminar 8
Location: Dockside 3, Lower level
Subject Area: Health

11:00
A

Prof. Rebekah Russell-Bennett - Queensland University of Technology, Australia
Branded Breastscreening: How brand congruence, perceived threat and age influence coping
Many social marketing campaigns assume perceived threat can be used to drive participation in preventative health programs however threat can
also result in avoidance coping responses and deter usage of the service. An understanding of how consumers connect with brands and respond to
perceived threats in a health services context is needed for any marketing attempts to increase participation. This research reports the findings of
an online survey of 500 Australian women aged 45-69 in response to the invitation letter to have a free breastscreen. The analysis showed brand
congruence and age separately shared a significant relationship with active coping whilst perceived threat shared a significant relationship with
avoidance coping.

11:30
W

Bryan Tenenhouse - Stephen Thomas Ltd, Canada
Simren Deogun - Stephen Thomas Ltd, Canada
Case Study: NotWhatYouThought.ca -- How the Canadian Diabetes Association attracted and engaged younger supporters (18 to 27
year olds) with an integrated campaign on MTV and MTV.ca – that got them to remove sugar from their diet

12:00
W

Alison Friedman - CDC, USA
Building on lessons learned from locally tailored adaptations of the United States' National GYT: Get Yourself Tested Campaign
Despite high rates of STDs among youth in the United States, many youth do not get tested as a result misconceptions, lack of information, fear,
stigma and access challenges. Since 2009, the GYT: Get Yourself Tested Campaign has connected youth to STD testing and sought to remove
associated taboos through an empowering movement using multi-media platforms and on-the-ground programming. This presentation will discuss
GYT implementation and evaluation efforts in nine sites representing diverse settings. It will review key strategies, innovations, and testing
outcomes from each site; and identify successes, challenges and lessons learned to help guide future sexual-health promotion efforts.
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Seminar 9
Special 90 minute workshop session
Location: Pier 9, Convention Level
Subject Area: Social Engagement
11:00

Bernie Colterman - Centre of Excellence for Public Sector Marketing (CEPSM), Canada
Leveraging Corporate Partnerships to Achieve Social Marketing Objectives
Increasingly, organizations involved in social marketing initiatives are turning to private sector partners as a means of leveraging resources and
increasing impact with target audiences. At the same time, companies are recognizing the benefits of being associated with social-based initiatives
that position them positively in the eyes of their customers and stakeholders. This session will explore how strategic corporate partnering initiatives
were developed from the ground level to achieve various social marketing communications objectives. It will demonstrate how a strong sense of
strategic direction can help you select the right partners and negotiate agreements that directly contribute to organizational objectives. Finally, it
will demonstrate how you can measure the exposure and promotional value gained through these arrangements.
Participants will walk away with:
• A better understanding of the process for establishing effective private sector partnerships, assessing challenges and risks, prioritizing and
selecting partners, developing “value propositions”, implementing and managing collaborative arrangements.
• A greater knowledge of how to measure the impact of strategic corporate partnerships including how to assess the tangible and intangible
value-for-dollar achieved through these arrangements.
Seminar 10 - sponsored by
Location: Harbour Ballroom (Main Plenary Room)
Subject Area: Social Engagement

11:00
W

Tom Beall - Ogilvy Engage, USA
Nancy Lee - MBA, Founder and President of Social Marketing Inc.; Adjunct Faculty, University of Washington, USA
Dr. Jay Bernhardt - President of Digital Health Impact, Inc.; Professor and Chair of Health Education and Behavior, University of
Florida, USA
Celeste Bottorff - Vice President, Living Well at The Coca-Cola Company, USA
Private Sector Engagement in Social Marketing: Perspectives from the Field (1 hour session)
Corporate leadership in support of social issues has grown considerably in the last decade, with companies assuming a wide range of roles that
include but go beyond corporate social responsibility and philanthropy. They are increasingly using their reach and resources to help people adopt
socially conscious behaviors that benefit individuals, society, and business, from conserving energy to reducing heart disease. This interactive panel
will present expert perspectives from the public and private sectors to examine the multiple roles that the private sector can play in social
marketing. This will include an analysis of best practices and lessons learned from the field.

12:00

Jeff Lucas - Traction Creative, Canada
Healthy Families BC's: Sodium Reduction Strategy - An Innovative Approach to Social Marketing Principles
With vast amounts of (sometimes conflicting) information available online, we successfully created a trusted, “one stop” destination for visitors. Our
efforts also helped support and strengthen a sense of “citizenship” in the online world, where there truly are no borders. We created an innovative
and successful social marketing initiative HealthyFamiliesBC.ca which included gamification components and an expansive online portal. All this out
of the goal to reduce the costs and strain on the British Columbia health care system by having BC residents make healthier lifestyle choices.
Seminar 11 - Social Marketing of Services: Patient Motivations in Social Franchises
Special 90 minute workshop - Social Franchising Stream - Session 2 of 2
Location: Dockside 1, Lower Level

11:00

The majority of doctors and nurses in Asia work in private practice along with a large and growing portion of clinicians in Africa and Latin America.
The incentives for these providers determine the quality of care they provide, the services they offer, and the patients they target. Many
interventions, from franchising to training to strategic purchasing and regulatory enforcement, have been used to influence provider behavior in
low- and middle-income countries.
This panel will bring together four papers that explore different dimensions of this issue, drawing on new primary research and cross-program
analysis in a range of countries. Together these papers advance the understandings of provider practices, patient desires, and the effectiveness of
interventions that leverage provider motivations to provide better public health services.
Chair: May Sudhinaraset - UCSF
Chris Murphy - Director of Marketing, Living Goods
Going mobile: Integrating mobile phone marketing tools into a door-to-door health product delivery system
Eric Schatzkin - UCSF
Risk aversion and health behavior change: Evidence from a pilot study of acceptability of a new malaria diagnostic technology in Nigeria
Dominic Montagu - UCSF
What the market will bear: provider selection and cost of treatment in Myanmar
Amnesty Lefevre - Johns Hopkins University
The cost of scaling up franchising in Myanmar

Key: A = Academic Paper W = Working Paper
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Programme - Continued
12:30

Lunch served in the exhibition - Poster session

13:30

The Next Generation speaks
Young social marketers give presentations about the challenges and opportunities ahead followed by Q&A
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Professor Jeff French
Zimana Ahmed - Student, Bangladesh
Dr Fiona Spotswood - Lecturer in Marketing and Social Marketing at Bristol Business School, University of the West of England
Dr Ross Gordon - Research Fellow, Centre for Health Initiative, University of Wollongong, Australia
Melissa Blair - Manifest Communications, Canada
Jennifer Dooley - PhD Candidate, Centre for Health Initiatives, University of Wollongong, Australia
Ariadne Beatrice Kapetanaki - University of Hertfordshire, UK

14:30

Refreshments served in the exhibition

15:00

Keynote Session
Location: Harbour Ballroom (Main Plenary Room), Convention Level
Chair: Tom Beall - Ogilvy Public Relations
Carol Abade - Group CEO of Exp, South Africa
Driving change though experiential approaches.
Commercial Marketing techniques have been a foundation for the development of BCC messages in many developing countries. For the most part,
this has resulted in reliance on advertising to disseminate information through mass media channels. The changes in marketing and in media
consumption patterns as we know it, have rendered advertising as an ineffective tool in driving BCC. Experiential marketing techniques offers a
more effective outcome because it is better designed towards integration and is a bottom up planning model focused on engaging identified
audiences as opposed to communicating messages. The session will aim to better understand that changes in marketing as well as the tools
applied in Experiential Marketing for the development of behaviour change communication.
Dr. Doug McKenzie-Mohr - McKenzie-Mohr & Associates
Fostering Sustainable Behaviour
Developing effective programs requires that the behaviour change tools that comprise our strategies are well aligned with the barriers and benefits to a
particular behavioural change. Further, these tools need to be implemented in ways that maximize the likelihood of changing behaviour, while
minimizing program delivery costs. Needless to say, this is a challenging task that all social marketers face. In this presentation, guidance will be provided
on when to use a variety of behaviour change tools (such as commitments, social norms, prompts, and incentives) and how best to utilize them.
Ma Jun - Founding Director / Institute of Public & Environmental Affairs, China
Social Media & China's Green Choice.

16:30

Conference close

Wednesday 24 April
Leading Social Change - Practitioners Workshop
For full details go to www.wsmconference.com/lsc or visit the infomation desk
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Poster Sessions
Posters will displayed in the Exhibition Hall

1

Take Time for Your Mind: Reducing Stigma and Promoting Resources around Mental Health
Robert Ablenas - Ablenas Public Health Communication

2

Social Marketing - Improving life of urban poor
Sabiha Afrin - American International University-Bangladesh

3

OTEP – A Social Marketing Approach by BRAC
Zimana Ahmed - BRAC

4

How can the circular economy be successfully implemented in the sports footwear industry?
Stacy Anderson - University of Cambridge

5

IRS e-file with Free File Campaign: Encouraging and Supporting Electronic Tax Filing in the U.S.
Meg Bartow - Ogilvy

6

How do we define success in climate disaster communications?
George Bell - The Australian National University

7

Success factors of social marketing programmes: a comparative analysis of approaches to prevent drunk-driving
Valéry Bezençon

8

Encouraging Charitable Actions towards Beneficiaries seen as “Less Worthy”
Namita Bhatnagar - University of Manitoba

9

Environmentally Responsible Attitudes and Intentions: The Impact of Regulatory Focus and Message Frame
Namita Bhatnagar - University of Manitoba

10 Promoting engaged parenting in the early years using an integrated critical and creative social marketing approach
Kevin Black - University of Toronto
11 Building organizational social strength - multi-stakeholder communications networks
Lukasz Bochenek - University of Neuchatel
12 Pro-Environmental Purchase Intentions: Young People in Vietnam
Linda Brennan - RMIT University Vietnam
13 Application of 4S model to raise Dengue awareness
Weng Wai Choong - Universiti Teknologi Malaysia
14 Encouraging Bystanders to Help Stopping Violence against Children
Magdalena Cismaru - University of Regina
15 Bonding for Brilliant Babies
Lynn Cuddihy - University of West of Scotland
16 Keep America Beautiful – The road to behavior change
Kelley Dennings - Keep America Beautiful
17 Social Marketing & Health Promotion: designing a public health model
Giuseppe Fattori - Local Health Unit. Modena
18 Participatory Public Health? Implications of new media interacting with traditional public health
communication approaches
Karen Freberg - University of Louisville

30

19 Utilizing Social Marketing Principles to Encourage Obesity Prevention Throughout the Life Span
Jessica Hanson - Ogilvy Public Relations
20 Promoting Positive Associations with Insect Pollinator Species
Tamara Harbar - University of Waterloo
21 Developing Drinking Advice to empower the Hong Kong Adults to make Educated Choices on Alcohol Consumption
Hale Ho - The Chinese University of Hong Kong
22 A smoking quitline in Uganda: Procedural feasibility and promotion issues
May G Kennedy - Virginia Commonwealth University
23 Our Future
Susan Kloulechad - Tobacco Use Prevention & Control Program
24 Citizens’ Needs and Preferences related to Municipal Solid Waste Management and Life-Stages
Eiko Kojima - Tokyo Institute of Technology
25 Weighing the Evidence in Formative Research: The Development of a National Latino/Hispanic HIV Awareness
Campaign
Nili Larish - Centers for Disease Control and Prevention (CDC)
26 Arrive Alive App - a Road Map
Anne Leonard - arrive alive DRIVE SOBER
27 A proposed model for health communication initiatives using traditional and non-traditional metrics
Elyse Levine - Booz Allen Hamilton
28 Design and Delivery of An Evaluation to Determine the Value of an Innovation Pilot to Lowering Excessive
Drinking and Sexual Health Risks in Young People Living in Rural Areas by Advance Behaviour Change Ltd.
Lindsay Linton - Middlesex University Business School
29 Theory and model use in social marketing health interventions
Nadina Luca - Institute for Public Communication (ICP)
30 “It’s not that far - ditch the car: The use of message framing and threat to discourage personal vehicle use in
adolescents”
Jennifer Lynes - University of Waterloo
31 Mystery Shopping Experiences for Energy and Water Conserving Products
Jennifer Lynes University of Waterloo
32 Applying Social Marketing Approaches to Improving Diabetes Control in Young Adults
Stephanie Melton - University of South Florida
33 Video Games: Moderating adolescent alcohol drinking through experiential value
Rory Mulcahy - Queensland University of Technology (QUT)
34 Social Marketing for physical activity and health: Encouraging sustainable patterns of physical activity and
health in children.
SamanthaParnell - University of Exeter
35 Designing the Territorial Marketing Strategy on the Principles of Cluster Policies
Elena Gennadievna Popkova - Volgograd State Technical University
36 A Social Marketing Based Intervention to Improve Farmers' Respiratory Health: application of a 9-step planning
process
Lea Pounds - University of Nebraska Medical Center College of Public Health
37 FAN – A Social Marketing intervention supporting healthy weight in parents and children through the use of
new technologies
Natalie Rangelov - Università della Svizzera italiana
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Poster Sessions Continued
38 Virginia Hospital Center Medical Brigade - Improving Health Equality in Rural Honduras through Building
Innovative Engagement and Strategic Communication Strategies and Programs
Amee Roberson - Booz Allen Hamilton
39 Engaging The Community on EldercareThe Singapore Experience
Ong Chong Pheng
40 PAUSE: New Media Strategies for Collecting Formative Research with African American LGBTQ Youth
Iman Shervington - Institute of Women & Ethnic Studies
41 Case Study implementation: Energy theft and behaviour change
Esme Smith - Draftfcb Social Marketing
42 Using social marketing and social network analysis to leverage upstream support
Julie Ann Sorensen - Northeast Center for Occupational and Agricultural Health
43 Out of Practice: Understanding the social practice of cycling as a basis for marketing behaviour change
Fiona Spotswood - University of the West of England
44 Community Readiness as a Tool to Identify Upstream Social Marketing Needs: The Case of Reducing Alcohol Use
among College Students
Linda Stanley - Colorado State University
45 The Facebook Effect: Does it Harm or Hurt WOM? Influence of Underlying Motivations in Determining
Favorable Word-of-Mouth
Aparna Sundar - University of Cincinnati
46 Cycling stores as hubs for delivery of Social Marketing for cycling adoption
James Tay - University of Toronto
47 Protecting young people from online alcohol marketing – Is it enough to install a content filter?
Jeffrey Thom - University of Wollongong
48 Model of Prognostication of the Population Involved
Viktoria Tiniakova - Voronezh State University
49 The Enjoy Being Fit - Family Project: getting low socio-economic status parents with various ethnic backgrounds
involved in their children's lifestyle.
Vivian van de Gaar - Erasmus University Medical Center
50 EPHE (EPODE for the Promotion of Health Equity), a 3 years European project to promote healthier lifestyles and
reduce obesity-related health inequalities via a social marketing approach.
Lea Walters - PROTEINES - EPODE INTERNATIONAL NETWORK
50 OPEN (Obesity Prevention through European Network), strengthening and up scaling the implementation of
Community-Based Programmes at European level
Lea Walters - PROTEINES - EPODE INTERNATIONAL NETWORK
50 EPODE, twenty years of experience in the field of childhood obesity prevention: What Health?
Lea Walters - PROTEINES - EPODE INTERNATIONAL NETWORK
51 Drivers of Organizational Learning and Unlearning in Firms Addressing Sustainability Initiatives
Kelly Weidner Dominican University of California
52 Teaching Caribbean Students to Make the World a Better Place: A Review of CARIMAC's Social Marketing Courses
Livingston White - University of the West Indies (UWI)
53 Let’s Read Social Marketing Campaign to Encourage Parents and Carers to Read with their Children from Birth
John Young - Colmar Brunton Social Research
54 Utilizing Social Marketing Principles to Encourage Obesity Prevention Throughout the Life Span and Encouraging
Ogilvy Public Relations
55 Supporting Electronic Tax Filing in the U.S.
Ogilvy Public Relations
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10 Rescue Social Change Group
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11 Social Marketing Quarterly
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Stephen Thomas
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Exp
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The Social Marketing Gateway

16 Canadian Marketing Association (CMA)
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Manifest Communications Inc.

Exhibitors
Title Sponsor

Ogilvy Public Relations
Ogilvy Public Relations (Ogilvy PR) is a global, multi-disciplinary
communications leader operating in more than 80 offices across six
continents. In 2011, Ogilvy won more Cannes PR Lions than any other agency
worldwide, was named Global Digital/Social Consultancy of the Year by the
Holmes Report, won Specialist Agency of the Year in Asia Pacific (Campaign
Asia), and won the WPP global, top award (WPPed Cream, Crème de la
Crème) for the fourth time in five years. Ogilvy PR integrates deeply with all
Ogilvy & Mather disciplines (advertising, direct marketing, activation,
promotional, digital and entertainment) through the proprietary Ogilvy
Fusion™ approach to delivering comprehensive, business solutions through
content creation, community building, and communications with measurable
results. Ogilvy PR is a unit of Ogilvy & Mather, a WPP company (NASDAQ:
WPPGY), one of the world's largest communications services groups. For more
information, visit our Web site at www.ogilvypr.com or follow us on Twitter at
@ogilvypr.

The Canadian Marketing Association
The Canadian Marketing Association champions marketing as a key driver of
business success by embracing Canada's major business sectors and all
marketing disciplines, channels and technologies. CMA programs help shape
the future of marketing in Canada by building talented marketers and
exceptional business leaders and by demonstrating marketing's strategic role
as a key driver of business success. The Association's members make a
significant contribution to the economy through the sale of goods and
services, investments in media and new marketing technologies and
employment for Canadians. Against this backdrop, the Canadian Marketing
Association is the national voice for the Canadian marketing community, with
CMA's advocacy efforts designed to create an environment in which
marketing can succeed. More information can be found on the Association's
website (www.the-cma.org).

Stand 3 & 4

Stand 16

CEPSM
The Centre of Excellence for Public Sector Marketing / Centre d'Excellence en
Marketing Gouvernemental was created in 2005 to help governments, nonprofits, and associations overcome the challenges they face in their marketing
and communications initiatives. Our core functions are consulting, training
and speaking. We understand the needs and constraints of the public and notfor-profit sectors and deliver marketing solutions that are strategic, innovative
and practical.

Environics Analytics
Environics Analytics is the premier marketing services and data analytics
company in Canada. Specializing in segmentation, site modeling and custom
analytics, the Toronto-based company provides data-driven market insights to
help clients find and keep their customers. It has the most experienced team
of micromarketing experts in Canada, and is a member of the Environics
group, a unique alliance of companies dedicated to providing intelligent
research, analytics and communications.

CEPSM Products and Services
• Social Marketing
• Product, Program & Service Marketing
• Digital Marketing & Social Media Engagement
• Sponsorship & Partnership Development
• Revenue Generation

To learn more about Environics Analytics, please visit our website at
environicsanalytics.ca.

Stand 12

Stand 1
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Exp
iSMA

Exp is a 360º Experiential ideas agency that designs and executes sustainable
behaviour change strategies for social marketing campaigns, actively bringing
communication to life through live experiences, special events, public
relations, digital marketing and traditional media that actively engage the
target audience.

The International Social Marketing Association (iSMA) is the gateway to the
social marketing community. Our membership includes people from a wide
variety of occupations, disciplines, specialties, and industries. We are united by
a common desire to communicate with others in the social marketing
community; to reduce costs through group rates and discounts on social
marketing products and services; to share social marketing resources in a
convenient manner; to expand and diversify our community; and to engage in
projects and activities that contribute to the advancement of social
marketing. The iSMA is an entirely volunteer-run and member-driven. Join the
social marketing community at our booth or through our Web site at www.isocialmarketing.org

With 30-years experience and 19 offices in 15 countries Exp is Africa's largest
and leading Experiential Marketing agency.
Through our proprietary strategic tool – Sixth Sense™ Intervention – we
design ideas that assist in activating behaviour change for our partners. We
have successfully partnered with various clients over the years as behaviour
change communication specialist; Netmark (communications partner in 7
countries); PSi (Partner across East & Central Africa); World Bank (Tanzania
and Kenya); USAID; Reproductive Health Programmes; Malaria; Water
Sanitation; HIV Aids.

Stand 2

As an industry leader, Exp hosts the annual African Experiential Marketing
Summit and the Africa Social Marketing Forum across multiple countries each
year, applying our understanding of commercial marketing techniques with
Behaviour change needs.

Stand 6

Manifest Communications Inc.

ICE

Manifest is a social change communications agency. Based in Toronto, we
believe in the power of non-profits, corporations, governments, and above all,
people, to make the world a better place. The sole focus of our work is to
bring about positive social change in attitudes, understanding and behaviour.
We do it through advertising, branding, social media and much more. We're
strategists, writers, art directors, digital geeks and account managers, and
we're all here because of the issues and how creative thinking can change
them. And because we've been doing this and nothing else since 1981, we've
got a few ideas on what works, which we'd love to share with you. To learn
more about our work and how we think, visit www.ifmanifest.com

Stand 9

ICE is one of the UK's leading specialists in behaviour change. Our integrated,
award-winning team of 60 specialists are committed to developing tailored
solutions that positively impact people's lives and deliver real, measurable
outcomes.
We empower people to drive long-term change by recognising the essential
links between organisations, their cultures and the communities they serve.
So much so that we've developed the concept of SOChange™ - blending
Social Change and Organisational Change to transform organisations AND
enrich the lives of our communities.
We're a passionate group of people who thrive on new challenges and we're
here to change our world.
www.icecreates.com

Stand 7
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Social Marketing Quarterly
PSI

Social Marketing Quarterly (SMQ), peer-reviewed and published quarterly, is a
scholarly, international journal focused exclusively on the theoretical, research
and practical issues confronting academics and practitioners who use
marketing principles and techniques to benefit society. Published in
association with FHI360, SMQ targets social marketers, communicators, social
science professionals and others who change the world through protecting
the environment and improving people's health, safety and financial wellbeing. SMQ publishes research studies, case studies, conference notices,
essays, editorials, interviews, book reviews and other relevant news regarding
social marketing efforts around the world.

PSI is a global health organization dedicated to improving the health of people
in the developing world by focusing on serious challenges like a lack of family
planning, HIV and AIDS, barriers to maternal health, and the greatest threats to
children under five, including malaria, diarrhea, pneumonia and malnutrition.
A hallmark of PSI is a commitment to the principle that health services and
products are most effective when they are accompanied by robust
communications and distribution efforts that help ensure wide acceptance and
proper use.
In each of its platforms, PSI works in partnership with local governments,
ministries of health and local organizations – creating health solutions that are
built to last.

Stand 11

Stand 15
The Social Marketing Gateway
The Social Marketing Gateway is one of the UK's leading social marketing
consultancies. We offer a one door access point to a network of experienced
and passionate social marketers.

Rescue Social Change Group

Our mission is to 'deliver behaviour change that makes a difference' through
the application of social marketing approaches and techniques.

Rescue SCG provides behavior change marketing services to government and
non-profit organizations nationwide. A majority of Rescue SCG's clients focus
on tobacco prevention and cessation with others focused on obesity, violence,
after school and sexual behaviors. Rescue SCG is a full-service agency,
providing strategy, research, creative, production, web, social media and
events services to clients in over a dozen states, as well as nationally to
clients like the FDA. For every targeted behavior, Rescue SCG utilizes one or
more of its three proprietary strategies target distinct paths to behavior
change: HealthComm for knowledge change, Evolvement for policy change
and Social Branding for culture change. Most of Rescue SCG's behavior
change campaigns focus on teens (13 - 17) and young adults (18 - 26).
Rescue SCG services its clients through offices located in San Diego, CA; Las
Vegas, NV; Albuquerque, NM; and Washington, DC with over 40 staff.

We also look to build effective partnerships by working collaboratively with
clients and subjects based on being direct, honest and open.
If you want to find out more about us and what we do, please come and meet
us on our exhibition stand or look out for one of our breakout sessions.
www.socialmarketinggateway.co.uk

Stand 8

Stand 10

Stephen Thomas
Stephen Thomas Ltd (ST) is an integrated full-service fundraising and marketing
agency working exclusively with non-profit organizations. Direct Response
fundraising has been at the core of our business for 31 years, yet we produce
inspiring work in multiple channels - from mail and digital to television, print and
outdoor - that motivates an action and/or generates a donation. Above all, we
create integrated fundraising and marketing campaigns for one purpose - for a
better world.

Stand 5
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University of Waterloo
In just half a century, the University of Waterloo, located at the heart of
Canada's technology hub, has become one of Canada's leading comprehensive
universities with 35,000 full- and part-time students in undergraduate and
graduate programs. The School of Environment Enterprise and Development
(SEED) is dedicated to developing the knowledge, tools and expertise to
integrate business and development activities with environmental and social
goals. Based out of the Faculty of Environment, SEED offers programs in
sustainability management, international development practice, environment
and business, local economic development and social innovation. For the fourth
year in a row SEED's Environment and Business undergraduate program has been
named by Corporate Knights magazine as the best business program in Canada
for integrating sustainability into a business curriculum. SEED's new masters
program in Environment and Business jumped to second place in the 2012
rankings of graduate MBA programs.

Stand 14
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Leading Social
Change Conference
2013 @ WSMC
Westin Harbour Castle
Wednesday, 24 April, 2013

On Wednesday, April 24, a select group of
experts from the World Social Marketing
Conference will share their ideas with you at
Leading Social Change 2013 with the focus on
practical ideas, tools and inspiring case studies.
Extended, practitioner focused presentations
from speakers such as:
Professor Jeff French
Tony Foleno, Ad Council USA
Yvette Thornley, Ontario Ministry of Health and
Long Term Care.
Jeff Jordan, Rescue Social Change
Tom Beall, Ogilvy Public Relations

A limited number of tickets are still
available at www.wsmconference.com/lsc
or from the WSMC Information Desk.

Important Information
World Social Marketing Conference
Office Contact Details

Dress Code
Dress code for all conference and social sessions is smart/casual.

E: info@wsmconference.com
T: +44 (0)1323 637751

Welcome Reception & Poster Session
Venue Address & Contact Details

The Welcome Reception will take place in the exhibition area on
Sunday 21 April from 18.30 until approximately 21.00.
A buffet supper and drinks will be served for all who wish to attend.

Westin Harbour Castle Hotel
1 Harbour Square, Toronto, ON M5J 1A6, Canada

Conference Networking party

T: 1 416-869-1600

The networking party will take place in the exhibition area on Monday 22
April from 19.00 until approximately 22.00. A buffet supper and drinks will be
served for all guests who have registered for this party. Late bookings can be
taken at the conference information desk.

Information & Registration Desk Opening Hours
Sunday 21 April
07.30 – 21.00

Conference Materials

Monday 22 April
07.00 – 21.00

All keynote sessions will be filmed and uploaded to the conference website,
along with all PowerPoint presentations from every session after the event.

Tuesday 23 April
07.00 – 17.00

Abstract Book
Twitter
After the conference the full abstract book will be available on the conference
website www.wsmconference.com

A live Twitter screen in the main plenary room will show all tweets
relating to the conference. Please use the hashtag #wsmc and tag
us in @wsmconference

WIFI
Free WIFI access is available to all WSMC attendees throughout hotel. See the
conference information desk or hotel reception for access details.
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