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Abstract:

Title: Take Time for Your Mind: Reducing Stigma and Promoting
Resources around Mental Health

This work will focus on the urban poor that dwell within the cities of
South East Asia. The issue of the work will be based on a research to
see whether behavioral modifications within this sector of the population
can be brought in through social marketing and awareness. In Asia,
these urban poor represent a large piece of the population pie, and thus,
also are a large sum of the consumers that businesses target. In my
study, where I visited 15 slums in Dhaka city and visited 35 households
I found that the psychographic dynamics in the portion of these urban
poor who earn over 15000 BDT a month is extremely alarming. These
groups, known as the ‘Strikers’ have the following characteristics:

Abstract:
Homophobia (Aguinaldo, 2008) and the recent Supreme Court of
Canada disincentive to be certain about one’s own HIV status (Canadian
HIV/AIDS Legal Network, 2012) are among the social determinants that
account for chronic strains on gay men’s mental health in Canada
(Meyer, Schwartz, & Frost, 2008). Gay men are roughly twice as likely as
straight men at some time in their lifetime to experience a depressive
episode (Chakraborty et al., 2011) or some other type of mental disorder
(Meyer, 2003). Stigma around mental health and prevalent constructions
of masculinity deter gay men from seeking help, even though seeking
help is an effective means toward connecting with, and receiving, the
mental health support that one needs.

• They are established and earn quite a good amount of money in
compared to their background
• But their hunger to get more is never satisfied
• They know the ways to earn more money and don’t care however
the way is

Targeting gay men and OMSM (other men who have sex with men) in
Vancouver, a social marketing campaign "Take Time for Your Mind" was
implemented December 2011 through December 2012 in order to reach
four objectives: (1) to increase the general awareness that it is good to
seek help; (2) to inform about three mental health resources on offer by
HIM – Peer Support, Professional Counselling, and Personal Strategic
Advising; (3) to motivate gay men and OMSM in Vancouver to access
those resources; and (4) to contribute to the ongoing project of reducing
stigma around mental health.

• They are the most urban group among the urban poor
In essence, this group of people is more likely, in the long run the ones
who will influence the direction of consumer behavior than anyone else
within the population. The shocking part of it all is that these people
already believe that they run the city here in Dhaka and more often than
not, they will go to lengths to prove it.
OBJECTIVES:

Development of the campaign was informed by diffusion of innovations
theory, cognitive dissonance theory, the health belief model, and the
interactive domain model (Kahan et al., 2009). The campaign relied
upon playful dissonance between familiar faces taken from the local gay
community; their being ‘recast’ as characters with fictional, yet plausible,
biographies/stories that defy stereotypes around gay men (e.g., what
gay men make of their lives with respect to career, relationships,
activities, and interests); and their schedules’ inclusion of mental health
appointments framed as part of routine maintenance and self care.

• To change consumer behavior in the Urban Poor sector towards
more business friendly ways
• To raise awareness levels within this sector towards their own
lifestyle and well being
• Ensuring sustainability of this market for businesses to run with in
the long run
RATIONALE OF THE WORK:
Along the winding path that I have travelled in my years in the corporate
field, the subject matter of this conference is perhaps one of the things
that I have felt the strongest. Yes there is a gradual, yet purposeful shift
going on, and yes it is drastic. Consumerism today is leading
businesses towards what I call a consumer centric world, where
businesses no longer issue the power and freedom and or answer the
basic questions of production; ‘what to produce, and for whom to
produce’. The concern thus remains as to where the consumer will lead
businesses and in the long run this does in fact pose a vital threat to the
sustainability of businesses in essence.

By the end of the first month of the campaign, HIM’s Professional
Counselling and Personal Strategic Advising went from underutilization
to ‘waiting list’ and more professional counsellors enlisted to meet the
increased demand. Subsequent inquiry identifies why HIM’s Peer
Support remains relatively underutilized and warrants a different
approach to promoting that resource. NOTE: A sample of the visuals
used in the campaign and to be included in poster can be viewed at
http://bit.ly/IBDki7
REFERENCES
Aguinaldo, Jeffrey P. (2008). The social construction of gay oppression
as a determinant of gay men's health: ‘Homophobia is killing us’. Critical
Public Health, 18(1), 87-96.

What we are looking at thus, and I believe this to be my opinion in this
regard, is an attempt to shift consumer behaviour and attitude towards
what I would call a ‘business friendly’ direction by the concept of social
marketing and awareness. I have recently finished a fully fledged
research on the concept and behaviours of the ‘Urban Poor’ and have
come to some shocking conclusions.

Canadian HIV/AIDS Legal Network. (2012). HIV non-disclosure and the
criminal law:
An analysis of two recent decisions of the Supreme Court of Canada.

My target is to delve into the possibilities of raising the standards and
morals of this level of consumers who are basically present in almost all
cities in Asia through the concept of social marketing and development.
This is perhaps my fundamental reason for interest in this conference
and I believe that my participation along with my ideas and experience
in this field will contribute a lot to the conference itself, and perhaps
someday may help me to change the way consumerism is headed in
South East Asia.

Chakraborty A., et al. (2011). Mental health of the non-heterosexual
population of England. British Journal of Psychiatry, 198(2), 143-148.
Kahan, B., Groulx, D., & Wong, J. P. (2009). The interactive domain
model approach to best practices in health promotion. In Emerging
theories in health promotion practice and research. Second edition.
Ralph J. DiClemente, Richard A. Crosby, & Michelle C. Kegler [Eds.].
Jossey-Bass: San Francisco. pp. 511-534.
Meyer, I. H. (2003). Prejudice, social stress, and mental health in
lesbian, gay, and bisexual populations: Conceptual issues and research
evidence. Psychological Bulletin, 129(5), 674–697.

METHODOLOGY APPLIED:
This research is actually an exploratory research. The main research
scheme revolved around sampling and field-testing in those areas
where we can find the people who are in the base of the pyramid. This
is backed by a strong historical data and trend analysis coupled with
literature based on other South East Asian countries such as
neighboring India and Srilanka. Expert opinions has been counted for a

Meyer, I. H., Schwartz, S., & Frost, D. (2008). Social patterning of stress
and coping: Does disadvantaged social statuses confer more stress
and fewer coping resources? Social Science & Medicine, 67(3),
368–379.
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This psychographic profile represents that the target consumers are
already being loyal to some particular brands. Their usage behavior tells
us they prefer brands in so many sectors. Here we can say that this
market is ready to accept the fast mover consumer goods (FMCG)
brands. Their lifestyle shows mobile phone is no longer fantasy for
them. It has become a necessity. Specially, the strikers are using these
products as a symbol of status.

huge chunk of the research finding and argument backup, especially
from entrepreneurs already at the field level in Bangladesh, and
scholars and economists who spend their lives studying such shifts and
transfers.
In this research, I have used both primary and secondary data. Though
secondary data is not available in the required level, I went through
some historical data for a better understanding. I have used the
convenient sampling technique in this research. I needed to use this
convenient technique because the target respondents were not ready to
answer the prepared questionnaire. Therefore, I needed to go for the
observation method. I had to be judgmental in collecting and
interpreting the data.

GSK Horlicks is trying to reach consumers through effective positioning
strategies. They made small pack for the BOP consumers by keeping in
mind that they always prefer small pack rather than big packet.
Moreover, they have designed their marketing program in such a way
so that the consumers belonging to bottom of the pyramid feel attracted.
They have chosen retailers, doctors and other influential local people to
influence the consumers. They are planning to run, haat, jatra pala and
other colourful entertaining program to attract their target consumers.
They are using some unconventional ways just to reach them in their
own way. Even in the Case of Nokia, we can see that they are using
different ways to attract the target low-end consumers. Danglers,
Bunting, Bus painting etc are the ways to reach this sec. The traditional
way of advertising such as TVC, RDC etc may not work for them as they
have a different kind of consumer behaviour and brand perception.

I have taken videos and still pictures so that I can easily interpret the
data. I have done focused group interviews as well. I conducted depth
interviews in 35 households. This research covered few areas of the
target audience. Those are their lifestyle, food habit, usage pattern of
FMCG categories, aspiration, etc.
EVALUATION APPROACH
In the paper I tried to focus on only one group who has the most of the
urban qualities in their behavior. However, among all the respondents of
this research I had to categorize the behavior of this ‘striker group’
based on their psychographic profile.

Here comes the implication of social marketing on the change of this
improved lifestyle of this group. As I believe, social marketing is actually
the implications of marketing principles to effect behavioral change. In
this research, I have shown the niche market where we have a scope to
implicate the principles of social marketing. This group is becoming very
powerful day by day. This is the high time we should concentrate on
them. By educating them, we can easily affect their behavior, which
includes food, water sanitation, and other necessary everyday behavior.
Not only this, we can even affect their lifestyle, which will be a long-term
change.

Lifestyle concept:

For further information contact: Sabiha Afrin, Student, American
International University-Bangladesh (afrin.sabiha9@gmail.com)

• Values:
• Indifference towards morality: They can do anything for their own
benefit
• Self orientation: They think about themselves only

Number: 3

• Fearlessness: They take high risks and don’t fear about the
consequences

Author(s): Zimana Ahmed
Affiliations: BRAC

• Taking advantages: They take advantage of the situation
whenever they can

Title: OTEP – A Social Marketing Approach by BRAC
Abstract:

• Drivers:

Acknowledgement:

• I will take over the world

• Herbal skin care

For this support in developing this report I would like to convey my
sincere thanks to Mr.Shukhendra K. Sarker, Tresurer of BRAC
University and also the former Project Director of BRAC OTEP
Program. He has given me his valuable time and full support while
carrying out the steps that were required to produce this report.
Secondly I want to thank Ms. Shikhty Sunny Rahman ,Contributor
Feature Writer The daily Prothom Also, for assistance with drafting this
report. Most Importantly I would like to thank Professor. Jeff French,
CEO and Founder Strategic Social Marketing LTD, for his
encouragement to develop this paper.

• Biscuit (frequently)

Introduction:

• Energy drink (Frequently)

During 1970s BRAC, World’s largest NGO initiated a pilot project to
combat one of the endemic diseases, Diarrhoea. Diarrhoea is indeed a
massive health and social health issue amongst the population of
Bangladesh. BRAC’s systematic approach towards tackling the problem
involved the application of their core marketing principles and approach
which has brought about significant positive social and health
improvement since fighting this endemic. To tackle the issue of
Diarrhoea, BRAC used traditional marketing approaches to bring about
social change by creating a social benefit and in this way has also
promoted the idea of social marketing. “Social marketing is the
systematic application of marketing alongside other concepts and
techniques, to achieve specific behavioral goals for social good.”i

• Food:
• They take all the basic foods and sometimes rich food even
• Tea pack and sometimes coffee even
• Dry cake
• FMCG:
• Body lotion
• Face wash

• Mosquito coil
• When out of home (At restaurants):
• Various items of meat
• Indulgence:
• Eating out at mid ranged restaurants
• Buying lifestyle products
• Luxury:
• Buying electronic goods i.e. branded mobile phones, sound
system, desktop computer

The paper will be focused specifically on the Oral Therapy Extension
Program (OTEP) developed and delivered by BRAC in Bangladesh. It
will also discuss how BRAC’s initiatives can be defined as an example

• Buying land in the outskirts or village
FINDINGS AND CONCLUSION
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of an ideal social marketing approach.

Product

The core product was the benefit the families got form
reduced impact and fear associated with diarrhoea. The
actual product was the simple make at hoe ORH
therapy.

Price

People form rural areas were very poor and ill-informed
about the necessity of saline they were also not able to
pay price for a commercial product. Allow to no cost
solution was therefore developed by the ICDDRB and
how to make it up from local low cots materials was
taught to the mothers.

Literature Review:
Social Marketing is a way for bringing about positive social change by
applying marketing theories. Social Marketing has been defined in
many different ways Since Kotler and Zaltman first developed the
concept in 1971 where they defined it as: “Social Marketing is the
design, implementation and control of programs calculated to influence
the acceptability of social ideas and involving considerations of product
planning, pricing, communication, distribution and marketing research.
”ii Although the core idea has never changed, the definition has evolved
and reshaped with time. P. Kotler, N. R. Lee, & M. Rothschilddefined
social marketing in 2006 as “Social marketing is a process that applies
marketing principles and techniques to create, communicate, and
deliver value in order to influence target audience behaviours that
benefit society as well as the target audience iii

Promotion From the very beginning the promotion was delivered
directly face to face by visiting door to door by field
workers, this was supplemented by other means of
promotion like: demonstrations in a local village
gathering, radio and TV spots were also used to
reinforce the programme

Purpose of this paper:
The purpose of this paper is to capture and tell the story of an early
success story of social marketing. One of the key weaknesses of social
marketing is that it has not to date constructed a comprehensive and
searchable evidence base. This paper is intended to retrospectively
capture some of the processes and success of the OTEP social
marketing programme run by BRAC in Bangladesh during the 1970’s.

Place

The programme used a face to face and door to door
strategy delivered via outreach workers. The targetarea
was the whole country.

Strategic Questions:
By using the 4P’s of marketing we can begin to understand how
marketing was used to develop a successful programme. What became
clear following an analysis of the problem by BRAC was that the best
solution was to educate people about rehydration caused by diarrhoea
and then to provide them with an easy and affordable way to do
something about it. The product of making the oral saline at home using
the ingredients that are available in every household from rich to poor
was a deliverable solution to what otherwise would have been a difficult
problem. BRAC was fully aware that the target audience should be the
mothers for whom the health of her children and family members was of
the utmost concern. So mothers were identified as the ‘Primary Target
Audience’. The fathers were the secondary target group whom the
mothers would seek to educate and share understanding with. Fathers
were encouraged and helped tospread the programme concepts and
idea among villagers, the religious leaders of the village and then to
everyone else. The programme was also developed in a systematic and
tested way via a full pilot programme. The pilot project was used totest
interventions and assess the possible outcomes.

Methodology:
Primary Data: Depth interview was conducted with then Project
Director of OTEP. This helped to develop understanding of how social
marketing was used to shape and deliver the project.
Secondary Data: Secondary research was conducted in order to
identify all the key elements of marketing and social marketing that were
applied through the OTEP which made the intervention successful. As
the secondary data source a book “A Simple Solution” written by
A.M.R.Chowdhury and Richard A.Cash was also used to inform this
review.
Limitations:
The project was run in between 1970-1980. This means that when
constructing this paper the author faced problems in searching for
information and interviewing researchers and other people who were
directly involved with the project. It was not possible to find enough data
and verify the existing information for preparing the paper. Information
from browsing internet websites was also found to be minimal.

There was a dedicated research team who identified the problems and
challenges and ways to overcome them. ICDDRB also constantly
supported the program to upgrade the saline solution.

The BRAC OTEP Story:
During 1970s, the child death-rate was high for several endemic
diseases in Bangladesh. Diarrheal death was one of the major killers.
Many of the people of Bangladesh did not have the knowledge about
the causes of Diarrhoea and its prevention; this fact along with poor
sanitation services is the reason why sometimes it turned into
epidemics and caused so many deaths.

Conclusions:
OTEP brought about a massive success and improved awareness. The
change acted as a revolution in the way to develop and deliver
programmes to combat an endemic disease and thus encouraged a big
social change. The programme was also a landmark for successfully
applying basic marketing principles and stimulating societal awareness
and action. This programme is a successful example of what applying a
social marketing strategy can achieve and it also acted as an inspiration
to others. Despite all the barriers and the limitations associate with this
programme and the considerable challenges faced, this programme is
a good example of the benefits of following the social marketing
approach in the health sector even in a religious conservative society
like Bangladesh.

Diarrhoea is a waterborne disease and one of its key effects is to
severally dehydrate the body. Hence rehydration with ORS (Oral
Saline)is the only cure for diarrhoea. The concept of the project of
BRAC started was focused then on the process of rehydration. BRAC
first ran a pilot project for one year; then following positive outcome
BRAC decided to introduce the concept of OTEP in a larger scale. The
idea was to educate people about the necessity of oral-saline and how
to make them conveniently available at home. To do so they hosted a
program called “10 points to remember”. BRAC went to almost every
home in towns and villages across Bangladesh with the program. Their
primary target group were mothers. In 10 years, BRAC made 12 million
mothers aware about the serious consequences of the disease and the
easiest way to ensure their children or other family members could be
rehydrated. Mothers round the country learnt how to make oral saline at
home form simple locally available sources without having to paying
anything. BRAC became succeeded in achieving a total of preparing 20
million people ready to combat Diarrhoea under their OTEP project.

1McCarthy, E. J. (1960) Basic Marketing: A Managerial Approach, Richard D. Irwin, Homewood,
IL.

Number: 4
Author(s): Stacy Anderson, Diederick de Jong, Joseph Maguire,
Lemiaye Taylor, Stefanie Trompetter, Rasika Withanage, Gillian
Yourston
Contact Details: Stacy Anderson T: +1 (647) 393 5190 E:
stacy@stacyanderson.ca

Analysis:
Using the 4P’s of marketing1 it is possible to analyse BRAC’s program
to assess its application of marketing principles.

Affiliations: University of Cambridge – Canada - Programme for
Sustainability Leadership
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Title: How can the circular economy be successfully implemented in the
sports footwear industry?

economy. Each can inhibit and/or enable the industry system to move
towards a circular economy.

Abstract:

The key challenges that currently inhibit the transfer to a circular
economy within the sports footwear industry include: the lack of
alternative materials and technology, consumer acceptance and current
business processes that focus on short-termism and silo working. From
the analysis, the identified enablers to overcome these challenges
include: innovative design, effective stakeholder engagement,
improving the business case, importance of leadership and developing
the “right” legislation.

Introduction: Focus of the Work
In the face of increasing commodity prices and resource scarcity, the
current linear model of take-make-waste that has characterised our
economy since industrialisation is no longer fit for purpose. According to
the Director General of WWF International, “we are using 50 per cent
more resources that the Earth can sustainably produce and unless we
change course, that number will grow fast – by 2030 even two planets
will not be enough” (WWF 2012). With three billion more consumers
expected to join the middle classes by 2030, it will place more pressure
on resources and commodity prices will intensify (McKinsey 2011). This
has led many to argue that a new economic model is needed, one that
decouples resource consumption from economic growth (Preston
2012). Some argue that moving to a more circular system, where waste
is eliminated and reclaimed in the value chain will support this
decoupling of consumption from economic growth. This concept of a
circular system was first introduced by Stahel in a 1976 research paper
to the European Commission, whom used the term ‘cradle-to-cradle’
(Product Life Institute 2012).

Conclusions and Recommendations
Sports footwear brands experiment with circular initiatives, yet these
efforts have limited systems change impact. Based on current inhibitors
and lack of a holistic driving force to lead, the conclusion of this
research is that a circular economy is not currently achievable in most
industries, including sports footwear. Though, a number of key insights
emerged for this industry to move the circular economy forward;
• Embed circular thinking as an integral part of product design and
innovation; design out toxic materials and design-in modularity
and standardised components, to facilitate future disassembly and
material recovery.

Today, the Ellen MacArthur Foundation (EMF) (2012) defines a circular
economy as ‘an industrial system that is restorative or regenerative by
intention and design. It replaces the ‘end-of-life’ concept with
restoration, shifts towards the use of renewable energy, eliminates the
use of toxic chemicals, which impair reuse, and aims for the elimination
of waste through the superior design of materials, products, systems
and within this, business models.’ To achieve a circular economy
system, EMF (2012) offers four ‘building blocks’ to enable the transition:
A) product design, B) business models, C) reverse cycle skills and D)
cross-cycle and cross-sector collaboration.

• Implement programs to make it easier and rewarding for
consumers to return old shoes.
• Look beyond recovery and upcycling of materials to opportunities
for alternative business models - offering products as services and
through 'intelligent collaboration' to realise economies of scale to
drive system change.
• Finally, the authors challenge Government and banks to play a
role in underwriting risk and structuring long-term repayment
models for organisations leading development in new closed loop
technology.

The research paper is intended for both academics and practitioners,
offering novel insights that challenge and suggest theoretical
frameworks, as well as implementation recommendations.

Suggested Next Steps and Further Research
Whilst it may be argued that a circular economy is not the cure to the
global sustainability challenge, it offers an innovative framework for
decoupling economic growth from resource consumption and thus a
more sustainable long-term business model. Further research would be
required to understand, if fully implemented, to what extent the current
materials in the system would satisfy future demand, based on
projected growth in consumption.

Research Objectives and Rationale
The research group sought to explore the circular economy framework
and its successful implementation in an industry. To enable sufficient
depth in research and analysis, we focused on the sports footwear
industry. Initial research indicated a degree of work had begun in this
sector, thus presenting an opportunity for further research, critique and
recommendations to become a circular industry. The research question
is ‘how can the circular economy be successfully implemented in the
sports footwear industry?’

Number: 5
Author(s): Meg Bartow, Seleana Bines

The EMF model – ‘building blocks of a circular economy’ - frames the
analysis and conclusions. It was chosen for its industry system-wide
framework and ability to highlight recurring and contrasting themes.

Affiliations: Ogilvy, Washington, DC, USA
Title: IRS e-file with Free File Campaign: Encouraging and Supporting
Electronic Tax Filing in the U.S.

Methodology
The research explored a diversity of stakeholder groups to consider
system-wide perspectives and their interaction, influence and roles in
moving to circular economy. Qualitative evidence was collected through
interviews from eight stakeholder groups representing insights from
across the sports footwear industry, including: Consumers, Brands and
retailers, Government and industry associations, Waste management
entities, Universities, theorists and foundations, Small enterprises,
Sourcing (including upstream), and, other industry professionals.

General Subject Area of Paper: Social Marketing
Abstract:
Learning Objectives
The session is designed to give attendees an understanding of how
social marketing principles were used to help the IRS reach a legislative
mandate. At the conclusion of the presentation, attendees will be able
to: 1) Understand the challenge and barriers to technology adoption and
financial literacy related to taxes; 2) Develop strategies for effectively
implementing a comprehensive marketing initiative that includes Public
Service Announcements, the creation of partner resources, earned
media and digital assets; and 3) Describe approaches for reaching and
motivating diverse audience segments including (younger taxpayers,
senior citizens)

A total of 30 interviews were conducted over a six-week period. The
study also includes five case studies for another empirical perspective,
showcasing companies that are innovating with a circular economy
approach. These case studies are InterfaceFLOR, Herman Miller, Nike,
Puma and M&S, and are referenced rather than explored in-depth to
meet space limitations, for this submission. Theoretical research
reviewed current academic literature and practitioner approaches
relating to: Industry system(s); Business processes; and, Stakeholder
engagement and system change.

Situation
The U.S. government saw the need to transition from paper submission
of tax returns to electronic filing (e-file). In 1998 legislation was created
to increase the usage of e-filing to 80 percent usage by 2007, later
extended to 2012. At the same time the IRS wanted to lessen the
burden of preparing and e-filing taxes for the majority of Americans

Analysis and Evaluation
From analysing empirical research, five prominent themes emerged that
can help transform the sports footwear industry towards a circular
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Free File program offers a choice of brand name software or online
fillable forms to e-file federal tax returns for free. Research also
informed messaging and communications channels. With a limited
budget Ogilvy was able to implement an integrated campaign which
included PSAs and a micro site as the foundation of the campaign,
supported through targeted media relations, paid media, partnerships,
and digital engagement,

through a program called Free File, which had begun to see decline in
use.
Method/Execution
On behalf of the IRS, Ogilvy examined various social marketing theories
to guide program development. With millions of Americans (early
adopters) regularly e-filing and taking advantage of Free Free services,
Ogilvy chose social norming as the appropriate model in creating a
strategy to increase the usage of the IRS’ Free File offerings and e-file.
An integrated campaign was created and proved successful in moving
the needle.

Evaluation
Objective 1: Assist the IRS in achieving the mandate that 80 percent of
all tax returns are e-filed by 2012. Most recent ETACC report (June
2012) states the IRS reached the federal e-file mandate with 80 percent
of tax filers having filed their taxes through e-file.

Results
Free File integrated communications has helped halt the sharp decline
of Free File users and proved successful with increases in all
communications channels as compared to previous years. Most
importantly, electronic submissions reached 80 percent in 2011 for
individual returns. This rate remains consistent for 2012.

Objective 2: Continue the momentum and increase awareness and
engagement with the IRS Free File program among taxpayers. IRS
Free File performed strongly with the Fillable Forms seeing an increase
of 45 percent in usage over previous year and continued usage of the
brand-name tax software. Additionally, Free File assets performed
strongly across all channels. Significant elements contributing to
program success include search engine marketing, which consistently
exceeds total media spend by nine times; microsite traffic, which
increased 595.51 percent between year one and year two; earned
media and partnerships, which reach hundreds of millions every year;
and PSAs, which have a yearly average value of $10 million from radio
and broadcast placements.

Summary of Work
Situation Analysis
The U.S. government realized that an increase in electronic filing (e-file)
had several benefits to both tax payers and the government. The
reduction of paper submissions has environmental benefits and
provides efficiencies in processing tax returns ultimately saving time
and money.
Because of this, the Internal Revenue Service
Restructuring and Reform Act was passed in 1998. The Act made
significant changes in the management and oversight of the Internal
Revenue Service (IRS) to include a goal of having 80 percent of federal
returns submitted electronically by 2007, later extended to 2012. The
IRS’ strategy includes tactics for outreach to businesses and individual
tax payers. Specifically, e-filing and tax preparation for tax payers could
be addressed by providing a free and secure way to prepare and e-file
their taxes online.

References
1. Annual Report to Congress. (2012, June) Electronic Tax
Administration Advisory Committee. Retrieved from:
http://www.irs.gov/pub/irs-pdf/p3415.pdf
2. Free File. (2012). Multimedia Library. Retrieved from
http://www.freefile.irs.gov/spread-theword.html#.UG8SsK6wXQQ
3. Internal Revenue Service. (2012). E-file. Retrieved from
www.IRS.gov/Filing

For the past nine years, the IRS has worked directly with brand-name
tax software companies to provide free tax preparation and e-filing
through the IRS Free File Program. This partnership has enabled more
than 36 million Americans to save money and securely e-file. Prior to the
2010/2011 campaign, individual e-filing rates were at 70 percent (thanks
to Ogilvy PR efforts in 2009-2010).

4. Internal Revenue Service (2012). Free File. Retrieved from
www.IRS.gov/FreeFile
5. Title I- Reorganization of Structure and Management of the
Internal Revenue Service. Public Law 105-206 (1998, July 22).
Retrieved
from:
http://www.gpo.gov/fdsys/pkg/PLAW105publ206/pdf/PLAW-105publ206.pdf

In 2011, individual returns (Free File supports individual returns)
exceeded 80 percent filing rate and currently remains at this rate.
However, awareness of the Free File Program remained low and usage
decreased, despite the fact that Free File is available for use by all
Americans.

Number: 6

Objectives: To increase the understanding and usage of the Free File
program, the overall campaign objectives were to: 1) Assist the IRS in
achieving the mandate that 80 percent of all tax returns are e-filed by
2012; and 2) Continue the momentum of increasing awareness and
engagement with the IRS Free File program among taxpayers.

Author(s): George Bell
Affiliations: The Australian National University, Canberra/ACT,
Australia
Title: How do we define success in climate disaster communications?
Abstract: Key Words: social marketing; disaster warnings; Climate
change; Stages of change

Primary Audiences: All US taxpayers have a Free File option;
however, Ogilvy worked with IRS to examine its records to identify three
audience segments that allowed the IRS to focus and target its
outreach:

Introduction
We have seen lack of preparedness of many disaster relief and
recovery agencies over many years. The examples of the 2005
hurricane Katrina disaster and its aftermath for New Orleans, the 2004
Indonesian Tsunami and many others are well known. We have also
witnessed the increasing attention in the international press to issues
such as ‘Food security’ and ‘Peak Oil’. It is therefore important and
urgent to examine the success of communication and policy
interventions. How do we really know when our social marketing
activities work? Success of communication campaign outcomes and
Government policy initiatives can be defined by the observer. It is
asserted in this paper that the evaluation measures the government
applies are inadequate for measuring this type of complex and
ambiguous public policy initiative. For example in considering the
nature and timing of practical interventions for the issues of Global
warming and increasing large weather events such as floods,
behavioural measures are useful for determining how effective and
efficient public policy outcomes which flow from the campaign goals.

• Young Independents: Teens/young-twenties living on their own for
the first time.
• Struggling Families: Lower-income families; consistently core Free
File users.
• Savvy Seniors: Generation nearing retirement; comfortable with
computers and web.
Strategic Approach: Research revealed that e-filing is, in fact, the
most popular way to file taxes; therefore, Ogilvy PR’s campaign strategy
leveraged a social norming approach, which indicates that much of
people’s behavior is influenced by their perception of how other
members of their social group behave, to encourage those 30 percent
of taxpaying American that are not exploring the desired behavior (to efile) to change. Since most people dread tax season and consider filing
correct returns a difficult task, by positioning Free File and electronic
submissions (e-file) as the easier way to approach your taxes, the IRS
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A $ 4million public communication campaign which was run by the NSW
SES. It had the objective of raising awareness and the level of flood
preparedness among residents in a designated flood zone. Campaign
elements to date have included town meetings, flood practice days, the
production of flood safe kits and some limited press advertising. The
NSW SES conducts contracted research and has an internal
Management Information System in place to keep track of expenditure
and program outcomes such as general community awareness, and
preparation of flood evacuation procedures.

The NSW State Emergency Services in Australia
This study extends the concepts of social marketing to the
communication of flood risk that are salient in creating a comprehensive
communication strategy that generates not just awareness but
behavioural change. The researcher uses an action research approach
taken to the development of a comprehensive communication program
devised for the New South Wales State Emergency Services (SES). It
takes account of what constitutes desirable outcomes in a difficult
political environment where there are conflicting agendas of the
organisation and its stakeholders. This complex communication
environment ensures that the creation of an effective communication
strategy and its evaluation is given high priority.
Traditional Approaches to Community Education
Historically, when emergency services such as the SES have
undertaken flood education, it has taken a traditional approach to
informing the community about flood risks. This traditional model is one
where the SES professional is the ‘active agent’ and the community
member is the passive recipient of appropriate messages (Macdonald,
1998)
The effectiveness of this traditional education model was measured by
the extent to which individuals implemented safety messages. The
messages contained the appropriate information or action necessary to
prepare for an emergency, such as clean gutters, have a portable radio
and know your evacuation route. The indicators used to determine a
successful campaign were focussed on the ability of the individual to
recall the safety messages presented through mass media.
One of the failings of the traditional model is the assumption that merely
informing the individual or community about a hazard will lead to
behaviour change. It is apparent that more must be done then just
providing appropriate information in order to create the desirable
behavioural change. The focus in this traditional methodology was on
individual behavioural change, through conveying information, rather
than broadening the focus to include the social setting in which people
make decisions about their own flood risk (Macdonald, 1998, p144).

Source Bell 2011
It is easy to define success on the traditional program evaluation bases
as follows:
• Appropriateness: The campaign was been authorized by an
interdepartmental
committee: The
NSW
Government
Hawkesbury-Nepean Flood Management Committee (HNFMC,
1997).

The Flood Smart Campaign
This study took a new approach to the holistic needs of the organisation
and the target communities. The researcher drew from a number of
tools already tried and proven in the health intervention side of social
marketing. The researcher observed evidence of all approaches in the
development of a holistic communication program for the NSW SES.
Profiles of vulnerable communities were developed and are useful in
helping craft salient messages for each segment. The researcher also
used the Prochaska, DiClemente & Norcross (1992) Stages of
Behaviour Change model to help with communication planning.

• Effectiveness: As there is yet to be a flood in the area, it is not
possible to evaluate behaviour in a flood situation. The surrogate
measure of compliance has been attendance at flood awareness
practice days (source: internal planning documents). All campaign
elements have been pretested with respect to their message take
out, and attractiveness. This is not done using an external
researcher but informally among volunteers. In order to properly
identify the target audiences psychographic profiling of the
population in the vulnerable community was developed (Colmar
Brunton, 2000).

1. Raise Awareness of Flood Readiness in pre- contemplation
phase

• Efficiency: Evaluation has been incorporated into all levels of the
campaign planning and management. The conduct of the
elements of the campaign is being evaluated by the authorising
committee in terms of efficiency of expenditure of funds.

2. Increasing the Benefits of Flood Readiness in Contemplation
phase
3. Increase the Positive Influence of Others

Bells model (2011) includes these elements as an essential start of a
holistic evaluation program. It is much harder and yet essential to
determine the other evaluation metrics.

4. Increase Independence
5. Reward and Reinforce Positive Behaviour
Evaluation

• Protocols for each type of communication vehicle in the Grunig
and Hunt typology

It has been easy for Governments to evaluate social marketing
communication programs using soft measures such as awareness and
recall this paper calls for a move towards measuring the hard metrics of
behavioural intention and behaviour. This requires the development of
key performance indicators KPIs that require the collection of external
data as benchmarks and the establishment of a rigorous Return on
Investment (ROI) approach to communication programs. Bell using
longitudinal campaigns such as teenage alcohol and illicit drugs
developed an evaluation framework and set of protocols that can be
applied to this type of program readily to different social marketing
brands including disaster communication (Bell 2011). The model
includes the metrics for effectiveness efficiency and appropriateness
commonly measured in social marketing programs but adds outcome
measures such as Return on Investment.

• The Impacts of the campaign
• the Return on Investment calculations that measure behaviour
change,
• the actual benefits to the community, for the bureaucrats, the
government
• the timing of each element of the communication intervention,
upstream and downstream.
• the assessment of perceived risk of doing nothing or overloading
the communication
• The transparency or accountability of the program.
Each of these metrics are possible to determine and are easy to
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implement. They provide a richer and more useful set of strategic
decision making data than simply relying on simplistic measures as
awareness and recall.

development of effective public awareness programs”. Proceedings
from Australian Disaster Conference, Canberra (November 19-20)
pp.257-261.

Limitations and future research

Young, J (1999). “Research Implications Paper for the Public
Awareness Project”. Colmar Brunton Social Research, Canberra.
(unpublished).

One limitation is the difficulty of identifying the attitudinal or behavioural
effects resulting from communication campaigns as distinct from the
effect of other interventions, such as education, legislative change and
enforcement. The problem of forensically isolating the effect of all
marketing inputs is also a problem for commercial marketing. The
distinction here is that Governments can enforce behaviour change. A
discussion of this issue has been explored in social marketing literature
(Rothschild 1999).

Number: 7
Author(s): Valéry Bezençon
Affiliations: University of Neuchâtel, Neuchâtel, Switzerland
Title: Success factors of social marketing programmes: a comparative
analysis of approaches to prevent drunk-driving

Implications and Conclusion
Clearly there are issues of scale but lessons can be learnt from small
communication programs such as this across a number of countries and
jurisdictions.

Focus of the work (audience, issue, setting)

Social Marketing practitioners need to take account of perceived risk in
crafting communication messages. There is a need to look at market
segmentation as precisely as is practicable. Communication is complex
and should neither be overestimated nor underestimated. Social
marketing principles can be successfully applied in non traditional areas
such as disaster communication

The outcomes of this research - best practices in drunk-driving
prevention - are of interest to managers of social marketing
programmes. The research is also interesting from a scientific
perspective as it generates propositions stemming from several case
analyses to conceptualize success for various types of social marketing
programmes.

A Social marketing approach can help will demand more creative and
more cost effective ways of delivering our messages. The integrated
evaluation framework being developed can be applied by all social
marketing organisations whose objective is community behaviour
change. It will help social marketeers get and maintain budgets and help
them get the best value for their limited resources.

Aims and objectives of the work

Abstract:

This research has three main objectives:
• To identify best practices in the area of drunk-driving prevention
• To identify traps to avoid according to the approach
• To generate propositions of success factors relevant in social
marketing programmes aiming at behaviour avoidance

This research demonstrates the need to look at market segmentation as
precisely as is practicable. Clearly, social marketing principles can be
successfully applied in non-traditional areas such as disaster
communication. The integrated evaluation framework developed by
Bell, can be applied by all social marketing organisations whose
objective is community behaviour change.

The ambition is not to identify one sole best practice for drunk-driving
prevention. The research identifies best practices given specific
contexts and objectives.
Rationale, reasons or driver for the work
The use of marketing techniques to influence behaviours to improve
personal welfare and that of the society has long been used. However,
since the introduction of the social marketing concept in the scientific
literature by Kotler and Zaltman (1971), there have been only few
attempts to understand what makes a social marketing programme
successful. This is likely due to the difficulty of designing, delivering and

Disaster warnings are complex communication tasks. The NSW SES
has now put in place a program that is substantially based on social
marketing principles and take into account the political sensitivities of all
stakeholders. The behavioural change however may never be
measured with any certainty until a new flood event happens.
It is reassuring that the objective is 100% voluntary compliance.
Anything less would mean death and social disruption. This is a true
marketing approach.

above all evaluating the impact of a social marketing programmes. In
general, social marketing has proven difficult to apply and to research
due to several factors (Bloom & Novelli, 1981; Rothschild, 1979), such
as the difficulty to obtain valid and reliable information on the market or
to sort out the relative influence of identified determinants of behaviours.
However, as Bennett and Sargeant (2005) mention, the field requires
additional work in relation to the delineation of critical success factors in
order to continue to develop.
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practices and major hurdles by type of programmes are derived from
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Findings or conclusions

Thousand Oaks: Sage.

The research is not yet finalized (it will be finalized end of December
2012). Consequently, it is too early to discuss the findings and the
conclusions. Below is an overview of the three programmes that are
analysed in this research:

Number: 8
Author(s): Namita Bhatnagar, Rajesh Manchanda

1. Agents spread at public events to motivate drivers not to drink
(drinking prevention). It is a programme targeting young people. Agents
get around the premise of the events early in the evening and contact
groups of people to identify the drivers. They discuss how they plan their
way back. Then, they offer the drivers to sign a moral contract not to
drink (and give them vouchers for free soft drinks).

Affiliations: University of Manitoba, Winnipeg, Manitoba, Canada
Title: Encouraging Charitable Actions towards Beneficiaries seen as
“Less Worthy”
Abstract:
This research examines the following questions. How should charitable
campaigns for people/causes that are seen as “less worthy” be
designed? Would recipients’ own benevolence (and therefore their
worthiness) impact others’ willingness to help? What impact would the
severity of the need have on the willingness to extend help? Answers to
these questions have important considerations for communications and
fund raising.

2. Volunteers driving potential drivers in state of inebriation home
(driving prevention). A hotline is set up for drivers that call it when they
are in a state of inebriation and wish to go back home. Volunteers drive
the person who called (and potentially accompanying people) back
home with his / her car.
3. Communication campaign through billboards by the side of the
road. It is an awareness raising programme targeting all drivers, which
focuses on two axes: the luck of people in a state of inebriation who did
not drive their car at the end of the evening and the danger of drunkdriving due to reduction of reactions.

Reciprocity (i.e., a mutual give and take) is a universal social norm
(Gouldner 1960) found across diverse domains such as altruism (Krebs
1975), social responsibility (Berkowitz & Daniels 1963), and cooperation
(Komorita 1965). Direct reciprocity occurs when help is provided to
those who would help us back. Indirect reciprocity occurs when help
provided is reciprocated by “passing it forward” to a third-party
(Alexander 1987). Help givers engage in “moralistic aggression” (i.e.,
thoughts, feelings, actions that are angry or retaliatory in nature) where
there is a violation of the reciprocal pact (McGuire 1991). In order to
avoid feeling taken advantage of, reciprocal altruists are careful to
choose like-minded individuals as exchange-partners (Rothstein 1980).
One way to gauge potential partners is on the basis of their altruistic
behaviors toward third-parties (Humphrey 1997). Recipients that have
helped others in the past are more likely to return the favor directly or
indirectly (Nowak & Sigmund 1998), and negative reciprocity in the form
of sanctions—a key means to promoting cooperation (Fehr & Gächter
2002)—may be imposed by withholding help from norm violators
(Diekmann 2004). Therefore, we expect that:

Lessons learnt
Several lessons can be drawn from these comparative case studies. In
particular, they set the foundation to develop a framework to understand
which are the key levers to pull in order to design, deliver and evaluate
marketing programs effectively and efficiently. They do so by producing
insights on questions such as:
• Should success be defined by type of programme?
• What is a relevant typology of social marketing programmes?
• Are there types of programmes that are more successful than
others?
• Are there generic success factors by types?
• What are the critical variables to manage in each process
underpinning the design, delivery and evaluation of marketing
programs?

H1: As perceived recipient helpfulness towards third-parties rises,
people’s willingness to help the recipients will rise.

• How can we benchmark and compare programmes?

Shotland and Stebbins (1983) and West and Brown (1975) found that
people are more likely to help when an emergency is more severe.
People are also more willing to seek help when problems are dire
(Hinson & Swanson 1993). Thus, we expect that:

Suggested next steps
Once the research is finalized, quantitative analysis to measure the
success of the programmes could be explored. In particular, it could be
possible through proper experimental design to test the effect of the
agents on the field approach on the target group. A field experiment
could be designed so that a set of people are enrolled in the experiment
during an event and split in a control group and an experiment group.
The experiment group is proposed the moral contract to sign (agreeing
that they will not drink), whereas the control group is only told to pass
by the desk when leaving the premise. When people leave the event,
they are asked to fill a questionnaire with their consumption details (or
to pass a breathalyzer test). The two groups can be then compared to
measure the effect of the “moral contract” on the driver’s consumption.
This will be an interesting experiment to test the actual effects rather
than measuring perceptions of effects.

H2: As perceived situation severity rises, willingness to help the
recipient will rise.
People weight the cost of not helping when deciding whether to provide
assistance (Piliavin et al. 1969). This can appear steep and trigger good
samaritanism in grave situations. Helping also occurs when we attempt
to relieve others’ distress or the distress caused by putting ourselves in
their position (Batson et al. 1983). Grave situations are likely to prove
distressing, thereby raising the likelihood of help provision without
regard for direct/indirect returns. Therefore, we expect that:
H3: Perceived situation severity will moderate the effect of recipient
helpfulness on willingness to help, such that:
(a) When situation severity is low, willingness to help will be higher
when the recipient is seen as more-versus-less helpful,

References
Bennett, R., & Sargeant, A. (2005). The nonprofit marketing landscape:
guest editors' introduction to a special section. Journal of Business
Research, 58(6), 797-805. doi: 10.1016/j.jbusres.2003.12.001

(b) When situation severity is moderate, willingness to help will remain
higher when the recipient is seen as more-versus-less helpful, and

Bloom, P. N., & Novelli, W. D. (1981). Problems and Challenges in
Social Marketing.

(c) When situation severity is high, there will be no significant difference
in willingness to help whether the recipient is seen as more-or-less
helpful.

Journal of Marketing, 45(2), 79-88.
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Further, the effects of recipients’ prior helpfulness and situation severity
on willingness to help should be mediated through empathy toward
recipients (Batson 1991). People are more inclined to help those they
feel empathetic towards (Davis 1996). We posit that people are
empathetic towards those that are also seen as concerned about
others’ welfare. Similarly, the more severe the situation, the greater
should be the distress felt for the victim. We therefore expect that:
H4: Empathy for the recipient will mediate the effects of recipient
helpfulness and situation severity on willingness to help.
A 2 (recipient’s helpfulness: low, high) by 3 (situation severity: low,
moderate, high) between-subjects design was used. 180 students at a
major university were randomly assigned to the experimental conditions
that were manipulated via two scenarios: First, a person was portrayed
as being either helpful or not toward a third-party; Next, this person was
then shown as being in need of help themselves in either a low,
moderate or high severity situation (Greitemeyer et al. 2003). These
manipulations were successful. Willingness to help was gauged via the
item: “How willing would you be to help the driver of the car” (1=not at
all, 7=extremely so). Empathy toward the recipient was assessed by
averaging ratings on six adjectives (Batson et al. 2002): sympathetic,
compassionate, softhearted, warm, tender, moved (α = .97; 1=not at all,
7=extremely).

Table 1: Mediating role of empathy toward recipient within the effects of
recipient’s helpfulness and situation severity on willingness to help

Hypotheses 1-3 were tested via a 2x3 ANOVA. Respondents displayed
significantly greater willingness to help when the recipient was more
helpful (F(1, 174)=19.99, p<.001, Mlow helpfulness=5.13, Mhigh
helpfulness=6.00), and the situation was more severe (F(2, 174)=36.76,
p<.001, Mlow severity=4.40, Mmoderate severity=6.05, Mhigh
severity=6.24). The two factors significantly interacted with each other
(F(2, 174)=3.84, p<.05). Planned contrasts within the low severity
conditions showed a significant simple effect of recipient helpfulness
(F(1, 174)=22.83, p<.001)—when recipient helpfulness was perceived
as low, respondents’ willingness to help the recipient was significantly
lower than when helpfulness was high (Mlow helpfulness=3.61, Mhigh
helpfulness=5.19). Contrasts in the moderate severity conditions also
demonstrated a significant simple effect of recipient helpfulness (F(1,
174)=4.92, p < .05). While lower willingness to help was reported when
the recipient was perceived as less-versus-more helpful (Mlow
helpfulness=5.67, Mhigh helpfulness=6.43), the significance levels and
mean differences were lower than in the low severity condition.
Contrasts in the high situation severity conditions showed no significant
difference in willingness to help the recipient regardless of whether or
not the recipient was perceived as helpful (F(1, 174)=.67, ns, Mlow
helpfulness=6.10, Mhigh helpfulness=6.38). Hypotheses 1-3 are thus
supported (fig 1). Empathy for the recipient generally mediated these
effects (supporting hypothesis 4; Baron & Kenny 1986; table 1).

Number: 9
Author(s): Namita Bhatnagar, Jane McKay-Nesbitt
Affiliations: (1) University of Manitoba, Winnipeg, Manitoba, Canada
(2) Bryant University, Smithfield, Rhode Island, USA
Title: Environmentally Responsible Attitudes and Intentions: The Impact
of Regulatory Focus and Message Frame
Abstract:
It is widely recognized that our environment needs to be protected and
that individuals can play an important role in providing that protection.
For example, the United States Environmental Protection Agency (EPA)
reminds individuals that “Today we realize that each thing we do can
help or hurt our planet in many ways. We all need to take ownership of
environmental
protection.”
(http://www.epa.gov/gateway/learn/greenliving).

We contribute to theory by examining: (a) a reciprocal altruism
framework of help-giving contingent upon multi-party interactions, (b)
the moderating effect of situation severity, and (c) the mediating role of
empathic concern. In practice, effective framing is important for
designing charitable requests (Chang & Lee 2009). Our research
suggests that charitable solicitations be framed appropriately—namely,
by asserting need severity or emphasizing recipients’ benevolent
tendencies. For example, the effectiveness of fundraising for a
community or charitable campaign that we are unfamiliar with could be
increased if their benevolent actions are highlighted. On the other hand,
if challenges are severe, fundraising should centre on the severity of the
issue—emphasizing past benevolence need not be as central. In
addition, this research underscores the importance of all organizations
behaving in a socially responsible or benevolent manner, as this
increases the likelihood that help would be received if the need arises.

The goal of this work is to contribute to the task of creating and
maintaining a healthy environment by identifying factors that contribute
to an individual’s willingness to behave in an environmentally
responsible manner. Specifically, we report a study in which we
investigate how individual differences in an individual’s regulatory focus
impact environmentally responsible attitudes. In a second study we
investigate how marketing message frames (i.e., recycle or reduce
messages) interact with the message recipient’s regulatory focus to
influence the recipient’s environmentally responsible attitudes, feelings,
and intentions.
Rationale for this work
Regulatory Focus Theory suggests that while individuals may share the
same goals (e.g., a desire for a healthy environment), they differ in their
preferences for the means of achieving those goals (Higgins, 1987).
Some individuals prefer a promotion-focus as they pursue goals while
others adopt a prevention-focus in pursuit of their goals. Promotionfocused individuals are concerned with achieving an ideal state (e.g., a
healthy environment) and eagerly strive to reach their goals (Crowe &
Higgins, 1997). Prevention-focused individuals are concerned with
preventing a problem (e.g., an unhealthy environment) and are cautious
and careful when pursuing goals.

References available upon request.
Figure 1: Effect of recipient’s helpfulness & situation severity on
willingness to help
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Individual differences in regulatory focus have been found to occur
chronically in individuals; adults display a preference for either a
promotion or a prevention focus as they pursue goals (Higgins et al.,
2001). While these chronic differences are thought to emerge as a
result of childhood socialization processes (Higgins, 1987), regulatory
focus can also be temporarily induced by external stimuli and may vary
across situations (Higgins, 1999; Idson et al. 2000).

http://www.cleanriver.com/recycling_programs_and_education/recyclin
g_slogans_catch_phrases_and_facts/recycling_messages.aspx), this
study examined a specific environmental threat—i.e., plastic bag use—
and contrasted the effectiveness of recycle, reduce, or recycle and
reduce messages within this context.
One hundred and sixty-seven undergraduate students from the same
university as Study 1 participated in Study 2 in exchange for partial
course credit (63.5% male, mean age = 19.84 years). Environmental
concern and chronic regulatory focus were measured in the same
manner as Study 1. A 3 (message frame: recycle, reduce, recycle and
reduce) by 2 (regulatory focus prime: promotion, prevention) between
subjects experimental design was employed to explore people’s
reactions to environmental action messaging. Following the
environmental concern and chronic regulatory focus measures,
participants engaged in a commonly reported regulatory focus priming
activity (e.g., Wang & Lee, 2006). Participants then read the specially
developed marketing message and responded to questions that
assessed
environmentally
responsible
attitudes
(favourable/unfavourable; good/bad) and intentions (intend to do what
message advocates), as well as feelings toward themselves and others
who engaged or did not engage in environmentally responsible
behaviours. Demographic information was then captured.

The effects of individual differences in regulatory focus have been
explored and reported in the literature for many years (e.g., Higgins,
1987; Polman, 2012) and have been investigated in a variety of
domains (e.g., Brockner & Higgins, 2001; Latimer et al., 2008) including
social marketing. For example, regulatory focus has been shown to
influence an individual’s ability to start or maintain healthy behaviors
(Fuglestad, Rothman, & Jeffery, 2008). Promotion-focused individuals
are better at starting weight loss or smoking cessation programs
whereas prevention-focused individuals are better at maintaining them.
A person's regulatory focus has also been shown to influence the
salience of the perceived ease or perceived effectiveness of health
behaviors (Keller, 2006). Promotion-focused individuals report higher
intentions to perform advocated health behaviors when they perceive
that health behaviors are easy whereas prevention-focused report
higher intentions to perform advocated health behaviors when they
perceive that health behaviors are effective. In addition, a promotion
focus has been shown to increase the intensity of desire when
consumers are faced with temptation and increase their ability to resist
temptations (Dholakia, Gopinath, Bagozzi, & Nataraajan, 2006).
Interestingly, although individual differences are recognized as
important determinants of environmentally responsible behaviours (e.g.,
Ngo, West, & Calkins, 2009), little attention has been paid to the
relationship between an individual’s regulatory focus and
environmentally responsible attitudes and intentions. Furthermore,
although the relationship between an individual’s regulatory focus and
the framing of a marketing message (i.e., regulatory fit) has been
investigated in a variety of social marketing contexts [e.g., smoking
(Zhao & Pechmann, 2007); physical activity (Latimer et al., 2008)], to
date, the effects of regulatory fit on environmentally responsible
attitudes and intentions has not been reported in the literature.

Analysis of the environmental concern and chronic regulatory focus
scores revealed that the previous results were replicated; there was a
significant correlation between chronic promotion focus and
environmental concern (r(167) = .27, p < .001), while no significant
correlation between chronic prevention focus and environmental
concern emerged (r(167) = .09, p = .249).
The Analysis of Variance (ANOVA) with message frame and
regulatory focus prime as factors and emotions and environmentally
responsible attitudes and intentions as dependent variables, indicated a
main effect of message frame on positive emotions toward other people
that do align their behaviours along the recommended environmental
actions—respondents most admired (F(2,161) = 3.18, p < .05, Mrecycle
= 5.41, Mreduce = 5.13, Mreduce&recycle = 4.76), respected (F(2,161)
= 2.93, p = .056, Mrecycle = 5.61, Mreduce = 5.09, Mreduce&recycle =
5.09) and were happy with other people (F(2,161) = 3.09, p < .05,
Mrecycle = 5.54, Mreduce = 5.29, Mreduce&recycle = 4.96) when the
recycle messages were viewed. These emotions were tempered for
reduce as well as reduce-and-recycle messaging. Similarly,
participants’ attitudes toward environmentally responsible behaviours
(F(2,161) = 3.13, p < .05, Mrecycle = 5.88, Mreduce = 5.42,
Mreduce&recycle = 5.35) and attitudes toward others that behaved in
an environmentally friendly fashion (F(2,161) = 3.97, p < .05, Mrecycle
= 5.75, Mreduce = 5.69, Mreduce&recycle = 5.15) were most favourable
when participants viewed recycle messages.

Methodology and Results
Study 1. Two hundred and forty eight undergraduate north-eastern US
university students (males = 60.1%, mean age = 20.4 years)
participated in this study in exchange for partial course credit.
Participants attended study sessions in groups of up to 16 students over
a two week period and responded to questionnaires in an individual
fashion. Survey administration and data collection occurred online using
the software program MediaLab 2010. Participants were first asked to
indicate their attitudes toward a variety of conservation and pollution
related ecological issues on 8 items adapted from Weigel & Weigel’s
(1978) Environmental Concern scale (where 1= strongly disagree and 7
= strongly agree, Cronbach’s α = .80). This was followed by the 18-item
General Regulatory Focus Measure (GRFM; Lockwood, Jordan, &
Kunda, 2002) designed to capture respondents’ chronic regulatory
focus (where 1 = not at all true of me and 9 = very true of me;
Cronbach’s αpromotion = .84, Cronbach’s αprevention = .81). Finally
participants were asked to provide demographic information (gender,
age).

A second ANOVA with message frame and chronic regulatory focus
as factors—participants were assigned to promotion or prevention focus
groups based on a median split of the difference between their
promotion and prevention scores (Zhao & Pechmann, 2007)—and
environmentally responsible intentions as the dependent variable
revealed a marginally significant interaction between message frame
and chronic regulatory focus (F(2,160) = 2.70, p < .07). A planned
contrast showed that promotion-focused individuals respond better to
recycle messages (F(1,55) = 4.53, p < .05) whereas prevention-focused
individuals respond well to both recycle and reduce messages (Table 1).

Results of Pearson’s bivariate correlation indicated a significant
positive correlation between chronic promotion focus and environmental
concern; as individuals’ chronic promotion orientation rose, so did their
environmental concern (r (248) = .21, p < .001). The mean (SD) for
chronic promotion focus was 7.48 (1.01) and for environmental concern
was 4.50 (.73). There was no significant correlation between
respondents’ chronic prevention focus and environmental
consciousness (r (248) = .05, ns). The mean (SD) for chronic prevention
focus was 5.31 (1.42).

Table 1. Means (SDs) of Environmentally Responsible Intentions

Recycle Message Frame

Chronic
Promotion
Focus
5.60 (.24)

Chronic
Prevention
Focus
5.15 (.20)

Reduce Message Frame

4.80 (.22)

5.12 (.23)

Next Steps

Study 2. Study 2 was undertaken to demonstrate the robustness of the
Study 1 results. We also wished to examine the impact of priming
people’s regulatory focus. Further, as environmental action messages
are often centred on the idea of ‘Recycling, Reducing, and Re-using’
(
e
.
g
.
,

We have identified an important relationship between regulatory focus
and environmental concern. In addition, we have identified a regulatory
fit effect (promotion focus and recycle messages) on intentions to
perform environmentally responsible behaviours in a context that
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up to social policy. Hence the need for a comprehensive social
marketing framework to understand the issues and to plan for action.
This paper is one step towards that larger, long-term goal.

involves the use of plastic shopping bags. Our results suggest that
messages designed to encourage individuals to reduce consumption
are not as well received as recycle messages and are particularly
ineffective with promotion-focused individuals. As our goal is to identify
factors that encourage people to engage in all types of environmentally
responsible behaviours, future work will focus on gaining understanding
as to why promotion-focused individuals do not respond well to reduce
messages and on identifying factors that may qualify this relationship.
References available upon request.

Methodology applied: Below, the method and the findings of a recent
visual discourse analysis (VDA) will be described. The VDA was the
beginning of the first (critical) step towards the second (creative) step in
an integrated social marketing plan. Two overarching research
questions guided the VDA of the parent-education products of a national
SSA:

Number: 10

(1) What notions of parenthood are produced in ECD educational
materials, how are they visually and textually produced, and what
are the likely social implications of such messaging?
(2) In what ways are fathers presented differently than mothers within
these ECD documents, and what does their presentation imply
about this national SSA’s vision of parent’s role(s) during the early
years?

Author(s): Kevin Black
Affiliations: University of Toronto, Toronto, Ontario, Canada
Title: Promoting engaged parenting in the early years using an
integrated critical and creative social marketing approach

The visual and textual representations of mothers and fathers were
interrogated using a 13-question VDA and a 7-category metaphor
analysis framework (Zaltman, 2003). Analytic foci included the diversity
of actors, ECD behaviours, and emotional tone of the texts. Together
these analyses revealed constructions of parenthood that could much
better match the needs and desires of contemporary parents.

Abstract:
Focus of this work: In comparison to other public health issues (e.g.,
tobacco control or physical health), the mindset and techniques that
exemplify social marketing are less frequently utilized when social
service agencies (SSAs) attempt to address the challenges and
opportunities of promoting early childhood development (ECD). In this
working paper I will explore some of the ways that social marketing
could advance the way SSAs design, distribute and promote socially
beneficial products and services for parents with young children, but
also the way they unconsciously brand (and could purposefully and
beneficially re-brand) fatherhood, motherhood and parenthood. The
discussion will integrate a critical, then a creative, social marketing
approach to the issue of ECD promotion. I will begin with an overview
of a recent visual discourse analysis (VDA) that examined the social
construction of parenthood produced by a national clearinghouse
organization (Black, 2012). Then I will use the NSMC’s benchmark
criteria, along with the notion of branding and the technique of metaphor
elicitation, to suggest ways that social service agencies could innovate
the way they support the parenting behaviours and attitudes that tend to
beneficially impact young children’s healthy development.

Findings: Overall, the VDA evaluation revealed a dearth of
ethnocultural diversity and an abundance of gender stereotypes. With
regard to parenting roles, fathers were rarely portrayed or mentioned,
and when they were, they were depicted as secondary, lower-status
caregivers. Overall, the general lack of portrayed diversity—in all its
manifestations—suggests a rather idealized version of childhood and
parenting. Specifically, nowhere was a struggling or frustrated parent,
an impoverished single or teenage parent, an unconventional boy or
girl, or gay or lesbian parents, to name several possible challenges to
the conventional depictions of parenting and ECD. It is doubtful that
parents who are not white, urban, well-educated, middle class,
heterosexual, with healthy, happy children would see their lives
portrayed in these popular parent-education products. From a social
marketing viewpoint, this could be seen as a lack of insight,
segmentation, and customer orientation impacting millions of children
and families.

Aims of this paper: I believe that social marketing’s customer-centred
problem-solving mindset, together with its heuristics and techniques,
makes it a highly useful framework for addressing the issues
surrounding the promotion of children’s physical, emotional, cognitive,
social and community health outcomes, or what could collectively be
called healthy ECD. My ultimate aim is to show that social marketing
could and should be used more often by SSAs focused on healthy ECD.
My secondary aim is to model a way that critical and creative social
marketing can be integrated into a unified campaign for improved ECD.
To support these aims, I will briefly describe the findings from an
evaluation that used a social marketing focus with a VDA to assess the
ECD-promoting products of a national SSA. Then I will discuss the way
these VDA findings could be used to inform a social marketing plan that
more accurately reflects the needs, desires, motivations and conceptual
frameworks of diverse parents.

Three next steps: First, further VDAs could thoroughly inform a critical
social marketing analysis of Canadian ECD products, especially those
that fall under the rubric of “parent education materials.” These VDAs
should then be integrated with existing evaluations of ECD services,
which show a problematic mismatch between parents’ most common
needs and desires, and the social services and products that SSAs
typically provide (Russell et al, 2011; cf. product/ sales concepts vs.
marketing concept in Kotler & Lee, 2011). Second, examine the findings
from the VDAs using the NSMC’s social marketing benchmark criteria.
For example, the VDA described above highlights the need for
segmentation, insight, a focus on behaviour change (and the
environmental support for such changes), an attractive exchange, and
above all, a customer orientation. Third, since most ECD social services
and products are created using a “maternal template”, and far less is
known about fathers’ ECD-based motivations and needs (Palkovitz,
2002), marketing techniques such as metaphor elicitation could be used
to gain insight into fathers’ motivations and conceptual frameworks of
parenting; segment the population of fathers; and ultimately, design a
meaningful exchange that encourages father engagement (which is not
only becoming more common, but has significant benefits for children,
families and communities; Allen & Daly, 2007).

Rationale for this work: Heart disease, Type 2 diabetes, obesity,
addictions, and depression are among the most debilitating problems
whose foundations have been linked to children’s “early years,” the age
from conception to age six. Since the late 1990s, experts in ECD and
health sciences have continually synthesized the scientific evidence,
vividly showing that the early years are the most sensitive time in a
person’s life for developing emotional regulation, social skills, and
cognitive capacities (McCain et al., 2011). During this window of human
development, population-level developmental trajectories harden,
becoming more difficult to change as individual’s age (Willms 2002).
Although these trajectories do not determine every individual’s lifetime
outcomes, at the population level these social gradients are remarkable
prescient. And since more than 50% of the variance in ECD is
statistically explained by factors such as early nurturance and local ECD
resources, children’s advocates have been calling for greater societal
investment in the early years. From a social ecological perspective,
social investment should occur from the level of individuals all the way

In sum, the public’s need for parent education and support from the
community are common and deeply felt experiences during the early
years. As a first step towards better meeting the needs of diverse
mothers and fathers, ECD SSAs should begin by critically examining—
and then re-designing, as necessary—what their parent-education
materials are communicating to their audiences. A critical and creative
social marketing framework for action would be a powerfully useful tool
for accomplishing this task.
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Title: Building organizational social strength – multi-stakeholder
communications networks

The following analysis is based on the 18 in-depth interviews with senior
communications executives/consultants, senior IGOs officers and
senior NGO leaders. We have included senior executives from the third
sector in our research following calls by Wood to include the
stakeholders’ perspective in the CSR research agenda (Wood, 2010).
Questions in the questionnaire were open-ended and based on the
methodological proposals of Hammersley and Atkinson (2000). The
choice of informants was based on a theoretical sampling rather than
random sampling, following the epistemological suggestions of Yin
(2003). The choice of senior respondents permits the drawing of
conclusions about trends in stakeholder management despite the
relatively small sample.

Abstract:
Third sector actors and companies need to maintain the dialogue. In the
current environment it is not possible to achieve profits while ignoring
social aspects. The marketing and communications become social
because they have to. Social legitimacy becomes an important driver for
businesses to move this Corporate Social Responsibility programmes
towards value creation as described by Michel Porter. This paper
presents snapshot of qualitative study on corporate communications
among leaders from private sector, IGOs and NGOs.
Introduction
Social media, CSR, multiplication of stakeholders create an
environment in which companies need to act socially in order to be
competitive. That leads to increased level of dialogue between the
actors from private and third sector. Actors which used to be closed in
separated groups are now entering to the dialogue. They also create
common platforms for cooperation. How this dialogue is managed and
what is the model of this dialogue?

Analysis
Communication is needed to build and maintain relationships with
stakeholders. It is also crucial to communicate in order to set an agenda
and build a dialogue with society at large. This is executed through
communications programmes which are easier to manage thanks to
new communication tools (i.e. social media). Senior communications
executives, managers from IOs and NGO leaders present a fairly
homogeneous view of the changes related to communications as part
of the stakeholder dialogue. Nevertheless, they articulate divergent
interpretations of the impact and role of these changes. Indeed, the
representatives from non-corporate sectors tend to attribute negative
judgments to the motivations of international corporations in the context
of CSR policies. These actions are perceived as cynical and oriented
towards enhancing corporate opportunities to build networks. In this
sense CSR is considered as an alibi with low impact on operations.
However, the majority still perceive multinationals as the change agents
in the multi-stakeholder environment. The strategic level of corporate
communications is expressed in the internal positioning of the head of
the unit. Third sector interviewees tended to place more emphasis on
the role of the relationship between the CEO/Head of an organization
and the head of communications. The most advanced learning includes

Theory development - CSR communications
As Carroll (1999) notes, the scientific discourse about CSR in the ’90´s
was driven by three main theories: Corporate Social Performance
(CSP), business ethics and stakeholder theory. New and alternative
terms appearing in the discourse build on the foundations established in
the ’60´s and ’70´s. The newest definitions and applications of CSR
focus on the collaborative and environmental aspects. Alexander
Dahlsrud compared 37 of the most common definitions of CSR which
are found in the scientific discourse. According to him the most popular
one is the definition from the Commission of the European Communities
which states: “A concept whereby companies integrate social and
environmental concerns in their business operations and their
interactions with their stakeholders on a voluntary basis” (Dahlsrud
2006 after Commission of European Communities 2001). This definition
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a network level. It is at that level that CSR initiatives become advanced
platforms for multi-stakeholder management. They allow partners from
the corporate and the third sector to build common initiatives. These
initiatives help corporations to build their reputational assets. The
perception of CSR varies. Corporate interviewees tend to perceive it as
a qualitative change which redefines the role of the organization in
society. Representatives of NGOs/IGOs tend to have a more cynical
view. They perceive CSR as a platform used by corporations to improve
their image and reputation. However, that is still beneficial to their
organizations as it forces cooperation. The NGOs and IGOs gain
access to advanced communications tools and financing which help to
get their objectives on the international agenda. Social media has a dual
role to play in this context. On the one hand, social media attracts a
wide range of stakeholders and allows the instant global spread of
information. These sophisticated tools are available to many
organizations due to the low entry costs (Anderson, 2006). They also
enable a message to be targeted with much greater precision, even to
a niche target group. Therefore, they play a crucial role in the global
agenda setting. On the other hand, social media provide a platform
which can be considered as a “meeting point” for all actors. They are a
tool which can be used in information management within the multipartner networks. Social media help also to define the trends in the
society. Nevertheless, social media are just a tool which allows easier
and more effective communication between the stakeholders. A multistakeholder dialogue is possible on the basis of CSR programmes
which lead to the creation of PPPs and other forms of collaboration.
Deontological judgment of these actions and programmes varies (Forrer
et al., 2010). Private sector executives are more enthusiastic and
describe them in terms of change (even revolutionary) while NGO/IGO
executives present a more distanced approach.
Comparative table – patterns
Factors/
Private sector
variables
interviewees
Perception of
Core managerial
public relations function: Public
relations is a job
function which aims to
build and manage
relationships with key
stakeholders and build
the brand.

Definition of
stakeholders

Large definition
(outward-oriented):
Stakeholders are
perceived in the
broadest sense (with
one exception).
Companies need to
communicate with
multiple actors able to
influence perception of
the company and its
operations. The most
important stakeholders
are the societal ones.
Perception of the
stakeholders is dynamic
and now includes more
actors than ever before.
Challenges
Revolutionary: Social
related to social media redefine the way
media
companies and
organizations
communicate and
operate.

Changes in
social
engagement

Definition of
CSR

Vision of CSR

NGO/IGO interviewees
Core organizational
function:
communication is an
indispensable element
for organizations
operating in the current
environment and is a
requirement for
obtaining funding and for
getting issues on the
global agenda.
Large definitions
(inward-oriented):
Need to communicate
with multiple
stakeholders is stressed.
However, the definitions
and focus is on the
donors, members and
constituencies of the
organization.
Stakeholders are
perceived from the
organizational
perspective.

Perception of
CSR
management

Change in the
vision of CSR

Revolutionary:
Technology plays a role
in shaping the agenda of
individuals and
corporations. It has a
driving role in the
increased engagement
of individuals which
leads to increased
engagement by
companies and
organizations.
Societal: CSR is a new
way of doing business. It
includes accountability,
increased environmental
sensitivity and social
aspects. It is a new way
of operating in the
multilateral environment
which is driven by
business’ motivation to
contribute to society at
large.
Driver of change: CSR
pushes companies to
invest their resources in
socially positive actions.
It allows the companies
to become the drivers of
change in society. The
programmes are
supposed to benefit all
actors involved.

Limited: Individuals are
engaged virtually and it
has an impact on the
agenda. However, the
principles of the field
engagement remain
similar to the ones
observed over the years
of experience.

Top down: Efficiency of
the CSR strategy
depends on the
involvement of the
senior executives and
CEO. The most critical
success factor is the
personal involvement of
the CEO and his/her
belief in the proposed
CSR strategy.
Strategic: From
communications
programmes frequently
associated with greenwashing, CSR evolved
to become a key
strategic function which
is driving business
strategy.

Horizontal: CSR in
order to be efficient
needs to be
implemented at all levels
of the organization. That
requires dialogue
throughout the
organization.

Cynical: CSR is defined
in both operational and
tactical terms. It is not
perceived as a coowned platform: it is
rather a framework
imposed by corporate
partners.

Driver of network: CSR
is a tool used by
corporations to enhance
their potential in
dialogue with multiple
stakeholders. Its impact
on business operations
is limited to those which
will have a positive
impact on P&L.

Limited: CSR was
invented as a corporate
tool to enhance the
potential of the dialogue
with stakeholders. CSR
developed new tools
and techniques,
however at the level of
principles it remained
the same.

Conclusions
The social media provide a platform on which multiple stakeholders can
maintain a dialogue. This dialogue helps them to understand each
other’s constraints and frameworks. While there are some reservations
at the level of motivation of respective actors in this dialogue, there is
an agreement that overall framework is beneficial for both sides. It is
actually organizational learning which has to happen between the
organizations.

Limited: Social media
are a communication
tool which facilitates
dialogue with the
constituencies.

References
Anderson C., (2006), The Long Tail: Why the Future of Business is
Selling Less of More. Hyperion.
Butera F., (1991). La Métamorphose de l'Organisation, du Château au

17

WSM Toronto Abstracts book_AW 03/06/2013 12:26 Page 18

Réseau, Les Editions d'Organisation.

primarily because of the potential impact on the environment (Bardhan,
2006; Sheth, 2011; Sheth, Sethia, & Srinivas, 2011).

Cammaerts B. (2008) Critiques on the Participatory Potentials of Web
2.0. Communication, Culture & Critique 1, 358-377.

Central to the domain of environmental attitudes is the theoretical
assumption that attitudes will lead to intentions and therefore
behaviours (Ajzen & Fishbein, 1980).

Carroll A. (1979). A Three-Dimensional Conceptual Model of Corporate
Social Performance, Academy of Management Review, 4 (4), 497-505.

The theory of planned behaviour (Ajzen, 1991) posits behaviours as
logical outcomes of attitudes and intentions. Several classic Western
theories, nominally Maslow’s (1943) hierarchy of needs, see the
individual being an autonomous entity capable of making decisions
independently. However, behaviours are also culturally bound; norms
and value-orientation are important influencing factors. An alternative to
Maslow’s theory was proposed by Schütte and Ciarlante (1998) and
was termed an Asian hierarchy of needs. As opposed to Maslow’s
hierarchy, the needs on the top of the Asian pyramid relate to social
needs such as status and admiration rather than self-esteem and
selfactualisation.

Carroll A. B. (1999) Corporate Social Responsibility. Evolution of a
Definitional Construct. Business and Society 38 (3), 268-295
Crane A. (ed.) (2009) The Oxford handbook of Corporate Social
Responsibility. Oxford University Press.
Dahlsrud A. (2006) How Corporate Social Responsibility is Defined: an
Analysis of 37 Definitions. Corporate Social Responsibility and
Environmental Management 15, 1-13.
Du S., Bhattacharya C.B. Sen S. (2010) Maximizing Business Returns
to Corporate Social Responsibility (CSR): The Role of CSR
Communication . International Journal of Management Reviews, 12 (1),
8-19.

This theory indicates greater importance of the collective in Asian
societies. In these circumstances, the challenge becomes: how to get
individuals to behave in an environmentally significant (and conscious)
way?

Forrer J., Kee j.-E., Newcomer K., Boyer E., Public–Private
Partnerships and the Public Accountability Question, Public
Administration Review 70 (3), 475–484.

Method

Gibb Y. K. & Blili S. (2012, a). A maturity model for intellectual asset
governance at SME level, 2nd Annual International Conference on
Innovation and Entrepreneurship IE 2012, 23 - 24 July 2012
(forthcoming).

Data were collected by an online survey from Vietnamese students
studying at an English speaking university in Vietnam. The study was
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To shift Vietnamese collectivistic consumers’ attitudes towards
environmentally friendly products, it should be seen as socially
desirable amongst the target market. The shift towards environmentally
friendly products being considered as desirable has been an emerging
trend in other developed countries (Hartmann and Apaolaza-Ibáñez,
2008; Whitmarsh and O’Neill, 2010), and including some in Asia (e.g.
Lee, 2009). However, this trend has not yet reached Vietnam, and whilst
environmental awareness is generally regarded as positive,
environmental friendliness is not normally considered during purchase
of expressive goods.

Title: Pro-Environmental Purchase Intentions: Young People in Vietnam
Abstract:
Introduction and Background
This study investigates young Vietnamese consumers’ attitudes
towards the environment and the impact of attitudes on behaviour. This
paper focuses primarily on young adult middle class consumers in
Vietnam, a group which is growing in Vietnam as the broader standard
of living across the country increases (Luong, 2009).
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it as breeding site. Considering ninety-five percent (95%) of DHF cases
are children under 15 years of age, there is a need to raise awareness
among local community, notably among school children to prevent
dengue.
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2.0 THE 4S MODEL
The 4S model is originated and simplified from the Conceptual Model of
Energy Awareness Development Process (CMEADP) which developed
to raise energy awareness and to improve energy-use behaviour in
university (Choong, 2009).
The 4S model consisted of four
components, namely Survey, Stimulate, Strengthen and Sustain (See
Figure 1). The following sections detailed out how this model can guides
social marketers to conduct social campaign, followed by an application
in dengue awareness campaign.
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Figure 1: The 4S Model
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Surveys are required to be conducted throughout and in between
stages of model. By assessing the targeted community knowledge,
attitude, current practice, preferred communication channels,
opportunities and others can provides information to social marketers to
design better campaign strategy. A standard measurement should be
established to enable comparison between pre and post implementation
of the campaign. The results would guide organizer to improve, modify
or repeat the process.
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Then, stimulus is a single or series of events that trigger the concerns
towards the issues. Knowledge and message embedded in the form of
lecture, website, poster, flyers, and video is the common stimulus. The
selection of stimulus requires a wise justification and supported by
previous case or survey results. Implementer must weight and consider
factors such as impressiveness, intensiveness, attractiveness of
stimulus in the selection process, for better opportunities to raise
awareness and provoke changes.

Singh, N. (2005). The idea of South Asia and the role of the middle
class. University of California SCCIE Working Paper No. 05-08.
Whitmarsh, L., & O'Neill, S. (2010). Green identity, green living? The
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diverse proenvironmental behaviours. Journal of Environmental
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In previous stage, the respondents could gain awareness and have
proper attitude, however, this does not promise any improvement of
their behaviour. Reinforcement is needed to strengthen the association
between response and preceding stimuli. The purpose intended to
increase the probability of the targeted behaviour. It can be positive or
negative reinforcement. If respondents gain something valuable for
performing a specific behaviour is considered positive reinforcement.
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Title: Application of 4S model to raise Dengue awareness

Community are enthusiastic in the beginning of campaign, however, as
times go on, enthusiasm waned and their behaviour tends reverted.
Follow up is needed to sustain their behaviour. Organizer could provide
awareness tools and guideline to the community to act as reminder. The
reminder is useful to recap them about the issues and prompt them to
practice the targeted behaviour continuously. By the end of campaign,
community should able to carry out the programme and role of
organizer should limited to monitoring and providing advice.

Abstract:
1.0 INTRODUCTION
Dengue is a growing public health concerns, notably in many Asia
countries. Approximately two fifths of the world’s population is at risk,
and more than 100 countries have experienced dengue or dengue
hemorrhagic fever (DHF) outbreaks, mostly in tropical countries. In
Malaysia, total cumulative reported cases for the year 2010 was 13,866
cases with 47 deaths compared to 15,825 cases with 39 deaths in year
2009. Although cases decreased by 12%, but the number of deaths had
increased by 20.5%. In year 2010, Ministry of Health Malaysia recorded
that the Taman Universiti and Taman Pulai Utama located at Kangar
Pulai Skudai Area scored the highest number of cases (total of 28
cases). The area had been declared as the dengue hot spot in Johor
region. Dengue fever is preventable provided that there are good
management practices of water bodies for main mosquito vector need

3.0 DENGUE AWARENESS CAMPAIGN BASED ON THE 4S MODEL
In year 2011, an anti-dengue Campaign namely “Bye-bye Aedes” has
been organized at National School of Taman Universiti One and
National School of Taman Universiti Two, both schools are near to
Taman Universiti and Taman Pulai Utama, both hotspots area of
dengue. The campaign correlates to Government of Malaysia efforts to
eradicate the dengue disease. The purpose of this campaign is to raise
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sense of shared responsibility around good parenting and the
fundamental needs of a young child will be far more valuable than yet
another policy document, review or more measurement … Prevention is
always better than cure.”(Deacon, 2011 p15-16)

awareness among primary school children about the importance of
preventing dengue fever and the danger of Aedes mosquito; and to
foster dengue prevention behaviour among them for a safer
neighbourhood free of Aedes mosquito. The campaign adapts 4S model
in designing to raise awareness and encourage behavioural change
among students. Following table summarizes the methods according to
the stages of 4S model.

In February 2011, whilst studying the Social Marketing module of an
MSc in Health Studies, the author was asked to present some basic
mental health education to a group of pregnant teenagers. This
provided an excellent opportunity to apply Social Marketing principles in
a Social Marketing campaign to raise awareness of Infant Mental Health
(IMH).

Table 1: Description of campaign according to the stages of 4s model
Stage
Description
Survey

A set of questionnaires distributed to the students to
assess their existing knowledge on dengue fever, and
to determine their preferred methods of raising dengue
awareness. The output of the questionnaire serves as
the input in designing the campaign. Then, the students
were given post evaluation questionnaires to assess
their level of awareness after the campaign. The results
served as feedback to the organizer.

Stimulate

Representatives from the Ministry of Health conducted
a talk on dengue related topic, followed by a video
presentation, which featured the local cartoon character
to highlight the anti-dengue awareness message. The
dengue exhibition was conducted right after the talk.
Students were invited to visit the exhibition on dengue
prevention by the Ministry of Health.

Following the work on attachment theory by Bowlby (1997), Hughes
(2009) defined IMH as the emotional, social, behavioural and cognitive
development, occurring in the context of infant parent relationships.
Furthermore, Perry (2005) compared images of brain scans of
neglected infants with cared-for infants and suggests that early
childhood provides excellent growth opportunities, yet is also when
children are at their most vulnerable from neglect and abuse. Therefore
good parenting and attachment or bonding in the early years is crucial.
This is evidence for promoting bonding for future positive health in
children.
The aim of the campaign was to increase young mothers’ awareness
and improve understanding and skills in IMH/bonding. The “Marketing
Mix”, Product, Price, Place and Promotion (the 4Ps) (McCarthy 1968
cited in Kotler& Zaltman, 1971) methods were used to promote the
benefits of behaviour change to the target audience, i.e. production of
an information leaflet in conjunction with a Specialist midwife and a
Young Parents Group in Dumfries, Scotland. Combinations of a quiz,
presentation of adapted IMH resources [Appendix 1] and consultation
with pregnant teenagers resulted in creation of a leaflet that has been
approved for use across Dumfries and Galloway [Appendix 2]. The
finalised leaflet been supported by Dumfries and Galloway NHS and
Council and will be printed and disseminated to all pregnant women in
the region in 2013.

Strengthen The organizer leads children inspect school area to
mark place that poses danger to become a breeding
ground for mosquitoes. To motivate them, gifts such as
eraser and pen were given to those who able to mark
the correct area.
Sustain

A bookmark with information of dengue was given to
students that serve as a reminder. Students are
encouraged to share their knowledge with parents. A
proposal of establish Dengue Prevention Club was
presented to the headmasters for both schools. Also,
teachers were given a set of guideline on how to
remind the students from time to time to prevent
dengue transmission.

References
Bowlby, J. (1997) - Attachment and Loss: Pimlico, London. First
published by Hogarth Press, (1969) London
Deacon, S. (2011) - Joining the Dots: a better start for Scotland’s
children: Independent report for the Scottish Government, Edinburgh

4.0 CONCLUSION

Hughes, D. (2006) – Building the Bonds of Attachment: awakening Love
in Deeply Troubled Children 2nd edition. Aaronson publishing oxford

The “Bye-Bye Aedes” Awareness and Prevention campaign is
conducted according to the stages as proposed in 4s model. The
campaign received good response from the school and organizer has
been invited to conduct a workshop during the Golden Key Asia-Pacific
Conference, 2012 at Australia to share the model and experience. It is
suggested to adopt more innovative stimulus with better mix during
model implementation. The 4s model is new and its applicability would
subjected to be applied and tested in other social campaign involving
issues such as abuse, elderly, environment, poverty, violence and road
safety.

Kotler, P and Zaltman G (1971) Social Marketing: An approach to
planned social change, Journal of Marketing, July 1971, vol33 p3-12
Perry, B. (2005) - Maltreatment and the Developing Child: How early
childhood experience shapes child and culture. The Margaret McCain
Lecture Series, The Centre for Children and Families in the Justice
System, London

Reference

Number: 16

Choong, W. W. 2009. The Conceptual Model of Energy Awareness
Development Process: The Transferor Segment. 3rd International
Conference on Energy and Environment. 7th-8th December.

Author(s): Kelley Dennings - kdennings@kab.org, 202-688-0605
Affiliations: Keep America Beautiful, Washington DC
Title: Keep America Beautiful – The road to behavior change
Abstract:
Field case studies showing the application of social marketing

Number: 15

Social marketing and its use to help the environment is gaining
momentum. Most, if not all, environmental projects desire behavior
change as the end goal. Behavior change can be achieved through
various methods - conservation psychology, environmental literacy and
social marketing. All of these strategies are helping to improve behavior
for the good of the environment. Public health has been using social
marketing longer than the environmental field but environmental
“practitioners” are growing annually.
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Title: Bonding for Brilliant Babies
Abstract:
This Social Marketing campaign addresses current social issues and
applies to areas of Health, Children & Young People and Social
Engagement.

One nonprofit on the forefront of litter research has been Keep America
Beautiful (KAB). From the iconic Iron Eyes Cody public service
announcement in the 1970’s to their 2009 National Visible Litter Survey

“Investing time and effort winning hearts and minds and in building a

20

WSM Toronto Abstracts book_AW 03/06/2013 12:26 Page 21

and Litter Cost Study, KAB has been promoting environmental change
for generations.

includes bragging rights to the college or university that collects the
most.

Keep America Beautiful’s programs aim to change attitudes and
behaviors and build vibrant communities by bringing people together
that are equipped to make responsible decisions and take action to
protect their communities’ environments. In the 1980’s KAB worked with
Dr. Robert F. Allen of the Human Resources Institute to create a fivestep Attitude Change System, developed through research and fieldtesting by his team of behavioral scientists.

In 2012 over 1500 school participated in the K-12 Recycle-Bowl and in
2011 over 600 colleges participated in RecycleMania. Between both
programs 95 million pounds of recyclable material has been collected.
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The five-step attitude change process, outlined below, is an invaluable
tool for planning.
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Title: Social Marketing & Health Promotion: designing a public health
model

1. Get the Facts
2. Involve the People

Abstract:

3. Develop a Plan

In literature, Social marketing has different classifications. Lefebvre
(2011) distinguishes between Developed Countries, where the main
goal is the behaviour change and Developing Countries where the focus
is on products/services. Jeff French (2010) makes a distinction between
the culture of social marketing in North America and that in the United
Kingdom.

4. Focus on Results
5. Provide Positive Reinforcement
In 2009, Keep America Beautifu’s recycling department began to build
upon the framework of moving beyond attitude change and making
behavioral change the goal. Recycling is often touted as one of the
easiest environmental behaviors to do and could arguably be one of the
most commonly promoted behaviors. However, the act of recycling still
has barriers. The most common and important one being convenience.

We propose considering the differences in financing: in universal public
health systems, paid largely from taxation, a priority setting which
involves all the social actors is necessary, and the Public Sector is
responsible for “Social Good”. Where the health system is based on
social insurance, this determines what “Social Good” is. In addition to
this organizational division between the individualistic model and the
model of solidarity, the complexity that characterizes the contemporary
world obliges us to consider additional factors, such as the type of
choice with respect to the coverage (mandatory or voluntary) and the
quantification of the cost for the citizen (linked to health risk, to income
or fixed).

Since the 1990’s many communities have been recycling at home
through a curbside program. This grew exponentially in the 2000’s,
along with drop-off centers, so that almost 90% of households have
access to recycling options now. Business recycling has also been
growing. Often times recycling at businesses makes economic sense.
The final location where recycling still lacks would be public space
parks, malls, streetscapes and so on. These on-the-go locations have
operational costs that are sometimes difficult to overcome. However, if
it can be proven that by providing a recycling bin, recycling increases,
thus decreasing disposal costs, often the return on investment is
favorable for providing a recycling bin.

Social marketing should be classified as a method, or as an instrument,
that can be used to reach the specific Social Good that every
community has established in line with the main features of the Health
System.

KAB works to build solutions to the convenience issue but also to
overcome some of the other barriers like knowledge, apathy, cost, etc.
Keep America Beautiful has many programs addressing these issues.

This can lead to different results in terms of population health, as
evidenced by specific outcome indicators. We could consider the Life
expectancy at birth, especially if compared to GDP per capita (fig. 1)
and to health spending per capita (fig. 2) (OECD Health Data 2011).

This poster presentation will show a number of case studies using
KAB’s social marketing campaigns:

Fig. 1

- America Recycles Day – Promotion – Commitment pledge
America Recycles Day (ARD) is the only nationally-recognized day
(November 15) dedicated to the promotion of recycling in the United
States. The campaign uses a pledge to engage with the public. It
can be taken on-line, via text and on paper at over 2000 public
events. In 2012 over 30,000 people took the pledge.
- Bin Grants – Place/Promotion
Each year KAB works with sponsors to provide recycling bins to
organizations collecting recycling in public spaces. Since 2010
alone, KAB has received 3,675 recycling bin grant applications
requesting over 256,314 bins. During that time, we have awarded
almost $1 million dollars of funding to organizations to purchase
over 92,674 bins. There is still a large need being unmet however.
Due to this amount of funding being put into recycling bins, KAB is
embarking on a number of research projects to better understand
the best type of recycling bin to purchase. What color should it be?
What shape and size? Labeling and signage is critical. How can
recycling coordinators best communicate to the public what should
be placed in a recycling bin? In 2013 we will embark on recycling
bin observational studies.
- Recycle-Bowl (K-12)/RecycleMania (college) –
Price/Promotion – Competition/Feedback/Incentives
Recycle-Bowl and RecycleMania are both fun, friendly competitions
for K-12 schools and colleges and universities. Recycle-Bowl is held
for 4 weeks in the fall and RecycleMania is 8 weeks in the spring.
Recycle-Bowl includes a prize for the school in each state that
collects the most recyclables per capita. RecycleMania only
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“presence” of the public health movement in the public discourse about
health. This arises from the need to counteract the action of
stakeholders such as multinational corporations, lobby groups, citizens,
social groups, professionals. All these compete to get on the public
agenda and to influence each other. From the model for transformative
social marketing of Lefebvre (2012), one can argue that the values that
are inserted into the matrix that determines the public good differ
subject to subject, and that a balance between the positions is crucial to
the final outcome. In the end, to achieve specific behavioral goals we
need to keep in mind the context and the policies of each singular
community. The keys questions are: Who decides what social good is
and How?

Fig. 2

Ridde (2007) distinguishes among three existing processes: public
health, community health, and health promotion. Public health and
community health share a common objective, to improve the health of
the population. In order to achieve this objective, public health uses a
technocratic process whereas community health uses a participatory
one. Health promotion, on the other hand, aims to reduce social
inequalities in health through an empowerment process.
Combining these theoretical assumptions and the premise made on
health systems, the search for integration and synergies is the only
sustainable path for the Countries with a model of solidarity. Studies and
research in health promotion practice demonstrate that this field is
codified and organized, that the basis for plans and actions are largely
investigated. The model of Goodstat (2007) is a clear frame of this:
socioeconomic determinants of health, values, evidence, theory,
strategies (as social marketing) and action areas are integrated in a
logical system.

The model of solidarity, compulsory and with the income-related cost of
coverage shows better performances and outcomes. In regards to the
USA, the data can be partly mitigated by the Obama Care.
Other indicators confirm the results obtained from a model that,
unfortunately, in many countries is attacked: for instance, PYLL (the
potential years of life lost) (fig. 3), the overweight and obesity among
adults (fig. 4) (OECD Health Data 2011), or health inequalities.
Fig. 3

A right organization is necessary to pursue the social good. The model
adopted in Modena, at the address of the Region of Emilia-Romagna, is
the Local Plan “Communication & Health promotion”. This model aims
to integrate the distinction from issues, the positions of the Social
Subjects and professionals.
The path starts from the definition of the priorities, objectives and
activities and then the outcome must be evaluated (fig. 5)
Fig. 5

Fig. 4

Specific Documents point out the epidemiological status of the
community, the priorities shared by the civic society and the results
obtained. The Community Health Profile is at the base of this system,
defining what is changing (environment, births, immigration, chronic
diseases, etc.) for those who have to decide what to do, what health
policies to plan.
After defining the objectives, three strategies can be adopted: health
education, social marketing and regulatory action (fig. 6). Each one
useful in specific conditions and with defined targets. Alternative
strategies are useful in other specific conditions and with defined
targets.
While recognizing that the public health workers have become
increasingly fragmented into disciplinary silos (experts about tobacco,
alcohol, nutrition or sexual health), Hastings (2012), citing Rayner and
Lang (2012), has recently raised the issue of an auspicable greater
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how the public funds have been spent and what goals have been
achieved. Other Documents, as PASSI (Progresses in the Local Health
Units for Health in Italy), highlight the epidemiological trends (alcohol
consumption, smoking, obesity and overweight data, etc.). This step is
essential for the social accountability of the public health institutions.

Fig. 6
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The model has three levels of responsibility: technical, political and
managerial (fig.7). Technical responsibilty is of the health professionals,
the political responsibility is of the Mayors and the managerial
responsibilty is of the councillors. The professionals of health suggest
the priorities, the mayors evaluate and approve and the councillors
implement the activities.

Affiliations: University of Louisville, Louisville, KY, USA
Title: Participatory Public Health? Implications of new media interacting
with traditional public health communication approaches
Abstract:
The rapid evolution of digital and mobile technologies often poses a stiff
challenge for health practitioners attempting to communicate
theoretically driven evidenced-based messages via newer media. Lee
and Kotler’s (2011) social marketing planning process can be used as a
framework for thinking about how new participatory media interact with
health behavior change. Through an exploratory case study analysis
with four different commercial and health communication cases
involving new media integration, this presentation explores how the
private sector uses digital media with respect to the 4Ps of the
marketing mix (product, price, place and promotion). Results show that
public health practitioners are not engaging the newest media options
to the same extent as the private sector, and when they do use these
media it is in an emergency or infectious disease context rather than a
chronic one. Future research and implications for new media integration
within public health will be discussed.

In the Local Plan “Communication & Health promotion”, the technical
Coordination, that acts on the basis of the strategic decisions of Mayors,
brings together four main project groups: alcohol, smoking, nutrition and
movement, HIV / AIDS prevention. At the operational social marketing
level, the health goals with respect to changing behavior are pursued
through specific initiatives by theme, but also through transverse
programs, which exploit all the opportunities that the community of
Modena offers (see in this respect the citizen’s perspective for which
safe alcohol use and safe sex, two issues being often very closely
associated in actual decision-making and subsequent behaviours, need
to be handled as a single issue among the same target group, as
French 2012 hopes).
The Partners / stakeholders contribute to the social construction of
health by helping to define health priorities and realizing the activities
and evaluating the results. This method ensures the sharing of visions,
goals and policies.

Key words: participatory public health, new media, public health
communication, social marketing

One of the most important contributions that partners give to our plan of
health promotion is the possibility to reach the target audience:

RUNNING HEAD: PARTICIPATORY PUBLIC HEALTH
Participatory Public Health? Implications of new media interacting
with traditional public health communication approaches

• When we spoke about environmental protection to children, we
used the popular cartoon, the Gormiti.

Introduction

• To promote physical activities with teenagers, we collaborated with
the Italian Olympic Committee.

Although well-schooled in health behavior and promotion theories that
aid the design of evidence-based interventions, public health
practitioners often face an important challenge in communicating
theory-based messages via media. Audiences now have the opportunity
to create their own messages and disseminate them within Web 2.0 on
a wide-scale level via participatory media and a host of mobile media
applications. To harness the influence of new media, practitioners will
continue to be challenged to utilize and leverage the unique
combination of interpersonal and mass communication characteristics

• HIV prevention for people between 25-40, we collaborated with a
famous Italian band, Subsonica.
• When we supported the prevention of female cancers, the
international dancer Natalia Titova very effectively spread the
right message.
Speaking about evaluation, the Local Health Plan shows the priorities
and the Mission Report, written by the Local Health Unit, summarizes
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of participatory media (citation removed for blind review).

locating emergency services, competing with friends to be the best
hero, and quizzing themselves on knowledge of survival skills.

The Social Marketing Planning Process and the Marketing Mix

Making behavior more convenient through crowdsourcing (Place)

To address the barriers to lifestyle change in chronic disease
prevention, Lee and Kotler (2011) promote the social marketing
planning process, which guides health communicators through the
process of designing a communication campaign to positively affect
public health. In considering how new participatory media interact with
the social marketing planning process, we explored how the private
sector is using such media with respect to the 4Ps of the marketing mix
(product, price, place and promotion) and compare these findings with
findings from the field of public health. Specifically, we address how
new media are being used to: influence and enhance efforts to design
a better product, lower barriers and/or increase incentives (price) to
behavior change, reach target audience members in their natural
environments (place), and communicate specific promotional messages
to impact campaign goals.

Crowdsourcing is a term that was coined by Jeff Howe in 2006, which
he defined as, “Everyday people using their spare cycles to create
content, solve problems, and even do corporate research and
development” (Howe, 2006). In the private sector, different companies
such as iStockphoto have used crowdsourcing to collect content in a
quick and inexpensive manner, such as affordable online image sharing
However, crowdsourcing is a relatively new practice to the world of
health communication. A few pioneers in health communication exist –
Ushahidi is one of them. Ushahidi is a “Non-profit technology company
that specializes in developing free software for information collection,
visualization, and interactive mapping” (Ushahidi.com, 2012). Since
2008, Ushahidi has been used in a number of different circumstances
such as tracking violence, natural disasters, and disease outbreak like
the 2009 H1N1 Swine Flu outbreak.

Method
Traditional and application-oriented disciplines, such as marketing and
health, have used case studies to analyze issues influencing the
operations and practices of organizations in the market place (Yin,
1994). Stake (1995) suggests that the selection of exploratory case
studies offer the opportunity to maximize what can be learned from
current business efforts. Exploratory case studies can help researchers
discuss the understudied issues that arise in dealing with new forms of
communication technologies being used in public health.

Communicating the need for change through photosharing and social
networking (Promotion)
In the private sector, promotion is critical in sharing the message about
a product or service to create brand awareness and prompt sales.
Pinterest, a photosharing social media site, is considered to be the
social media darling of 2011, due to its high on-line website traffic. In the
private-sector, Whole Foods Market has leveraged Pinterest to
generate brand engagement pinning (or virtual bookmarking) recipes,
kitchen gadgets, Do It Yourself (DIY) projects, gardening tips, and
information about the Whole Foods Foundation.

For this presentation, we review current cases in private-sector
marketing and health communication, using each of the Four Ps
outlined by Lee and Kotler (2011). Our analysis of the each case study
includes: a) a synopsis of the technology being discussed, b) a
discussion of relations to one of the Four P’s according to Kotler and
Lee, and c) an overview of how the technology is used in corporate and
health communication situations. Based on our assessment of each “P”
from the corporate versus public health perspective, we provide
recommendations for how the technology could be applied to future
challenges of public health communication.
Findings

In the public health field very little attention has been given to Pinterest.
The Association of Public Health Laboratories (APHL), an organization
dedicated to strengthening the labs serving the public’s health in the
U.S. and abroad, however, has attempted a foray into this visual social
networking milieu (Association of Public Health Laboratories, 2012).
The APHL’s Pinterest has boards dedicated to environmental health,
food safety, emergency preparedness, career opportunities, and
“science/health geek fun” (Association of Public Health Laboratories,
2012).

Below we organize our case study findings around the Four Ps.

Conclusion

Enhancing the Customer Experience through Augmented Reality
(Product)

Overall, the examples of participatory media use in public health
contexts tended to focus on emergency or infectious disease rather
than chronic disease. This trend may reflect the need for immediate
and up-to-date information surrounding situations with more immediate
adverse health outcomes. However, in our study of private sector
participatory media use, we see avenues of viable exploration for
chronic diseases such as obesity, allergies, and diabetes.

Augmented reality (AR) technology is a highly innovative technology
that brings a virtual environment into the viewer’s space. Companies
such as The Walt Disney Company are already capitalizing on the AR
experience with customers. The concept of this AR experience involves
allowing visitors to Times Square interact with Disney characters in an
augmented animated world accessed through their phones. In this way,
the traditional stationary billboards becomes an engaging, and thereby
a memorable, experience for the target audience.

In comparing how new media are being used in the private sector with
how it is being used in public health, we noted a distinct lack of
adventure among health communicators. Noting that adoption
challenges often include cost, loss of message control, and usage
comfort, we comment on how these adoption barriers might be
overcome by local and state public health practitioners.

Augmented reality has also been used to promote healthy behaviors.
For example, the mobile NYC Condom Finder mobile application has
made it easy as possible for people living near New York City to find free
condoms. The application takes on the form of AR by functioning in real
time and utilizing different informational data from the surrounding
environment to be available to the user.
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Minimizing the cost of behavior through Gamification (Price)
“Gamification is an umbrella term for the use of video game elements
(rather than full-fledged games) to improve user experience and user
engagement in non-game services and applications” (Deterding et al.,
2010, pg. 1). An example of gamification practices in commercial
marketing is Green Giant, where customers can compete for a certain
number of real products within promotions in the social game Farmville.
The concept behind this marketing approach is to make customers’
experiences not only about loyalty, but to encourage frequent
interactions with the brand by appealing to their sense of interpersonal
competition.
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In health, the City of San Francisco’s Department of Emergency
Management created a mobile application called “SF Heroes.” Users
create their own unique hero user name and can use the application for
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San Francisco Department of Emergency Management. (n.d.). SF
heros iphone app. Retrieved from http://sfheroes.com/

Dawes, 3-time Olympic gymnast. The PSAs drive parents and
caregivers to PCFSN’s website Fitness.gov.

Stake, R. (1995). The art of case research. Thousand Oaks, CA: Sage.

To complement the TV PSA outreach and placements, Ogilvy
conducted a complete redesign of Fitness.gov that has made the site
more user-friendly, incorporates advanced social media tools, highlights
Council members, engages visitors, and provides useful information
that retains visitors for longer periods of time. As part of this redesign,
we developed a Physical Activity Outreach page that features the PSAs
and downloadable materials from PCFSN, partners, and other
government agencies to support parents and caregivers in helping their
children become active and lead healthy lifestyles.

Ushahidi.com.
(2012).
About
http://www.ushahidi.com/about-us

us.

Retrieved

from
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Ogilvy also conducted a paid media campaign to support the PSA
distribution by promoting relevant messaging through digital ads across
a broad range of channels including Facebook, Google SEM, and
Twitter Promoted Tweets. These ads reached an estimated 152 million
people, generating approximately 41,833 clicks to Fitness.gov.

Title: Utilizing Social Marketing Principles to Encourage Obesity
Prevention Throughout the Life Span
Abstract:
Obesity is perhaps the most complex and growing public health issue
facing our nation today. The abundance of messages, materials, and
initiatives that have been created to address the epidemic provide
useful resources for Americans, but often leave consumers—and even
public health professionals—feeling overwhelmed and over-saturated.
Working with the U.S. Department of Health and Human Services
(HHS) toward its overarching goal to positively change the nation’s
behavior around nutrition and physical activity, Ogilvy developed and
implemented initiatives to reach Americans across the lifespan, from
young children and their parents to older adults, to cut through the
clutter and motivate the audiences to take action. After much research
and planning and the development of strong strategic frameworks, two
successful campaigns with multifaceted tactics and channels were
launched in September 2012.

HHS Adult Obesity Prevention Initiative
The major challenge we faced in developing this initiative was that while
there is an abundance of messages, materials, and programs to
address the obesity epidemic, this information overload can leave
people feeling overwhelmed, over saturated, and in some cases
unmotivated. Therefore, the resulting One Pound at a Time campaign
covers new territory by uniquely drawing attention to the personal risk of
being overweight/obese and aids adults in self-identifying as being atrisk for obesity, should they continue on their current path, rather than
simply providing more information about how to eat healthy and be
more physically active
Key Audience. The primary target audience for this campaign is adults
ages 45-60 at risk for obesity, particularly at-risk populations, including
African Americans, Hispanics, and Native Americans.

Summary of Work

Key Research and Insights. Planning for the adult obesity prevention
initiative was informed by extensive formative research. Ogilvy
conducted both primary and secondary research, which provided the
framework for our campaign objectives, messaging, branding, and
communication strategies and ensured that all program tactics were
relevant and compelling to the target audiences. This research led us to
the key insight that addressing individuals “perceived risk” needed to be
a strong focus of the campaign’s messaging.

Obesity is a complex problem driven by myriad social, environmental,
economic, and personal factors, making it perhaps the foremost public
health concern facing our nation today. HHS identified two major issues
that needed to be undertaken in order to reach its overarching goal of
obesity prevention—childhood obesity and overweight and obesity
among older adults. Therefore, Ogilvy and HHS worked to develop two
distinct, yet complementary initiatives— the Physical Activity Outreach
Initiative directed at parents and caregivers of children through the
President's Council on Fitness, Sports and Nutrition (PCFSN), as well
as the development of a new adult obesity prevention initiative, Obesity
Happens One Pound at a Time. So Does Preventing it. Each is
described in detail below, from research and planning to implementation
and initial results.

Campaign Approach. The campaign drives awareness of the
audience’s personal risk for becoming obese through a series of
compelling, targeted public service announcements (PSAs) and an
informational web component, including an animated video. A paid
media component extends the campaign’s reach.

PCFSN Physical Activity Outreach Initiative

Ogilvy designed, developed, and produced an array of memorable
PSAs for TV, radio, print, and out-of-home (e.g. transit systems and
shopping malls) that served as a call-to-action to increase the
audience’s understanding of and identification with, personal risk for
becoming obese. The PSAs drive consumers to a partner’s website for
additional resources and actionable next steps.

On behalf of PCFSN, Ogilvy developed the Physical Activity Outreach
Initiative – a national education and awareness initiative targeting
parents and caregivers for children of all ages and abilities. The overall
purpose of the initiative was to elevate the importance of physical
activity for children, by linking it to increased academic performance and
important skills like concentration and problem solving.

To complement the TV PSA outreach and placements, Ogilvy
collaborated with CBS Partnerships to secure guaranteed TV
placements with select CBS markets. This partnership helped extend
the campaign messages and airing of the PSAs at the local level
through CBS affiliates in six markets reaching over 14 million people in
just two weeks. CBS affiliates also provided digital ads on their
websites, with an outstanding click-through rate of .09% for a total of
1,474 clicks in just two weeks. Industry standard is .06%. This
measurement provides us with confirmation that this initiative,
messages, and creative concept are truly engaging consumers,
encouraging them to take action to visit the website.

Key Audience. The primary target audience for this initiative is parents
and caregivers of children.
Key Research and Insights. In order to inform the development of this
initiative, we reviewed a variety of research studies and articles, as well
as anecdotal reports from individuals already immersed in this topic
matter, including members of PCFSN, American Alliance for Health,
Physical Education, Recreation and Dance, and National Association
for Sport and Physical Education. This research provided the framework
for the initiative’s objectives, messaging, and communication strategies
and ensured that all tactics were relevant and compelling to the target
audience. This research led us to the key insight that addressing the
benefits of physical for children needed to be a strong focus of the
campaign’s messaging.

Ogilvy employed a digital strategy for the One Pound at a Time
campaign through a strategic partnership with the National Heart, Lung
and Blood Institute’s Aim for a Healthy Weight website featuring an
animated video we developed to present obesity prevention information
in a more dynamic, interesting, and shareable way. After only four
weeks of the animated video being live, it received almost 130,000
views.

Campaign Approach. As the flagship material of the initiative, we
designed, developed, and produced PSAs for TV, radio, print, and outof-home (e.g. transit systems and shopping malls) that leveraged the
‘celebrity’ of co-chairs Drew Brees, NFL quarterback, and Dominique
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Rationale: Human intervention on behalf of pollinators depends on
human values, attitudes, and behaviours towards insect pollinators and
pollinator habitat. While some pollinators belong to more charismatic
species (butterflies, hummingbirds, bumblebees, etc.), most pollinators
in Canada are insects generally viewed as pests, such as ants, flies,
wasps, and bees. Typical attitudes towards common insect pollinator
species include fear, aversion, dislike, and disgust (Kellert, 1993; Davey
et al., 1998; Gerdes et al., 2009; Schlegel and Rupf, 2010).

Ogilvy also conducted a paid media campaign using digital banner ads
to support the PSA distribution by promoting relevant messaging
through digital ads across a broad range of channels including
Facebook, Google, YouTube, and AARP, among others. In only two
weeks, the ads reached an estimated 55 million people, generating
approximately 148,337 clicks to the website. Many of the ads performed
with higher than expected conversions, and outperformed most
government advertising campaigns. Additional results, as well as more
detail around the research that informed the strategic direction of this
initiative will be provided.

Those with negative attitudes towards insect species also typically do
not support economic measures for conserving invertebrate species
(Kellert, 1993), leading to the conclusion that:
“The conservation of invertebrates will necessitate a far greater
understanding of why we so consistently react with hostility and
antagonism toward these organisms.” (Kellert, 1993, p. 852).
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To promote this greater understanding, this research reviews cognitive
and affective factors and processes that influence values, attitudes, and
behaviours towards pollinator insect species.

Affiliations: Faculty of Environment, University of Waterloo
Title: Promoting Positive Associations with Insect Pollinator Species
Abstract:

Since social marketing principles and strategies are adept at changing
attitudes and behaviours, this research will attempt to apply social
marketing principles and strategies towards promoting positive attitudes
and behaviours towards non-charismatic insect pollinators and their
habitat.

Summary: Wild and managed pollinator species are in decline
worldwide. This decline puts at risk ecological stability, biodiversity,
agricultural production, and economies and livelihoods. Human
attitudes and behaviours are key to any efforts to restore and/or
conserve pollinator habitat and pollinator species. However, many
pollinators are insects—and humans are known to respond to insects
with fear, aversion, dislike, and disgust. While many environmentallyoriented social marketing plans focus on reducing resource
consumption, this research attempts to apply social marketing principles
and strategies to promote positive associations and behaviours with
insect pollinators.

Case Study Area and Intended Methodology: A mix of exploratory
and descriptive case study will be applied to the City of Guelph, Ontario,
Canada, where several pollinator-friendly initiatives are in progress. In
particular, efforts are underway to create the world’s largest pollinator
park (45 hectares) to be planted on the site of a decommissioned
landfill. Since some residents have expressed concerns regarding the
increased presence of pollinator species, including stinging insects, the
City of Guelph presents opportunities to explore human attitudes
towards pollinator insects.

Audience: This research would be of interest to those designing and/or
delivering ecological restoration and/or conservation programmes that
support pollinators and pollinator habitat.

Following social marketing practices, qualitative research will be
conducted to uncover current attitudes and behaviours towards
pollinator insects among residents of the City of Guelph, including
survey questionnaires, key informant interviews, anecdotal reporting,
focus groups/group discussions.

Background: Pollination services are provided by both wild and
managed pollinator species, such as bees, butterflies, ants, wasps,
moths, flies, birds, bats, and other insect and animal pollinators.
However, both wild and managed pollinator insect populations are in
decline worldwide due to habitat loss and degradation, habitat
fragmentation, loss of food sources, disease, pesticide use, and climate
change (Ingram, Nabhan and Buchmann, 1996; Taki and Kevan, 2007;
Tang et al., 2005).

Results would be cross-referenced with demographic/background data,
such as age, education level, occupation, income, gender, geographic
location, residence type (house, apartment, condo), outdoor activity
level (sports, travel, recreation, cottaging, etc.), as well as relevant
knowledge about pollinators and pollinator habitat plantings.

Pollinators and pollination play important roles across a number of
natural and human systems and scales, including:

Aims and Objectives: The 2008 report on Guelph’s Pollinator Park
Workshop Proceedings states, “Research on public education would be
worthwhile, specifically on marketing tactics for positive associations
with pollinators.”

1. Ecological stability and biodiversity - While some plants are windpollinated or self-pollinating, other wild plant species and agricultural
crops need pollination services to set fruit and seed. Pollinators ensure
habitat and food sources for themselves, other insects, birds, and
animals. In turn, those plants, insects, birds and animals also fulfill,
enable and/or support an immeasurable number of ecosystem functions
that help maintain genetic, species and ecosystem biodiversity.
Biodiversity helps maintain biological stability, sustainability and
resilience on various scales.

This research seeks to apply social marketing strategies or tools to
encourage the adoption of positive attitudes and behaviours that would
help increase the long-term viability, resilience and sustainability of
pollinators.
With this in mind, this research attempts to answer the following
questions:

2. Agricultural production - Estimates suggest bees pollinate 71 of just
over 100 crops that provide 90 per cent of the food supplies for 146 of
the world’s countries (FAO, 2005). Pollination in agriculture also
contributes to:

What social marketing strategies would be most effective in creating
positive associations with pollinators and pollinator habitat, with the
City of Guelph, Ontario acting as an illustrative case study area?
Answering the previous research question will also require addressing
the following additional research questions:

• Livestock feed (alfalfa, hay),
• Medicinal plants (purple coneflower, goldenseal),
• Fibre plants (cotton, hemp), and
• Agroforestry and forestry species (Gemmill et al., n.d.).

What current knowledge and barriers to positive associations with
pollinators and pollinator habitat impede pollinator-friendly attitudes
and behaviours in the general public in the City of Guelph, Ontario?

3. Economies and livelihoods - Agricultural global pollination services
are estimated at $200 billion annually or higher (FAO, 2005; Gallai et al.,
2009). The 2012 Canadian Honey Council’s Industry Overview states
that Canada’s honeybee pollination services are currently valued at
over $2 billion annually.

Which stakeholders/partners are best positioned to deliver a
campaign to build positive associations with pollinators?
Which target population is most ready for change?
Evaluation approach: Data gathered will be analysed and coded to
uncover patterns, document themes, and generate hypotheses and
recommendations for the development of education and marketing
efforts. Results would be shared with appropriate stakeholders, policy-

Continued pollinator losses have the potential to result in severe
ecological, agricultural, and economic losses worldwide.
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Capacity of Canadian Federal and Provincial Legislation to Conserve
Native and Managed Pollinators. A Report Compiled by The
International Network of Expertise for Sustainable Pollination at the
request of the North American Pollinator Protection Campaign.

and decision-makers.
Product of research: The product of this research will most likely
consist of a behaviour change strategy to address resistance to
pollinator-friendly habitat initiatives in the City of Guelph.
References:
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Title: Developing a drinking advice to empower general public in Hong
Kong to make educated choices on alcohol consumption
Abstract:
The Regional Committee for the West Pacific (WPRO) of the World
Health Organization has identified alcohol as a major public health
problem in Asia and threat to public health in Hong Kong (1).

Agricultural Research Service (ARS). 2009. News & Events, Questions
and Answers: Colony Collapse Disorder. United States Department of
Agriculture. http://www.ars.usda.gov/News/docs.htm?docid=15572

Alcoholic beverages are readily accessible in Hong Kong and drinking
culture has made more common after an adjusted duty tax policy in
2008. Recent studies have shown an increase in drinking prevalence
among adult population in Hong Kong from 30.9% in 2005 to 34.9% in
2010 for males and from 19.5% in 2005 to 24.6% in 2010 for females
(1).

Allen-Wardell, G., P. Bernhardt, R. Bitner, A. Burquez, S. Buchmann, et
al. 1998. The potential consequences of pollinator declines on the
conservation of biodiversity and stability of food crop yields.
Conservation Biology 12(1): 8–17.
Canadian Honey Council. 2012. Industry Overview: Overview of the
Canadian
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Industry.
http://www.honeycouncil.ca/index.php/honey_industry_overview

Alcohol causes harm beyond the physical and psychological health.
Different level of alcohol consumption potentially leads to acute and
chronic diseases. In 2009, alcohol-related illness or injuries accounted
for a total of 2,433 cases in Hong Kong hospitals, and contributed to
0.14% of locally registered deaths.

Davey, G. C. L., et al. 1998. A cross-cultural study of animal fears.
Behavior Research and Therapy 36: 735-750.
Food and Agriculture Organization of the United Nations, Agriculture
and Consumer Protection Department. 2005. Spotlight/2005:
Protecting
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http://www.fao.org/ag/magazine/0512sp1.htm

With an increasing consumption of alcohol, the Hong Kong government
realized the importance of public awareness and commissioned us to
develop an official document on drinking advice. It is crucial for drinking
advice for the general public so that they are empowered to make an
informed choice about alcohol use.

Gallai, N., J. Sallesc, J. Setteled, & B. E. Vaissièrea. 2009. Economic
valuation of the vulnerability of world agriculture confronted with
pollinator decline. Ecological Economics 68(3): 810 - 821.

Social marketing will be used as the guiding approach for the
development of drinking advice. Undifferentiated social marketing
principles will be adopted to help establish clear behavioral goals and
objectives. Social marketing tools are to pinpoint target populations and
effectively create health messages to address the local needs and
behaviors.
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Global Dependence of Human Livelihoods on Pollinators: Refining the
Estimates. Food and Agriculture Organization of the United Nations.
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Gerdes, Antje B. M., Gabriele Uhl & Georg W. Alpers. 2009. Spiders are
special: fear and disgust evoked by pictures of arthropods. Evolution
and Human Behavior 30 (1): January 2009, 66-73.
http://dx.doi.org.proxy.lib.uwaterloo.ca/10.1016/j.evolhumbehav.2008.0
8.005

Hong Kong local drinking habits and the perceived harms and benefits
of alcohol consumption will be explored through evidence-based
methods and findings from literature reviews, and with careful
consideration of international evidence. Detailed examination of the
local situation on alcohol consumption, and consultation of different
stakeholders will be conducted, aiming to develop a drinking advice that
is more fundamental to the local context in Hong Kong, and to deliver
the alcohol related harms and benefits to the public more efficiently and
effectively.

Ingram, M., G. Nabhan, & S. Buchmann. 1996. Our Forgotten
Pollinators: Protecting the Birds and Bees. Global Pesticide
Campaigner 6(4).
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Press.

Source: Alcohol and Health: Hong Kong situation. Department of
Health.
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Abstract:
Focus of the work (Audience, Issue, Setting): Women who do and do
not smoke, Possible unintended consequences of broadcast promotion
of smoking quitline services among members of a low smoking
prevalence group, Kampala, Uganda
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Aims and objectives of the work: This work addresses two issues. First,
it will explore the feasibility of a new model of smoking cessation
quitline, a quitline-without-walls, in Kampala. Second, it will conduct
audience research to find out how a mass media quitline promotion

Tang J., J. Wice, V. G. Thomas, & P. G. Kevan. 2005. Assessment of the

27

WSM Toronto Abstracts book_AW 03/06/2013 12:26 Page 28

could avoid creating an erroneous descriptive norm regarding smoking
(and consequent conformity pressure) in a low smoking-prevalence
group of women? We have begun organizing local and international
support. We submitted a proposal to NIH for a project with three
specific aims:

Even in developed countries, awareness of quitlines and quitline
utilization depends largely on whether quitline services are promoted.
Without active efforts to make their availability known to potential
callers, quitlines are “well-kept secrets” with excess capacity. Quitline
referrals from primary care providers to individual patients who smoke
are effective,28 but the impact of this kind of promotion obviously is
limited by the extent of primary care coverage. Conversely, mediabased quitline promotion can reach broad segments of the public,
regardless of access to healthcare providers. Media promotions in
North America, the United Kingdom and Australia have been shown to
be a reliable way to boosting quitline call rates.29 Media promotions
have also been shown to have other positive outcomes such as
spontaneous quit attempts without calling for counseling,30 perhaps
because the promotions create the perception that quitting is the norm
and provide cues for quit attempts and conversations about them.

1. To organize a multi-organizational response to donor & Ministry of
Health support for a quitline that will serve Kampala initially and all of
Uganda eventually.
2. To conduct formative research in Kampala with males and females
who do and do not smoke to inform quitline protocols and quitline
promotion messages, messengers and channels.
3. To train staff from a drug/mental health treatment NGO and other
organizations based in Kampala on stakeholder-endorsed quitline
procedures and counseling protocols, and to implement and monitor
the quitline procedures on a pilot basis.

This proposal addresses a troubling possibility is that mass media
promotions of quitlines could lead audience members to think that
smoking must be widespread to justify investments in media
promotions. Social cognitive theory31 would argue that, even if the
impression that smoking was widespread was an erroneous “descriptive
norm,” it would still carry conformity pressure. In fact, quitline
promotions directed to low-prevalence groups (or to general audiences
that include low-prevalence groups) could actually encourage more
smoking than the quitline services prevent. Moreover, smoking norms
may interact with the status of women, and anti-smoking messages may
face competition from tobacco company messages that link smoking
and personal freedom, modernity, and leisure time. Beyond the
inadvertent creation of the perception that smoking is widespread
among women, there may be other ways in which media quitline
promotions carry risk in a country in which only about 1/4 of married
women make independent decisions about their own health care, and
more than 1/2 of all women believe that wife beating is warranted in
some cases.32

Approach: A quitline-without-walls will be created using communitybased social marketing principles. Data from focus groups with
adolescent and adult female smokers and non-smokers (n = 120),
intercept interviews with women and men (n = 300), meeting notes and
call monitoring will be woven into a case study.
Rationale for the work: The World Health Organization (WHO) has
described the tobacco epidemic as, “…one of the biggest public health
threats the world has ever faced.”1 Tobacco eventually kills almost half
of its users, nearly 6 million people each year, accounting for 1 in 10
adult deaths.2 In addition to causing chronic diseases, smoking
hampers efforts to control infectious diseases such as tuberculosis and
HIV.4,5 Although smoking rates are decreasing in some high and
middle-income countries, they are increasing globally. Without
immediate action, there could be eight million deaths per year by 2030.6
Moreover, tobacco use takes a major economic toll in low-income
countries; it strains fragile health care systems, and (because workers
are disabled or die prematurely) denies income to families and
development potential to countries.7

Methodology applied: We are proposing that Rogers Kasirye, Director
of Uganda Youth Development Link (UYDEL), a Kampala-based NGO
that employs 24 mental health and drug abuse prevention and
treatment counselors, take the in-country lead in organizing and
providing quitline services. UYDEL will work with the regional WHO
office and the Ministry of Health to articulate quitline roles and goals in
the context of national tobacco control efforts and to develop an
inventory of organizations and service providers potentially interested in
being part of the quitline project or referring smokers. Participants in the
focus groups will be English-speaking Ugandan women and girls
between the ages of 14-49. Using a doer/non-doer segmentation
strategy, at least two groups each of 14-17 year old smokers, 14-17
year old non-smokers, 18-49 year old married smokers, 18-49 year old
unmarried smokers, 18-49 year old married non-smokers, and 18-49
year old unmarried non-smokers will be conducted, for at least 12
groups in all. Later, after draft promotional messages and copy have
been developed, English and Ganda speakers will be eligible for brief
intercept interviews. Twenty-five individuals from each of several
audience segments will respond verbally to a short series of questions
about the draft materials in exchange for a small incentive. Recruitment
will continue until numerical quotas are reached in the following groups:
(a) the groups of women and girls listed above, along with (b) boys 1417 who smoke, boys 14-17 who do not smoke, married male smokers
18-49, married male non-smokers 18-49, unmarried male smokers 1849, and unmarried male non-smokers 18-49 (total interview N = 300).
Two UYDEL staff members have completed a basic online course in
Motivational Interviewing (MI); in-house trainings in MI are planned for
other staff. Continued counselor training and T.A. will be available on a
largely in-kind basis from Global Bridges, an international anti-tobacco
NGO supported by the Mayo Clinic. Any trainings by Global Bridges in
Kampala will be open to partners. Partners will also be notified of and
provided information from international trainings (e.g., webinars by the
Global Quitline Network). The decisions, skills, tasks and telephone
system design demands that are part of establishing and maintaining a
quitline are spelled out in an extremely useful WHO manual.18

Free, easily accessible “quitline” telephone cessation counseling is a
product that is one of the three recommended forms of help listed by
WHO’s Framework Convention for Tobacco Control (FCTC) known as
MPOWER.8 However, only 1/3 of all countries have quitlines with live
(rather than tape-recorded) telephone answering capacity, and most of
them are in developed countries. In Africa, the only established quitline
is in South Africa.24
The estimated population of Uganda is 33.6 million.10 Just over 12% of
the population lives in urban areas.11 It is a tobacco growing country;
tobacco taxes represent a significant portion of the tax base. Uganda’s
official language, English, is widely spoken in the capital, Kampala, a
city of approximately 1.5 million people. Travel within and outside the
capital can be difficult, but cell phones are increasingly ubiquitous, with
an estimated 40 phones per 100 persons in 2010.25 Thus, based on
“place” considerations, the quitline approach appears to hold promise
for increasing access to evidence-based smoking cessation counseling,
eventually country-wide.
As in most of sub-Saharan Africa, the prevalence of smoking among
women in Uganda is much lower than the prevalence among men.15
DHS data (2006) indicated that 23% of males ages 15-54 smoked, but
that only 4% of women in that age range smoked.12 The few available
face-to-face smoking cessation treatment options are in mental health
or drug treatment facilities that smokers may find stigmatizing (an
intangible price), and there is no consistent system for training or
encouraging healthcare providers to refer smokers to treatment
services.17
There is national and international support for a quitline in Uganda. The
WHO Center for Tobacco Control in Africa (CTC-A) is in Kampala.
According to CTC-A officials, there is no quitline currently under
development in the country, although the Ugandan minister of health
has endorsed the idea of such a service.26 Mrs. Janet Museveni,
Uganda’s First Lady and a member of parliament, has pledged to bring
the issue of smoking and health to the attention of the first ladies of
Africa, and to vote for a stronger tobacco control bill when it comes up
for a vote in Fall 2012.27

Evaluation approach: Formative and process, including stakeholder
views, at this phase. Eventually, incoming and outgoing calls, caller
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Uganda Demographic and Health Survey, 2011, Preliminary Data,
Calverton, MD.

demographics, services received, and answers to questions from the
standard quitline Minimum Data Set.41

18. WHO, Developing and improving national toll-free tobacco quit line
services: A WHO manual.

Findings or conclusions: To be determined.
Lessons learnt: Will be shared with the Global Quitline Network.

41. North
American
Quitline
Consortiuum.
Dataset.http://www.naquitline.org/?page=mds.

Suggested next steps: Funding will be announced in February; the
search for project funding will continue, if necessary. The quitline will be
promoted by healthcare providers directly to women who smoke if
broadcast promotions promise to increase women’s risk.
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proposed that in order to enforce the waste separation rule and to
promote 3R activities, we need to understand the preference of each
life-stage and it would be effective to seize the opportunities of life
events which cause the change of their criteria.

indicators, and in recent years, many local governments started to
measure the citizens’ satisfaction on MSWM. However, in Japan,
detailed survey of citizens’ needs related to MSWM is rarely done. As a
result, the waste administration in Japan provides the service in a fair
but uniform manner, and requires all citizens equally, irrespective of age
and sex, to follow the rules of waste separation and disposal. We
believe that conducting segmentation of citizens and needs survey
would contribute to designing the effective policy measures suited to
citizens’ needs under the constraints of local budget and human
resources. Segmentation by citizens’ life-stages deserves
consideration, because citizens’ role in waste management in
household can vary by their life-stages transition, and their needs and
preferences for MSWM can also change through the experience of life
events. Accordingly, the purpose of this study is to clarify the citizens’
needs and preferences related to MSWM which vary depending on the
life-stages.
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Title: Weighing the Evidence in Formative Research: The Development
of a National Latino/Hispanic HIV Awareness Campaign
Abstract:
Background: Given the disproportionate impact of HIV in the
Hispanic/Latino community in the U.S., and the National HIV/AIDS
Strategy mandate to increase education around HIV among all
Americans, the Centers for Disease Control and Prevention (CDC) is
planning a national campaign to promote HIV awareness among
Latinos/Hispanics nationally. The focus of this paper is to explore how a
variety of data inputs were incorporated into the process of developing
an appropriate direction for this national social marketing campaign.
Methods:
A basic health behavior model shaped the multi-faceted research
process we undertook, with changes in knowledge impacting changes
in risk perceptions, complacency, stigma and homophobia, leading to
shifts in more proximal psychosocial mediators including attitudes, selfefficacy and social norms, and eventually behavior change and
decreased HIV incidence. Background factors also work to influence
these changes, including culture, age, gender, and socio-economic
status.
Guided by this theoretical framework, six discrete research activities
were conducted to generate and triangulate critical data inputs to shape
the direction of this national awareness campaign for Hispanics/Latinos.
1) National surveillance data were reviewed in three areas: HIV
incidence among Hispanics/Latinos in 2006-2009, diagnoses of HIV
infection among Hispanics/Latinos in 2010, and rates of
Hispanics/Latinos living with a diagnosis of HIV infection in 2009. 2) A
literature and grey literature review (2006-2012) was conducted
centering on HIV-related knowledge, beliefs, misconceptions,
complacency, risk perceptions, communication, stigma and
homophobia among Hispanics/Latinos in the U.S. 3) An environmental
scan was also conducted to determine the content and scope of existing
HIV campaigns targeting Latinos/Hispanics in the United States as well
as Latin America. 4) Primary data from the nationally representative
Styles 2012 survey was analyzed, which included 8 HIV-specific items
measuring stigma, homophobia, complacency, information-seeking,
and communication among Hispanics/Latinos and other groups. 5) A
workgroup of Hispanic/Latino subject-matter experts internal to CDC
was convened to gather input and feedback regarding the campaign. 6)
Stakeholder input was solicited via an all-day expert consultation that
convened 25 HIV researchers, advocates and prevention leaders
working with Hispanic/Latino communities across the U.S.

Fig. 1 Segmentation by Life-Stages
In this study, we divided citizens into ten segments by life-stages, more
specifically by age and family structure (Fig.1). We carried out focus
group interviews with citizens in Kawasaki city in Japan, who belong to
4 segments (young single, young married, school-age family and elderly
couple) with the aim of obtaining a broad understanding of which policy
measures of MSWM implemented by Kawasaki city citizens are
satisfied/unsatisfied with and, by what kind of criteria they evaluate their
satisfaction. Based on the results of interviews, we developed a
hierarchy structure (Fig.2), which consists of the criteria and policy
measures to achieve the high satisfaction MSWM. We designed a
questionnaire, applying the analytic hierarchy process (AHP), and
conducted the questionnaire survey of a sample of about 1,000 citizens
in Kawasaki city, which represent all 10 segments of life-stages.

Results:
Data from these research activities centered on several key areas:
knowledge and misconceptions around HIV, risk perceptions,
complacency, stigma and homophobia. Wherever possible,
comparisons were made across racial/ethnic groups to determine if
Hispanics/Latinos differed from others in regards to these domains.
When synthesized, several key findings emerged. Recent research
regarding HIV-knowledge has tended to focus on misconceptions.
Misconceptions about HIV transmission as well as people living with
HIV (PLWH) are common across all groups, but are particularly
pronounced among Hispanics and blacks. Regarding risk perceptions
and complacency, Hispanics exhibit a moderate level of concern
regarding becoming infected with HIV, and place a moderate level of
urgency and importance in regards to HIV. HIV-related stigma is
widespread among all groups, and levels of homophobia among

Fig. 2 Hierarchy structure for AHP
The detailed results of AHP method will be introduced in the poster
presentation.
To conclude, we have shown that needs and preference related to
waste management can vary depending on the life-stage, and in
particular, although younger life-stages prioritize convenience, as
getting older, citizens acquire broader criteria such as “reliability and
transparency of administration” and “community and fairness”. We
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Announcements (PSAs) were created to encourage downloads of the
app and simultaneously raise awareness to prevent impaired driving.
2,000 downloads of the app occurred in the first year. PSAs to promote
the app were widely used.

Hispanics/Latinos are comparable or lower than among other
racial/ethnic groups. The environmental scan revealed only four existing
campaigns that touched on HIV stigma, misconceptions, homophobia
and complacency/risk perceptions among Latinos/Hispanics, further
highlighting the opportunity to address these issues via a mass media
campaign. Finally, stakeholders at the expert consultation focused on
knowledge gaps that affect stigma, homophobia and risk perceptions.
The consultants further delineated messaging considerations, including
the importance of positive messaging, the opportunity to capitalize on
the strength of family, unity and resiliency in the Latino community, and
the need to focus on commonalities across a heterogeneous national
Latino population.

Conclusion
There were many lessons learned in the production and promotion of
the app. Among the lessons learned were: the downsides of operating
an “affordable” app; the intricacies of owning intellectual properties; the
fresh opportunities that existed to promote road safety while also
promoting the app.

Evidence from our research activities indicated that messaging around
knowledge/misconceptions and stigma in particular could be most
beneficial for a national Hispanic/Latino audience, and that few
campaigns currently exist to fill these needs. Although homophobia may
not be more prevalent among Hispanics/Latinos than other groups,
further reducing homophobia among Latinos/Hispanics also has
important impacts. Although stakeholders favored addressing risk
perceptions and complacency, this feedback also needs to be weighed
against the available evidence, limited resources, and the importance of
creating messages that are appropriate for the general public, and do
not create unnecessary fear.
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Focus: Health promoters seeking to evaluate effectiveness of health
communication initiatives.

Conclusions and next steps:

Rationale: The evaluation of health communication initiatives presents
challenges for a number of reasons. First, many consider behavioral
changes the most important outcome of communication campaigns, but
communication usually works as an indirect contributor to behavior
change outcomes.1 Second, in interventions that find evidence of
behavior change attributed to communication, the magnitude of the
effects is much smaller than what has come to be generally expected in
medical trials.2 Finally, messages need substantive exposure and
sufficient time to work, yet many health communication campaigns
cannot achieve the level of saturation needed to produce measurable
results.3

To conceptualize and develop a national campaign targeting HIV
awareness among Hispanics/Latinos, a multi-faceted approach was
utilized. A theoretical framework, data from formative research activities,
and stakeholder feedback all provided inputs to develop targets for this
national HIV awareness campaign. The process of weighing available
evidence, stakeholder desires and best practices in communication
yielded several overarching goals for this campaign: addressing
misconceptions and reducing stigma and homophobia. Beyond this
national campaign, the process of weighing data inputs and other
considerations to arrive at a campaign direction provides important
lessons for future campaign planning efforts. Ultimately, this process
can guide campaign planners towards campaign goals that can yield an
impact on public health, will be supported by potential partners, and can
be appropriately addressed via communication efforts.

A comprehensive model of health communication is proposed to aid
social marketing efforts by presenting a wide perspective of evidence to
measure effectiveness of initiatives, particularly those initiatives
designed to reach the general population.
Aims and Objectives: Specific objectives of this utilization-focused
evaluation framework, illustrated in Figure 1, are: (1) To describe health
communication evaluation in the context of a socio-ecological model;
(2) To identify under-studied areas that can help predict and explain
communication effects; and (3) To encourage “crowdsourcing” for
gathering evidence that is difficult to quantify, such as social norms
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A multifaceted evaluation framework is proposed which invites qualitative
and quantitative research methods to measure both communications
implementation and outcomes.
With this approach, health
communicators can better identify the links between program inputs,
activities, and outcomes that can guide communications improvement
and help to assess the overall effectiveness of the initiative.

Abstract:
Objective
To produce and promote a cell phone app as a way of bringing the
designated driver/call home/take a cab or public transit concept to the
social media world. To raise awareness of the risk that impaired driving
poses and to encourage safe rides home in general for drivers and
passengers of all ages.

The framework is comprised of well-tested elements in the field of
health interventions. The structure of a logic model is used to organize
the major components into possible sources of data and the context
from which information will be derived (inputs), anticipated interventions
(activities), and expected outcomes. Another over-arching structure
incorporated into the framework is the socio-ecological model, which
acknowledges many levels of influence affecting health behaviors,
including individual, household and community dynamics, work and
school environments, access to resources for a healthy lifestyle,
policies, and market forces.

Method
Create a cell phone app that facilitates options for safe transit and gently
reminds the general public of the many ways to get home safely and
keeping our roads safer by not driving impaired. Promote the arrive alive
app to the general public by print, radio, television and on-line media.
We partnered with several like-minded colleagues including TAXIGUY
and Smart Serve Ontario.
Results

In order to help describe the range of possible outcomes that can result
from a communications initiative for public health, the RE-AIM
dimensions of reach, efficacy, adoption, implementation, and
maintenance developed by Glasgow and colleagues could be used.4
The reach and efficacy dimensions capture desired impact at the
personal/interpersonal level. Reach refers to the proportion of the target
audience that was exposed to health communications, and efficacy
refers to the rate of “success,” which can include behavior change,

“Be it a friend, transit or taxi, getting home safely is app-easy”. With help
from business students at Queens University and an intern from
Dalhousie University our charity consulted and deliberated many
aspects of an app for getting home safely. A plan was drawn up and a
company secured to investigate and design options and a roadmap for
a first ever Arrive Alive App; the app was produced for the iPhone
platform and then later for a Blackberry Bold platform. Public Service
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among those who were exposed if health guidelines and
recommendations were implemented as intended. The dimensions of
adoption and implementation capture impact at the environmental and
system/policy levels. Adoption refers to the proportion of settings, such
as schools, worksites, or communities that adopt the health-related
messages. Implementation refers to the extent to which the intervention
is executed as intended in the real world. Maintenance refers to the
extent to which health messages and behaviors are sustained over
time. The maintenance dimension acts at the personal/interpersonal
level and at the systems and policy level. All are crucial constructs for
evaluating programs intended for wide-scale dissemination.
Uses and Implications: A multifaceted framework expands the
paradigm for determining communications “success” beyond a singular
focus on positive behavior changes. While communication campaigns
can contribute meaningfully to long-term outcomes,5 this framework
illustrates that success may also be found in small, positive changes at
each level of the socio-ecological model and within intermediate
outcomes. Also, it is hoped that the proposed evaluation framework will
enhance evidence of success for the key purposes of health
communication initiatives--to raise awareness, increase knowledge of
benefits and risks, shape attitudes, heighten self-efficacy toward
desired actions, and motivate healthful behaviors.

Number: 28

Having impact at the level of social norms should be considered an
important intermediary outcome for interventions aimed at the general
population. Calls-to-action that are widely accepted as social norms,
such as designating a driver if drinking is involved or using seatbelts, is
readily identified as markers of campaign success. In the U.S., the icon
status of nutrition and physical activity campaigns like MyPlate or Let’s
Move is a strength of the initiatives. Yet their achievements toward
influencing social norms are challenging to measure as the evidence is
often woven into the very fabric of society (vis a vis pop culture and
secular trends), rather than easily identified in traditional data sources.
For example, social normalization of the Dietary Guidelines for
Americans, communicated to the public through the initiatives of
MyPlate and its predecessor MyPyramid, could be observed in Sesame
Street’s Cookie Monster singing that “A Cookie is a Sometime Food.”
This script echoed the “anytime and sometime food” concepts
associated with the Pyramid messages and responded to a growing
awareness that a popular children’s character eating only cookies was
no longer acceptable in a nation dealing with a child obesity epidemic.5
Charting the pervasiveness of messages from campaigns like MyPlate
and Let’s Move may require researchers to crowdsource indicators of
cultural adjustment that can be used cumulatively for tracking national
sentiment.

Title: 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.
Abstract:
Innovation background
On receipt of grant funding from the UK’s Local Government
Development and Innovation Fund (LGiD), the Digital Inclusion Unit
(DIU) and the Participation Team within NHS located in North
Lincolnshire, created an innovation pilot to determine the value that
Bluetooth Technology might lend to lowering health risks in young
people. The pilot was named TryThis. It was scoped, developed,
implemented and evaluated in line with the National Social Marketing
Centre’s (NSMC) 8 Benchmark Criteria1 for behaviour change over a
sixmonth period. The NSMC’s core principles used in the pilot
approach, generated unfettered insight from young people and active
involvement from stakeholder’s working with them based on a
behaviour change approach. This paper details the innovative methods,
insight findings and practical recommendations about this exploratory
pilot had on young people’s risk behaviours in relation to alcohol and
sex. A number of suitable young people target audiences were identified
for the evaluation by the sexual and alcohol consumption ‘UK Tribes’
model developed by Crowd.DNA2. Following deliberations with TryThis’
the Steering Group, priority targets for evaluation of the pilot were set
for the Delivery Group as:

Conclusions: This model is presented as a starting point to facilitate
hypothesis generation, study design, indicator definition, and data
collection from disparate sources of evidence for the purpose of
documenting the effectiveness of health communication. It is expected
that health communication frameworks will continue to evolve with the
progress of social science, and the framework will also be refined as
information on the performance of health communication interventions
becomes available.

• Young people known as ‘trackies’, ‘chavs’ and ‘street rats’ aged
15-19 drinking to excess and/or binge drinking living in 3 specific
Local Government wards; and,
• Young people’s known as ‘trackies’, ‘chavs’ and ‘street rats’ aged
15-19 experiencing sexual health challenges via unprotected sex
in the same wards.

1 Abbatangelo-Gray J, Cole GE, Kennedy MG. Guidance for evaluating
mass communication health initiatives: summary of an expert panel
discussion sponsored by the Centers for Disease Control and
Prevention. Eval Health Prof. Sep 2007;30:229-253.

Drinking to excess is defined as “regularly exceeding the recommended
daily limits for alcohol consumption which is no more than 3-4 units per
day for men and 2-3 units per day for women. One unit is equivalent
10ml of pure alcohol. Those who regularly exceed these recommended
daily limits, are deemed to drinking to excess and putting their health at
risk3”.

2 Snyder LB. Health communication campaigns and their impact on
behavior. Journal of Nutrition Education and Behavior. Mar-Apr
2007;39(2 Suppl):S32-40.
3 Hornik R, Kelly B. Communication and diet: an overview of experience
and principles. Journal of Nutrition Education and Behavior. Mar-Apr
2007;39(2 Suppl):S5-12.

Sexual health improvement is defined as “the physical, emotional,
psychological, social and cultural well being of a person's sexual
identity, and the capacity and freedom to enjoy and express sexuality
without exploitation, oppression, physical or emotional harm4". Those

4 Glasgow RE, Vogt TM, Boles SM. Evaluating the public health impact
of health promotion interventions: the RE-AIM framework. Am J Public
Health. 1999;89(9):1322-1327.

people who experience inequalities in relation to any of these elements
are deemed as having poor sexual health.

5 Newsweek. Sesame Street: the show that counts.
http://www.thedailybeast.com/newsweek/2009/05/22/sesamestreet.html. Accessed March 30, 2012.

Feasibility study
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In order to explore Bluetooth uptake and their initial effects on health
behaviours in a rural area for the pilot, a feasibility study was set-up
ahead to show the ‘take up’ of a positive behavioural action: in this case
it was the take up of a digital token on hand-held devices that would give
students aged 17+ an apple or orange redeemable at a local College
canteen. When compared to local data levels against national Bluetooth
data, the feasibility showed that: 61% of mobile phone holders in this
rural location with a Bluetooth function opened an NHS-labelled
Bluetooth message sent to their mobile; and, 81% of those who
accepted these messages performed a prompted action or ‘converted’
the digital content they received. In comparison to national data
available at that time, local Bluetooth data within the feasibility study
fared favourably and validated the wider Bluetooth pilot intervention
rollout.

way within the evaluation, although it had helped as a lifestyle tool to
identify local areas for the evaluation in the first instance.
For sexual health, the post evaluation findings showed that the
Bluetooth intervention did not largely positively affect young people’s
sexual health intentions towards using condoms or speaking to their
partners and peer group about using condoms. Uptake of the Bluetooth
content showed that 117 young people received Bluetooth messages
and based on the top ten tips ranked within the pilot, 3 tips were about
sexual health. Yet despite the lower number of tips received for sexual
health in contrast to alcohol, one sexual health message received the
most amount of votes and was listed number one in the top ten
receiving a total of 17 votes. Altogether 28 ‘voters’ ranked the three
sexual health tips in the top ten. The pilot’s interactive Bluetooth
approach also generated young people-led tips to motivate others to
improve their sexual health. For example, tips from the target group
included “having an STD is going to make you less popular than being
a virgin” and “sex should be fun. Being drunk spoils that”.

Understanding the Value of Bluetooth to Lowering Health
Inequalities by Measuring Behavioural Change
In order for the evaluation to measure the value of Bluetooth to
preventative health programmes, it was necessary to align the
evaluation research with a suitable behavioural theory. Since TryThis
had a limited time frame, Ajzen’s Theory of Planned Behaviour (Ajzen
1985) was selected. This was because it was practical for the pilot to be
measured in line with young people’s intentions to change health risk
behaviours, rather than actually expect to change behaviours in such a
short time frame.

For alcohol reduction, the post-evaluation findings showed a far greater
impact on young people’s intentions to change alcohol-drinking
behaviours. For example, mean scores showed that Bluetooth
interventions could offer beneficial value to changing young people’s
intentions in relation to several alcohol consumption behaviours. This
included behaviours that led to buying alcohol, slowing alcohol
consumption and stopping alcohol consumption earlier. The uptake of
the Bluetooth health content was also far higher for alcohol than sexual
health. A total of 205 NHS-Labelled messages were received by the
target age range for alcohol. Uptake data from the quantitative figures
showed that 205 young people submitted tips and 64 ‘voters’ ranked
them. In addition, TryThis’ approach had generated a variety of alcohol
reduction messages for future interventions to use. For example, tips
included “look after your friends – don’t buy them drinks they don’t want”
and “puke makes you unpopular – FAST!”.

Evaluation Involves High Percentage of Young People Exhibiting
Risk at 15-19
To evaluate the main element of TryThis, three steps were undertaken
by Advance Behaviour Change Ltd. and engaged 94 young people
across the three wards and a control ward. Step One was to set up a
research method that could provide both a baseline understanding of
current knowledge, behaviours and intentions of young people, as well
as capture insight into their language use, views and experiences in
regard to alcohol and sex.

Useful conclusions

The method created an Intervention Area that covered three council
ward areas. In the Intervention Area, installations were erected to
distribute NHS-labelled preventative health content to target age
groups. At the same time, a Control Area, which covered one council
ward, was determined. Although no mast or content would be
deliberately distributed within this location, the pilot took place in a live
social context and the findings are appreciated and written in this
context.

The evaluation found that Bluetooth interventions could play a powerful
role in lowering young people’s health risks in North Lincolnshire’s rural
areas, although findings suggested that this could be health topic
specific due to the difference between alcohol and sexual health
behaviours. Importantly, findings showed that not only does Bluetooth
has the potential to have an impact on intentions to change behaviours
of young people aged 15-19, they partly suggest that actual behaviour
within this target groups could positively change.

Step Two involved the rollout of a simultaneous research baseline and
insight gathering exercise to develop the binge-drinking and sexual
health risk intervention upon. The parallel nature of the research was
undertaken due to budgetary constraints. The baseline involved

1 For further details of the 8 benchmark criteria, please see reference
at NSMC website: http://thensmc.com/sites/default/files/benchmarkcriteria-090910.pdf
2 For further details of Crow.DNA’s Tribes Segmentation Model for
young people http://www.crowddna.com/ourwork/92

46 young people and deployed a mixed research method by collecting
quantitative scores about young people’s intentions as well as rich
qualitative insight about alcohol reduction and sexual health topics.
Quantitative scores were totalled to provide the baseline. Insight
findings were analysed to generate recommendations to TryThis
developers in the DIU about how it could resonate with young people to
derive the highest impact. Following the completion of Step Two of the
evaluation, the TryThis’ pilot intervention was rolled out. As a result of
the rollout, a total of 475 Bluetooth messages were received by the
target groups and 200 tips about alcohol reduction and improvement of
sexual health were submitted via an interactive function located on the
linked-website. Further, a total of 185 young people voted on the tips
submitted by their peers. Votes ranked their usefulness. Step three
completed a post-evaluation. This involved a further set of interactive
research workshops, analysis and write-up of all findings into this report.
In total, 48 young people participated in the post-evaluation.

3
NHS
Choices,
2011.
Source:
www.nhs.uk/Conditions/Alcohol‐misuse/Pages/Definition.aspx
4 The Royal College of Nursing definition of sexual health 2005. Source;
www.rcn.org.uk/development/practice/diabetes/good_practice/sexual_h
ealth
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Abstract:
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Striking findings
On analysis of the exploratory pilot data, the mean score findings
showed the value of Bluetooth use to preventative health interventions
was different for sexual health and alcohol reduction across the total
segments. Differentiation for sexual risk and health risk was not
determined for individual tribes of ‘street rats’, ‘chavs’ or ‘trackies’ locally
because the Steering Group did not want to label young people in this

Background: The use of behavioral theory and models in social
marketing interventions is recommended by the 2007 social marketing
benchmark criteria and by public health experts. However, there is
limited information on which and how theories are used in social
marketing health interventions.
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Purpose: The purpose of this study is to identify to what extent papers
about social marketing health interventions report using theory, which
theories are most commonly used, and how they are used.

Introduction
Increasing attention among researchers on youth civic engagement
indicates a growing recognition that adolescents, who are at the critical
stage when lifestyle habits are formed and maintained, have an
enormous capacity to drive cultural change (Watts and Flanagan,
2007). Thus, reaching the youth population and realizing their potential
to become change agents for sustainability is imperative in establishing
long-term societal behaviours that benefit the environment (Bird &
Tapp, 2008; Fien, Neil, & Bentley, 2008).

Methods: A systematic review of theories and models in social
marketing health interventions was conducted. Included papers
reported social marketing interventions focused on disease prevention,
heart disease, diabetes, HIV, STDs and reproductive health, physical
activity, nutrition, and tobacco. The papers had to report an evaluation,
be published after 1990 in English and meet the six social marketing
benchmarks criteria (behavior change, consumer research,
segmentation and targeting, exchange, competition and marketing mix).

A technique used in social marketing to shape perceptions and
construct meaning is message framing, which presupposes that the
way an audience responds to a particular message can depend on how
the message is tailored and subsequently encoded by the recipient
(Davis, 1995; Pelletier & Sharp, 2008). This study aims to examine the
potential role of message framing in social marketing campaigns
promoting environmentally sustainable behaviour in adolescents.
Through an experimental design, various message frames were tested
on adolescents for their persuasiveness in influencing a case
behaviour (reducing personal vehicle use) that benefits the
environment. Developing a greater understanding of the types of
messages that the youth population respond to can enrich the potential
impact of future social marketing campaigns aimed at creating
sustainable behaviour change amongst youth.

Findings: Twenty four studies describing 17 interventions met the
inclusion criteria. Eight interventions reported using theory and seven
stated how it was used. The available information regarding the use and
implications of theory was scarce. The findings show the frequency of
Stages of Change or Transtheoretical Model in guiding the intervention.
The findings of this systematic review are in concordance with other
studies that indicate a research gap regarding the use and the reporting
of theory in social marketing campaigns.
Research limitations/implications: Methodological limitations
regarded the evaluation design of some interventions and the scarcity
of information on how theory and models have been used. The main
implication for research reinforces the need for a more thorough
reporting on the use of theories and models in social marketing based
health interventions.

Research Design
Youths between the ages of 14 and 18 from suburban, middle-class
municipalities in Southern Ontario, Canada, were the population of
interest in this study. A total of 255 youth participants were recruited
from community centres and shopping malls in two municipalities –
Markham and Kitchener-Waterloo, Ontario, Canada – to participate in
the study. The study employed a 2 x 2 between-subjects factorial
design comparing message frame (gain vs. loss) with type of threat
(social vs. physical). Participants were thus randomly assigned to one
of four treatment conditions: physical loss, physical gain, social loss,
and social gain. Participants were then asked to view one of the four
print advertisements and complete a four-page, 27-item questionnaire
measuring their responses to the ad, self and peer driving attitudes and
behaviours, future driving intentions, and environmental attitudes and
behaviours. Overall, participants were equally distributed across the
conditions, with 63 participants each in the physical gain and physical
loss conditions, 64 participants in the social loss condition, and 60 in
the social gain condition.

Practical implications: This research supports the evidence of
theories and models’ variety available to social marketers when
developing health interventions. More research is required to explore
the differing effects of each theory and model used in social marketing
health interventions.
Originality/value – This paper is one of the few systematic reviews that
investigate the use of theories and models in social marketing health
interventions contributing to the evidence base for future research.
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Studies program at the University of Waterloo. This project was part of
their honours thesis. Tania Cheng was awarded the Faculty of
Environment’s Alumni Gold Medal Award for highest academic average
and outstanding volunteer activities.

Analyses of variance (ANOVA), which make inferences about means
based on variance, were primarily used for the quantitative analysis of
survey data after checking for approximation of normality. A
significance value of p < .05 was adopted. In recognition of the
controversy among scholars regarding the use of parametric tests on
ordinal Likert data, more conservative non-parametric tests were also
used in analysis (Carifio & Perla, 2007; Jamieson, 2004; Michell, 2000;
Norman, 2010).

Title: It’s not that far - ditch the car: The use of message framing and
threat to discourage personal vehicle use in adolescents
Abstract:
Strengthening the way in which messages are framed in social
marketing campaigns can play an important role in bridging the
knowledge-action gap in adolescents. Using a 2 x 2 between-subjects
factorial design, this study tested the effectiveness of message framing
on influencing sustainable behaviour by examining the interaction of
frame (gain vs. loss) and threat (social vs. physical) in ads discouraging
adolescents from the case behaviour of personal vehicle use. Data
were collected through a 27-item questionnaire from 250 high schoolaged youth who were randomly assigned to one of four treatment
conditions. After viewing a print ad, participants reported their affective
arousal, perceived beneficial importance of driving, and intentions and
attitudes toward driving. Overall, loss-framed messages were found to
be more effective than gain-framed messages in producing negative
emotions and lowering intentions to drive. On the perception of driving
as beneficial and important, physical loss and social gain ads were
found to be most persuasive. The results suggest that females may be
more persuaded by social loss framing, and gain frames may be more
effective for adolescents who are already engaging in environmentally
sustainable behaviour. When designing future social marketing
campaigns for youth, frame and threat factors as well as segmentation
of the adolescent population should be taken into consideration.

Results & Discussion
The results indicated that framing significantly alters perception of a
message and subsequent behaviour in youth, which is consistent with
prospect theory (Tversky & Kahneman, 1981). Similar to findings from
framing research, loss-framed messages were found to be more
effective than gain-framed messages in reducing driving behaviour
among adolescents. This was especially apparent among non-drivers
and adolescents with low engagement in environmental behaviours,
who reported lower intentions to drive after viewing a loss-framed ad
than participants who were in the gain frame conditions. The
persuasiveness of loss-framed ads is supported by the theory of
reasoned action, which holds that intentions are a good predictor of
actual behaviour (Ajzen & Fishbein, 1980; Kollmus & Agyeman, 2002).
Loss frames also generated more negative emotions, such as fear and
anger, whereas gain frames generated more positive emotions, such
as joy and contentment. Negative emotions have been shown to trigger
avoidance behaviours, supporting the effectiveness of loss frames in
discouraging undesirable behaviours (Dienstbier et al., 1975; Weiner,
1980).
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Generally, the effect of threat type was inconclusive, but the findings
do offer opportunities for further research. For example, the discovery
that physical threat generates more negative emotions, particularly
sadness, than social threat may provide some support for its
effectiveness. Threat effects were not found on behavioural intention.
Therefore, the threat type of a message may not have a significant
impact on behaviour if it is not combined with framing manipulation.
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More research is needed on the role of gender, level of driving
frequency, and level of engagement in environmental behaviour in
determining driving behaviour and effective interventions. Studies of
the interaction of frame and threat factors should be conducted on
other environmental behaviours in order to strengthen the applicability
of these findings on influencing sustainable behaviour change in
youth. Furthermore, determining effective approaches for adolescents
requires more research that compares the influences of message
framing between adolescents and adults. Finally, as social marketing
can play a crucial role in influencing individual behavioural change,
greater efforts need to be made on applying research findings into
actual programs and campaigns designed to encourage
environmentally sustainable behaviour in adolescents.
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Abstract:
Young adults with diabetes face enormous challenges adapting to
independent life due to the demands of diabetes management. When
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adolescents change from dependence to independence they are not
always prepared for what life will bring them, and when the adolescent
has a chronic condition like Type 1 diabetes, the challenges are
magnified. Diabetes requires daily management for optimal glycemic
control and decreased risk of diabetic complications, though
maintaining diabetes management behaviors can be challenging for
college students.

desirable. At present however, research has yet to prove social
marketing video games as an effective tool to create value and
encourage the uptake of moderate drinking in adolescents.
Customer Value and Consumer Based Brand Equity
Customer value is a concept which has gained much attention in the
commercial literature. Over time an experiential approach to customer
value has evolved. Recently, this approach to customer value has been
extended into social marketing to understand the incentives social
goods and services provide individuals in order to change their
behaviour (Zainuddin, et al., 2011). Based upon the works of Mathwick
et al.(2001), which have been previously adapted to mobile video
games,, experiential customer value can be conceptualised as
consisting of four dimensions (playfulness, customer return on
investment (CROI), aesthetics, and service excellence), Applying an
experiential customer value lens to social marketing video games is
appropriate as it customer orientated, and explicitly acknowledges the
consumer as a co-creator of value. In order for social marketing video
games to encourage consumer based brand equity in a social
behaviour, value must be present. Consumer based brand equity is a
concept has received limited application in social marketing.

Students With Diabetes is a national campus-based education and peer
support program for young adults with diabetes. The program is
designed to help young adults better cope by connecting young adults
to provide peer social support and diabetes education. The SWD model
is designed using a Social Marketing approach.
In this study, the utility and marketing approach of the Students With
Diabetes program is assessed. Survey data of diabetes management
and reported use of social media are compared with blood glucose data
to measure impacts on glycemic control. The results indicate that
improved perceived support of young adults with diabetes can positively
impact the individual's ability to manage lifestyle and diabetes needs.
Further research is warranted. This model for health communication
may be useful for health and chronic disease education on college
campuses during the young adult transition phase.

Two distinct approaches to CBBE have developed in the commercial
marketing setting. The first measures consumer based brand equity
with clearly labelled and logoed campaigns (e.g. Evans, et al., 2002).
The second, avoids clearly labelled and logoed campaigns and focuses
on the behaviour as a brand (Russell-Bennett, et al., 2009). Drawing
from the second approach to consumer based brand equity this
research views moderate drinking as a brand. Applying consumer
based brand equity to moderate drinking allows for the evaluation of the
level of uptake in the behaviour based upon the four dimensions of the
concept proposed by Aaker (1991). Aaker (1991) proposes that
consumer based brand equity is made up of brand awareness, brand
image, perceived quality and brand loyalty dimensions. To date, there
has been no empirical investigation of commercial CBBE in a social
marketing context. Thus this research aims to establish the relevance of
brand equity to a social behaviour brand and then identify the
relationship between customer value and the brand equity dimensions.

Number: 33
Author(s): Rory Mulcahy, Rebekah Russell-Bennett, Sharyn RundleThiele
Affiliations: (1) Queensland University of Technology, Brisbane,
Queensland, Australia (2) Griffith University, Brisbane, Queensland,
Australia
Title: Video Games: Moderating adolescent alcohol drinking through
experiential value
Abstract:
Video games are a popular form of entertainment and source of
information for adolescents, which social marketers are now beginning
to explore as a potential tool to moderate teen drinking. However there
is limited evidence for the effectiveness of video games as a tool in the
social marketing mix for achieving behaviour change. Therefore, there
is a need to understand the customer value derived from video games
and how this can create brand equity for the ‘social brand’ of moderate
drinking. A sample of 137 males aged between 14 and 17 years
responded to a survey after playing an online game promoting
moderate drinking developed by the Australian Federal Health
department; “Don’t Turn a Night Out into a Nightmare”. The analysis
revealed that different combinations of experiential value derived from a
social marketing video game influence different dimensions of
consumer based brand equity thereby assisting to moderate drinking.
This has important implications for both social marketers and
researchers seeking to change drinking practices amongst young
males.

Method
The data was collected using a survey administered both via the web
and paper targeted at adolescent males aged 14 to 17 years of age
currently studying at high school. The web based survey was
administered to students studying at Marist College Ashgrove Brisbane,
and the paper survey was administered to students studying at St
James College Brisbane. The total useable sample collected from both
schools was 137. The overall response rate from both schools was
23.29%.The measures for experiential customer value were adapted
from Mathwick et al. (2001), and consumer based brand equity was
adapted from Boo et al. (2009). The items in this research were tested
first for reliability and validity before the hypotheses testing was
performed. The results indicate that the commercial marketing scales of
customer value (a=.77) and CBBE (a=.87) were robust and stable with
the hypothesized relationships between brand equity and loyalty being
supported (regression). MANCOVA was then used to test 7 hypotheses
the relationship between customer value and consumer based brand
equity dimensions.

Introduction
The commercial concepts of experiential customer value and consumer
based brand equity have been extend recently in social marketing
literature. Experiential customer value has been researched in the
context of cancer screening services for older women (Zainuddin,
Previte, & Russell-Bennett, 2011) while consumer based brand equity
(CBBE) has been conducted in the contexts of smoking (Evans,
Wasserman, Bertolotti, & Martino, 2002), and breastfeeding (RussellBennett, Gallegos, & Drennan, 2009). In commercial marketing,
consumer based brand equity is a well-used concept which measures
the value of a brand as well as consumer uptake (loyalty). In social
marketing, the aim of practitioners is to provide valuable exchanges
which encourage the adoption and continued use of a desired social
product (behaviour) and/or variant (brand). Therefore the concepts of
experiential customer value and consumer based brand equity can be
used effectively to investigate the use of social marketing video games
to encourage moderate drinking amongst adolescents. Social marketing
video games are a new tool where experiential value creation is

Results
The data showed full support for four of the hypotheses, and partial
support for the remaining three. The results show that the game
generated low to moderate levels of experience customer value with
mean scores ranging from 2.2 to 3.1 based upon a 5 point likert scale.
These results were also reflected in the levels of consumer based brand
equity with scores ranging from 3.0 to 3.2 on a 5 point likert scale. The
regression results demonstrated a significant positive relationship
between brand awareness and brand image (β=.57, t(134)=8.11,
p<.001), brand image and perceived quality (β=.72, t(133)=12.00,
p.<.001), and perceived quality and brand loyalty β=.61, t(132)=8.97,
p<.001). Males who reported high levels of playfulness, CROI and
aesthetics (experiential customer value) were more likely to report
higher levels of awareness of moderate drinking, F(1,137)= 6.60, p<.01.
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and the switch to more active lifestyles both in and outside schools.

Males who reported higher levels of playfulness, service excellence and
CROI would be more likely to report a positive brand image of moderate
drinking, F(1,136)=5.64), p<.05. High levels of CROI and service
excellence (experiential customer value) were more likely to report
perceived quality of moderate drinking, F(1,136)=8.76, p<.01. Males
who reported high levels of playfulness, CROI and aesthetics were
more likely to report brand loyalty towards moderate drinking,
F(1,136)=4.70, p<.05.

3. To identify different student health-based lifestyle groups using
segmentation analysis and to explore the lifestyle aspirations, needs
and expectations of these implications of applying social marketing
strategies in this context. Interviewees will include head teachers,
sports coordinators and local policy makers.
Background
Inactive lifestyles are now a major cause of obesity, whilst portion sizes
have increased and are more palatable, energy-dense foods are freely
available, the predominant cause of obesity is the reduction in energy
expenditure (Blair, 2007). Inactivity has steadily decreased in children
and adults, in 2008 61% of men and 71% of women aged over 16 years
failed to meet the minimum adult recommendations for physical activity.
There has been a marked decline in the amount of physical activity
children enjoy in their spare time (Almond 2004), with the prevalence of
physical inactivity increasing during adolescence (Twisk, 2001). In
order for Department of Health targets to be met and increase the
number of children participating in at least 60 minutes of physical
activity per day, new methods to initiate behaviour change to facilitate
healthy lifestyles need to be researched and implemented. Reviews
from NICE (National Institute for Health and Clinical Excellence, 2008)
have highlighted the importance of enhancing opportunities for physical
activity within a school, family and community setting. Recently, due to
the concerns of increasing cases of overweight, obese, type 2 diabetes
and mental health issues in children, physical activity and the strong
associations to poor health in adulthood are being reviewed in the
context of sustainability. The research is embedded within a national
policy-making framework for sustainability that is emphasising the
importance of social marketing towards pro-environmental and physical
activity change. There also exists the potential for schools to benefit
from ‘physical activity’ environments if the potential marketing
opportunities of creating sustainable environments are fully realised
(Hoyer, 2000; Mihalic 2000).

Discussions and Conclusions
The current research has identified that experiential customer value is a
useful concept to measure and examine the value derived from social
marketing video games and how this in turn can encourage the uptake
of a moderate drinking brand amongst adolescents through consumer
based brand equity. Furthermore, social marketers can use the current
research findings to manipulate dimensions of value in a video game to
exert a greater influence on different aspects (dimensions of consumer
based brand equity) of the uptake of a moderate drinking behaviour. For
example, social marketers should emphasise playfulness to better
increase awareness and image perceptions. This study suggests that
the Australian Federal Government’s “Don’t Turn a Night Out into a
Nightmare” game is not effective in encouraging adolescent males to
uptake a moderate drinking social brand. This was shown through the
low levels of experiential customer value, which then reflected on the
low scores of consumer based brand equity. This research provides
evidence for the use of consumer based brand equity (and potentially
other commercial marketing theories) to measure the performance of
social brands such as moderate drinking. This provides an alternative
to past approaches which have predominantly used theories such as
the theory of planned behaviour and models such as the
transtheoretical model (stages of change) to understand individual’s
behaviours.
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The methodology has been designed around secondary and primary
schools using eight case study schools in both urban and rural Exeter
and Devon areas in order to yield wider data on background variables
including socio-demographic composition and geographical context. A
mixed-methods approach is being applied that involves a series of
groups, notably school pupils, stakeholders within the school (headteachers, P E staff, and local authority policy makers).

Number: 34
Author(s): Samantha Parnell, Dr Stewart Barr, Prof Craig Williams
Affiliations: (1) University of Exeter

A mixed methods approach is being used in the study namely
quantitative, qualitative and ethnographic research. A survey that
utilised the Theory of Planned Behaviour was conducted amongst 1124
school aged children to investigate their patterns of physical activity.
The survey explored current levels of both physical activity and
sedentary behaviour, the motivations and barriers for adopting more
physical activity practices. It also addressed student’s beliefs around
physical activity and also looked at the social support in regard to
partaking in physical activity. A paper questionnaire was administered to
the pupils and took around 20-30 minutes for the pupils to complete.
The survey data is being analysed and a lifestyle segmentation model
developed to explore the properties, motivations and barriers for activity

Title: Social Marketing for physical activity and health: Encouraging
sustainable patterns of physical activity and health in children.
Abstract:
Aims
The research aims to explore the role of social marketing in promoting
physical activity-related behavior change amongst school children. This
is being researched by the following objectives:
1. To describe and explain the physical activity choices of school
children to and within their school setting.
2. To identify the motivations and barriers to reducing sedentary activity
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based behaviour change for different clusters of school children.
Following this, students were clustered into one of four groups
according to their physical activity levels, sedentary behaviour, attitudes
and barriers towards physical activity.

resources, including investments. These processes led to awareness
that there is a need in marketing philosophy and technologies
introduction in order to design market “appeal” and marketing strategy
of the territory and its competitiveness. In this regard each territorial
administration tries to offer the most attractive product in the form of
internal conditions for accommodation, business, and consumers
(population, investors, tourists) so that they chose the territory, which
corresponds to their requirements. Thus, any territorial establishment
needs development of the marketing concept of development and
advance on the global market of territories.

A series of in-depth focus group interviews with students from each
cluster in each school took place in order to gain a deeper
understanding of the activity patterns, barriers, beliefs and social
support raised in the questionnaire. The interviews provide valuable
data that expands on that already extracted from the surveys and that
will assist in the development of social marketing strategies for each of
the schools.

Marketing of territories is carried out at meso-level; thus, it, as well as
the cluster policy, is designed on the basis of the enterprises’ activity
analysis, prices and pricing, features and advantages of implementation
of activity in the region.

Prior to the commencement of designing a social marketing strategy for
each of the schools in depth interviews have taken place with the head
teacher, P E staff and key sports personnel within the school
community.

Close interaction of managing subjects within the limited territory
generates the synergetic and multiplicative effects noted by the
Marshallian school in the spirit of a triad of external economies, by
Rosenfeld considering convergence as the integral consequence of
geographical concentration (Romanova, 2011).
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Table 1 – Presence of SME in clusters and per capita GDP dynamics

Number: 35

Region

Year

Author(s): Elena Gennadievna Popkova, Yulia Igorevna Dubova,
Lyudmila Ivanovna Kukaeva
Affiliations: (1) Volgograd State Technical University (2) Volgograd
State University of Civil Engineering and Technologies
Title: Designing the Territorial Marketing Strategy on the Principles of
Cluster Policies

Austria

Abstract:
The research is dedicated to consideration of special kind of regional
economical and political activity - marketing of territories. Territorial
marketing, to our mind, is a particular case of social marketing, as it
implies transition of society and separate localities to sustainable
development.
Cyprus

The authors seek to examine the regional marketing tools and
strategies from the point of view of cluster policies. Clusterization might
solve the problems of SME’s competitiveness and export potential
within a region and help to overcome gradually large structural
disproportions and regional economies’ backwardness. Anyway, cluster
technologies (with reference to the territory and branch structure) are
the recognized tool of territorial marketing.
In the last decade an understanding was finally gained that steady rates
of economic growth (especially in developing countries) should be
connected, first of all, not only with natural resources’ extraction, but
also with concentration of the intellectual capital (e.g. Akimova et al.,
2009). From the point of view of economic safety the new quality of the
economic growth based on innovative type of reproduction can promote
development of the "breakthrough" (knowledge-intensive) branches,
helping to deduce economy on new level of productive forces, to carry
out scientific and technical revolution and to raise a population’s
standard of living (Lavrov, 1994).

France

Lithuania

Increase of interest to the questions of territorial market development
must be related, first of all, to the rate of the regional competition for
financial, personnel, intellectual and other resources (Davydova et al.,
2012). In recent years some regions of the developing as well as
“transition economy” countries (e.g. Russian Federation), along with the
largest cities, began to compete among themselves for attraction of

GDP per
capita, €

An average firm size
within the cluster
(average number of
employees)
Chemistry

IT

2002

25855,4

47,7

8,7

2003

26308,8

42,5

7,2

2004

27459,5

43,4

2005

27959,7

38,9

2006

29423,7

2007

Growth rate, %
Firm Size
Chemistry
IT
-

GDP per
capita
-

-10,90

-17,24

1,75

7,1

2,11

-1,39

4,37

7,1

-10,36

0,00

1,82

40,4

6,7

3,85

-5,63

5,24

30563,5

38,2

6,2

-5,44

-7,46

3,87

2008

30563,5

48,6

6,9

27,22

11,29

0,00

2009

30563,5

48,6

6,9

0

0,00

0,00

2002

18300

13,3

10

-

-

-

2003

18400

12,9

10,3

-3,01

3,00

0,55

2004

19600

15,4

10,5

19,38

1,94

6,52

2005

20400

9,8

10,7

-36,36

1,90

4,08

2006

21400

10,2

11,3

4,08

5,61

4,90

2007

23300

9,5

10,9

-6,86

-3,61

8,88

2008

23300

6,5

8

-31,58

-26,61

0,00

2009

23300

6,5

8

0,00

0,00

0,00

2002

24041,5

48

20,6

-

-

-

2003

23450,4

46,6

19,2

-2,92

-6,80

-2,46

2004

24098,9

47

18,9

0,86

-1,56

2,77

2005

25150

47,6

18,8

1,28

-0,53

4,36

2006

26016,3

46,7

18,9

-1,89

0,53

3,44

2007

27336,5

45,9

17,3

-1,71

-8,47

5,07

2008

27336,5

46,6

17,4

1,53

0,58

0,00

2009

27336,5

46,6

17,4

0,00

0,00

0,00

2002

9000

26

13,5

-

-

-

2003

10200

26,4

15,9

1,54

17,78

13,33

2004

10900

24,9

18,3

-5,68

15,09

6,86

2005

11900

22,5

20,4

-9,64

11,48

9,17

2006

13100

24,3

14,6

8,00

-28,43

10,08

2007

14800

23,6

9,9

-2,88

-32,19

12,98

2008

14800

23,6

9,9

0,00

0,00

0,00

2009

14800

23,6

9,9

0,00

0,00

0,00

The state should concentrate on creation such conditions that initiate
and support cluster processes. This measures carried out by the state
should have indicative character, providing conditions for
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stages (Glanz, 2008).

entrepreneurial activities’ development (especially micro and small
business, or SME), promoting formation and development of
infrastructure elements and units etc. It is thus important to consider
current trends of development, emergence of new factors and points of
regional economic growth.

Step 4: Identification of Barriers and Motivators from the Audiences’
Perspective
Three of the project team members had backgrounds that made them
well suited to serve as key informants in identifying barriers and
motivators to the desired behavior from the audiences’ perspective. A
review of the current literature served to validate their perspectives.
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• Perceived Barriers
• Difficulty breathing and/or communicating while wearing RDP
• Poor fit of RDP
• Expense and inconvenience of using RDP
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Step 5: Development of SMART Objectives

Number: 36

The criterion of specific, measurable, achievable, relevant and timeframed (SMART) was used to develop objectives. The team identified
process objectives as well as outcome objectives. The outcome
objectives included belief objectives, knowledge objectives, and
behavior objectives.

Author(s): Lea Pounds

• Process Objective

Affiliations: (1) University of Nebraska Medical Center College of
Public Health, Omaha, NE, USA

• 50% of potential audience members will report seeing and
remembering campaign messages

Title: A Social Marketing Based Intervention to Improve Farmers'
Respiratory Health: application of a 9-step planning process

• Outcome Objectives
• Belief Objective (beliefs to foster that will motivate audience
members to perform the desired behavior)

Abstract:
The literature is rife with behavior change campaigns that draw upon
social marketing principles, typically audience segmentation or the use
of promotional strategies. Less prevalent in the literature are health
behavior interventions that are developed using a full-social marketing
planning process. This presentation describes a 9-step social marketing
planning process, drawn from the work of Kotler and Lee, used in
developing a health behavior intervention to address respiratory illness
among agricultural workers (Kotler, 2008). The project was undertaken
at the University of Nebraska Medical Center (UNMC) College of Public
Health (COPH).

• Using RDP improves health
• Using RDP is the right thing to do
• Knowledge Objective (knowledge needed to assist in performing
desired behavior)
• What constitutes correct RDP
• What constitutes a dusty environment
• How to correctly fit and store RDP
• Behavior Objective (desired behavior change)

Step 1: Issue Identification

• 10% of those who see the messages will report wearing NIOSH
approved N95 disposable respirators in dusty environments

Respiratory illness is a common ailment among agricultural workers
especially those working in confined animal settings, those engaged in
grain bin cleaning or harvesting, and those using pesticides. Proper use
of a respiratory protection device (RDP) is a primary prevention strategy
to address this issue. Developing a social marketing campaign to
improve respiratory health among agricultural workers is one of the core
projects undertaken by the Central States Center for Agriculture Safety
and Health (CS-CASH).

Step 6: Identify Behavior Change Strategies (Marketing Mix or 4Ps)
The product selected to facilitate the desired behavior change included
actionable information on how to choose, fit and store RDP and
recognizing dusty environments that merit use of RDP as well as a
storage bag that facilitates locating RDP in a convenient location close
to where the device will be needed. Key messages were developed to
address the monetary and non-monetary costs (price) associated with
the desired behavior change. Place or distribution focused on delivering
the product as close as possible to the time and place where the
behavior is being performed or where the audience is thinking about or
aware of the behavior. The RDP storage bags are designed to be hung
in a barn or confinement building or stored in the farmer’s pickup or
grain truck. Actionable information is distributed through mass email
campaigns, farm shows and the CS-CASH website. Promotion is
accomplished through informational video demonstrations of correct
RDP usage and storage as well as posters and flyers with information
on how to choose, fit and store RDP.

Step 2: Internal and External Situation Analysis
This step in the planning process is often done intuitively based on the
team members’ knowledge of and experience with the issue being
addressed. The fact that a project is usually initiated with a specific
funding source in mind or after receiving funding to address specific
issues also frames the analysis performed in this step. The analysis for
this project recognized the support of both internal and external
stakeholders and the availability of the resources necessary to
successfully develop and implement the intervention.
Step 3: Audience Segmentation

Step 7: Budget

The audiences chosen for this intervention were based on their
exposure to the types of environments that increase the risk of
respiratory illness. Initially four potential audiences were identified. The
social marketing planning process is often iterative with discoveries or
realizations in the later stages leading to re-thinking of earlier decisions
and adjustments in the plan. Such was the case with this project. As the
project progressed, decisions were made to address only two of the four
identified audiences: corn and soybean farmers and workers in nonregulated animal confinement facilities. Using the Transtheoretical
Model of Health Behavior (Stages of Change) the intervention focuses
on those audience members in the contemplation and preparation

The costs associated with this campaign included the services of a
videographer, honoraria to the real-life farmers that served as actors in
the videos, graphic design services, printing services, purchased email
list and distribution services, RDP storage bags, and travel to farm
shows to promote the product.
Step 8: Campaign Implementation
The campaign is scheduled to begin in fall 2012 with a mass email
campaign to farmers in the CS-CASH region that covers 7 states in the
mid-western United States.
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on existing materials, but adapted to the new channels used (ex.
content reduced to 160 characters for SMS). Moreover, the
communication strategy used for delivering the content was tailoring on
parents’ and children demographic data, and their difficulty (physical
activity or diet). The program ran for 8 weeks. At the beginning of each
week, participants received web and SMS tailored communication, and
printed tailored letters (for children only). In order to test the effects of
FAN on diet and physical activity behavior, as well as on perceived
difficulty, knowledge, intention, attitudes, self-efficacy, social norms and
motivation, a randomized controlled trial design with three study groups
was used. Each group received different versions of the program. All
participants (parents and children) completed baseline, immediate post
and 3-month post-test surveys. The goal was to have 250 families
enrolled in the project with a 50% retention rate in the 3rd survey.

The emails will contain links to the informational videos. CS-CASH will
also have a presence at farm shows throughout the fall. Additional email
campaigns will be conducted with a projected series of 8 distribution
cycles spread over 3 years.
Step 9: Campaign Evaluation
Evaluation will consist of process measures and outcome measures.
Process measures will be collected throughout the project period.
Outcome measures will be collected during specific periods throughout
the project (6 months, 1 year, 3 years).
• Process measures:
• ‘Click through’ rates on video links in email campaigns
• Website hits
• Number of storage bags and promotional materials distributed at
farm shows

RESULTS:
The involvement of the community (parents, children, teachers, etc.) in
the formative research and in the development phase of FAN was high.
The FAN team worked very closely with the stakeholders, who
participated in developing ideas on how to address the problem through
the FAN project. In particular, parents and children, and school teachers
were involved in the early stages of designing tools and content, as well
as developing assessment survey, and provided significant feedback.
During the implementation of FAN, unsolicited comments were provided
by the participants, and informed the adjustments during the program.
Summative outcomes show that participation in the project and retention
rates were higher than expected or reported in the literature. A total of
556 parents and 750 children enrolled in the program. The retention rate
was at 72.07% (1st follow-up) and 71.42% (2nd follow-up). Regarding
appreciation with the program, participants were highly satisfied, and
expressed gratitude and content through emails, phone calls, and the
surveys. Concerning the use of Internet and mobile phones, participants
showed appreciation for both technologies, and their usefulness. The
brand of FAN gained attention and appreciation, with parents and
children becoming “FANS of FAN”. Negative critics were very few, and
mostly related to survey length or parents’ general lack of time. FAN was
also successful from a policy perspective, as it was funded once again,
as part of the Peso Corporeo Sano program activities.

• Outcome measures:
• Self-report behavior change data collected via survey
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Title: FAN – A Social Marketing intervention supporting healthy weight
in parents and children through the use of new technologies

CONCLUSIONS:

Abstract:

The success of the FAN social marketing initiative shows the
importance of adhering to the social marketing benchmark criteria.
Audience research and involvement in the development of FAN and
creation of materials were critical. The use of theories and marketing
mix, stakeholder buy in and partnerships were of great importance, as
well. Moreover, lessons learned include using already existing content
and adapting it to the channels and in particular to the target audience
as successful method to create and deliver content. Using the Social
Marketing framework allowed for a participation of the community at a
level much higher than expected, given that it was the first time that
such initiative (requiring long-term engagement through technology)
was implemented for this population in Ticino, Switzerland. Finally, the
lessons learned from the FAN project can be of use and help to all
program developers who wish to create and implement a communitybased social marketing intervention, regardless of the topic or country
in which the project would be implemented.

As most European countries, Switzerland has faced a concerning
increase in obesity and overweight for both adults and children. In
particular, the population of Switzerland’s most southern state, Canton
Ticino, is the most overweight/obese and sedentary population in the
country. In 2008, the Canton’s Department of Health introduced the
program “Peso Corporeo Sano” aimed to provide information and raise
public awareness about healthy weight. Two years later, the local
University and the cantonal Department of Health collaborated in
designing FAN – Famiglia, Attività fisica, Nutrizione, a Social Marketing
intervention aimed at promoting physical activity and healthy diet to all
families living in Ticino, and having children attending elementary or first
two classes of middle school, through the use of new technologies (web
and mobile phones).
OBJECTIVES:
The objective of this presentation is to describe the development of FAN
(from brand to content design). Audience research, co-creation
activities, and partnerships are presented, as well as exchange,
marketing mix and theory use. A description of content design, in
particular regarding the adaptation to new technology channels is also
provided. Finally, we provide process and summative outcomes,
including participation and satisfaction with FAN.

Number: 38
Author(s): Amee Roberson
Affiliations: (1) Booz Allen Hamilton
Title: Virginia Hospital Center Medical Brigade - Improving Health
Equality in Rural Honduras through Building Innovative Engagement
and Strategic Communication Strategies and Programs

METHODS:
FAN is a social marketing initiative that followed the social marketing
framework precisely and adhered to all eight benchmark criteria. The
development of FAN, and in particular the program’s name and
branding, as well as the timing, content and the assessments was
informed by the formative research, conducted with health experts,
parents and children, school directors and teachers. The
communication content (website, e-mail, SMS and letters) were based

Abstract:
According to the World Health Organization there are currently 783
million people without access to clean water sources around the world.
Since 1998, the Virginia Hospital Center Medical Brigade (VHCMB) has
supported a public health service mission to provide clean water to the
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3. They are the lower income (especially residing in one- and two-room
rental flats) who need AIC’s service most, but are unable to benefit
because they are not aware of AIC’s help. They may not have
access to TV or read newspapers, traditional media that AIC currently
uses to publicise our programmes.

underserved and rural population of Honduras as well as improve public
health infrastructure and provide better access to medical care and
supplies for individuals across Honduras.
In past year, VHCMB delivered care to 7,458 people during its 11th
annual mission to Comayagua, Honduras from October 22-29, 2011.
The brigade has served a total of 67,852 patients since 1998. The
annual mission provided primary care and surgical and public health
support to remote villages with 88 volunteers. The team disturbed a total
of 3,500 pairs of eyeglasses and completed 135 life-changing surgeries.
The Remote Village Project (RVP) team, a part of VHCMB, was also on
site to visit three of the water sanitation projects and two of the new
locations that are breaking ground this year. The RVP held meetings
with local political leaders to support this mission and with local Water
Boards, members of the rural communities that oversee the water
sanitation project, to assess progress and begin the new projects. The
RVP also worked with the mission to provide public health training to
identify public health workers through a five-day training program where
outreach materials, including the book “Where There is No Doctor” and
a training manual, were provided.

OBJECTIVES AND APPROACH
4. AIC’s community engagement efforts focuses on the following
objectives:
a. To seek to empower community stakeholders by equipping them
with information on eldercare, appropriate use of services
and how to access them;
b. To build collaborative relationships with key community
stakeholder groups in the community who can reach out to
clients and patients who could benefit from AIC’s services and
who feedback to AIC to improve the design of our services; and
c. To over time build up community capabilities and volunteerism so
that AIC’s services can be complemented with community
support.

The VHCMB communications and public health promotions team was
on site to evaluate the effectiveness of the current strategic
communications program. The communications and public health
promotions team developed 10 articles and a four-page internal
newsletter distributed to 200 subscribers, posted 20 social media posts
on Facebook and YouTube, and captured 600 still photographs and 20
video testimonials of the Primary Care Team (Adult and Pediatric Health
Screenings, Eye Care, Rehabilitation, and Pharmacy Services), a
Surgical Team (OB/GYN, Plastics, Eye, Urology, Anesthesiologist), a
RVP team (Water and Community Health Workers), and
Warehouse/Food Service/Logistics Support. As a result, the VHCMB’s
Facebook page’s traffic increased from 1 or 2 Weekly Active Users on
10/1/11 to 131 Weekly Active Users on 11/1/11.

5. AIC seeks to empower them so that they can navigate the healthcare
sector more confidently and make better decisions about their care
needs.
6. Our community engagement strategy comprises of three key thrusts:
a. PUMP - Work with grassroots organisations to make information
on eldercare accessible to the elderly and their
caregivers/families. Information on eldercare, both print and
online is shared with our community partners, elderly and their
caregivers/families at community touch points like Community
Clubs, Residents’ Committee notice boards and through
participation in community events. Online media is also another
platform of providing eldercare information to the community via
the Singapore Silver Pages (www.silverpages.sg) and Facebook
Community Carers SG (www.facebook.com/CarersSg).

The communications and public health promotions team observed and
gathered feedback from stakeholders through 30 interviews and
observations of each of the initiatives. In addition, the team developed,
designed, and deployed a 10-question survey for two weeks to 97
brigade members, receiving a 45% response rate.

b. SENSE - Leveraging on established grassroots platforms such
as Citizens’ Consultative Committees (CCCs), community
advocacy groups (e.g. Active Ageing Committee) and MP
dialogue sessions, we established regular dialogue and feedback
sessions with our community partners to identify gaps in services
and understand ground sentiments on issues and initiatives
related to AIC. To address gaps, we seek to co-create possible
solutions with community partners. These feedback and
suggestions are brought back to the board rooms of AIC and the
Health Ministry to improve/enhance our initiatives and offering to
the public.

This case study will demonstrate how VHCMB communications efforts
effectively targeted internal brigade engagement and also reached
underserved populations and promoted reduction of health disparities.
These efforts were implemented through engagement and strategic
communication strategies and programs in Honduras that includes
building coalitions, developing video testimonials, social media tactics,
and public health outreach and will continue to do so as VHCMB
transforms itself into truly sustainable organization.

c. SUPPORT - We co-develop programmes with community
partners tailored to their needs. These pilots are rolled out in
constituencies with a higher concentration of elderly residents.
Contrary to “one size fits all”, outreach programmes are codeveloped with community partners and customized according
to the needs of the constituency. The MP, being adviser to the
constituency, is highly involved and we work with schools and
associations to deploy volunteers to implement the programme.

Number: 39
Author(s): Andy Seet, Cindy Lee, Celine Thng, (presented by Ong
Chong Pheng)
Affiliations: Agency for Integrated Care, Singapore,
Title: Engaging The Community on EldercareThe Singapore
Experience

RESULTS
6. Since AIC started its community engagement efforts in June 2011,
more than 40,000 elderly and their caregivers from 41 out of the 87
constituencies have been engaged and empowered with eldercarerelated information.

Abstract:
PURPOSE
1. This paper outlines community engagement efforts in Singapore
context and how the Agency for Integrated Care (AIC) empowers and
collaborates with Members of Parliament, grassroots leaders and
volunteers to reach out to the elderly and caregivers in Singapore.

7. To illustrate the actual benefits of AIC’s community efforts, below
are the highlights of one of the many pilot programmes that we rolled
out with community partners:

BACKGROUND

Senior’s Mobility Fund Pilot Outreach at Tanglin-Cairnhill
Constituency

2. AIC assists elderly and their caregivers/families with complex health
needs to coordinate access to eldercare services and help better
manage their care and needs. Whilst the main source of AIC’s touch
points with elderly patients and their caregivers/families are from
hospitals and other healthcare institutions, there will be a potential
group in the community that could benefit but may not be fully aware of
AIC’s services.

To ensure that more elderly residents will know about and benefit from
the Senior’s Mobility Fund (SMF), the grassroots leaders of TanglinCairnhill Constituency embarked on a pilot outreach project with AIC to
go door-to-door of the rental flats to inform the low income elderly
requiring mobility aids, and to refer eligible residents for assessment on
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Abstract:

the type of mobility aids like wheelchairs and walking aids they should
get. This was done by the project team over two Saturdays on 17 and
24 September 2011. A total of 90 SMF beneficiaries were identified from
this project to-date. In fact, this project has been replicated to another 8
constituencies since then garnering a total of 290 SMF beneficiaries todate.

The Institute of Women & Ethnic Studies (IWES), a non-profit
community-based organization, implemented a mixed-method formative
research plan to inform an upcoming social marketing campaign.
Through IWES’ Media Advocates for Prevention (MAP) program, a
cohort of African American (AA) youth focused their culminating project
on bisexual AA youth in New Orleans, Louisiana. Qualitative research
informed the creation of a Youth Sexual Health Survey (YSHS) for AA
youth aged 11-19, which was placed online through Survey Gizmo. The
YSHS was publicized through social networks (Facebook, Twitter, email blasts, etc.), in-person contacts (IWES program participants, health
events, education sessions, etc.), and a youth-friendly push card that
contained a QR code and link to the survey. The YSHS was launched
on May 18, 2012 for four months and received 146 responses. IWES
collected baseline sexual health data, self-reported HIV risk practices
and beliefs, and ideas for effective campaign strategies. A campaign to
increase bisexual AA utilization of testing services entitled PAUSE was
derived directly from this research and will launch in conjunction with
World AIDS Day 2012.
Background As of 2010, Louisiana (LA) has the second highest HIV
case rate nationally, and New Orleans (N.O.) has the third highest HIV
case rate among Metropolitan Statistical Areas (CDC, 2012). African
Americans account for 74% of new HIV cases, 47% of which were
among men who have sex with men (MSM) (DHH, 2012b). Twenty five
percent of new HIV diagnoses in 2011 in LA were amongst 13-24 year
olds, up six percent from 2000 (DHH, 2012a; DHH, 2000). Yet while
youth HIV rates have increased, their HIV testing rates remain low. In
2010 only 11% of state-funded HIV tests in LA were for youth aged 1319 (DHH, 2010).

During the two Saturdays on 17 and 24 September, about 50 members
from the team went door-to-door to conduct a screening survey of 1,200
households in the rental units of Blocks 117, 121, 123 Bukit Merah View
an Block 91 Henderson Road to inform them about the SMF and how
they can benefit from the help scheme. At the end of the two-day
outreach programme, AIC organised and conducted therapy
assessments to determine the need and type of mobility aid for the
individual applicants.

Little research is available on testing patterns of AA LGBTQ youth in LA,
yet research suggests that this population is disproportionately affected
by HIV in the US (CDC, 2011). A 2011 Centers for Disease Control and
Prevention (CDC) report states that between 2006-2009, new HIV
infections among young black MSM increased by 48% (CDC, 2011).
Although a growing risk group, few HIV prevention campaigns focus on
LGBTQ youth in N.O. The true extent of sexual risk behaviors among
LA youth is largely unknown as LA is one of few states that prohibits
surveying students on sexual risk behaviors and beliefs.
IWES is a national non-profit community-based organization in New
Orleans, founded in 1993 in response to health disparities among
women of color. IWES has an extensive history of youth-centered and
driven public health projects and activities. IWES’ Media Advocates for
Prevention (MAP) program is a CDC-funded, new media-focused
adaptation of the evidence-based Community PROMISE HIV
prevention program. MAP works with a core group of 10-15 Peer
Advocates (PAs), AA youth aged 15-18, over a yearlong period. After
completing a training focusing on comprehensive sexuality education
(CSE), leadership, and critical thinking, PAs create media and safer sex
kits to engage their community and educate their peers.
In February 2012 MAP PAs participated in a social marketing training
focusing on the 4Ps of marketing. Based on peer observations, the PAs
decided to focus on increasing HIV testing among bisexual youth. Due
to concerns of being able to find adequate literature related to bisexually
identified youth in N.O., IWES decided to conduct a situational analysis
focusing on youth across the LGBTQ spectrum. The final outcome was
the creation of a new social marketing campaign entitled PAUSE
focused specifically on bisexual youth in N.O.
Methods Formative qualitative research was conducted with LGBTQ
youth to develop the Youth Sexual Health Survey (YSHS). The YSHS
both informed the PAUSE campaign and gathered baseline data on
youth sexual behaviors and attitudes in N.O., enabling IWES staff to
measure campaign effectiveness. The 129-question survey was piloted
with PAs for ease, length, and clarity before its launch.

Number: 40
Author(s): Iman Shervington, Callie Kaplan, Heather Farb, Rheneisha
Robertson

The YSHS was open to AA youth aged 11-19 residing in N.O. from MaySeptember 2012 and received 146 responses. It was available online
through Survey Gizmo and enabled for mobile access. Promotion was
conducted through Facebook, Twitter, and Instagram and a youth driven
push card with a QR code and link. Push cards were distributed by PAs

Affiliations: (1) Institute of Women & Ethnic Studies, New Orleans, LA,
United States Minor Outlying Islands
Title: PAUSE: New Media Strategies for Collecting Formative Research
with African American LGBTQ Youth

42

WSM Toronto Abstracts book_AW 03/06/2013 12:26 Page 43

3. Louisiana Department of Health and Hospitals Office of Public Health
STD/ HIV Program. (2012a). Louisiana HIV/ AIDS surveillance
quarterly report (1st quarter).

and through IWES staff. Youth could take the YSHS anonymously or
confidentially and could enter a raffle. Data was exported from Survey
Gizmo to SPSS version 12.0 for analysis. The data was compiled and
presented to MAP PAs in order to design the PAUSE social marketing
campaign.

4. Louisiana Department of Health and Hospitals Office of Public
Health. (2000). Louisiana HIV/ AIDS annual report.

Findings Of the sexually active youth (n=75), 16% (n=12) identified as
LGBTQ, yet 28% (n=21) had engaged in sex with either both or the
same sex. Respondents that engaged in sex with both sexes were less
likely to use condoms when engaging in vaginal sex (46% vs. 65%) and
oral sex (17% vs. 33%) than their heterosexual peers but more likely to
use condoms when engaging in anal sex (67% vs. 60%). Those that
engaged in sex with both sexes used protection more often with the
opposite sex than with the same sex. Of sexually active youth, 16% had
been diagnosed with an STI and youth that had sex with both sexes
were disproportionately affected.

5. Louisiana Department of Health and Hospitals Office of Public
Health. (2010). 2010 HIV/ STD program report.
6. Centers for Disease Control and Prevention. (2011). HIV Among
Youth.

Number: 41
Author(s): Esme Smith
Affiliations: (1) DraftFCB Social Marketing

An overwhelming majority of respondents believed that they were at low
or no risk of contracting HIV (70%). Respondents that had sex with both
sexes were most likely to mark “not sure” about their perceived HIV risk
(37%) and only 31% of all respondents had been tested for HIV. Yet,
100% of respondents that had been tested reported that they would test
again in the future.

Title: Case Study implementation: Energy theft and behaviour change
Abstract:
South Africa’s successful struggle for freedom is well known and its
peaceful transition to a democracy has achieved world wide acclaim. Its
Constitution is hailed as being one of the most progressive in the world.
The process of addressing the inequalities of the past is an ongoing
challenge and the quest for a vibrant democracy relies on finding
solutions that address the deep rooted human injustices of the past and
provide for the needs of future generations. We need to build a country
that addresses the many political, economic, social and environmental
challenges that we face in a sustainable way. These challenges are
endemic to a system that is driven by the profit motive that benefit the
few ‘haves’ at the expense of a growing number of ‘have nots’.
Fundamental, systemic change is needed and a key aspect of this
process is behaviour change.

Lessons Learned/Conclusion There was high dissonance between
youth sexual behavior and orientation identification. This indicates that
sexual health programs may benefit from focusing more on sexual
activities than orientation labels. The survey also showed higher risktaking behaviors and uncertainty about HIV risk among youth that had
sex with both sexes. These findings underscore the need for HIV
education opportunities geared towards youth that have sex with both
sexes.
Online surveying is an optimal way to collect health data from youth.
Although some youth did not recognize the QR codes, feedback
showed that their inclusion made the campaign appear more cutting
edge. The YSHS served as an effective recruitment tool for IWES
programming. Through the YSHS, youth could apply for IWES
programs, and half of the recently recruited 2012-2013 MAP cohort
came from the survey. One of the limitations of the survey was the low
number of LGBTQ youth that completed it. In future efforts, IWES staff
could partner with more LGBTQ youth serving programs and further
engage LGBTQ youth to distribute push cards. Another limitation was
the length of the survey. For some it could take up to 20 minutes, and
the biggest complaint in the feedback section was of the length. Despite
these setbacks, many youth were still able to get through the survey and
the data collected will go directly back into informing youth programming
in LA.

It is within this context that we needed a behaviour change approach to
deal with the growing problem of electricity theft. The country loses over
R4.4 billion per year as a result of electricity theft. The perpetrators of
these activities include the business, industrial and agricultural sectors
which account for 66% of the losses and 34% is accounted for through
meter tampering, illegal connections and illegal purchasing of electricity
in the residential sector. This problem impacts our economy, the cost of
electricity, further depletes our natural coal resources and is a safety
hazard in our society. A behaviour change campaign was needed that
took the systemic nature of the problem into account whilst ensuring
that people attained the new behaviour as legal and safe users of
electricity.
The comprehensive, partnership campaign that was developed has
been implemented for the past three years using our uniquely South
African behaviour change approach and methodology. This approach is
based on our experiences of activism during the 1970s and 1980s
which successfully challenged the oppressive government of the time
and built community structures and processes to not only fight for
change but come up with community solutions by the people
themselves.

Next Steps The PAUSE campaign will launch December 1, 2012,
including youth-generated media pieces available on social media sites.
PSAs will highlight the ease of protecting oneself from HIV. A photo
campaign via E-cards and publicized through Instagram, will motivate
friends to encourage friends to get tested together. A web series will be
created in an “edutainment” format to fuse narrative story telling with a
push to get tested for HIV and reduce LGBTQ stigma. Direct quotes
from the formative research will be used in the scripts. PAs will vet
media pieces for cultural appropriateness and inform IWES staff of the
emerging technologies N.O. youth use.

These experiences of developing partnerships, social mobilisation and
creative solutions are integral to our methodology that was put into
practice in this campaign for legal, safe and efficient electricity use.

More research on AA LGBTQ youth, particularly bisexual youth, is
essential in order to better understand their prevalence of risk and
protective factors. Youth health data collection should be accessible
online and promoted through mobile-technology that youth utilize
regularly. More HIV testing opportunities and education should be
created for AA youth to capitalize on their willingness to routine testing.
Lastly, more CSE opportunities should be geared to youth that have sex
with both sexes to inform them of risks associated with all behaviors.

In this case study, we addressed barriers to behaviour change at all
levels. Developing and lobbying for revisions to legislation and the
training of judges and magistrates strengthened the legislative
compliance framework essential for providing the behaviour parameters
of what is acceptable in our society. Promoting voluntary behaviour
change of business, industry, agriculture and residents needed targeted
tactics and approaches that would promote self regulation and
monitoring, education and creative problem solving and solution
building.

References

Five focus sites were established in remote rural and peri-urban areas
in four provinces in South Africa to test the model. Research results
after 18 months of targeted activities by the field work teams recruited
from local communities, indicated that there was a R100 million
(approximately $10 million) reduction in electricity losses due to a

1. Centers for Disease Control and Prevention. (2012). HIV
Surveillance Report 2010, 22.
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STD/ HIV Program. (2012b). National Black HIV/ AIDS Awareness
Day fact sheet.
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decrease in electricity theft. The strides that were taken, clearly
demonstrated the value of a behaviour change approach to dealing with
electricity theft and as a result, these focus sites will be expanded and
rolled out nationally in 2013. These social mobilisation efforts in
conjunction with a national media campaign using digital media, radio,
print, television and media relations strategy demonstrated the value of
a behaviour change approach that is grounded in local solutions,
historical experiences and a robust behaviour change methodology.

The authors posit that the discipline of Social Marketing would benefit
from Social Practice Theory (SPT) as an alternative theoretical platform.
Hitherto, social marketing has tended to restrict its approach to
behaviour change through a dependence on linear, psychological
models of behaviour, which emphasise that attitude and intention lead
to action. The Social Practices approach is offered as an alternative,
giving the potential for more effective behaviour change solutions that
are based on a holistic, socio-culturalist perspective.

Our poster will highlight our behaviour change methodology, the
various elements of the campaign, the challenges and successes
in practice within a developing economy.

After a brief introduction to SPT, analysis of primary data from mixed
method research will be used to argue that the theory offers useful
insight into the problem of low utility cycling levels in the UK. In turn, this
case study has enabled us to make observations on the role of Social
Marketing within a multi-disciplinary framework for behaviour change.

Number: 42

Social Practices Theory (SPT)

Author(s): Julie Ann Sorensen PhD, Deputy Director, John J. May MD,
Director

Unlike theoretical perspectives of behaviour which consider individuals
to be either rational actors or as under the influence of social norms,
SPT considers practices as the unit of enquiry rather than the individual
(Reckwitz, 2002). Practices comprise three elements; materials (things,
technologies, tangible physical entities), competences (skills, knowhow, technique) and meanings (symbolic meanings, ideas, images)
(Shove et al, 2012). An example here might be Nordic Walking, which is
made up of walking poles (a ‘material’), the competence of walking with
sticks and the ‘meaning’ of walking as a leisure time activity (Shove and
Pantzar, 2005).

Affiliations: (1) Northeast Center for Occupational and Agricultural
Health
Title: Using social marketing and social network analysis to leverage
upstream support
Abstract:
In the United States, the cost of occupational injuries, illnesses and
fatalities is roughly $250 billion annually. The healthcare burden is
roughly equivalent to the cost of cancer, yet the investment in cancer
research and prevention is 25 times greater than investments made to
address occupational safety and health issues. In particular, farming,
forestry and fishing industries have consistently reported the highest
fatality rates of any other U.S. industry, with associated costs of $17
billion annually. In order to garner funding to address one of the most
frequent causes of death in the farming industry, study researchers
conducted a social network analysis (SNA) of corporations, government
agencies, trade and business associations and advocacy groups linked
to agriculture. The purpose of the analysis was to identify organizations
or groups that were well-connected and well-resourced. Using this data,
study researchers will conduct an upstream social marketing campaign
to encourage potentially lucrative organizations or group partners to
participate in a strategic alliance. This strategic alliance will work to
generate funding and political support for farm safety initiatives. The
social networking research has already been completed and potentially
strategic partners have already been identified. The upstream social
marketing phase has yet to be completed, however, the presentation
will review the methods that will be utilized in successfully recruiting
upstream partnerships. The research methods that will be featured in
this poster presentation are likely to be of interest to many intervention
developers faced with the challenge of dwindling public sector research
and intervention funding.

The elements making up a practice are interconnected and cannot be
reduced to single elements (Reckwitz, 2002), in that the meaning of
‘hammering’ does not come solely from the material object, which is
nothing but a lump of wood and metal without a human having the skill
to do the hammering (Watson and Shove, 2005).
Within SPT, individual practices are also considered as part of a bundle
or complex of practices with interlinking elements of mutual influence
(Shove et al, 2012). Thus, elements comprising the practice of ‘cycling’,
such as traffic, route planning and an image of being, say, dangerous
may co-exist with the practice of driving. Driving has some shared
elements but has a meaning of being ‘normal’ and a high status activity,
in part due to the marketing efforts of the motor industry. Thus, for a
practice to change, links to unhelpful elements must be broken, and
links to more helpful elements within the complex must be forged
(Shove and Pantzar, 2005).
SPT strongly suggests that the task of changing a practice will require
collaboration of multiple agencies to work for change across all its
elements. The authors argue, citing evidence from the research
findings, that Social Marketing has a potentially significant role to play
in this multi-disciplinary approach; particularly with breaking links with
unhelpful meanings of cycling and forging links with more helpful
elements within the practice complex.
Methodology
After a literature review of existing cycling research, spanning transport
and environmental fields, exploratory multi-phase primary research was
undertaken. Using the services of the professional market research firm
YouGov, a quantitative survey of 3850 randomly sampled British adults
was conducted, with questions designed to gauge the nature of Britain’s
cycling ‘culture’; for example respondents’ image of cycling types, of
cyclists and their own relationship with cycling participation. A follow up
qualitative phase, which included 10 in-depth interviews and 9
subsequent focus groups (n = 60), was designed to gain rich insights
into a range of issues raised by phase 1, whilst seeking further insight
into the image of cycling by using projective and enabling techniques.
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Title: Out of Practice: Understanding the social practice of cycling as a
basis for marketing behaviour change
Abstract:
Introduction
The neo-liberal political economy underpinning trends in behaviour
change policy has tended to favour a perspective that the individual is
sovereign, but this approach has been disappointing. Indeed, a key
theme running throughout policy debates is the extent to which
behaviour change is within the capacity of individual agents or whether
it requires more fundamental structural change in society. Thus, Social
Practice Theories, which holistically view ‘practice’ as the unit of enquiry
rather than the individual, have recently gained increasing prominence
in the behaviour change arena as one way of moving away from such
an individualistic view (e.g. Reckwitz, 2002; Shove et al, 2012).

Discussion
In addition to both material- and competence-based recommendations
that are made as a result of the empirical findings (such as 46% of
lapsed cyclists claiming their confidence levels are too low to restart
cycling), the authors make a series of Social Marketing suggestions
based on findings around the ‘meaning’ of cycling. For example,
research found that respondents viewed leisure cycling as fun, but utility
cycling as abnormal; that high status individuals would seem ‘strange’
cycling to work and that cyclists are more adventurous and dedicated
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behavior change. For example, Wymer (2011, p.17) writes about
“broadening the social marketing strategy array” by understanding
causes of a social problem in the context of the broader social,
ecological, legal and political environments. He argues that without a
clear understanding of the causes, social marketing campaigns targeted
to individual attitudes and behaviors are likely to be less effective.
Likewise, the attention on upstream social marketing has increased with
the recognition that policy and laws, media, and other key aspects of the
environment have a strong influence on individual behavior (Scott &
Higgins, 2012). Similarly, McKenzie-Mohr (2011) recommends
community-based social marketing in which initiatives are delivered at
the community level and focus on removing barriers to a behavior while
also increasing the benefits of performing the behavior.

than the norm. That said, findings also suggest that cycling has become
‘cool’ and that it can be a practical solution to a problem - particularly for
a responsible, budget-conscious male.
Further analysis using SPT demonstrates that many of the meanings,
such as the ‘adventurousness’ of fearless cyclists, are linked
inextricably to other elements, such as the busy nature of roads and
poor cycling infrastructure (materials), which have led to mutual
aggression between car and cycle commuters. Similarly, potential
cyclists may lack the ‘competence’ of negotiating heavy traffic or
organising suitable bike storage, which are skills unnecessary in
countries where traffic free cycle paths and bike locking facilities are
standard.
Given this interrelatedness, the authors acknowledge the need for a
multi-disciplinary approach to the problem of low utility cycling. Within
this approach there is an important role for social marketing. The
negative image-associations found during our research require a
marketing response which could be articulated, if viewed through a
Social Practices lens, as breaking links between unhelpful meanings
and creating new ‘cycling brand’ associations in the minds of
consumers. A marketer may, for instance, use a panoply of integrated
marketing communications techniques - including social media, events
and celebrity endorsement - to present cycling to work as normal and
even cool.

Focus of the work. This paper provides an example of how the
Community Readiness Model (CRM), developed by the Tri-Ethnic
Center for Prevention Research (TEC; Oetting et al., 1995), was used
as a tool to understand the barriers within the broader environment to
achieving reductions in the use of alcohol by college students. The
principles of social marketing were then applied to the findings of the
community readiness (CR) assessments to help these universities
develop action plans for lowering student drinking beyond their existing
social marketing campaigns targeted to students.
Rationale for Work. In 2010, TEC was contracted to assess the
community readiness (CR) to address issues related to alcohol use by
university students for each of a Midwestern state’s university
campuses. The campuses were finding that although they had many
programs targeted to students with a goal of reducing alcohol use, their
success in achieving this goal, especially in regards to excessive/binge
drinking, was limited. Social marketing programs for alcohol were
prevalent on these campuses, including social norms campaigns,
availability of alternative activities to drinking (a product replacement
strategy), and plentiful information about resources available. Yet
conversations with Alcohol and Other Drug (AOD) staff on these
campuses revealed that the success of these campaigns was limited by
other factors in the students’ environments that supported excessive
drinking behavior. The goal of the CR assessment was to help these
campuses identify these factors and formulate strategies that could be
implemented in parallel with their existing social marketing programs.

Conclusion
In line with recent reviews of behaviour change best practice (The
House of Lords, 2011), this research into the image of cycling, when
analysed through a SPT perspective, suggests that a multi-disciplinary
approach to combating low utility cycling numbers is required. Within
this framework, the authors suggest that Social Marketing has an
important part to play, particularly with the changing of negative
‘meanings’ currently associated with cycling for utility purposes.
Similarly, it may also play a role in encouraging and emphasising
burgeoning positive images associated with the ‘coolness’ of cycling,
which are particularly heightened after the sporting successes of British
cyclists in 2012.
Most significantly, the SPT shows that the interrelatedness of elements
which make up a practice means that no one element should be tackled
alone. Thus, Social Marketing must combine with other behaviour
change approaches, such as urban design, traffic safety policy and the
regulation of commercial marketing to create a trans-disciplinary
approach towards changing the practice of utility cycling.

Community Readiness Model. Researchers at TEC developed CRM to
help communities be more successful in their efforts to address a
variety of issues, such as drug and alcohol use and HIV/AIDS
prevention. The model was conceptualized, in part, in response to a
large social marketing research project conducted by one of the authors
under a National Institute on Drug Abuse grant to reduce substance use
among middle-school age adolescents. In this study, post-test results
found that while attitude and behavior changes were found among
youth in some communities, in other communities, there was little to no
change. The amount of change appeared to be due to the fidelity of
implementation which was directly related to the attitudes and
willingness of the community and school leadership (Kelly, Swaim &
Wayman, 1996).
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questions about their community with respect to these dimensions.
Interviews are scored, and a level of readiness (1-9) is calculated for
each dimension. The results of the assessment are then used to help
the community match their change strategies to their readiness levels.

The House of Lords Science and Technology Select Committee (2011)
Behaviour Change. HL Paper 179. London: The Stationary Office Ltd.
Warde, A. (2005) Consumption and Theories of Practice. Journal of
Consumer Culture, 5, p.131.

Number: 44
Author(s): Linda Stanley, Kathleen Kelly
Affiliations: (1) Colorado State University, Fort Collins, CO, USA
Title: Community Readiness as a Tool to Identify Upstream Social
Marketing Needs: The Case of Reducing Alcohol Use among College
Students

Since its development, CR has been used in hundreds of applications
nationally and internationally and has been applied to issues well
beyond drug and alcohol use, including many public health applications
(e.g., obesity, intimate partner violence) and environmental and
sustainability issues (e.g. transportation planning, environmental
contamination). Communities have found it to be helpful in identifying
obstacles impeding progress on successfully addressing an issue in

Abstract:
In recent years, it has become recognized that social marketing needs
to consider upstream factors rather than focusing solely on individual
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Readiness for Community Change. Fort Collins, CO: FlashStone
Research & Consulting, LLC.

their community, as well as identifying resources and strengths within
their community that can be mobilized in their efforts to address that
issue.

Warren, R. (1978). The Community in America (3rd ed.). Chicago:
Randy-McNally.

Methodology. Using the CRM protocol (Stanley, Kelly, & Edwards,
2011), assessments were conducted for 13 campuses. For each
assessment, six key informants were interviewed. CR scores were
calculated for each of the six dimensions, and interviews were analyzed
for themes. A report was prepared for each campus that presented and
explained their scores and that summarized themes from the interviews.

Wymer, W. (2011). Developing more effective social marekting
strategies. Journal of Social Marketing, 1(1), 17-31.

Number: 45

Findings. As expected, the vast majority (70%) of the campuses
received a score for “efforts to address alcohol issues” in the high
readiness range, with key informants mentioning the availability of
alternative activities, posters and other materials from the social
marketing campaigns, information brochures, the AOD website, and a
variety of other campus efforts. Conversely, 90% of the campuses
received a low readiness score for “community climate”, a dimension
that measures the attitude of the community (i.e., the campus) toward
addressing the issue. On further examination of the interviews, the
findings revealed that, despite the low scores on community climate, the
alcohol-related policies of the universities as applied to students were
relatively strict and adhered to by leaders of the university. On the other
hand, faculty were often complicit in supporting the drinking climate
(e.g., going out drinking with students, talking favorably about drinking
in class, not scheduling Friday classes). In addition, the norms of the
larger community supported a culture of drinking.

Author(s): Aparna Sundar
Affiliations: (1) University of Cincinnati, Mason, OH, USA
Title: The Facebook Effect: Does it Harm or Hurt WOM? Influence of
Underlying Motivations in Determining Favorable Word-of-Mouth
Abstract:
Research Topic
Word of Mouth or WOM has strong influences on the success of the
product, consumer’s purchase intentions (Berger 2011). Products need
to be interesting, novel, or exciting to be talked about (Hughes 2005;
Sernovitz, 2006). Aesthetics or design of a product generates a sense
perception of the actual product (sight, smell, touch, taste, feel) and can
trigger WOM (Kalins 2003).
Research Questions
The simple question we are curious about is can appealing product
design increase favorable WOM? Does variation in features impact
WOM? We test this in study 1. In study 2 we tested an individual’s need
for affect and the impact of different contextual need motivations on
WOM.

Following the assessments, we led the campuses through a workshop
to help them focus their efforts in increasing readiness in the community,
with the ultimate goal of lowering student drinking. We structured the
workshop around building an action plan using social marketing
principles to target changes in upstream factors. In response to the
findings about faculty, many teams developed specific action items
designed to change faculty behavior regarding this issue, including
conducting primary research to better understand faculty motivations,
beliefs, and attitudes; partnering with faculty champions to begin
changing faculty norms; and working with leadership to develop policies
concerning class scheduling and cancellations. Implementation of these
actions is currently ongoing, but it is slow due to state funding cuts.

Literature Review
We know that edgy products create buzz but some social networking
sites (like Pinterest) contest, good design can increase buzz too.
Products that are more publicly visible, or cued more frequently by the
environment, receive more immediate, ongoing, and overall WOM
(Berger and Schwartz 2011). Attitudes based on high amounts of
thought are proposed to be more consistent over time, than attitudes
formed or changed with little thought (Smith Haugtvedt and Petty 1994).
Emotional reports can be reliable predictors of attitude. The form of the
product produces an affective response that is based on emotion (Page
and Herr 2002) and can moderate attitudes. Individuals high in the need
for affect (NFA) develop more awareness of emotions, and possess
more cognitive associations with their emotions than people who are
low in this need (Maio and Esses 2001). Self-determination theory
(SDT) as the need for competency (achievement), need for autonomy
(power), and need for relatedness (affiliation) (Ryan and Deci 2000)
provide a basis to compare context that drives needs as experiential
outcomes. My prediction was that power and accomplishment
manipulations will generate more favorable WOM than the connection
manipulation.

Lessons learnt. Using the CRM to conduct primary research prior to the
workshop helped university AOD staff think beyond programs targeted
specifically to students. The CR assessment results combined with
action planning using social marketing principles resulted in AOD offices
developing upstream strategies to lower college student alcohol use.
However, how well these strategies have been implemented and
whether these strategies have been effective in changing norms and/or
behaviors is unknown. Funding cuts to these offices and a traditional
focus on intervention when drug or alcohol abuse occurs makes
implementation of these strategies more difficult.
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Method
Pretest of designs in all studies was conducted using undergraduate
students to select highest and lowest attractiveness rating of 40
designs. The standard list of features and advance list of features was
made up from actual product descriptions and a pretest ensured
significant difference in mean ratings
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Study 1
80 undergraduate students participated in an online 2(high/design)
X2(high/low features) between subjects study (bracelet phone). WOM
description and semantic attitude measure (Barden and Petty, 2008)
(alpha coefficient= 0.96) were measured. Description of the product in
the high design group (Mdescription=4.78; SD=1.33) was significantly
higher than the description of products in the low design group
(Mdescription=3.95; SD=1.15) with a difference of 0.838, t(72) =2.88,
p<.05. No significant effect for features was found. Sobel test revealed
that the mediational pathway from design interaction to description
through attitude was significant (Z=8.91, p<.005) indicating that attitude
mediates the effect of design on description.
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Figure 2: Interaction of level of Features with Motivation (Power,
Accomplishment, and Connection)

Figure 1: Motivation to Approach Emotion: Moderated mediation of
attitude on the effects of design on product description

Findings
Three studies reinforce the importance of good design on favorable
WOM. Attitude is a key mediator and NFA as the moderator in the way
that design influences WOM. The context of the individual providing
WOM indicates that in the connection condition, higher features
decrease favorable WOM, which relies solely on design. This means
that in affiliation contexts, such as Facebook (or Pinterest), design is a
key driver of favorable WOM. Power motivation conditions are similar to
when individuals are asked to provide product reviews that will
determine the next trend, or consumer reports. Here we find that
features play a more critical role on WOM. We find similar results for
accomplishment conditions similar to when individuals provide product
reviews for items they shop for themselves.
Contributions
Better designs generate more favorable WOM descriptions. Attitude
developed toward new designs are critical to WOM descriptions. Further
this affects individuals who are motivated to approach emotions more
than others. This paper highlights the importance of considering the role
of WOM generator in the nature of buzz generated. While WOM
generated on consumer reports can cause positive reviews of the
product, motivations to connect with one’s social group ie. Facebook
can lead to less positive WOM for better features.
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Abstract:
Bike retailers and repair shops are the primary entry points to cycling for
those who don’t already use this form of transportation. Yet, by and
large, these stores and not for profit selfhelp centres focus on repairs
and sales to existing cyclists, rather than on creating cohorts of new
cyclists.
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Transport CO2 Emissions: What Progress?
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Our presentation explores how these community hubs can mobilize
local populations to take up cycling, by implementing cycling uptake
toolkits specifically tailored to local conditions and demographics. We
will report on recent research on how to improve service provision to
novice cyclists, in collaboration with Fourth Floor Distribution, a leader
in North American urban cycling that consults widely to cycling
businesses on increasing professionalism within bike shops.
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We are creating an innovative business model to promote cycling to a
broader audience, and to expand the clientele for both profit based and
not for profit enterprises. Part of this model involves access to a variety
of styles of bicycle and functional cycling gear, as well as the provision
of a tailored unique social marketing toolkit as well as a professional
training workshop to extend the responsibility of bicycle professionals
beyond bike sales and repair to include the advancement of safe and
inclusive cycling as a critical part of the urban fabric. This requires
increased professionalism within the cycling industry, to help ensure
that cycling services are provided in a consistent, effective, and
welcoming manner. We will report on metrics on the demographic of
current clients to provide a baseline against which to compare
populations mobilized by the new business model and professional
services.
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Internet usage is not restricted to teenagers (who arguably have
developed the capacity to interpret and evaluate online information) but
is increasingly prevalent amongst even very young children. For
example, 96% of Australian children aged 12-14 and 60% aged 5-8 year
accessed the Internet in April 2009 (Australian Bureau of Statistics,
2010). The Internet is increasingly being utilised as a medium for
alcohol advertising (Alcohol Policy Coalition, 2011; Gordon, 2010).
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With the rise in awareness that the Internet is decentralised, global,
owned by no-one and fundamentally unregulated – which makes
controlling it impossible (Johnson, 2004) – in the 1990’s people started
looking for a way to protect themselves and children from inappropriate
content when browsing the Internet. This resulted in the development of
a range of Internet filters, designed to enable parents (or, in some
cases, governments or other agencies), to block specific content as
defined by a user. These filters are designed to provide users with piece
of mind that they, or other users of a computer, will not be able to access
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current school configurations and many households as measured in the
2009 Australian Census (Australian Bureau of Statistics, 2010). The use
of filters on fixed desktop machines is becoming redundant with a
change in the way the Internet is used and accessed; with movement
toward mobile technologies such as Smartphones, tablet and laptop
computers that allow users to access information from anywhere, at
anytime, and often through dedicated applications like Facebook,
YouTube and FourSquare.

inappropriate content. This paper reports on a study conducted to
examine the effectiveness of commercial filters in restricting access to
online alcohol marketing.
Method
Five commonly-used Internet filters were selected for testing; based on
costs, availability to Australian consumers, and our ability to install and
run them within the computing environment constraints. The five filters
used in this study were: Net Nanny 6.5, Pure Sight PC, Content Keeper
Home Edition, McAfee SmartFilter, and Trend Micro Titanium Internet
Security 2011.

The effectiveness of the self-regulatory system for alcohol advertising in
Australia has repeatedly been questioned in relation to traditional media
(Donovan et al., 2007; Jones & Donovan, 2002; Jones, Hall & Munro,
2008) as it has in other countries. However flawed these systems, they
provide at least a minimal level of protection for young people by limiting
the extent of their exposure to commercial messages about alcohol.
This study demonstrates that even that level of protection is absent in
the context of alcohol advertising on the Internet – with a vast amount
of alcohol marketing available for viewing by audiences of all ages at
any time of the day or night.

A bank of six computers was set up for the testing sessions: one with
each of the five Internet filters, and one control condition (no filter
installed). The Internet filters were set up using their standard default
settings. Where configuration was required the ‘teen’ setting was
selected. In order to adequately test the effectiveness of these Internet
filters, testing occurred twice for each filter and the control – once by a
staff member from the research centre and once by an undergraduate
student from the University’s Informatics Faculty. The undergraduate
students were used as testers as they were close in age to the target
group; had similar levels of computer skills (i.e., more advanced skills
than the majority of adults, due to the ubiquity of computer use in this
age group); and, like teenagers, were motivated to try to ‘beat’ the
filters. A total of 12 participants took part in the study – six staff members
and six students.

Given the evidence of a direct association between exposure to alcohol
advertising and adolescent alcohol consumption (e.g., Anderson et al.,
2009), we need to accept that for complex societal problems such as
underage drinking traditional (downstream) social marketing, or social
advertising, should not be the focus at the present time. Rather, we
need to increase awareness among both policy makers and the general
public of the inappropriate tactics utilised by industry to sell ever-greater
quantities of alcohol, particularly in unregulated channels such as the
Internet. Social marketers need to work upstream – to persuade
governments to regulate the extent and nature of alcohol advertising on
the Internet in order to reduce exposure to online alcohol marketing.

Results
Part A was designed to test the Internet filters’ capacity to block Internet
searches using alcohol-related words spontaneously generated by
participants. When asked how they would find alcohol brands on the
Internet, all 12 participants reported that they would type search terms
(such as the brand name) into the Google Search Engine. The results
indicated that Net Nanny was the only filter which adequately blocked
these searches; with one exception. The blocked search terms
included: “alcohol”, “beer” and “spirits”; however, the term “drinking
games” generated access to such websites as “idrink.com/games” and
“50 drinking games guaranteed to get you hammered:
www.amog.com/lifestyle/”.

Acknowledgement: This study was funded by The Cancer Council
Victoria.
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We tested five commonly recommended Internet filters to assess their
effectiveness in blocking access to alcohol websites. Despite the claims
to enable parents to prevent their children accessing undesirable
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Abstract:
One of methods of social marketing actions efficiency assessment is the
general indicators analysis. From the latters, the most significant one is

This study was conducted using Internet access technology similar to
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1) g>1 , the process grows indefinitely;

the share of the population involved as while solving the problem
concerning informing on the social program the greatest efforts are
directed on informing as many citizens as possible. Informing consists
not simply in the informational report to the population, but as well in
attracting the possible biggest number of people to participate in a
solution of a certain problem. This informing can be presented as
process of the population mobilization, and in this case application of
mobilization model (Model of Prognostication of the Population
Involved) seems to be relevant. The notion of social or political
mobilization implies here the process of inclusion into the party, the
number of its supporters, in any social movement, etc (Shikin,
Chkhartishvili, 2002).

2) g=1 , the process increases with a constant rate;
3) 0<g<1 , the process tends to equilibrium condition;
4) g=0 , the process is the same;
5) -1<g<0 , the process tends to equilibrium, making damped
oscillations around the equilibrium state;
6) g=-1 , the process is oscillating around the equilibrium state with
the constant amplitude;
7) g<-1 , the process is oscillating around the equilibrium state with
increasing amplitude.

In view of the fact that the current level of mobilization is closely
connected with the last one, and future mobilization depends on today's
successes of the propaganda company, it becomes clear that while
creating the corresponding model it is necessary to consider a time
factor. Differently, it is necessary to understand that the model has to be
dynamic.

For example, the following figure represents the sets of Mn values at
various n, M*, M0 in case |g|<1.

The problem consists in reflecting the logic of mobilization level change
within the gap between two next time points (in a week, month, year).
That part of the population for which mobilization of this type makes
sense is taken as a unit. This quantitative characteristic becomes clear
during the conducted researches and polls at the first stage when the
purposes of carrying out campaign of social marketing were still defined
and specified. Let Mn be the share of the mobilized population at tn
timepoint = tn. Then the share of non-mobilized population will be equal
(1-Mn). The share of the mobilized population is that part of the
population about which in the course of the conducted research it was
found out that it is informed (let in insignificant degree) on social
programs, actions. The share of non-mobilized population implies that
part of the population which before carrying out research did not
possess any information on those programs on which the population is
informed, and is not involved in the process of the social problems
solution.

Fig. Values of mobilization level at |g|<1.
To estimate the parameters of AR model (3) we can use the methods of
the least second degrees. Usually this method is used in situations
where the process is stationary. It is doubtful that the real economic
processes have properties of stationarity. The lack of stationarity and
complete uncertainty about the laws of changing the characteristics
make a reasonable assumption that the model parameters change over
the time much slower than variables. This hypothesis leads to the
transformation of the model with constant parameters to the model with
an adaptive mechanism of change (Davnis, Tinyakova, 2006).
Introducing the notation

(5)

In a month mobilization might change for two main reasons:
adaptive autoregressive model as follows:

1) the part of the population was managed to be attracted in addition.
This value is the more, the higher the share of still non-agitated
population at tn time point = n and therefore it is possible to consider it
equal α(1-Mn) (α > 0 is the “agitativeness” coefficient);

(6)

2) the part of the population decreased (for various reasons). The share
of the agitated population is reduced the more, the higher is this value
at tn timepoint = n and therefore it can be considered to be equal β Mn
(β>0 is the constant coefficient of retirement).

(7)

(8)

Thus, change of mobilization level within a unit of time is estimated as
a difference between a share of the population attracted in addition, and
a share of the agitated population retired:
Δ Mn = Mn+ 1 - Mn,

(1)

Mn+ 1 - Mn = α (1- Mn) - βMn.

(2)

where λ – parameter of exponential smoothing(0<λ≤1); μ, η – tunable
parameter, ( 0 ≤ η ≤ 1 , 0 ≤ μ ≤ 1 ) .
With the help of model (6) - (8) we can achieve a high level of accuracy
in the fitting of a particular set of data. Naturally, the high accuracy of the
approximation will increase the accuracy of analysis, but also, and it is
the most important, in the result of the usage of adaptive approach
possibilities of the analysis will be expanded. As easy to understand
unlike the static model, adaptive one allows not only determining the
behavior of the process, but also provides the ability to detect trends for
a possible transition from one state to another.

The equation (2) is the equation of proportional mobilization. Thus, the
model of mobilization is constructed.
The ratio (2) can be easily reduced to the following:
Mn+

1

= α + g Mn,

(3)

where g = 1 – α – β. Auxiliary parameter g cannot make up more than 1
because initial parameters α and β are positive.
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(4)
Analyze the possibilities of the model. All the information on the dynamic
effects is contained in the coefficient.

51

WSM Toronto Abstracts book_AW 03/06/2013 12:26 Page 52

The use of the EnRG (Environmental Research framework for weight
Gain prevention), which combines the theory of planned behaviour with
a socio-ecological model. Additionally, the use of findings related to
parenting styles in relation to eating behaviour of children.

Title: The Enjoy Being Fit - Family Project: getting low socio-economic
status parents with various ethnic backgrounds involved in their
children's lifestyle.
Abstract:
Introduction
In order to further curtail and prevent the overweight epidemic among
children in Rotterdam, the Enjoy Being Fit (EBF) programme [1], an
evidence based primary school intervention has been extended with a
unique community intervention developed according to the social
marketing approach, namely the “Family project”. The Family project
concentrates on children (aged 6 to 12) and their parents of regular EBF
schools in disadvantaged neighbourhoods, characterized by high
percentages of low socio-economic status and with inhabitants of
various cultural backgrounds. The aim of the Family project is to get
parents involved in the lifestyle of their children and encourage
behaviour change by promoting the intake of water (positive campaign)
and providing information about the disadvantages of sweetened
beverages. In doing so, parents should be stimulated to give their
children more water and less sweetened drinks.
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Title: EPHE (EPODE for the Promotion of Health Equity), a 3 years
European project to promote healthier lifestyles and reduce obesityrelated health inequalities via a social marketing approach.
Abstract:
Introduction: As indicated by WHO in the European Charter on
counteracting obesity, ”Overweight and obesity most affect people in
lower socioeconomic groups, and this in turn contributes to a widening
of health and other inequalities”. EPHE is a European project designed
to evaluate how Community-Based Programmes (CBPs) using social
marketing approaches can reduce health inequalities linked to diet and
physical activity.

Case Study: The Family project
From the beginning of the project on, care was taken to involve relevant
stakeholders at various levels (strategic, tactic and operational, at
neighbourhood, city and national level), thus generating as much useful
input as possible and creating wide support (co-creating). The total
process planning framework (scope, develop, implement, evaluate,
follow-up) has been used. The scoping phase of the Family project was
an iterative process, including desk research, interviews with
(semi)professionals and focus groups with the target audience. As a
result of a TARPARE analysis, our target audience segments included
mothers with a Turkish or Moroccan cultural background and their
children (these contribute for 60% to the problem of overweight children
in Rotterdam). The chosen behaviour for the mothersis ‘effectively
serving water to their children (6 – 12 years) at least twice a day’;
children’s chosen behaviour is ‘drinking a minimum of two servings of
water per day’. The mother segment was further segmented in
‘traditional’ (70%) and ‘modern’ (30%) mothers. Relevant insights
common for both mother segments are that mother’s deep motivations
are about being ‘good mothers’ (being nice, loving and a good caregiver
and educator) and they aspire a good future for their children. Relevant
differentiating beliefs between the two segments are that traditional
mothers consider their children as ‘healthy’, except if they have high
fever or stay in the hospital. Being overweight is a sign of prosperity and
offers a reserve for eventual periods of sickness. Traditional mothers
have low levels of self efficacy with regards to their parenting practice,
whereas modern mothers are more confident, but are in search of
practical tips and guidance on this aspect.

Methodology: This 3 year project will conduct a pilot-life testing in 7
communities around Europe implementing the EPODE methodology (1)
with CBPs (Belgium, Bulgaria, France, Greece, Portugal, Romania, The
Netherlands). They will implement 2 years whole of population
interventions enhancing the deprived population around 5 themes:
improve diet variety, fruits and vegetables consumption, sleep duration
and water consumption and decrease sedentary lifestyle. For each of
these 5 themes, CBPs will develop a portfolio of actions involving key
stakeholders and using relevant levers to have a sustainable
modification on lifestyle. Each CBPs will be evaluated with the WHO
Good Practice Appraisal tools. In this project, the population awareness
has been taken into account for evaluation. A motivation campaign
before the intervention will be conducted to ensure a good evaluation’s
participation rate.
Results: 7 Communities-Based Programmes together with 8 European
Universities are involved in this project and the results of a literature
review on levers to reach out deprived population will be available for
the WSMC. The motivation campaign to raise awareness among
population for improving the evaluation’s participation rate and tools
used will be presented.
Conclusion: This project will lead to produce concrete guidelines and
best-practices for policy makers, health promotion services to
implement sustainable and focused strategies among communities to
reduce health inequalities linked to diet and physical activity.

The marketing/intervention mix consisted of 6 products and services
targeted to the mothers and 6 targeted solely to the children. These
were alternately implemented in the course of one school year. The
application of social marketing on the basis of the eight benchmarkcriteria [2] is further illustrated with the example of the “Pimp up your
water jug” workshop for mothers.

Co-funded by the European Commission, Ferrero, Danone, Mars and
Orangina-Schweppes.
(1) http://www.ncbi.nlm.nih.gov/pubmed?term=epode%20methodology

Table 1: Application of the eight benchmark-criteria in the Family
project.
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Criteria
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Community-Based Programme for obesity prevention

Family project intervention component: Pimp up your water jug!
Consumer orientation

Title: OPEN (Obesity Prevention through European Network),
strengthening and up scaling the implementation of Community-Based
Programmes at European level

Desk research (behaviours, theory, trends, demographics, social and
health status statistics, priorities, programs, services etc); Interviews
(semi)-professionals; Focus groups mothers; Pre-testing of
interventions with target segment; Process evaluation results utilised to
improve products/services.

Abstract:
Introduction: Building on the EPODE European Network (EEN) project
(2008-2011) and according to the needs of the Community-based
Programmes (CBPs) OPEN is a project supported by the European
Commission (DG SANCO), aims at scale-up a minimum of 11 European
Community-Based Programmes/Initiatives (CBPs/Is), in terms of quality
and amount of actions developed and in term of increased diversity of

Behavioural focus
Mothers offer water to their child(ren) at least two times a day and see
to it that the children do drink the water.
Theory informed
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the target groups reached through social marketing campaigns and
local actions. This, in order to reduce overweight and obesity among
children and adolescents, including socially deprived groups.

decreasing in a sustainable way the prevalence of childhood obesity.
1.
No disclosed

Methodology: During 3 years, OPEN will base its childhood obesity
prevention approach on the EEN recommendations and recent EUfunded researches (ENERGY, SPOTLIGHT, TEMPEST, IDEFICS). The
CBPs progress will be measured according to the WHO Good Practice
Appraisal tool. An OPEN Coordination team will assess the needs of 12
CBPs from 17 European countries willing to strengthen their
methodology and improve their interventions including social marketing
techniques and practices. The OPEN project will gather, disseminate
and facilitate practical application on the field of evidence and
practicebased findings through a OPEN wiki and social network.

2.
Funding from The Community of Communities Flandre Lys
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Title: Teaching Caribbean Students to Make the World a Better Place:
A Review of CARIMAC’s Social Marketing Courses

Results: OPEN is an opportunity to build and reinforce a strong panEuropean network of 7 universities and scientific partners interested in
the progress of 11 Community/School-Based Programmes and 2
European health promotion boards to develop coordinated research
plans in health-related diet and physical activity behaviours with the
support of DG SANCO and WHO Europe. The project includes two call
for proposals for the implementation of social marketing actions at
community level targeting socially deprived groups and adolescents.
Action sheets will be developed from the awarded actions to be
disseminated and replicated among the other CBPs. A review of social
marketing best-practices for obesity prevention in Europe will be also
developed and presented within an OPEN Book. Moreover, the
evaluation highlights the challenges that the CBPs are facing regarding
the use and monitoring of Social Marketing for obesity prevention.

Abstract:
At the end of the academic year 2011/2012, the Caribbean Institute of
Media and Communication (CARIMAC) produced its thirteenth batch of
graduates, from its three-year Bachelor of Arts degree programme in
Media and Communication, who would have taken courses as part of
the Institute’s specialization in Social Marketing. This article traces the
development of teaching approaches applied in the specialization and
shares lessons learnt from teaching social marketing to undergraduate
Caribbean students. Kelly (2009) has presented “typical pedagogical
approaches used to teach social marketing courses at the university
level” (p. 129) and this paper adds to the discussion by highlighting
some of the approaches used at CARIMAC to engage students in
learning the discipline of social marketing, focusing in particular on the
use of the capstone field project as part of students’ final year social
marketing course assessment.

Conclusion: OPEN will focus on increasing amount and efficiency of
local actions developed among various target groups and facilitate
implementation of innovative actions and dissemination through a best
practice database to support the development and the efficiency of
CBPs.

CARIMAC is a department in the Faculty of Humanities and Education
on the Mona Campus of the University of the West Indies, based in
Jamaica. It is one of the long-standing Institutions providing education
and training in media and communication-related areas in the
Caribbean, having been established in 1974. The Institute offers
academic programmes ranging from Bachelor of Arts degrees to
graduate programmes in Communication Studies, and Communication
for Social and Behaviour Change. Social Marketing as an academic
discipline has been offered at the undergraduate level at CARIMAC
since 1998. A student doing the specialization in Social Marketing at
CARIMAC must complete four courses in their second and final years.
Each course is worth three credits and students attend eight hours of
classes and labs each week. The four courses are (1) Basic Social
Marketing I (COMM2701); (2) Basic Social Marketing II (COMM2702);
(3) Advanced Social Marketing I (COMM3701) and (4) Advanced Social
Marketing II (COMM3702). The social marketing specialization has a
coordinator who supervises the administration of the courses and also
lectures in some modules. A number of part-time lecturers are invited to
lecture on special topics and teach practical skills in various modules.
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Community-based and social marketing approach for obesity
prevention
Title: EPODE, twenty years of experience in the field of childhood
obesity prevention: What Health?
Abstract:
Introduction: EPODE is a coordinated, capacity-building approach for
communities to implement effective and sustainable strategies to
prevent childhood obesity by increasing physical activity, decreasing
sedentarity and improving diet. Since 1992 the Community of
communities Flandre Lys (33700 habitants) has implemented childhood
obesity prevention initiatives at all levels within the EPODE programme.

The social marketing programme is designed to offer students a chance
to learn about the theory and the practical application of social
marketing. Using computers and design software, students actually
learn to produce and pre-test messages and materials to use in social
marketing campaigns. In an attempt to expose students to the breadth
of issues covered in the social marketing field, teaching is done in
modules. Generally, students complete modules in social marketing
theory, written communication, spoken communication and visual
communication, research and evaluation, campaign planning and
implementation. Upon completion of a major portion of these modules,
the students must serve an attachment or internship at an organization
with a campaign or programme that has used a social marketing
approach in its planning and implementation. Additionally, in the final
semester of their final year, the students must also do a field project
which involves the actual design, implementation and evaluation of
campaign employing social marketing principles. At the end their
undergraduate programme, students are also expected to create a
portfolio, containing all production assignments completed during the
courses, which is presented for grading during an exit interview.

Methodology: The Community of Communities Flandre Lys (7 towns,
27 schools) is celebrating today twenty years of experience in the field
of community-based interventions. In this framework the Community of
Communities together with the central coordination has developed a
comprehensive social marketing annual plan to raise awareness on the
twentieth years anniversary among the general population and all the
community stakeholders. This strategy together with the annual social
marketing theme focused on “the family healthy rhythm” includes a
revised logo that will be displayed in all communications tools and
materials, a calendar of actions that constitutes the overall “anniversary”
event and a specific contest to identify the more active city.
Results: The impact among the population in terms of behaviour
change (diet and physical activity), social norms, health literacy, brand
awareness, mobilisation and social bond has been evaluated through
interviews to the families involved for 20 years in a community-based
programme for obesity prevention using a social marketing approach
included in the EPODE methodology.
Conclusion: The multistakeholder and social marketing approach to
mobilise local resources and change life style is successful in

The paper discusses the content of the various modules offered in the
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Management of health commodities logistics has always being a big
challenge in developing economies including Nigeria. Existence of a
poorly developed distribution channels for essential health commodities
from the port of entry through the median channels to the target users
has always been a huge challenge. There has been in the past, cases
of expiration of large quantities of ARVs, FP commodities, ACTs etc in
depots in Nigeria. A lot of target users are denied access to health
commodities because their location is hard to reach. In some cases,
high cost of the commodities incurred as a result of the cost of
transportation to some localities, also make the products inaccessible.
Not only are resources wasted but avoidable diseases conditions keep
claiming lives.

social marketing specialization to illustrate how both theoretical and
practical skills are incorporated. The internship component of the
specialization is also presented showing how students are given an
opportunity to gain additional practical experiences in social marketing.
Another aspect of the specialization which gives students practical
experience in social marketing is the final year field project. Since the
specialization has been offered, a range of social issues have been
targeted by the students. These include mental health, child abuse,
blood donation, hurricane disaster resilience, dental health, men’s
health, fire prevention, texting while driving, among others.
In order to show the CARIMAC’s social marketing curriculum at work,
the paper presents a brief case study of the most recent final year
capstone field project completed by the class of 2012. The campaign
addressed the issue of texting while driving among university students
by promoting the behaviour of focused driving as a simple three-step
process: (1) eyes on the road, (2) hands on the wheel, (3) hands off the
phone. The voices of the students who completed the project and their
lecturers who guided them are documented highlighting their
experiences in doing a field project. This particular field project utilized
a team-based learning approach (Thackeray & Wheeler, 2006) in which
students worked as a group in designing and implementing the
campaign. The students were given various responsibilities during the
project and were graded for both individual and group effort. In addition
to producing actual messages and materials which were shared with a
real target audience, they also presented an evaluation report of the
campaign, which assessed the achievement of their objectives, as their
final piece of coursework. The case study of the focused driving
campaign is analyzed by using Strand’s (2010) four suggestions on
what we should be doing better to “grow the next generation of social
marketers…: “(1) attract new marketers and social change practitioners
into social marketing; (2) create and expand opportunities to actually
learn and practice social marketing; (3) evaluate our work and generate
compelling stories; and (4) transmit the culture of social marketing” (p.
106).

Description
Social marketing leveraging on the private sector has been a strategy
adopted by the Society for Family Health (SFH), Nigeria. SFH
partnership with the robust network of MDS, a private supply Chain
management outfit of UAC in Nigeria in addition to the linkage with the
network of private wholesalers and their retail clients combined with
social marketing activities is the key to SFH success in Condom
coverage nationwide. The product subsidy in addition to BCC activities
aimed at increasing health seeking behavior among targets make up
the components of the social marketing. Evidence from Measuring
Access and Performance (MAP) studies conducted annually by SFH
with donor supports shows presence of Gold circle condom in 6 out of
every 10 outlets. Also, same studies shows that in every 15 minutes
walk in the most rural settlement, one is likely to see a condom.
Lessons Learnt
Social marketing when properly monitored can be used to improve
access to health services in Nigeria. It is also a cost effective approach
because of leverage on existing structures. Involvement of the private
sector guarantees sustainability of the approach but a robust monitoring
and evaluation system which ensures commodities are sold within
recommended prices, proper storage conditions are maintained etc will
be required to ensure effectiveness. Zero tolerance to stock out is also
essential to ensure commodity security all the time.

The paper ends with a discussion of the challenges experienced while
teaching social marketing through four courses offered over four
semesters. Some of these include finding course material relevant to
the Caribbean context, balancing theory with practice, sourcing financial
support for final year field projects. As part of its ongoing curriculum
review process, CARIMAC introduced a new Bachelor of Arts degree in
Integrated Marketing Communication (IMC) in 2011. After being offered
for fifteen years as four courses, the social marketing specialization has
been incorporated into the new IMC degree being reduced from four
courses to two courses to make space in the curriculum for other areas
such as public relations and advertising. The first cohort of graduates
of the IMC programme are expected to complete it in 2014 and at that
time it will be worthy to note if the changes made to the social marketing
curriculum have affected learning outcomes.

Recommendation
Health program's in developing countries can explore the benefits
inherent in social marketing to enhance cost effective coverage of
essential health commodities including ARVs, Vaccines, FP
commodities and even Home based Safe Water System (SWS) which
will also increase accessibility.
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Not previously described in social marketing, the following broad
definition is proposed: health attention is the ability to attract resources,
awareness, and recognition for a given health issue. There are two
different types. First, agent based health attention is the ability of a
social group to attract resources and recognition of a specific health
issue, which affects the group. For example, agents suffering from
mental health issues such as schizophrenia are frequently subject to

Affiliations: (1) Society for Family Health, Abuja FCT, Nigeria
Title: Improving the health of the poor and vulnerable: Experiences from
Social Marketing Health interventions in Nigeria
Abstract:
Issues

54

WSM Toronto Abstracts book_AW 03/06/2013 12:26 Page 55

stigmatization and prejudice and, therefore, unable as a group to create
high levels of positive awareness, resulting in low health attention. By
contrast, homosexuals have proved extremely efficient in creating
positive awareness for HIV Aids and, consequently, as a group share
high levels of health attention. Second, topologic health attention is the
ability of organizations to attract resources, awareness, and recognition
of a specific health issue. For example, breast cancer has proved a very
popular health issue, to which research institutions relatively easy can
raise significant funding. Dementia, by contrast, has proved much more
difficult to put high on the public agenda and, as a consequence, is
currently significantly underfunded compared to other diseases
(Luengo-Fernandez et al. 2010). Recent evidence suggests that as of
2008 in the UK the combined health care costs of dementia were £10.3
billion, cancer £7.5 billion, and coronary and heart disease 2.3 billion. I
2007/08, the UK Government spent £405 million on research funding,
out of which cancer received 66%, coronary and heart disease 21%,
and dementia 9% (Luengo-Fernandez et al. 2010). These figures clearly
demonstrate inequality of topologic health attention to be a very tangible
phenomenon of large–scale societal importance.

care costs of the diseases) simply provides a better explanation of the
funding mismatch than, say, traditional explanatory appeals to rational
decision-making or cost-benefit analysis.
Although economic capital is the most fluid form of capital and easily
converts into symbolic capital, the latter is ultimately convertibly into the
former (Postone, LiPuma & Calhoun 1993). Bourdieu (1980: , p. 262)
says: ‘Symbolic capital is … a credit which, under certain conditions,
and always in the long run, guarantees economic profits’. This
transitivity between all capital forms has considerable implications in our
case: one can address inequality of topologic health attention by
reinforcing the symbolic capital of a disadvantaged health issue. Next
section argues that one rapidly emerging strand of social marketing –
health branding (Evans and Hastings 2008a) – is fit for this purpose.
Health branding, health attention, and symbolic capital
A health brand is a complex entity comprising both relational and
symbolic constructs (Anker et al. 2011). However, Evans et al. have
provided a simple shorthand definition, which captures the essence: a
public health brand is the set of ‘associations that individuals hold for
health behaviors, or lifestyles that embody multiple health behaviors
(Evans and Hastings 2008b: , p. 7)’. Thus, health branding aims at
influencing a target group to associate a given entity (a health behavior,
disease, or attitude) with a set of positive and powerful associations.
The core question, then, is how social marketers can employ health
branding to shape the associations, which key stakeholders (i.e.,
researchers, funding bodies, research policy makers) hold for
disadvantaged health issues. Here it is proposed to improve the
differential advantage of dementia against competing diseases through
reinforcing its symbolic capital, expressed in the forms of perceived
brand relevance and believability (Keller 2008).

To better understand the theoretical underpinnings of the concept of
inequality of health attention, the next section proposes Bourdieu’s
concept of symbolic capital as explanatory construct. This, in turn, hints
towards health branding as a social marketing strategy to address
inequality of health attention.
Health attention as symbolic capital
Bourdieu’s overarching vision is to describe the social dialectic that
shapes and structures the courses of actions available to any given
individual agent as well as enables the agent to influence that which
structures him or her and thereby shape his or her own courses of
actions (Bourdieu 1984, 2001, Calhoun et al. 1993). Thus, Bourdieu
takes a middle-position between functional structuralism (i.e., social
determinism) and social phenomenology (i.e., social indeterminism) and
thereby creates a dynamic position in which society structures the
individual and the individual structures society. This special kind of
social agency emerging in the intersection between social structuring
and self-determinacy is what Bourdieu terms habitus (Bourdieu 1977,
2001, 1984).

First, to improve brand relevance social marketers should emphasize
both objective and subjective aspects of relevance. Claims to the
extreme economic impact of dementia can effectively ground objective
relevance, whereas claims to the fact that dementia affects everyone
(i.e., a cross section of the entire population) can ground subjective
relevance.
Second, to be a believable alternative to competing diseases, social
marketers must justify the subjective and objective relevance criteria.
Marketing communications mixing emotional and rational appeals is a
powerful choice. Emotional appeals rooted in easily recognizable
conditions in the target group’s life-world can justify subjective
relevance (e.g., powerful examples of the subjective stimulus gained
from increasing quality of life for millions of people). Rational appeals
based on statistical information about the current underfunding of
dementia and the measurable socio-economic impact thereof are apt to
justify objective relevance (e.g., evidence-based cost-benefit analysis of
health care costs).

Social agents are immersed in fields (i.e., social domains). The
individual position of any given agent in a given social field is influenced
by the agent’s capital, which again forms the basis for the structuring
part of the agent’s habitus. Capital comes in four different types.
Economic capital is simply a function of an individual’s monetary assets
and the total set of options made available to the agent through this
power. Cultural capital is fundamentally an expression of an individual’s
knowledge acquired through socialization and education and the total
set of options made available to the agent through this power. Social
capital denotes an individual’s social networks, connections and group
memberships and the total set of options made available to the agent
through this power. The fourth type, symbolic capital, mediates all other
types of capital: economic, social, and cultural capital reach their full
potential and value only through manifesting as symbolic capital. An
example will prove useful. If, say, a struggling corporation appoints a
new CEO perceived to be an exceptionally efficient businesswoman,
the share prices are likely to increase. Obviously, the explanation is
based on expectations justified by the highly favourable social
perception – the symbolic capital – of the CEO. Whereas the economic,
cultural, and social capital forms are structural and shape the room of
agency open to social agents’, symbolic capital functions at a
phenomenological level: it is an expression of an agent’s social kudos
determined by a social group’s normative perception of his or her capital
possessions at the structural level.

Conclusion
Health inequality is a fundamental problem in most societies. This paper
has extended the academic study of health inequalities by identifying
and describing an overlooked, but significant type: inequality of health
attention. Health attention was defined as the ability to attract
resources, awareness, and recognition for a given health issue.
Inequality of health attention is a tangible form of discrimination
associated with underfunding of research into diseases with low health
attention. The result is loss of quality of life for millions of people
suffering from diseases that are off the research radar. Drawing on
Bourdieu’s notion of symbolic capital, the paper explained why health
branding is a key tool to address inequality of health attention: strategic
brand repositioning can help reshape unfavourable associations, which
key stakeholders hold for overlooked health issues and diseases and
thereby increase their positive level of health attention.

Reconnecting to our main theme, it is clear that Bourdieu’s theory of
capital can account for inequalities in topologic health attention: the
mismatch between the fact that (a) the combined health costs of
dementia are significantly higher than those of cancer and that (b)
cancer receives significantly more public research funding is due to
dementia having less symbolic capital than cancer. The claim that
differences in the symbolic perception of dementia and cancer explain
why dementia is underfunded (measured against the combined health
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environmentally sustainable way, while recognising the interest of
multiple stakeholders and maximising economic, social and
environmental values (Matten et al., 2003). CSR’s impact on customer
donations to corporate-supported non-profit (e.g., Lichtenstein et al.,
2004); customer satisfaction (e.g., McDonald & Rundle-Thiele, 2008)
and favourable purchasing intentions (e.g., Becker et al., 2005; Sen &
Bhattacharya, 2001) are some of the issues that have received
attention. Based on social identity theory (Brewer, 1991) and
organizational identification (Dutton & Harquail, 1994), consumers are
likely to identify, or feel a sense of belonging with a company (Mael &
Ashforth, 1992; Bhatthacharya & Sen, 2003). C-C identity is defined as
consumers’ knowledge structures about a company which include
consumers’ perception and beliefs about relevant company
characteristics such as culture, climate, values (Brown & Dacin, 1997;
Bhattacharya & Sen, 2003). This identification is active, selective and
deliberate which may encourage consumers to engage in favourable as
well as potentially unfavourable company related behaviour
(Bhattacharya & Sen, 2003). As a result, consumers will evaluate
companies’ differently. Studies show that high level of CSR leads to
more positive evaluations and expectations of that company (Brown &
Dacin, 1997). In the context of developing countries, it is unclear
whether consumers expect tobacco companies to behave ethically.
Subsequently, we propose the following framework (see Figure 1).
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FIGURE 1: Conceptual Framework

Title: COMPETING WITH TOBACCO COMPANIES IN LOW INCOME
COUNTRIES: A SOCIAL MARKETING AGENDA
Abstract:
INTRODUCTION
Tobacco use is the single most preventable cause of death and disease
in the world. According to the World Health Organisation (2012) tobacco
kills nearly six million people per year and nearly 80% of the world’s one
billion smokers live in low and middle income countries. Unless urgent
action is taken, the annual global death toll could rise to more than 8
million by 2030. The benefits of corporate social responsibility (CSR)
are well documented with benefits including increased profits, customer
loyalty, trust, positive brand attitude and insulation from bad publicity
(e.g. Brown & Dacin, 1997). Yet, according to Hastings (2012, p. 222)
“corporate social responsibility… is just a means of currying favour with
our political leaders and further extending corporate power.” Indonesia
provides an ideal case in point to explore this conundrum.

Using this model as a framework, the following research questions were
examined
RQ1: What is the effect of C-C identification, CSR association and
company evaluation on expectation of ethical behaviour in the context
of tobacco companies?
RQ2: Do smokers and non-smokers have different attitudes toward
tobacco companies?
METHODOLOGY
Data was collected from a large private university in Surabaya,
Indonesia. A total of 250 surveys were distributed and 191 usable
questionnaires were returned with 91.7% male and 8.3% female. The
number of smokers and non-smokers were evenly split, 49% smokers
51% non-smokers which is slightly lower than the 67% of actual
smokers in Indonesia. Of the 94 smokers in the sample, 69% reported
smoking on a daily basis. C-C identification was measured using Mael
and Ashforth’s scale (1992) and company evaluation using a three-item
scale from Mohr and Webb (2005). CSR association was captured
using a three-item scale from Sen et al. (2006) and finally, expectation
of ethical behaviour was measured with items developed by Creyer and
Ross (1997). Translation and back translation was used to ensure
consistency (Chen & Borre, 2010). All constructs were rated on 5-point
scale range from 1 (strongly disagree) to 5 (strongly agree).
Subsequently, the internal consistency of the scales was assessed.
Coefficient alphas were all above the requisite cut-off rates ranging from
0.71 to 0.91. Regression analysis was used to examine the research
questions (see Table 1).

Indonesia has one of the highest smoking prevalence rates in the world
(WHO, 2005). Indonesian men rank as the world top smokers (New
York Daily News, 2012). Tobacco smoking has increased 26% over the
past 15 years (Brandon, 2010). There are 67% of males aged 15 and
over are classified as being current smokers (Indonesian Central
Statistics Agencies, 2011). Among youth (13-15 years), 12% smoke
cigarettes and 78% of smokers start before the age of 19, and one-third
of youth reported trying their first cigarette before the age of ten
(Aditama et al., 2008). In contrast to many middle and high-income
countries social marketers in Indonesia are being faced with strong
competition from tobacco marketers.
Of particular concern is that tobacco companies in Indonesia are one of
the largest sources of government revenue (Reynolds, 2007) and
tobacco companies have strong CSR activities in low income countries
such as Indonesia. For example, Phillip Morris Indonesia owns a high
school which provides free education for hundreds of underprivileged
families (Sampoerna Foundation, 2012). 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 (WHO, 2012). The
purpose of this study is to explore current youth perceptions
(Consumer-Company (C-C) identification) toward tobacco companies
and their CSR activities in Indonesia.

RESULTS AND DISCUSSION
C-C identification and company evaluation were highly significant
(p<0.00), while CSR association and whether respondents are smokers
or non-smokers were not significant. Hence, in the context of a
developing country, expectations of ethical behaviour are influenced by
C-C identification and company evaluation.

CONCEPTUAL UNDERPINNINGS AND RATIONALE
The impact of CSR on buying behaviour has received considerable
research focus (e.g., Becker-Olsen et al., 2006; Du et al., 2007; Mohr et
al., 2001; Oberseder et al., 2011; Sen & Bhattacharya, 2001). CSR is a
company’s commitment to operate in an economically and
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Table 1: Model summary
Dependent Independent variable R2 Adjusted df
variable
R2
Expectation C-C identification
.338 .324
4
of ethical
(M=2.03)
behaviour
β=0.381; SE=0.066;
(M=2.18)
t=5.743**
Company evaluation
(M=2.94)
β=0.280; SE=0.059;
t=4.715**
CSR association
(M=3.20)
β=0.087; SE=0.056;
t=0.099
Smoker/ Non-smoker
β=-0.053; SE=0.089;
t=-0.592

including the positive use of shelterbelts (Aubin et al., 2003).
Shelterbelts are rows of trees and bushes that deflect winds and snow
squalls to create a calmer and warmer area in the winter. During
summer months, these trees shade areas, reduce evaporation, and
lessen wind stress. Shelter belts reduce GHG emissions when
integrated in beef production.

Model F
22.894**

Government agencies, equipped themselves with the natural science
knowledge of soil and nutrient flows, listed preferred trees and bush
species for the variable prairie climates, and produced guidelines on
designing, planting, and maintaining shelterbelts (e.g., AAFC, 2010).
Conservation officers held information sessions, distributed booklets,
and made available trees seedling at no cost. A follow-up assessment
conducted by these officials concluded more was needed, particularly
on the social aspects of shelterbelts. After several discussions with the
Rural Development Institute at Brandon University, an applied research
proposal was developed to increase the use of shelterbelts by beef
producers in Manitoba. A social marketing approach became a central
feature of a four year project, partly based on previous experience
(Ashton et al., 1979) and on the successful use of social marketing by
Health Canada (Health Canada, 2012). This Agriculture Canada funded
project aimed to better understand beef producers’ perceptions of
shelterbelts and identify what is needed to bring about behaviour
changes for more shelterbelts. Building partnerships was deemed
critical to sustain any momentum of change after the project concludes.

Notes: *p < .05; **p< 0.0
In middle and high income countries tobacco companies are perceived
negatively (e.g., Bhattacharya & Sen, 2003; Roper Starch Worldwide,
2001). However, the results of this study suggest this might not be the
case in Indonesia where tobacco marketing efforts are allowed. The
results of this study suggest that on average both smokers and nonsmokers identified positively and had positive CSR perceptions for
tobacco companies.

Defining a social marketing model
Early on, we had two challenges in defining a social marketing model for
this project: we needed to ground our efforts within existing behaviour
change theories; and we had to provide a realistic description of our
model for this project. From an initial with of nearly a dozen models
found in the literature, three spoke to the challenges in this project:
Theory of Planned Behaviour and the Diffusion of Innovations Model,
both helped explain changing individual and group behaviours; and the
Stages of Change Theory addressed change over time. The other
theories we examined included Extended Parallel Process Model,
Health Belief Model, Social Cognitive Theory, and Theory of Reasoned
Action.

The results of this study have important implications for social marketing
practice and research where the dominant focus remains on the
downstream. Downstream social marketing operates under the
assumptions that behaviours are under the control of the individual and
that unhealthy behaviours such as smoking are a result of a lack of
knowledge, or an attitude that reinforces that behaviour (Wymer, 2011).
The results of the current study support recent calls for social marketing
to move beyond individual downstream approaches and to focus efforts
towards environment and social influence modification, which is
commonly termed moving midstream and upstream (Donovan, 2011;
Lefebvre, 2011; Wymer, 2011).

A synthesis of these models and previous experiences resulted in
formulating a five stage social marketing model to systematically
implement the goal of this project. This model was initially deployed
from residential water conservation efforts and is now being reviewed in
a rural setting with an environmental agenda. The model with five
stages will be realized over several years based on the marketing
concept of a ‘campaign’. The stages are: (1) Awareness: inform beef
producers on the importance and benefits of shelterbelts; (2)
Assessment: beef producers take the time to evaluate the barriers and
opportunities of shelterbelts for their business; (3) Acceptance: beef
producers decide about shelterbelts, i.e., yes, no, or maybe; (4) Action:
those saying yes take action to expand and improve existing planted
areas, and establish new shelterbelts. Those saying maybe are
assisted to declare a yes or no; and we explore why a no is occurring
and what, if anything, will make it a yes; and (5) Appraisal: beef
producers determine their return on investment in planting their
shelterbelts. This project also assesses feedback and makes
adjustments over the four years.

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. As noted by Hastings (2012) governments
in low income countries are seduced by CSR campaigns and cause
related marketing campaigns and the easy option of voluntary codes
allowing global corporations to prey on its citizens. The effectiveness of
statutory regulation and proper corporate accountability in middle and
high income countries are well documented in combating the tobacco
industry. We call for serious moves to contain the corporate tobacco
sector in low income countries such as Indonesia (Hastings, 2012)
which will require an upstream social marketing focus in the coming
years.

Number: 56

Research design of a social media approach

Author(s): William Ashton, Ph. D. (Director), Ian Shanghvi, M.A.
(Research Assistant)

This project spans Manitoba from the southern parkland areas to the
treed Interlake region. This area is divided into 14 districts (Manitoba
Beef Producers, 2010) and hosts an estimated 9000 producers
(Statistics Canada, 2006). This applied research project seeks to
answer questions about the awareness of shelterbelts by producers,
their barriers and opportunities of having shelterbelts, ways of engaging
beef producers, and seeking their feedback. These and other questions
formed the design of an annual campaign with related methods. A
typical annual campaign involves many engagement activities and
communication methods. We also conducted a baseline survey
involving over 300 beef producers using an intercept method at major
events to establish benchmarks of their awareness and interests each
year. Information generated during these assists in planning appropriate
awareness messages. As well, up to 40 beef producers are invited to

Affiliations: (1) Rural Development Institute at Brandon University,
Brandon, MB, Canada
Title: Beef and Trees: Engaging Beef Producers in Reducing
Greenhouse Gas Emissions
Abstract:
Introduction
Across the Canadian prairies, beef production generates more
greenhouse gases (GHGs) by CO2 equivalent than transportation
(Steinfeld, et al., 2006). A national study by Agriculture and Agri-Food
Canada (AAFC) determined most producers are unaware of the
relationship between GHG emissions and regular agricultural practices,
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workshops where they find out more about shelterbelts and how to
design their own shelterbelts, based on aerial photos of their ranch.
They also assess the costs and benefits of shelterbelts, determine the
number of trees to purchase and locate the nearest source for
seedlings. These beef producers will be ‘local champions’ and will assist
with sustaining behaviour change in favour of shelterbelts through their
example. After designing and assessing the related costs and benefits,
beef producers will need time to assess the value of pursuing their
preferred design before making decisions. Workshop participants
receive follow-up calls to better understand their decision process and
considerations. As part of raising awareness, short ‘YouTube’ type
videos provide testimonials by producers about the pros and cons of
shelterbelts for beef production. These videos provide other beef
producers with opportunities to learn about shelterbelts from their peers,
including booking an appointment to have on-site tours. Feedback is
critical from both virtual tours and at the farm gate. A website
(http://prairieshelterbelts.ca/) houses the videos and other project
information to assist producers in decision- and action-taking.
Partnership building is ongoing with key players, including the Upper
Assiniboine River Conservation District (co-proponent), other
conservation districts, Manitoba Beef Producers, and Agriculture
Canada to implement various aspects of the project. In short, the typical
annual activities by the project involve the baseline research,
workshops with beef producers, related advertisements, and individual
testimonials implemented jointly with the project partners.

Health Canada (2012). About Health Canada: Marketing and
Communications Services Directorate. Retrieved October 6, 2012 from
http://www.hc-sc.gc.ca
Manitoba Beef Producers (2010). Home website. Retrieved October 6,
2012 from http://www.mcpa.net/
Statistics Canada (2006). Canada Year Book. Ontario: Statistics
Canada
Steinfeld, H. et al. (2006). Livestock’s Long Shadow: Environmental
Issues and Options. Retrieved October 1, 2012 from ftp://ftp.fao.org.
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Title: Youth4Health: A case study of design thinking and social
marketing
Abstract:
Aims of this work
In the social service sector, there are times when we have plenty of
time, staffing, and financial resources with which to plan behaviourchange interventions. But there are also times when none of these are
present, and still results must be achieved. This working paper is an
opportunity for me 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 (Y4H).
Although it is likely that most social marketers would have a longer
timeframe and larger budget than Y4H provided, 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.

Results
Four major findings are drawn largely from the 2011/12 baseline survey
(231 respondents) and related discussions with our demonstration site
and other producers from the videos. First, a beef producer is not just a
one person operation but usually a family affair. For example, our
shelterbelt demonstration site is farmed by Doug and his wife, while the
land is co-owned by them along with Doug’s father and brother. Doug
also rents pasture land. This complexity makes it difficult to clarify whose
behaviour we are trying to change, who gets invited to the workshop, and
if there really is one shelterbelt champion or all are involved. These
questions are expected to be answered over the upcoming years. A
second finding is related to geography and where the trees are needed.
Producers in southern prairie locations seem to need new shelterbelts,
while those in the Interlake region may need to know how to maintain
and extend existing belts, and how best to establish new ones. To clarify
these needs, the baseline survey will be revised. A third finding is about
creating sub-groupings of the 9000 producers. Based on herd size,
producers may be better divided into three groups: under 100 head, up
to 300 head, and over 300 head. Those with the largest herd are most
likely to draw their entire income from cattle. Further research is needed
to see how the subgroups can increase the number of shelterbelts. A
fourth finding concerns the knowledge of producers on shelterbelts, as
87% have shelterbelts, 99% (199 out of 201 respondents) want to keep
them, and 50% (100 respondents) intend to enlarge and improve them.
These results suggest the change in behaviour is about taking take of
existing shelterbelts and prompting new ones.

Focus of this work
Y4H was a year-long community-based research project (2010-11) that
sought to empower newcomer youth to become health navigators; that
is, youth who serve as information bridges between their family, friends,
and the wider community. Y4H focused on three issues that newcomer
families had previously identified as important to their lives: food
security; mental health promotion; and wellness promotion for people
with chronic conditions. Y4H purposefully used design thinking at
several points in its history, most especially when a social marketing
framework was used to rapidly design a social-media-driven
experiential marketing campaign called Navigate This!, which provided
kinesthetic, artistic and expressive opportunities for youth 16-25 to
experience Y4H’s key concept: health navigation. In this working paper
I will describe the design-thinking concepts and practices used by Y4H,
as well as a summary of a one-year post-intervention evaluation of
Navigate This!

Conclusion

Methodology applied

Shelterbelts play a critical role in reducing GHG emissions from beef
production by keeping cattle on pasture over winter. The behaviour
change targeted in this project is extending and better maintaining
shelterbelts and creating new ones. A five stage model of social
marketing, adapted from existing theories and practices, helps to
structure our annual campaign of activities to increase awareness of
shelterbelts, allow beef producers to assess their benefits and to decide
to take action – evidence of a behaviour change.

Design thinking, in addition to being a creative problem-solving process
typically employed in the fields of design and planning, is also a nascent
movement to bring a design mindset to the social service sector. Design
has been defined as “the conscious and intuitive effort to impose
meaningful order” (Papanek, 1985, p4), and design thinking as “the
activity of creating solutions” (Nuovo, n.d.), and “the application of
forethought to action” (Race & Torma, 1998). Andrea Yip, my colleague
at Y4H defined it as “an iterative process of reflection and making”,
which she termed reflective making. In recent years, design thinking
has been popularized in books, articles and blogs by Roger Martin
(2009), Tim Brown (2009), and Craig Lefebvre (2011), among others.
For my work with Y4H I found the design-thinking concepts from the
following two books were highly valuable: Where good ideas come
from: The natural history of innovation by Steven Johnson (2010) and
Glimmer: How design can transform your world by Warren Berger
(2010).
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objective circumstances, such as a healthy environment, and in
subjective aspects of life, such as positive personal relationships.
Eliminating ill-being no longer seems to be the ultimate goal of
government. Instead, promoting societal well-being has been receiving
greater prominence in the public agenda notwithstanding the fact that
life satisfaction has remained virtually unchanged in developed
countries no matter huge increases in G.D.P. over the last decades.

Berger’s “principles of good design” were based on qualitative research
he conducted with over 50 prominent designers. Of the eight principles
he distilled from his interviews, four were useful when rapidly designing
an experiential marketing campaign for Y4H: ask stupid questions,
embrace constraints, make hope visible, and begin anywhere.
Johnson’s book was based on his analyses of historic moments such as
the Enlightenment, as well as digital and human networks, and
evolutionary biology. Through his analyses he identified eight
environments, qualities and conditions that foster innovation. Five of
these were useful to me: platforms, liquid networks, the adjacent
possible, exaptation, and error. In my presentation I will briefly describe
each of these design thinking concepts, how they were useful to me,
and how they can be fruitfully utilized by social marketers, especially
when they are combined with the NSMC’s benchmark criteria.

How does the role of social marketing fit into this macro trend?
Traditionally, social marketing definitions are somewhat vague about its
role in the broader context of societal well-being. They usually state that
the discipline exists to promote the social good. According to recent
definitions, it exists to influence behaviors that benefit society (public
health, safety, the environment, and communities) as well as the target
audience’s personal welfare (Andreasen, 1995; Kotler & Lee, 2008). But
traditional definitions don’t delve into important aspects of well-being at
a societal level. They suggest only half of the equation, similar to
objective measures of wellbeing – like the Human Development Index
(HDI) and others that rely on indicators such as education, health and
standard of living. In other words, they don’t accommodate the
subjective elements of wellbeing, such as opportunities for personal
development, meaning and engagement. There is little or no mention at
all about what counts as personal welfare. So, it is high time to have a
fine-grained definition and to understand how well-being can be
integrated into the social marketing framework. This step holds potential
to elevate the status of the discipline, since marketing usually is seen by
political actors only as a tool to implement goals, with little connection
to the issues that comprise public policy.

Evaluation approach
An evaluation of Navigate This! is underway, in which a sample of youth
participants will be interviewed to explore their experience with this
campaign, as well as its impacts―both intended and unintended. This
evaluation will be complete by the end of 2012, and will therefore be
ready to publicly share at the conference in April. The evaluation
consists of a 14-item semi-structured interview, which will be
synthesized with the social media metrics from Y4H’s Facebook page
and Twitter account, and an assessment of the crowdsourced products
of Navigate This! (e.g., how well the youth’s art, photography and writing
display features of Y4H’s health navigation concept).
Conclusion
Sometimes we need to design social marketing campaigns on a
shoestring budget, with far less time and human resources than ideal.
This working paper will briefly describe a collection of design-thinking
concepts that proved helpful to me when I was under such stressful
conditions. I would like to share this experience, in the form of a case
study, because I believe that design thinking could be helpful to others
seeking to innovate in similarly challenging circumstances.

From happiness to wellbeing
Initially researchers were happy to consistently measure subjective
well-being (typically life satisfaction), within and across nations, and
compare them with income levels and other “hard” measures
(Kahneman & Krueger, 2006). Then a more sophisticated view on wellbeing developed: one that not only considered life evaluations and the
incidence of positive and negative emotions, but also took stock of
important and independent drivers of a good life. Under this new
orientation, dimensions like positive relationships, achievement,
meaning, resilience and engagement (flow) were added to the definition
of a worthy and flourishing life (Diener & Seligman, 2004; Seligman,
2011). In the current view, having a decent standard of living is not
enough: citizens need to feel subjectively satisfied with their lives and
have ample opportunities to make social connections, develop their
capabilities (Forgeard et. al., 2011) as well as their innate needs for
autonomy, competence and relatedness (Deci & Ryan, 2002).
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Social marketing’s contribution to well-being
Because social marketing exists to promote the social good, its
contribution to well-being is straightforward. But how can it contribute
more? There are at least two ways.
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Abstract:

The first one is to strive for more efficacious programs. An example
comes from bone marrow donation. While 2,2% of Americans are bone
marrow donors, only 1,3% of Brazilians opted in, despite the huge
financial investment in the latter case, over the last years, that made
Brazil one of the top three countries in the worldwide bone marrow
repository (INCA, 2012). The difference is far from trivial: if Brazilian
participation could reach the American level, there would be 1,7 million
additional donors – a 9% rise in World registries! But consider an
important and unaddressed barrier in the Brazilian case. While in Brazil
a potential donor has to go by herself to a donor center and give a blood
sample (a huge drawback in cities with inefficient transit systems), in
USA the same person would have only to order via Web a kit to swab
her cheek cells. Clearly a more efficacious use of social marketing
techniques could drive better results in the Brazilian case.

We are living the era of meaning. People expect their work, their
relationships and their lives to be fulfilling and engaging. People want to
flourish. Accordingly, there has been an increasing interest in well-being
over the last years. Companies engage in certified audits to be named
a happy place to work and then entice new employees. New ways to
measure social progress that overcome the limitation of the G.D.P.
yardstick are pursued inasmuch as they can that reflect improvement in

The second way to increment societal well-being is to align social
marketing techniques with the human goals that underlie well-being
theory. We borrow the taste buds metaphor from Haidt (2012). The
goals that make life worth living (positive emotions, engagement,
relationships, meaning and achievement) can be viewed as taste buds.
The more of them a campaign activates the better. While it can be
sometimes impractical to activate all of them, this could be a guiding

Race, Bruce & Torma, Carolyn (1998) Youth planning charrettes: A
manual for planners, teachers, and youth advocates. Chicago, IL:
Planners Press.
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rule, an ideal state to be pursued whenever possible.

Abstract:

Marketing mix, for instance, can be adjusted to activate well-being taste
buds. Promotion (communication) seems to be the most appealing tool
in this case, since it can easily evoke meaning, achievement and
positive emotions. In the example of bone marrow donation, life
narratives can be used to put the behavior into a broader and
meaningful perspective. Place can foster positive affect (mood),
engagement and relationships. Taking the same example, communities
of donors could be structured in order to incentivize social relationships.
Product (i.e. the proposed behavior) can be framed in similar ways.
Finally, when valid objective and subjective measures of national wellbeing are finally implemented, target individuals could be segmented
accordingly.

Providing an incentive is becoming common practice among blood
service organisations. Driven by self-orientated motives rather than
pure philanthropic intentions, research is showing that people
increasingly want something in return for their support. It is contended
that individuals donate conspicuously with the hope it will improve their
social standing. Yet there is limited evidence for the effectiveness of
conspicuous recognition strategies, and no studies, to the researcher’s
knowledge, that have examined conspicuous donation strategies in an
online social media context. There is a need to understand what value
drives individuals to donate blood, and whether conspicuous donation
strategies are a source of such value post blood donation. The purpose
of this paper is to conceptualise how conspicuous donation strategies,
in the form of virtual badges on social media sites, can be applied to the
social behaviour of blood donation, as a value-adding tool, to encourage
repeat behaviour.

Conclusion
Societal and individual welfare must be achieved not only through the
reduction of ill-being but also via the increase of well-being. This
demands a new framework and new courses of action. Perhaps it is
time to adopt a new definition of social marketing, one that clearly
incorporates individual and societal well-being as final goals. Kotler &
Lee (2008) mention the U.N. Declaration of Human Rights as the
hallmark of common good, but it doesn´t accommodate well the
subjective facets of well-being (UN, 1948). Andreasen (2006) defends
that clients, societies or governments should make the judgments about
which behaviors ought to be influenced by social marketers. We
propose a different standard: well-being as currently defined by Positive
Psychology. This change has the advantage of providing a better
positioning for social marketing within the theoretical space related to
human development.

Introduction
Understanding motivations behind individual involvement in pro-social
activities, such as donating to non-profit organisations, has been of
great interest among academic researchers and policy-makers owing to
their importance in the adoption and continued participation in desired
social behaviours (Bennett, 2003; Pentecost & Andrews, 2009). Yet,
despite substantive research in this area, supply remains below societal
needs for many donation activities (Charities Aid Foundation, 2011).
This is particularly evident in blood donation. In Australia blood
donations have plateaued, with only 3% of the eligible population
donating blood despite continued communication efforts about
shortages (Blood Service, 2012).
Previous literature investigating donor motivations strongly support the
view that blood donation is distinctively an altruistic act (Alessandrini,
2007; Steele et al., 2008), and that altruism is the primary reason for
donating blood (Nelson & Grenne, 2010). This is reflected in the heavy
tendency for blood organisations worldwide to use education based
promotions that appeal to an individual’s altruistic nature. As donation
rates have failed to increase, promotional appeals to altruism are
seemingly not sufficient to achieve behaviour change. Researchers
have questioned the role of altruism in the decision to donate blood and
suggest that such behaviour is also partly motivated by some form of
self-interest, such as social or emotional benefits (Harbaugh, 1998;
Bennett, 2003). Of importance in this conceptual paper is the notion of
conspicuous donation behaviour as a means to provide social or
emotional benefits. It is argued individuals tend to act out of selfinterest, which is why it is necessary to provide a value proposition that
highlights immediate benefits to encourage individuals to donate.
Accordingly, there is a need to determine what value donors seek and
how it can be enhanced in a more conspicuous way to encourage blood
donation behaviours. To this end, the paper conceptualises a
relationship between customer value and conspicuous donation in the
context of blood donation behaviour.
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The significance of customer value in the social marketing discipline is
evident by the very role of social marketing, which makes reference to
creating, communicating and delivering value to the target audience
(French & Blair-Stevens, 2006). Customer value can help understand
what consumers want out of an exchange to encourage behaviour and
has been shown to influence behavioural intentions (Gipp, Kalafatis, &
Ledden, 2008). When considering customer value in a blood donation
context, an economic approach provides a limited view, and as such,
there has since been a shift towards an experiential approach to
understanding perceived customer value, particularly in the social
marketing discipline (Russell-Bennett, Previte, & Zainuddin, 2009).
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Based on the work of Holbrook (2006), customer value is
conceptualised as consisting of four dimensions; functional, social,
emotional and altruistic. Such dimensions have been adapted to suit a
social marketing context where there is no economic exchange
(Russell-Bennett, et al., 2009). Post-donation, functional value relates to
the health benefits received from donating blood, whilst altruistic value
is derived from knowing the behaviour is helping others. Research has
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demonstrated that individuals often experience a direct, psychological
benefit as a consequence of moral satisfaction induced by the
contribution to the common good (Ferguson, Atsma, de Kort, &
Veldhuizen, 2012). In this paper, this is conceptualised as emotional
value, for example, feelings of increased self-worth or personal
fulfilment from donating blood. Social value is derived from the
behaviour’s ability to enhance social status, to make a good impression
and shape the opinion of others. People driven by social value tend to
choose products or perform behaviours that convey an image
congruent with the social image they want to project (Sheth, Newman,
& Gross, 1991).

to donate blood if offered tangible conspicuous rewards. This suggests
that offering conspicuous incentives may be an important strategy to
attract and retain young blood donors. On this basis, the following
proposition is made.
P3: Younger donors will have a more positive reaction towards receipt
of a conspicuous donation reward on social media.
Conclusion
While selfless altruism should always be important in blood donation,
other motives, such as personal benefit (through receiving goods and
rewards), signalling effects, psychological and emotional benefits,
should be recognised. Moreover, such value propositions could be
targeted by a wide variety of appeals, including the use of virtual
conspicuous rewards. The relative lack of literature on the effectiveness
of conspicuous donation strategies makes an examination of virtual
conspicuous rewards as a source of value in pro-social activities, such
as donating blood, particularly insightful in the light of social media
platforms’ growing popularity for self-expression.

Conspicuous Donation Behaviour
Individuals desire to be perceived in a positive way, and a non-profit
organisation may be a vehicle for expressing such an identity. To
accommodate this need for recognition, many non-profit organisations,
have developed strategies that allow individuals to donate in very visible
ways. Encapsulating this trend, the term ‘conspicuous donation
behaviour’ (CDB) was coined and defined as “the act of donating to
charitable causes via the visible display of charitable merchandise or the
public recognition of the donation”(Grace & Griffin, 2009). Whilst novel in
its application to helping behaviours, it is well established that
consumption of goods and services often holds symbolic meanings
beyond utilitarian purposes (Patsiaouras & Fitchett, 2012). Veblen’s
(1899) theory of conspicuous consumption promotes the visible
consumption of goods as a mechanism to improve one’s social
positioning and identity, while conspicuous donation promotes the visible
display of charitable donation to achieve the same end (Grace & Griffin,
2009). CDB can be both self-orientated and other-orientated, thus
consumers interested in communicating and enhancing their social status
and social identity, might equally be preoccupied with their inner ‘selfconcept’ and so perform particular conspicuous consumption behaviours
to communicate with themselves as much as with other people. On this
basis, it could be expected that individuals may perform conspicuous
donation behaviours to seek both personal fulfilment (emotional value)
and social recognition (social value) from donating blood. On this basis,
the following proposition is made and depicted in Figure 1.
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Method

Steele, W., Schreiber, G., Guiltinan, A., Nass, C., Glynn, S., Wright, D.,
et al. (2008). The role of altruistic behaviour, empathetic concern, and
social responsibility motivation in blood donation behaviour.
Transfusion, 48(1), 43-54.

Adolescents were selected as subjects for this study on the possible
effects of fear appeals to be used in antismoking campaigns. Many
adult smokers began smoking when they were teens; once they
become addicted to tobacco, it is more difficult for them to quit than
teens. So preventing teenagers from smoking could be more effective
than persuading adults to quit (CDC, 2007).

Number: 60

Subject and Design. Subjects were 220 students (48.6% male), mostly
between 15 and 17 years old. They were recruited from a high school in
China. The design was a between-subjects factorial with one factor—
antismoking fear appeals—and seven manipulated levels. The seven
treatment conditions include: 1) endangers self’s health (Smokers suffer
from health-related consequences such as cancer, lung disease, and
premature death.); 2) endangers self’s image (Smokers suffer from
image-related consequences such as bad breath and smelly clothes,
hair, and ashtrays.); 3) endangers family members’ health (Smoking
endangers the health of smokers’ family members because of
secondhand smoking.); 4) hurts family members emotionally (e.g.,
When smokers die prematurely, family members suffer emotionally.); 5)
destroys family relationships (e.g., Smoking leads to conflicts between
parents and teens.); 6) endangers friends’ health (Smoking endangers
friends’ health because of secondhand smoking.); and 7) endangers
strangers’ health (Smoking endangers the health of strangers around
smokers because of secondhand smoke.). These seven themes were
based on Pechmann et al.’s 2003 study and our own reading of many
antismoking ads. In Pechmann et al.’s (2003) study, family members’
health, emotional damage, and broken relationships were grouped into
one “endangers others” fear appeal, in which the “others” were inclusive
but over-general, without differentiating family members, friends, and
strangers. Our study was designed to address this limitation by
elaborating and differentiating these major three layers of “others” as
Fei (1947) and Liang (2010) articulated. A professional artist was paid
to design seven hypothetical ads that carried the above fear appeals. To
rule out possible confounding variables, the seven ads were consistent
in design and presentation, including copy text. The 220 subjects were
randomly divided into seven groups, with one group assigned to each
condition. Each subject read an ad and then completed a survey.
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Abstract:
Integrating the protection motivation theory (e.g., Pechmann et al.,
2003), 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. Findings largely support the
relational distances pattern theory, which shed some new light on the
protection motivation theory.
Theoretical Framework and Research Hypotheses
Antismoking campaigns often use “endangers self” fear appeals, which
focus on how smokers themselves suffer from serious diseases, such
as emphysema and lung cancer, and then die prematurely. Such
antismoking campaigns tend to be based on the protection motivation
theory (e.g., Pechmann et al., 2003). The basic assumption of this
theory is that people are motivated to protect themselves from harm
(Rogers, 1975). Two appraisal processes, one on the health threat and
the other on coping responses, result in the intention to perform
adaptive responses (Rogers, 1983).
Besides the harm to their own health, smokers may encounter strong
social disapproval from nonsmokers. According to the protection
motivation theory, social or interpersonal risks can be regarded as
another type of threat to smokers (Ho, 1998). Therefore, “endangers
others” fear appeals, which highlight the harms that secondhand
smoking may cause to the health of others around smokers—their
family members, coworkers, and peers, for example—are widely used
in antismoking campaigns as well.

Measures. Dependent variables for the measures in our study were
adopted from Pechmann et al.’s 2003 study. Behavioral intentions were
measured on a 5-point Likert scale, along with three similar statements:
“In the future, you may smoke a puff or more of a cigarette;” “You may
try out smoking for a while;” and “If one of your best friends were to offer
you a cigarette, you would smoke it.” Whether the subjects had prior
smoking experience or not were asked during the survey; 27 students
who had such an experience were excluded from the data analysis,
leaving the total subjects to 193 (see Table 1).

According to Hofstede and his collaborators (2010), in individualistic
cultures, people are “I”-conscious, and individual decisions are highly
valued. On the contrary, in collectivistic cultures, people are “we”conscious, group interests overweigh individual ones. In China, a typical
collectivistic culture, those who merely focus on their own needs are
considered “selfish.” Hence H1 for this study:

Results and Discussion
The reliability coefficient (alpha) of behavior intentions was 0.82. Cell
means and standard deviations were reported in Table 1.

H1: “Endangers others” will be more effective than “endangers self”
fear appeals in antismoking persuasion targeting Chinese
adolescents.

Table 1. Means of Behavioral Intensions

Nevertheless, a general “others” may not be effective in antismoking
persuasion. FEI Xiaotong (1910-2005), a pioneer of sociology and
anthropology in China, formulated a relational distances pattern theory
in 1947. According to this theory, to one in the Chinese culture, others
have different distances from him or her. The closest others are family
members, and the most distant others are strangers, with friends in
between. Similarly, LIANG Suming (1893-1988), known as the “Last
Confucian of China,” had articulated that China is a family-based
society, neither individual-based nor community-based (Liang, 2010).
So, the general “others” can be too vague for an antismoking campaign
in China. H2 and H3a and b were, therefore, posited below:
H2: “Endangers family members” will be more persuasive than
“endangers self” fear appeals in antismoking campaigns targeting
Chinese adolescents.
H3: (a) “Endangers friends” and (b) “endangers strangers” will be
less persuasive than “endangers family members” fear appeals in
antismoking campaigns targeting Chinese adolescents.

Fear Appeals

N

Means

SD

Endangers self’s health

25

4.21

1.03

Damages self’s image

28

3.94

1.17

Endangers family members’ health

27

4.49

0.72

Hurts family members emotionally

25

4.59

0.62

Damages family relationships

28

4.55

0.89

Endangers friends’ health

31

4.16

0.97

Endangers strangers’ health

29

4.24

0.67

Total

193

4.31

0.90

Most means of others-related appeals were higher than those of selfrelated appeals, which supports H1. A post-hoc test found that three
family-related appeals enhanced the intent on not smoking: “hurts
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propelling word-of-mouth wave takes off? Can pushed gossip be
dangerous?

family members emotionally” (p < .01); “damages family relationships”
(p < .05); and “endangers family members’ health” (p < .05), compared
to “endangers self’s image” appeal. Interestingly, the same three familyrelated fear appeals were not more persuasive than “endangers self’
health” appeal significantly (p = 0.14; p = 0.17; p = 0.26, respectively).
H2 is, therefore, partly supported. Neither “endangers friends” nor
“endangers strangers” had statistically significant difference on
subjects’ intent on not smoking than “endangers self” fear appeals. Both
H3a and b are, therefore, confirmed. In conclusion, while self-related
fear appeals may work to some extent for nonsmoking Chinese teens,
family-related appeals could be the most persuasive.

The ethics, philosophy and the actual claim of the hospital sum up in
“Wir sorgen für Sie”, “we care about you”.
Objectives
To install viral effects and create a pushed gossip wave in the
households surrounding the hospital. To melt the theories of “libertarian
paternalism” by Richard H. Thaler and Cass R. Sunstein (Nudge:
Improving Decisions About Health, Wealth and Happiness, 2008) and
Edmund Kösel (Die Theorie der Subjektiven Didaktik, 2002) – the
modeling of learning worlds as a theory of subjective didactics into an
instrument of creating sustainable recognition in public.
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On the other side, the non-medical public presentation series
Waidfokus+ shows a big impact. At the start in 2011 with a presentation
by the city police of Zurich, 70 guests listened to the fascinating details
about robbery and gangsters. And what you can do to avoid being hurt
for instance. Number 2 in February 2012 with the local ranger talking
about the wild animals in the neighbouring wood next to the hospital
showed an all-time high figure of 250 guests. Now with some 145 fans
in the e-mail list for future invitations number 3 about the bats of Zurich
has the responsibility to continue the success on june 28th 2012.
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Findings
Viral effects i.e. pushed gossip is an emotional instrument. The letterbox
mailings (invitations) to 35’000 households in the neighbourhood
created the image of a friendly hospital – guests of other public events
and presentations asked about the next Waidfokus+ presentation. The
set-up of measureable parameters is the actual goal to reach –
including a deeper monitoring i.e. survey about motivations, details,
wishes of guests, potential patients and patients. Pushed gossip affects
all target groups; patients, possible patients, referring physicians,
employees, suppliers and partners, media, politics. Healthcare is not
only in Zurich or in Switzerland a “delicate” market with target groups
who could react unfavourable with letters, media comments,
telephones, blogs or comments in social media, bad gossip.

Rogers, R. W. (1983), Cognitive and physiological process in fear
appeals and attitude change: A revised theory of protection motivation.
In J. Cacioppo & R. Petty (Eds.), Social psychophysiology: A source
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Conclusion

Abstract:

Still an experiment, research in progress, a fascinating healthcare
marketing lab. To nudge and provide a learning landscape about the
hospital from a marketing point of view requires good preparation. As a
combination with traditional marketing instruments the pushed gossip
creates a lighthouse in the sea of hospital profiles and offers. If it is
really sustainable has to be monitored. If the hospital isn’t loosing its
identity has to be checked. If the strategy of “never change a winning
horse” and just delivering a good job with unchanged marketing
instruments (brochures, ads, internet...) offers a safe haven has to be
proofen. Pushed gossip in healthcare marketing needs know-how,
courage and research.

The City Hospital Waid in Zurich/Switzerland is a middlesized player in
the hospital landscape of Switzerland, Number 4 in the canton of Zurich.
Opened in 1953, the hospital is focused on medicine, surgery, acute
geriatrics, radiology, nephrology and anaesthesiology. 1000 Employees,
300 beds and a predatory market in the city of Zurich with 10 hospitals.
As a public hospital without a children ward, without good contacts to
the press, without a well-known prívate ward not much of a crispy
profile.
Overview
Since 1st january 2012 the tariff system SwissDRG (swissdrg.org) for
stationary patients is in action (an official catalogue with some 1100 flat
rates per case); the average stay of a patient will be reduced and the
insurances as a new direct contract partner to the hospitals try
everything to determine and control the costs. The cash ratio in the
hospital due to the new times of stay fell from 85 - 88% down to 72%.
The need for more patients, the focus on emphasize on products which
show good profit according to the flat rates per case and the intense
need for powerful marketing builded up the challenge between
convincing healthcare for everyone in the city of Zurich and realising a
marketing driven positioning with memorable highlights. The hospital
has to be heared in the public.

We aim to define parameters for measurements with an university or
recognized specialist in marketing research for a period of at least 12
month.
1

http://www.stadt-zuerich.ch/waid/de/index/ueber_das_waid/waid_aktuell/teddyklinik.html

2

http://www.stadt-zuerich.ch/waid/de/index/ueber_das_waid/waid_aktuell/waidfokus_.html
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Question

Title: A Toolkit to Accelerate the Adoption of Cycling for Transportation

What can be done to reach more people? To set up complementary
marketing instruments to boost the impact of brochures, ads, internet
and public medical events? What is to do when a negative self-

Summary:

Abstract:
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To date, attempts to encourage modal shift towards active
transportation have focused on the construction of physical
infrastructure like separated bicycle lanes. Due to fiscal

defined “social infrastructure” as the components of individuals’ social
relations and personal values, attitudes and behaviours that predispose
people to adopt new patterns of behaviour. This working definition will
be developed further through its application to the cycling context,
taking its form from both academic and community based research
findings. This complementary approach marrying academic research
and pragmatic application is integral to the stimulation of what we are
calling an “inclusive cycling culture”, one that welcomes a broad range
of participants who represent a diversity of genders, ethnicities, and
income levels, as well as motivations for choosing cycling as a primary
method of transport.

restraint, as well as the slow pace of development of this infrastructure,
cities like Toronto have lagged behind other urban centres which have
fast tracked cycling infrastructure. In spite of this lack, Toronto has
greatly increased its cycling population. In other locations, where
physical infrastructure is excellent, city planners acknowledge that
some demographic groups do not cycle, and are keen to use new tools
to encourage them to do so. This presentation will explore the social
infrastructure for cycling adoption, introducing a new “Tool Kit” for
cycling adoption, including a series of linked steps, with various options
at each step. This adaptable model will ease application in different
contexts, with varied target groups, different partners delivering the
program, and diverse related barriers to cycling adoption. Our new tool
kit, based on a comprehensive review of the scholarly evidence as well
as strong psychological theory, will be tested later in 2013. This
presentation is an opportunity for us to outline and gain feedback on our
cycling adoption program and the tool kit on which it is based.

This project builds on highly successful interventions with documented
impacts on attitudes, social norms and resource consumption (Chan et
al., 2012; Savan & Matson, 2011a; Savan and Matson, 2011b; Stokes
et al., 2012, Mildenberger et. al., 2012). proposes a unique tool kit which
will augment literature on behaviour change for energy and resource
conservation, and will further adapt these tools to promote the adoption
of cycling by those currently unable or unwilling to do so as a regular
means of transportation. Gathering information from scholarly sources
and reports on successful behaviour change programs, and placing it in
the context developed through the primary analysis described above,
this research has contributed to development of a behaviour change
program, or tool kit, aimed at motivating people throughout urban
centres to cycle and encouraging those who cycle already to make it a
primary mode of transportation year-round. The tool kit consists of a
series of steps, with optional activities at each step, so that the suite of
interventions can be tuned to fit the context where it is applied.
Components of such a program will include mapping of safe routes
between common origins and destinations, group training rides on such
routes, mapping of local support for new cyclists in terms of information
and services, and creation of public pledges and events to remind,
encourage and reward novice cyclists.

Background:
Traffic congestion is a growing problem for Canadian cities, causing air
pollution, greenhouse gas emissions and long commuting times which
together damage human health, environmental quality, urban
sustainability and the economic viability of our urban centres. The
transportation sector accounts for 30 percent of overall carbon dioxide
emissions by OECD countries (European Conference of Ministers of
Transport, 2007), representing a substantial opportunity for new models
of movement within these countries to reduce greenhouse gas
emissions. There is a growing consensus that modal shift from
automobiles to human-powered, active transportation, combined with
public transit for longer distances, will address this problem and can
largely reverse these negative impacts and the considerable financial
costs that attach to environmental damage, poor health and long
commuting times (Bell et al., 2006; Dekoster& Schollaert, 1999; Gerrard
et al., 2006; Jones et al., 2009; Toronto Board of Trade, 2010).
Research into mode shift, has, however, largely focused on physical
infrastructure like transitways, bike lanes and street design (AultmanHall, 2009; Cervero et al., 2009; Gerrard et al., 2008; Ligtermoet, 2006;
Paul et al., 2004; Pucher & Buheler, 2006; Pucher & Dijkstra, 2003). The
political and financial barriers to these options have resulted in very
slow progress. In the North American context, many of our cities
continue to be defined by their automobile centered design, while few
have the necessary resources (both political and financial) to
substantially alter existing infrastructure (Blickstein, 2010).
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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 in the Philippines. 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. The paper will
demonstrate changes in attitudes, interpersonal communication, and
behavior change. There is measurable change in fisher’s perception of
fish catch rates. There is also very promising live hard coral coverage
data inside and outside the No Take Zone conducted by the PhilippinesMarine Environment and Resource Foundation (MERF), but those
results cannot yet be fully attributed to the campaign.
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Illustrative Introduction: This sustainable fishing campaign was
conducted through a partnership between the international conservation
organization Rare and the local government unit of Inabanga in the
Philippines. It is about taking the existing Hambongan Marine
Sanctuary which in essence is a “paper park”, and using social
marketing to change the behavior of fishers. The problem is that
although this Marine Protected Area, and it's No Take Zone, an area set
aside to create the opportunity to replenish the fish stocks, was not
respected nor was it working. The site of this campaign is a five Hectare
dry island with a population of 364, which relies on its existence on
fishing. It is an example of many communities in the Philippines, a
country with 100 million people who are 70% dependent on the sea for
their source of protein. This site is located in the southern part of the
Danajon Double Barrier Reef, one of the major ecosystems in the coral
triangle, argued by many to be the most important, biologically diverse
marine ecosystem on the planet
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Rare’s social marketing strategy involves partnering with a local NGO or
local government unit to provide a staff person for two years to serve as
a campaign manager. Rare provides, in partnership with the University
of Texas El Paso, a two-year masters program in communications and
social marketing, directly aimed at providing a specific campaign to
change behavior to bring about conservation results. For over three
decades, Rare has been using a unique citizen participation process
called community mobilization, in partnership with social marketing to
change behavior and to bring about sustainable change which in turn
will bring about conservation results.

Number: 63
Author(s): Brian A. Day, Amielle DeWan
Affiliations: (1) Rare, A Rare Pride Conservation Fellow from the
Philippines
Title: Rare Philippines Sustainable Fishing and Social Marketing
Abstract:
The international conservation NGO Rare has just completed a cohort
of 12 social marketing campaigns on unsustainable fishing in the
Philippines. As I submit this draft in early October, 2012, the graduation
ceremony for the campaign managers was just completed. The
selection of a specific campaign and the full validation of the data are
not yet complete. Below is the very preliminary data from one of the
campaigns to demonstrate the results of the cohort of campaigns. The
final paper which will meet all of the if accepte4d by the conference will
be current and complete. The example illustrative campaign is from the
Philippines community of Inabanga, and is not meant to suggest it will
be the campaign that will be featured, but is just one of the first
campaigns to have preliminary data completed. The paper contains a
few photographs of some of the methods used by Rare in the
Philippines. A cohort of Rare campaigns uses a standard structure for a
Theory of Change. The specific Theory of Change for each campaign
however is specific to the campaign. All 12 campaigns in the cohort use
a standard methodology for measuring impact. Rare has now
completed 226 campaigns in over 50 countries over three decades. As
the Conference would like to have the most current completed research,
I have chosen to submit this draft in a generic form with full knowledge
that we can produce a completed publishable paper with international
authorship well before the Spring conference. This may not be
acceptable, but I wanted to demonstrate we could fully meet the criteria
of the conference, but offer, rather than an older campaign, some of our
most current work.

The community mobilization process, uses strong motivator of pride of
place applied to conservation. It does this by selecting a flagship
species, developing a costumed mascot, and a full-scale
communication program. The mascot will be used to help inspire a
sense of pride in the community with the goal of helping to establish
lasting behavior change. The flagship species for this campaign in
Inabanga is the Panther Grouper. It was chosen to symbolize the
people’s pride and courage, as the grouper is aggressive and is
designated as Vulnerable or nearly endangered based on the
Convention on International Trade in Endangered Species
CITIES/IUCN "International Union for Conservation of Nature and
Natural Resources" red list of endangered species.
What this community faces in the Philippines is not unique, as the table
below illustrates in terms of average catch rates for fishers across the
Philippines.

Illustrative Abstract:
The Rare Inabanga 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
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of the No Take Zone (NTZ), the rules of the sanctuary, and the
processes for becoming more engaged in the sanctuary management
committee.

Rare and its partner organizations, works in cohorts of approximately
one dozen campaigns, on similar problems. Currently Rare and its
partners have just completed 12 campaigns, and have just launched 14
new ones as illustrated on the map below.

The community mobilization process connects to the values of the
community, including food security, by generating pride in the
uniqueness of the local community and it’s Marine Protected Area. The
community is encouraged to become directly involved in reporting
intrusions into the No Take Zone. The mascot is used to generate
enthusiasm and interest which opens the opportunity for community
education. The support of the community of the fishers changing their
behaviors is critical to the success the program.

Extensive qualitative research is used to identify the barriers to and
benefits from the new behavior from the perspective of the target
audience, the fishers. The qualitative research is also used to
understand where the target audience looks for information and
validation for changing their fishing behavior. It also aims to identify the
trusted sources, so they can be used to communicate the messages to
bring about the behavior change. After conducting the qualitative
research and extensive knowledge, attitudes, and practices (KAP) precampaign survey, it is possible to design a marketing strategy aimed
specifically at the fishers and changing their behavior. In addition to the
materials aimed at bringing about behavior change, materials are
developed to mobilize the community in support of the fisher’s new
behavior.

Rare's approach is to identify a wonderful example of methodology that
works to bring about the reduction and threats to conservation that has
a high likelihood of bringing about measurable conservation results.
This approach or methodology is referred to as a bright spot, which with
the Rare methodology is meant to be multiplied and the time that is
taken to bring about those conservation results is reduced.
How the Rare social marketing campaign works
The campaign aimed to eliminate the principal threats of overfishing and
destructive fishing and build governance and enforcement
infrastructures of the No Take Zone (NTZ) in Inabanga. Rare and its
partners use a process of proven self-assessment and planning tools
including the Participatory Coastal Resources Assessment tool (PCRA).
Key target audiences - local fishers and gleaners; the local community,
the MPA enforcement team as well as the municipal officials - are
motivated by a very focused and well researched social marketing
campaign complemented by community mobilization as to the benefits
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Research methodology: Rare and its partners use a Theory of
Change model for bringing about behavior change to reduce threats,
aimed at bringing about conservation results. The structure of the Rare
Pride campaign theory of change is:

Interpersonal Communication (IC) results increased 8 percentage
points between pre and post campaign surveys but was not as
successful as desired. The percent of fishers who reported talking to
each other or others about the importance and benefits of the No Take
Zone increased from 35 – 43% (8 percentage points) but this difference
was not significant. However, this is a learning point for Rare. We have
focused heavily on Barrier Removal and with our emphasis in FY13 on
pairing barrier removal (BR) with more social marketing and community
mobilization, we expect to see these numbers increase in future
campaigns. (Lower than campaign average @ 30 percentage points).

In order to conduct an impact assessment of our efforts, every Rare
Pride Campaign conducts pre-and post-campaign KAP (knowledge,
attitudes, and practices) survey with measures of K, A. IC, and BC and
ordinarily Rare's partner conducts the measurement of threat reduction
and conservation results.

Behavior Change and Threat Reduction
One of the most important threats to the Marine Protected Area had
been the ongoing incursions to and fishing in the No Take Zone.
Although in the two-year time frame of the Rare Pride Campaign, of
which one year is used for instruction, research, and campaign material
design, we still have seen exciting behavior change results and in a
reduction in threats to biodiversity. There were significant decreases in
fishers reporting seeing members of their own community fishing in the
No Take Zone from 33 – 21 % or 12 percentage points (higher than
average @ 9.1 percentage points). There were also significant
decreases in fishers reporting seeing members from outside their
community fishing in the No Take Zone from 36 to 15 % or 21
percentage points (higher than average @ 9.1 percentage points).

Measurable results: Impact assessment highlights from the Inabanga
campaign (Note this campaign was just completed and we are reporting
raw data that is only has preliminary validation at this point. Well before
the conference date of June 2013 all of this data will have been
thoroughly validated and updated if necessary.)
Knowledge – Knowledge among the Hambongan and adjacent
community fishers about how the No Take Zone leads to more fish and
bigger fish by creating a No Take Zone for fish to reproduce was already
high (76%) before the campaign, so large increases in knowledge in the
post campaign survey were not expected. Indeed differences pre and
post (74%) were indistinguishable (were not statistically significant, thus
the same). Although this is lower than Rare Pride campaign averages
(@ 13.5 percentage points) this is due to the high starting level of
knowledge and little attention in this campaign was needed to build
basic knowledge.
Attitude – Building on this foundation of knowledge, the campaign
focus on shifting attitudes was clearly a success, as the percent of
Hambongan fishers who agree that the No Take Zone provides
important benefits for their community increased 19 percentage points
from 70 – 89 % (statistically significant) in pre and post campaign
surveys. In addition, adjacent fishing communities showed a significant
13 percentage point increase in positive attitudes about the important
benefits of the No Take Zone from 68 – 81 % pre and post campaign
(Both Higher than campaign averages @ 4.5 percentage points).

People in the community are now more involved and engaged in the
management and enforcement activities. This willingness of the people
improves ownership and buy-in to value and benefits of the Marine
Protected Area and specifically the No Take Zone for food security. The
coordinated efforts of the barrier removal program and social marketing
efforts have resulted in 24/7 enforcement in the Marine Protected Area
as well as training of police enforcement officers to coordinate with the
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Bantay Dagats (sea patrol officers).

these attributes from earlier campaigns will be continued in support of
Marine Protected Areas and increased food security.

FISHER PERCEPTIONS OF INCREASED CATCH
Perception of the health and financial benefits of the fisheries are very
important. There is still in need to, follow up this perception with
quantitative data collection to verify its validity. For this campaign, there
were strong and statistically significant positive increases in the
percentage of fishermen who responded that their catch has
“increased” between the pre and post campaign survey, from 21 to 35
percent.
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There are also very encouraging results from the bio-physical reef
monitoring survey within and outside of the Hambongan Marine
Protected Area, conducted by University of the Philippines-Marine
Environment and Resource Foundation (MERF) between March and
June in 2011 and 2012. This data at this point to only be considered
preliminary, as there have been only two points in time that have been
tested, so there has been no way to account for the intervening
variables or natural fluctuations in the environment.

Abstract:
Focus of the work (Audience, issue, setting): Since 2006, the Water
and Sanitation Program (WSP) of the World Bank, a global partnership
with offices in 24 countries, has been providing technical assistance to
governments in scaling up access to sanitation, particularly in rural
areas. A key pillar of this support is to strengthen the enabling
environment for large scale rural sanitation programs, including
adoption by the government of the most appropriate programmatic
approaches and the capacity to implement them. One of the main
approaches is sanitation marketing, the application of best practices
from social marketing to change behaviour and scale up the demand
and supply for safe sanitation. Safe sanitation in the case of this working
paper refers to toilets that provide an effective separation of excreta
from human contact. Initially in Tanzania, Indonesia and India, the
scaling rural sanitation program is now being expanded to a total of 12
countries.
Aims and objectives of the work / paper: At the first ever World
Social Marketing Conference held in Brighton in 2008, WSP had
presented its early thinking around sanitation marketing, highlighting the
challenges (including a complex product and a fragmented informal
supply chain) and some possible marketing mix strategies. Much
progress has been made since 2008 with the expansion of sanitation
marketing now underway or planned in 12 countries. This working paper
aims to update the global social marketing community on what has
happened since then in terms of achievements and results, promising
practices and lessons learned and what challenges remain to applying
social marketing approaches in the sanitation sector. The paper also
underscores the importance of strengthening the enabling environment
for introducing and implementing social marketing approaches in
developing country contexts.

The other very encouraging data conducted by the University of the
Philippines MERF is that the percentage of live hard coral cover
increased inside the MPA by 10 percentage points (error rates and
significance tests have not yet been provided), while at the same time
hard coral cover decreased by 7.5 percentage points between the preand post-tests outside of the MPA.

Rationale, reasons or driver for the work: Sanitation is the most
important medical advance since 1840, according to a reader survey in
the British Medical Journal. Safe sanitation reduces cholera, worms,
diarrhoea, pneumonia and malnutrition that cause disease and death in
millions of people annually, particularly young children. Poor sanitation
and hygiene also has considerable economic impacts; economic losses
in India associated with inadequate sanitation were 53.8 billion USD in
2006 (or 6.4% of GDP) and are estimated at 5.5 billion USD every year
in just 18 countries of Africa. Safe sanitation also enhances dignity,
safety and privacy, particularly for children and women. According to
the 2012 update of the Joint Monitoring Programme, some 2.5 billion
people worldwide do not have safe sanitation, 1.1 billion of whom
defecate in the open. Given this enormous gap, the need to roll out
approaches that can deliver scale is imperative. Social marketing of
products and services such as condoms, contraceptive pills and malaria
bed nets has been successful in changing behaviours and reaching a
level of scale in sales and coverage in use that may not have been
achieved through public health services alone.

The long-term benefits exchange for the fishers needs to be long-term
sustainable increases in fish catch. For the community, the increased
food security, increased community pride, and stronger financial stability
are what are desired. The reason Rare partners with local people in
every single campaign is to ensure that we leave the improved capacity
on the ground This combined with the desire to continue the campaigns
until the new social norm is reached in the long-term gains can be
realized increases the likelihood of sustainability. These long-term
objectives cannot be attained in a two-year pride campaign time. Rare
does have alumni grants to allow our partners to keep fees campaigns
going. Because the campaign manager is already employed by a local
NGO or governmental unit, the likelihood of these long-term gains is
highly increased many affairs campaigns around the world have shown
increased populations of endangered species, long-term protection of
endangered habitats, and ongoing involvement of our partners. This is
the first themed marine cohort for Rare. We are highly encouraged that

Methodology applied: In many social marketing programs, most
elements of the marketing mix are in direct control of the program
manager or organization. However, in the case of rural sanitation, WSP
does not directly implement and hence can only influence aspects of the
marketing mix. Implementation is largely through local government
agencies, contracted firms and private sector suppliers. Given this
“division of labour”, WSP has focused on upstream development and
design of strategies that can be rolled out through local governments
and partners. In many countries, WSP carries out the consumer
research and supply chain studies leading to the development of
behaviour change communication materials, a standardized product
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scale. On the other hand, the potential for not “staying on
message” or following quality norms (such as in printing) is
important. For example, a logo developed with technical
assistance from WSP to represent “safe sanitation” providers in
East Java was in some instances modified and used to signal safe
sanitation households. Such trade-offs and risks need to be taken
into account during program design.

and capacity building packages which can then be rolled out through
government structures, the private sector and partner organizations. In
Tanzania for example, the marketing mix was centred on a
communication concept of “Choo Bora” (a good toilet is possible in
Swahili) that could be delivered through community events, local
committees and radio. A standard product (soft branded as “Sungura” or
rabbit in Swahili) was promoted through trained masons to allow
households to upgrade their current facilities at the lowest cost possible.

• HCD offers potential to lower costs but more needs to be done to
reach the base of the pyramid such as more effective linkages with
micro-credit institutions or informal credit schemes to allow
households to pay by instalments

Evaluation approach: Monitoring and evaluation has included a wide
range of tools and approaches, including a RCT aimed at measuring
health impact (beyond the scope of this working paper), periodic
consumer research surveys, ad hoc evaluations to gauge program
effectiveness and data collection of process/progress indicators (e.g.
sales from selected vendors, level of funding from governments, etc.).
A critical series of national assessments were also carried out to gauge
whether the enabling environment for large scale and sustainable rural
sanitation programs has been strengthened as a result of WSP’s
support. Back in 2008, sanitation marketing was not widely understood,
accepted or adopted. Rather than just “doing its own thing”, WSP’s
efforts focused on convincing governments on the need to develop
evidence-based demand and supply strengthening strategies.

Suggested next steps: WSP is beginning to dialogue with large
manufacturers to identify potential opportunities to introduce low-cost
branded products through their distribution chain. WSP is also
investigating entry points into conditional cash transfer programs (used
to alleviate demand-side constraints in nutrition and education notably)
to better target base of the pyramid households.

Number: 65
Author(s): Timo Dietrich, Janet Palmer

Findings or conclusions: The overarching achievement to report is
that the enabling environment for introducing sanitation marketing
approaches has greatly improved thanks for in-country advocacy,
technical assistance and capacity building, global and regional
conferences and knowledge products (such as WSP’s Introductory
Guide to Sanitation Marketing and online tool-kit). Stakeholders and
government increasingly understand the potential of market-based
approaches of social marketing for reaching scale. Specific results and
other notable findings to date are as follows:

Affiliations: (1) Griffith University, Nathan, Qld, Australia
Title: Where are we and where do we want to go?
Abstract:
Just as the discipline of social marketing has spent a large amount of
time defining itself, time must be spent prioritizing. French (2012) is
currently developing a consensus statement for the International Social
Marketing Association (ISMA) and the European Social Marketing
Association (ESMA). Informed by expert opinions, the aim of their
project is to formulate a social marketing definition and select key
principles to guide practitioners. The current study supports the
consensus statement and proposes this statement be extended to
develop priorities and goals for social marketing on strategic areas
including the three pillars of sustainable development (economic, social,
and environmental).

• The need to carry out consumer and supply chain research to
inform rural sanitation programs is now increasingly recognized by
governments. This has allowed other drivers for sanitation such
as pride, modernity and social status to be identified and used to
inform promotional campaigns. Traditionally, better health has
been used by governments and local organizations to motivate
households to improve their sanitation behaviours and facilities
but this is not a key driver based on formative research.

Social marketing strategic areas
One of the most replicable findings in organizational literature is the
positive relationship between goal setting and task performance
(Hollenbeck & Brief 1987). Locke, Shaw, Saari, and Latham (1981)
discovered that setting specific and more difficult goals led to better task
performance than setting easily achievable or no goals. Agreement on
priorities and specific goals for social marketing will provide multiple
benefits for the discipline (as done by US Healthy 2020, Australia
Healthy 2020, the World Health Organization, and the United Nations).
These would include: uniting the field with a clear purpose, developing
new areas of expertise, opening up the possibility of more collaborative
opportunities with global NGOs, and enabling the assessment of social
marketing’s impact on key issues. Taken together, a consensus
statement allows social marketing to contribute to global society and it
would serve to increase recognition of social marketing in the broader
change community. 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

• Human-centred design (HCD) – an approach that has been widely
used to develop commercial products and services – is
increasingly viewed as having enormous potential for scaling up
access to desirable and affordable products based on WSP’s
experience in Tanzania, Cambodia, Laos and soon Kenya. The
sanitation sector has been traditionally focused on toilet
“technologies” and HCD represents a key strategy to integrate
consumer needs and aspirations and potentially access
distribution chains that already deliver fast moving consumer
goods (such as plastics) in rural areas.
• Carrying out demonstration projects that can be scaled up, provide
“proof of concept” and provide “learning by doing” opportunities is
valuable to help convince governments on the value of sanitation
marketing.
Lessons learnt (Positive and negative): In supporting stakeholders
and governments to adopt and use sanitation marketing, the following
lessons have been learned:

contribute to global wellbeing. This paper aims to kick start this process
for strategic areas by undertaking formative research in the form of a
literature review to ascertain the focus of social marketers in the year
2011. The proposed goals within our key strategic areas will naturally
evolve over time. Professional social marketing associations are ideally
placed to lead this process going forwards and the authors plan to
develop this research further.

• The use of a standard behaviour change framework (such as
SaniFOAM) developed in conjunction with partners such as
UNICEF has facilitated dialogue and collaboration across
organizations and work with contracted firms (such as consumer
research and ad agencies). SaniFOAM has even been adapted
and increasingly used by the clean cookstove community.
• Product branding remains a challenge due to the fragmented
nature of the supply chain – WSP is not in the position to own or
monitor a product brand. A similar challenge exists for social
franchising which could present a potential business model for
scaling up distribution.

Method
This paper presents an initial overview of social marketing research that
have been identified through a systematic review that focused on
recently published peer reviewed studies. The systematic literature
review was conducted in August, 2012 and the databases included
were; ProQuest Central, Emerald, ScienceDirect, EbscoHost, Sage,
Springerlink and Ovid. To ensure that the most recent work from the

• Use of government structures, particularly local governments,
offers dissemination of promotional messages at a very large
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focus and adopt a wider focus including more economic and
environmental issues. The recommendation is to include all areas
required for sustainable development; social, environmental and
economic issues. By combining our resources to target behaviors in
each of these categories, social marketers will contribute to the holistic
betterment of society. Given that behavior change requires more than a
single intervention (Hastings, Stead, & MacKintosh 2002) the
development of strategic areas will ensure that more resources are
concentrated onto key behaviors, which may lead to better results for
the field as a whole. 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 centers and NGOs. While all societal problems
are relevant, limited resources bound efficacy and therefore stated
priorities would maximize outcomes in key priority areas better
showcasing social marketing’s ability to contribute to the change
agenda in a far wider community.

social marketing field was represented the authors reviewed available
conference proceedings. The ISM 2012 papers were included in the
review; unfortunately the 2011 WSM proceedings were not included as
a result of insufficient methodological information. Of the 62 papers in
the 2012 ISM proceedings 21 were included in this review. Academic
articles were considered if they were published in a peer reviewed
scholarly journal from January 2011 to January 2012. The keyword used
was “social marketing” and it was set to search in the title, abstract, and
key words of the journal articles. A total of 273 articles were reviewed
and resulted in 49 selected articles with 11 papers being disqualified by
the exclusion criteria which included; i) papers not in English; ii)
conceptual papers (e.g. non-empirical); iii) studies that reviewed
numerous interventions, iv) papers that do not identify the studies as
social marketing.
Results
Table 1 summarizes the behaviors targeted by recent social marketing
studies.
Table 1 - Social Marketing Studies

Other

Social

Economic

Environment

Sunscreen

Other Health
Issue

Nutrition

Obesity/
Physical
Activity

Smoking

Sexual Health

Author (Year)

A more thorough literature review (min. past five years) is
recommended to provide a better understanding of social marketing’s
key target areas and future potential venues of growth. Further,
continued monitoring of future studies is recommended to gain a better
understanding of how social marketing is addressing the environmental,
economic and social areas of sustainable development.

Sustainable
Development

Health
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The results showed that there has been a focus on sexual health (7)
within the review period. The remaining studies were categorized into
smoking (3), nutrition (4), obesity and physical activity (6), using sun
screen (2), various other health issues (7), environment (2), economic
(2), social (1) and miscellaneous (6). Some of the various health issues
included heart health, stopping the spread of colds and flues, hand
washing, and increasing the use of health services. Social marketing
had a strong focus on health related social problems with 30 out of 45
studies centered on health. The focus on health leaves significant gaps
when it comes to global society’s most pressing issues. For example, on
a global scale some of society’s worst problems are extreme poverty,
inequity between men and women, and job insecurity (MDG 2012).
These are largely undiscovered areas for social marketers.

Abstract:
Aims & Objectives
1) Establish a standard metric that assesses impact of youth
engagement efforts;
2) Empower youth advocates to take an active role in health policy
issues.
Rationale
The US Centers for Disease Control (CDC) defines youth engagement
as “providing the opportunity for young people to … help improve the
policy environment, change social norms and reduce smoking initiation
and consumption in their communities” (CDC 2010). While youth
engagement is widely utilized by tobacco control programs and included
in the CDC’s best practices, the details describing how to implement
youth engagement are not universally agreed upon and little research

Conclusions, limitations and future research
This paper contends that social marketing should extend its current
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has been conducted on these structural components. This leaves local
programs to design their own strategies from scratch, which often
repeat mistakes already learned in other communities. To rectify this
situation, the Outcome-Oriented Youth Engagement (OOYE) model was
developed to achieve tangible and quantifiable outcomes in health
policy change through youth engagement.

youth groups. The funds are disseminated based on four program
milestones to ensure results, rather than giving the grant up front like
many other grant programs.
New Member Trainings: Youth are trained on the movement’s mission
and health policy issues in a 4-hour in-person training, one of the
milestones of the mini-grant program mentioned above. At the training,
youth learn the Campaigns model, which consists of the branded
campaign, MOPs, and youth projects and events. Youth actively learn
how to be advocates as they leave the training because they have the
necessary skills and tools to jumpstart their engagement in the policy
issue. Most other youth engagement programs often provide youth with
facts regarding tobacco industry manipulation and the importance of
being advocates, but fail to leverage youth interest into action because
youth are given the “freedom” to find out for themselves what they want
to do. Each mini-grantee is provided with a set of training promotional
materials, specifically designed to convey the right image and message
to potential youth advocates.

Methodology
Using the social marketing model, program leaders identified the
problems with typical youth engagement programs to change policies
that affect health behaviors (lack of youth participation, retention, low
quality participation and lack of measurable results) and identified
solutions to address each of these challenges. These identified
components, together known as the “OOYE model,” are described
below.
Branded Campaigns: Issue-specific campaigns have clear objectives
that define all campaign activities and strategies. The policy change
issue is organized into a campaign with an appealing brand and
Specific, Measurable, Achievable, Realistic, and Timely (SMART)
objectives. Additionally, a campaign brand is developed to achieve
campaign recall and appeal. While seemingly logical, the majority of
youth engagement programs fail to engage youth because they focus
on the campaign’s long-term mission rather than a specific and defined
time-bound issue. The OOYE model ensures that each branded
campaign contributes to the movement’s overall issue while providing
achievable milestones for youth advocates to sustain their participation.

Rather than repeat the negative effects of tobacco use that youth learn
in health class, OOYE programs focus on educating youth about the
social justice issues related to tobacco use, such as global warming,
animal testing, and deforestation, among others, to instill a sense of
urgency and develop a collective consciousness that is against tobacco
use by moral and ethical principles.
Evaluation
Programs developed based on the OOYE model have been nationally
recognized as the 2011 Group Youth Advocate of the Year Award from
the Campaign for Tobacco-Free Kids. Youth advocates have received
invitations from the FDA Center for Tobacco Products (CTP) to
participate in its Stakeholder Discussion Series, and was the first youth
advocate to be invited to testify to the FDA Tobacco Products Scientific
Advisory Committee on dissolvable tobacco products, in addition to
dozens of earned media stories. Y Street is an OOYE program in
Virginia. When it switched to the OOYE model from a more conventional
youth engagement model in 2008, training costs per youth decreased
by 48.5% while the number of new members more than doubled
(increased from 181 new members in 2007 to 377 new members in
2008). The Y St. program in Virginia and another OOYE program in New
Mexico had a campaign called Meltdown, a grassroots public education
campaign on dissolvable tobacco products. Trained tobacco control
youth advocates administered surveys during youth-led projects and
events to assess public opinion and knowledge regarding dissolvable
tobacco products and increase public awareness. Convenience sample
sizes were N = 8,150 in VA and N = 5,981 in NM. Packaging and
flavoring questions were open-ended and all the logos on the packages
remained unmodified. Post survey completion, youth discussed
potential dangers of DTPs, particularly amongst youth. Results: Based
on packaging alone, 35% VA teens and 39% NM teens thought Camel
Orbs were candy, mints, or gum. 23% of VA teens and 26% of NM teens
said they would try Camel Fresh Orbs based on its packaging. 53% of
VA respondents and 48% of NM respondents associated Frost, a
dissolvable tobacco flavor, with candy, mints, or gum.

Measures of Progress (MOPs) are tangible and quantifiable
achievements of campaign-related projects and events that indicate
progress toward the campaign objectives. Examples of MOPs include
surveys, pledges, and message cards, among others. At campaignrelated projects and events, trained youth and volunteers interact with
the public to educate them about the campaign issue. MOPs allow the
public to be engaged in the campaign issue on the spot by completing
a survey, pledge, or message card, which further reinforces the
campaign message.
MOPs provide a necessary structure in youth engagement because
they ensure that all projects and events align with the overall branded
campaign strategy. While the MOPs are defined to maximize impact,
youth are able to think creatively and utilize their local knowledge in
project and event planning. Thus, the issue-specific campaign model
ensure that all educational efforts are strategic while simultaneously
developing capacity of youth and CBOs to plan and execute educational
activities focused around MOP achievement. This resolves the common
issue in youth engagement of allowing youth to have too much freedom.
While it may be well intentioned, more than not it results in youth
confusion, lack of purpose, and decline in motivation because too much
time is spent in campaign strategy planning rather than active
implementation.
Youth Projects and Events planned and executed by youth in their
communities to reach the general public and stakeholders. Youth
measure the impact of their efforts by the quantity of the Measure of
Progress. The campaign website establish an online presence for the
campaign, allowing the public to obtain more information at their
convenience. The campaign website feature electronic versions of the
campaign MOPs, allowing visitors to easily forward the MOP to their
online social networks. Printed educational materials such as info cards
and brochures serve as easy and informative references when youth
and CBO volunteers are educating the public. Projects and events
focused on the issue-specific campaigns will vary in scope and reach
depending on capacity of each youth group and CBO.

Findings/Conclusions
Youth engagement is an effective strategy to cause policy change to
improve 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. Stakeholders and the media respond to stories about
youth-led projects and events, earning valuable attention that can
support the campaign issue.

Mini-Grantees: Existing youth organizations are provided with minigrants to participate in youth engagement, making youth recruitment
and training efficient and expedient. Almost all youth engagement
efforts have expensive statewide or regional summits to recruit new
advocates every year, which is an expensive and inefficient way to
recruit youth when there are already pre-existing groups that can adopt
the mission of the youth engagement effort to be part of it’s own. Rather
than spending large amounts of money without a guaranteed return on
investment, the OOYE model offers up to a $2,000 grant to pre-existing
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multiple deaths still occur at level crossings around the world (US Dep.
TFRA). The reason being that most interventions operate mostly on
increasing the awareness and attitude towards the problem (TVCs,
Awareness campaigns) - a very conscious approach. An understanding
of the facets of our brain - senses and their shortcomings, attention,
memory, emotions and decision-making is mandatory to explain unsafe
behavior and solution for a problem such as Safety. Let us consider
some neural deficiencies identified in visual processing. Leibowitz
(1985) demonstrated that people perceive larger objects, such as trains,
to be moving slower than smaller objects approaching at the same
speed.

School of Psychology, National University of Ireland Galway, University
Road, Galway.
Title: Transformative Stakeholders: Moving from a Marine, Fisheries
and Coastal Management Centric View to a Societal Systems Change
Perspective
Abstract:
Marine ecosystems are crucial to the sustainability of societies and
global health. However, behavioural change initiatives with marine
stakeholders tend to take a marine, fisheries and coastal management
centric view. It is micro in perspective, displaying mechanistic linear
structures of power, command and control where expert actors perceive
they know best. This ‘knowing best’ view neglects the complexity
underlying marine ecosystems. A normative ethical, macro/holistic
population level change and network-focused orientation to stakeholder
engagement is emerging. It details how holistic systems thinking can
overcome the myopic view of mechanistic market structures, by
focusing on the intricate interplays between stakeholders to manage
complex societal issues. This societal stakeholder change strategy
aims to make collaborative improvements in the long term, where the
integration of multiple levels in a system are non-linear and interactive,
requiring intensive communication, co-ordination and collaboration
between stakeholders. The systems view of stakeholders focuses on
knowledge, networks, relationships and governance. Knowledge
measures transfer, exchange and generation. Networks consist of
involvement, connections and positions. Relationships measure shared
values, trust, commitment, learning, reciprocity and sociality; and
governance measures openness and co-ordination, highlighting the
importance of feedback loops and reciprocal value co-created
exchanges.

Also the looming effect shows that people cannot accurately estimate
(Olson, Farber & Farber, 2003) the rate at which space is closing
between them and an approaching object. The problem occurs
because, at larger distances, the rate of change of image size is not
large enough to capture the observer’s attention. The solutions
therefore, lie in fully utilizing these fundamental neuroscientific
principles to our advantage.
Head: Neuroscience Based Safety - Behavior change at Unmanned
Level Crossings
Methodology:
The research was ethnographic in nature, and hinged on fundamental
observation.
FinalMile Consulting spent over 100 man hours studying crossing
behavior at at 14 unmanned level crossings, 2 unauthorized trespassing
points, and manned level crossings across India. The research also
included observations made from the engine on three railway routes.
Interviews with loco-pilots and motorists at these level crossings were
also conducted, in addition to a detailed study of accident reports.

This macro 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. With
its problematic stance requiring societal systems thinking, SFS will
mobilise stakeholders through the use of Warfield’s collective
intelligence (CI). CI involves participants collaborating to resolve
complex issues and to engender change. SFS recognises a wide array
of marine stakeholders who will inevitably have very different, conflicting
perspectives. CI recognizes these conflicting perspectives, arriving at
collective solutions to tackle the challenges. SFS seeks to develop deep
understandings of stakeholder priorities and concerns, taking into
account co-authored recommendations for change.

Observations:
Familiarity: Most motorists passing through the unmanned level
crossing are ‘regulars’.
The environment is highly familiar to them, and hence not considered
dangerous.
Overconfidence: The overconfidence bias (Baron,1994) demonstrates
how we overestimate our confidence in both our judgements and
abilities. Most drivers are overconfident about their abilities to maneuver
their vehicles safely over the crossing in time, more so more powerful
vehicles.
Loss Aversion: The certainty effect, documented in Prospect Theory
(Kahneman & Tversky, 1979) states that people are risk-seeking when
it comes to choices involving sure losses. People are willing to risk the
possibility of an accident (which they see as remote) in order to avoid
the definite loss of time if they had waited for the train to pass.

Keywords: marine stakeholders, societal stakeholders, systems
thinking, collective intelligence
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Risk Compensation: Interestingly, there were fewer accidents at levelcrossings where visibility was limited as opposed to when there was
clear visibility. Motorists, therefore, are more careful when they perceive
the task to be more dangerous than it is. The classic theory of Risk
Compensation (Adams, 1995) states that as people perceive
themselves as safer or better equipped against a danger, they are more
likely to take more risks. Train Horn Ignored: The loco-pilot blows the
whistle when the train is 600Mts from the crossing, which roughly
corresponds to the motorist being around 150Mts away. The whistle is
ignored as it does not correspond to when the motorist is in attentionmode, which is just the last few meters before he crosses the tracks.
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Title: Neuroscience Based Safety - Behavior change at Unmanned
Level Crossings
Abstract:
Focus
Accidents at unmanned level crossing constitute 42% of the total
railway accidents and 63% of the railway-related fatalities in India every
year. Unsafe behavior at level crossings is not just problematic in India,
it is a problem worldwide. There are at least 6000 reported fatalities at
level crossings every year (ILCAD), in spite of the measures taken to
them safer. Almost all accidents are due to motorists failing to observe
stop lights, signals and basic traffic safety rules. Fatalities despite
infrastructural aids in place indicate that behavioral change is required.

Visual Complexity: As the motorist and the train are both in motion the
angle at which the motorist is viewing the approaching train appears
unchanged at successive points, hence providing a false illusion of
stability.
Strategy:

Rationale:

The difference between life and death essentially lies in the decisions
made in the last 10seconds (roughly 50mts) before the motorist clears
the tracks. This stretch is therefore be the playing field when it comes to
targeting the following two key aspects: a. Breaking passivity and
increasing the sense of danger associated with the level crossing and
b. Helping the motorist make a conservative decision while crossing.

FinalMile Consulting was approached by the Indian Railways with this
brief after successfully implementing interventions to reduce deaths due
to trespassing on railway tracks (presented at WSM Conference 2011).
Despite measures taken at level crossings - strengthening the
‘crossbuck’ communication, adding flashing lights and stop signs,
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2. Baron, J. (1994). Thinking and deciding, Cambridge, UK: Cambridge
University Press.

Interventions:
1.Diagonal Speed Breaker: The intervention called for the addition of
two speedbreakers - a diagonal speed-breaker (fig-1), 20mts away from
the tracks and another one 10mts away, in order to:

3. Changizi, M. A. (2009). The vision revolution: How the latest
researchoverturns everything we thought we knew about human vision.
Dallas,TX: BenBella Books.

Break Familiarity: Each of the front and back tires go over the diagonal
speed-breaker at different instances, hence contributing to some
discomfort felt by the motorist.

4. Hoyos, C.G., 1986. Mental load and risk in traffic behavior. In: CEC
Workshop.

Increase perceived task-difficulty: There are now two speed-breakers to
navigate.

5.
ILCAD.
Retrieved
8th
October,
http://www.ilcad.org/ILCAD-2012,105.html

Increasing task-complexity is one of the ways in which to target RiskCompensation.

6. Kahneman, D., & Tversky, A. (1979). Prospect Theory: An analysis of
decision under risk. Econometrica, Vol. 47, pp. 263-291

Hoyos (1986), in discussing a study that measured driver estimates of
task demand and their speed, reported that drivers used compensatory
speed reductions as perceived demand increased. Also, thin to thick
lines (fig-1) make the speed-breaker look higher than it is visually,
contributing to bringing down the vehicle speed.

7. Leibowitz, H.W. (1985) Grade Crossing Accidents and Human
Factors Engineering. American Scientists, Vol. 95, 1985, pp. 558-562.

2012

from

8. Leibowitz Hypothesis - Railroad Crossing Run-Around. Retrieved
16th June, 2010 from: http://vimeo.com/1937952;
9. Olson, P., Farber, E., & Farber, G,. (2003). Forensic Aspects of Driver
Perception and Response. Pp 112.

Break Illusion of Stability: Deters constant motion, serving to break the
illusion of constant stability mentioned above. The motorists would
therefore not be viewing the train while constantly being in motion which
leads to the illusion in the first place.

10.U.S. Department of Transportation Federal Railroad Administration.
Driver Behavior at Highway-Railroad Grade Crossings: A Literature
Review from 1990-2006

Head: Neuroscience Based Safety - Behavior change at Unmanned
Level Crossings fig-1: Diagonal Speed-Breaker Implementation

11. WSM Conference 2011: Neuroscience Approach to Reducing
Trespassing
Deaths.
Retrieved
From:
http://wsmconference.com/2011/downloads/11S3S13%20Biju%20Domi
nic.pdf

2. Future-Seeing: Our brains are constantly future-seeing: predicting
future trajectories. It takes time for the brain to process visual
information, so it has to anticipate the future to perceive the present
(Changizi, 2009). At level crossings, if we can engineer this future
seeing, and therefore fast-forward the emotional response, it would
serve in breaking the over-confidence of the motorists. Also, inducing a
fear-response at the correct time during decision-making is critical to
reducing accidents (see fig-2). fig-2: FutureSeeing - Implementation
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3. Improving Sensitivity to the horn: As mentioned in the observations,
the train whistle begins much before the motorist is in an ‘attention
zone’. To correct this, and also the habituation that ensues from the
repeated presentation of the stimuli, we proposed to move the whistleboard (which signals the loco-pilot to sound the train’s whistle) from
600mts to when the train is 300mts away from the level-crossing. The
timing of this whistle therefore corresponds to when the motorist is also
in the attention-zone, hence serving to heighten his emotional
response.

Affiliations: (1) ClearWay Minnesota, Minneapolis, MN, USA (2) Clarity,
Coverdale, Fury, Minneapolis, MN, USA (3) CultrDig, Minneapolis, MN,
USA
Title: Understanding Today’s Smokers: Using Formative Research to
Guide the Development and Marketing of Quitting Services
Abstract:
Focus
Tobacco industry marketing has been highly effective in making tobacco
part of mainstream culture.1 With over $10.5 billion in expenditures
annually,2 the industry has mastered the ability to become part of the
fabric of their customers’ lives.1 Tobacco control programs, however,
have been challenged to market the alternative product of “quitting
tobacco.” The challenge stems in part from the fact that tobacco is a
highly addictive product3 and that health organizations have a fraction
of the resources that the industry has to market products. In addition,
the consumers to whom health organizations are marketing are a select
target. Today, less than 20 percent of the U.S. population still smokes,
and increasingly these smokers are more likely to be male and young
and to have lower levels of education and income.4 There have also
been significant advances in the types of quitting resources available to
smokers,5 including a proliferation of technologies available to users to
assist them in their quitting process.6, 7

Evaluation:
These interventions were implemented at an unmanned level crossing
near Nagaur, a town in Rajasthan (state in NorthWestern India with a
high accident-rate). Video-footage of the crossing 3 days prior
implementation(pre) was compared with footage 3 days post
interventions(post). The evaluation criteria in the case of this experiment
was the reduction in speed, as measured by the time taken for vehicles
to clear the track from 10mts away.
Results and Next Steps:
There was a definite reduction in speed for all 3 kinds of vehicles:
tractors, four-wheelers and two-wheelers post the interventions. Also,
more people stop to look at the signage.
Type of Vehicle Avg. time taken preintervention

Currently, ClearWay MinnesotaSM offers programs to help people quit
tobacco through a telephone helpline and a web program. While these
programs have been successful, program satisfaction levels, individual
utilization and quitting outcomes have declined in the past few years.
And while we have successfully promoted these services through mass
media to tobacco users who are ready to quit, volumes for both
programs have been lower than expected. We have also seen an
evolution of how tobacco users view technology, and we now believe
tobacco users view social media, text messaging and other mobile
technologies as quitting tools. From these observations, we hypothesize
that changes in the quitting services that ClearWay Minnesota currently
offers along with the ways in which we promote these services may be
needed, and that our target audience may need to be broadened.

(10mts)
Avg. time taken
post-intevention
(10 mts)
Tractor 12 secs 16 secs
Cars 7 secs 11 secs
Two-wheelers 6 secs 8 secs
Indian Railways is rolling-out these interventions in the North-Western
Zone (All unmanned crossings in the state of Gujarat and Maharashtra).
References:
1. Adams, J. (1995). Risk. London: UCL Press.

Aims and Objectives
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We identified a need to re-examine, from the tobacco users’
perspective, the fundamental concepts of the product being offered
(quitting services), the price smokers are willing to pay for this product
(understanding both the costs and benefits of quitting smoking) and the
placement and promotional opportunities that are most effective for
reaching smokers. This paper describes the formative research we
undertook to do this, key findings, lessons learned and implications for
application.

“gamification” is an important concept to consider in the development of
new approaches.
References
1. ClearWay
Minnesota.
Available
from:
http://www.clearwaymn.org/index.asp?Type=B_BASIC&SEC={65A9BC
EC-3718-4C0F-B074-9D095CC0D630}&DE=
2. Campaign
for Tobacco
Free
Kids. Available
from:
http://www.tobaccofreekids.org/research/factsheets/pdf/0271.pdf

Methodology

3. U.S. Department of Health and Human Services. How Tobacco
Smoke Causes Disease: The Biology and Behavioral Basis for
Smoking-Attributable Disease: A Report of the Surgeon General.
Atlanta, GA; 2010.

We conducted formative research with Minnesota smokers to discover
new tobacco user insights that have important implications for designing
and updating cessation service programs and promotions. This
research sought to address the following objectives:1) explore attitudes
and perceptions of those contemplating quitting and those who have
successfully quit; 2) understand barriers and paths to the decision to
quit; and 3) further understand the role of support tools including
coaching, medications, social media, texting and mobile applications in
the quitting process.

4. King BA, Dube SR, Tynan MA. Current Tobacco Use Among Adults
in the United States: Findings From the National Adult Tobacco Survey.
Am J Public Health 2012.
5. Fiore M, Jaen C, Baker T, et al. Treating Tobacco Use and
Dependence: 2008 Update Clinical Practice Guideline. In: U.S.
Department of Health and Human Services, editor. Rockville, MD:
Public Health Service; 2008.

Evaluation Approach
To gain a deep understanding of what tools, support, messaging,
services and platforms a smoker seeks to successfully stop smoking,
we examined the interior and exterior worlds of smokers contemplating
quitting and former smokers. There were two phases to this research.
Phase 1 included online bulletin boards where 35 participants were
asked for seven days to engage in several tasks, including daily
blogging and photo/image submission. Mail-in workbooks were
provided to six participants who did not have access to the Internet.
Findings from Phase 1 were used to develop focus group guides for the
second phase of research. Phase 2 included four focus groups in both
metro and non-metro locations with quit contemplators and former
smokers.

6. Whittaker R, Borland R, Bullen C, Lin RB, McRobbie H, Rodgers A.
Mobile phone-based interventions for smoking cessation. Cochrane
Database Syst Rev 2009(4):CD006611.
7. Civljak M, Sheikh A, Stead LF, Car J. Internet-based interventions
for smoking cessation. Cochrane Database Syst Rev
2010(9):CD007078.
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Findings

Affiliations: (1) University of Lethbridge, Lethbridge,AB, Canada

Several key findings emerged from the research. First, it is important
that services and promotions meet the smokers where they are, not
where health organizations want them to be, recognizing that someone
who is not even thinking about quitting is not ready to think about tools
and plans for quitting. Techniques that work well at one stage of quitting
may be ineffective at another. Therefore services and promotions that
resonate with people at all stages are important to help smokers quit,
and that anything that moves a person along the continuum toward
making a positive change can be viewed as a success.

Title: Can Celebrities Help Teens Overcome Skeptical Attitudes toward
Social Ad Claims?
Abstract:
Adolescents have been recognized as an important audience for social
marketing campaigns due to social pressure to engage in harmful
behaviors such as drinking, smoking, and consuming drugs (Thakor,
Goneau-Lessard, 2009). Helping adolescents understand the dangers
of unhealthy and potentially dangerous behaviors may result in the
avoidance of short term problems as well as long term consequences.
However the accomplishments of social marketing campaigns that
discourage harmful behavior to teens have been met with mixed
success (Hastings et. al. 2004).

Findings also indicate that that helping people resolve ambivalence is
the key to change. Findings suggest that encouraging smokers to
periodically check in on the benefits and costs of their behavior can aid
them in resolving ambivalence.

An underlying reason for the lack of acceptance by teens toward social
marketing campaigns has been skepticism toward the message
(Hastings et. al. 2004 and Thakor et. al. 2009). Advertising skepticism
has been defined as “a tendency to disbelieve ad claims.” (Obermiller
and Spangenberg, 1998). When viewers of advertisements have low
levels of trust they tend to discount or disbelieve the message.

Third, the consumer’s perception of barriers to service offerings is
important. A lengthy or even moderate registration process (e.g.,
requiring people to receive a password to log in before they can access
services) can make consumers perceive the “cost” of the services as
too high, and become less likely to use or trust them. Allowing instant
access to services during the timeframe when the smoker is motivated
to seek information and potentially quit is critical to success.

A commonly used creative execution among advertisers is the use of a
celebrity endorser. The advantage of using a celebrity over an everyday
person is that they can cut through advertising clutter, enhance the
image of the brand and increase the credibility of the claims in the ads
(Atkin and Block, 1983; Pornpitakpan, 2004). Celebrities are more likely
to be watched or the messages read than everyday people however the
best celebrity is one that has a good match or has a high degree of
credibility when being paired with an organization (Atkin and Block,
1983; Pornpitakpan, 2004). Celebrities with high levels of credibility are
likely to reduce the number of skeptical thoughts regarding social ad
claims. The purpose of this paper is to outline past research on
skepticism in advertising and the ability of celebrity endorsers to
potentially overcome skeptical attitudes toward social ads targeted at
adolescents. Hypotheses are posed.

Finally, participants differed in their preferences for support from
intimate relationships versus a broader network of support. However,
they consistently expressed the need to know that services are staffed
by people who have quit smoking themselves.
Lessons Learned
There is an opportunity to broaden ClearWay Minnesota’s target to
reach smokers at all stages of change. Doing so could tip the balance
on the perceived costs and benefits of smoking and move tobacco
consumers toward making a quit attempt. A variety of service offerings
could better meet smokers at various stages of change; however, there
is a strong need to reduce barriers (such as online registration and
passwords) to accessing these services. Texting, social media and
mobile applications provide tools that can be tailored to provide
messages that will appeal across a range of smokers. In addition, a high
level of participant interest in games related to quitting suggests that

Skepticism and Advertising
Although the majority of research on ad skepticism has been done on
commercial advertising there are a few studies that have investigated
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O’Cass, 2006), viewers had a positive attitude towards the issue
(quitting smoking). Furthermore, O’Cass’ (2006) study found that
believability of advertisements had a positive impact on viewers’
intention to comply with the promoted behavior. O’ Cass’ (2006) study
indicates that skepticism towards advertisement claims (believability) is
an important determinant on the effectiveness of social marketing
because the consequences of skepticism toward ad claims have an
influence on people’s behavior. In the present study, we propose that
higher levels of celebrity credibility will be negatively related to
skepticism towards social ad claims and skepticism mediate the
relationship when adopting the pro-social behavior being endorsed.

skepticism in the non-profit setting. In a study on Corporate Social
Responsibility (CSR) Forehand and Grier (2003), found that situational
skepticism was induced by the perceived motive of a firm that
sponsored a non-profit program. Participants lowered the evaluation of
the firm when they perceived that the motive of sponsoring company
was self-serving. The authors found that if a firm sponsors a non-profit
that has a good fit or natural tie with its company then skeptical beliefs
about the sponsorship were lower.
Samman et al. (2009) studied subject’s views on celebrities that were
spokespersons for non-profits soliciting money for impoverished
countries. The authors found that most respondents knew which
celebrities supported the various causes and that there was a positive
attitude with regards to the celebrity’s ability to raise the profile of the
charity however, not many of the respondents were influenced by the
celebrity. The respondents were skeptical with regards to the motives of
most celebrities believing that involvement was really about promoting
themselves in the media. Respondents were more influenced by the
celebrity when their perception of the celebrity’s character and
commitment to the charity was high.

H2a: A social advertisement endorsed by a celebrity with high levels
of credibility will be viewed with less skepticism with regards to the
social claim than an ad endorsed by a celebrity with low levels of
credibility.
H2b: Skepticism towards social advertisement claims will mediate
the influence of a celebrity endorser’s credibility on viewers’
intention to adopt the promoted behavior of a social advertisement.
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H1a: In a social advertisement, a celebrity endorser with high levels
of credibility will be viewed with less skepticism with regards to
personal motives for endorsing a social cause than a celebrity with
low levels of credibility.

Title: 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.

H1b: Skepticism towards a celebrity’s personal motives for
endorsing a social cause will mediate the influence of the celebrity’s
credibility on viewers’ intention to adopt the promoted behavior of a
social advertisement.

Abstract:

The copy or message of social advertisements can influence viewers’
levels of skepticism toward the ad claims and intention to comply with
the promoted behavior. O’Cass’ (2006) found that believability of
advertisements has a positive effect on viewers’ attitude towards the
social cause. The results of the study showed that when the message
was perceived to be believable (“Every cigarette is doing you damage”,

In this presentation/paper we will show how an insight into to the social
nature of 18 – 24 year olds led to a unique behaviour-driven approach
to reducing the increase in STIs among this highly social population.
Rationale: Too often health promotion focused narrowly on outputs,
numbers of tests, numbers of vaccinations, or program enrolment miss
the larger social context for behaviours. This is evident when looking at
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dozens of current public health STI prevention campaigns directed to
young adults from around the world. Typically their focus is on one
individual and one behavior. Their message: avoid the disease. Their
call to action: get tested or wear a condom.

that helped shape the campaign. The first was social norms or how
behaviours and beliefs are shared across our social networks. The other
was Ego or our desire to reconcile our self image when our actions
contradicted our beliefs.2

In Ontario, Canada, Chlamydia has become a public health crisis. The
rates of reported Sexually Transmitted Infections (STIs) have increased
exponentially over the past 11 years – the most commonly reported are
Chlamydia, gonorrhea and syphilis. Of the three, Chlamydia is the most
frequently reported STI. The incidence rate of Chlamydia has increased
steadily since 2001 – 84% from 2001-2010 and 11% in 2011 alone.
Young adults, 18-24 years of age, make up 53% of all the reported
cases of Chlamydia in Ontario

Social and cultural norms are the behavioural expectations, or rules,
within a society or group. While having Chlamydia may not be serious,
giving it to others within the group is very serious social error that could
lead to banishment from the network e.g. social suicide.
The quest for a positive self-image is important for most of us. When our
behavior contradicts our beliefs we often change our beliefs to explain
our bad behavior. This is the phenomenon of the Friday Night Brain.
Under the influence of alcohol our behavior contradicts our fundamental
beliefs. When sober and reminded of this contradiction we are
motivated to repair our self-image by making our behaviours consistent
with our beliefs.

We know from the work of Christakis1 and others that disease vectors
spread through contacts within social networks. The importance of
social networks is highly magnified in the very social target population
of young adults 18 – 24. While networks show us the vectors of
infection, what else could we learn about networks could lead us to find
a relevant lever for behaviour?

2
MINDSPACE Influencing behaviour through public policy, U.K. Cabinet
office.

From this foundation of Collaborative Change and our knowledge of
behavioural levers we constructed a campaign in this way:

Methodology: Quantitative surveys told us that sexually active (65%)
young adults were conflicted between their behaviours and their beliefs.
As many as 90% of sexually active 18 – 24 year olds agreed they are
responsible for practicing safe sex to prevent STIs and 84% feel STIs
are easy to prevent. However only 46% of young adults in Ontario say
they always practice safe sex. And while there is high agreement as to
the importance of getting tested, only one in three sexually active 18 24 year olds say they have been tested for STIs.

• Our messaging strategy – social suicide – was expressed as “I’m a
social animal. Friends and good times are everything. I don’t always
do the right thing, but I’d hate to lose my friends and for people to think
bad of me.”
• Our creative strategy was to dramatize the social consequence of
giving someone else Chlamydia in a humorous way, “Friends don’t
give friends Chlamydia.”

Collaborative Change is a social marketing campaign development tool
that features a high involvement of the target populations with the team
responsible for creating the campaign. Rather than gather information
and then find insights leading to an approach, the core campaign
insights are articulated in by the target population in collaboration with
the creative development team.

• Our call to action recognized the fact that we may not always
remember to wear a condom: “Wear a condom and if you didn’t, get
tested.”
• Our campaign structure Engage, Educate and Act recognized the fact
that there was little interest in Chlamydia. There was no reason for this
target population to be interested in another Chlamydia campaign.
First we needed to engage this audience and make Chlamydia
relevant and important to them before they would be receptive to any
educational messages about the symptoms or consequences of
having Chlamydia. And finally we needed to give them a clear call to
action and via web based and mobile GPS tools, make it easy to find
a clinic for testing.

Christakis NA, Fowler JH (2010) Social Network Sensors for Early
Detection of Contagious Outbreaks. PLoS ONE 5(9): e12948.
doi:10.1371/journal.pone.0012948

1

Over a series of evenings, groups of young men and women in an
informal setting participated in exercises designed to test their knowledge
and concern with Chlamydia. These exercises uncovered insights into the
conflict between their beliefs and values and their actions regarding
sexual health behaviours. Ad campaigns from other jurisdictions were
shown to the groups. A series of cards expressing various values were
presented. These included: my health, having a good time, loyalty to my
friends, personal integrity and others. Groups ordered these values
relative to their personal importance. In another exercise, participants
described their journey through a typical Friday night starting with early
evening drinks, bar hopping, unprotected sex, and the morning after
predicament. Several key insights were uncovered:
1. Getting an STI especially Chlamydia is not of any great concern to
them or their friends. They have many other things they worry about
more.

Conclusion: Sexual behavior has strong social components related to
the complexity of peer networks, expectations, issues regarding selfconfidence, and how we reconcile our beliefs and values with our bad
behaviours. These insights derived through sound market research and
a new campaign development tool Collaborative Change, helped
uncover new insights and potentially powerful levers for encouraging
healthy sexual behaviours around STI prevention. This campaign is
being launched in October of 2012. An evaluation component has been
designed and results and response will be tracked. The entire campaign
and its results will be presented at WSMC in April.

2. Young adults feel they have been preached to incessantly about safe
sex in advertising. They don't pay attention to ‘Condom’ messages.
3. Integrity and loyalty and their health were strong beliefs.
4. During the week they believe in taking responsibility for wearing a
condom. Having a good time was of secondary concern.
5. But on Friday, drinking, having a good time and and possibly sex
became more important than interrupting the flow to have a
discussion about wearing a condom.
6. Loyalty to friends and their social standing within their network of
friends was a very strong belief that endured through the week and
on weekends.

Number: 72

7. Networks have rules and while they might not feel personally
threatened by Chlamydia, no one wanted to be associated with it. No
one wanted to be the person who was called out for giving someone
else Chlamydia.

Author(s): Faren Edwards, Alexandra Hughes
Affiliations: (1) Ogilvy Public Relations, Washington DC, USA
Title: Using Grassroots Research to Strengthen Childhood Obesity
Prevention Initiatives

From a behavioural perspective, two concepts came out of our sessions
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Abstract:

When asked what factors help their children maintain a healthy body
weight, participants immediately identified nutrition and physical activity,
and most considered themselves gatekeepers and role models for
these components. The role of screen time in obesity prevention was
mentioned less frequently, often only after probing by the moderator.
During the forums, participants noted a number of obstacles that inhibit
their ability to help their child maintain a healthy weight. Among the most
frequently discussed:

This paper presents findings from a study conducted on behalf of 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 messaging and resources focused on
childhood obesity prevention. The purpose of this project was to discuss
mothers’ and female caregivers’ experiences helping their children
maintain a healthy weight, through a series of community forums
nationwide. A strong emphasis was placed on reaching “real moms” of
young children in both rural and urban settings. Accordingly, our approach
included conducting in-person and phone-based forums with mothers and
female caregivers of children ages 2-13 years, in conjunction with the
program’s nationwide network of community partners.

• Time. Hectic schedules and competing obligations were cited most
frequently as barriers. Participants indicated that their days are filled
with activities—rushing from work to their child’s school, then travelling
to and from multiple afterschool activities. They reported not having time
to prepare healthy meals at the end of a busy day, often resorting to fast
food options to quickly feed their children.

Key findings underscored the importance of providing clear, actionable
strategies for parents to help their children maintain a healthy weight,
and mitigating barriers for implementing these strategies. Findings and
implications for developing successful communications initiatives to
reach parents of young children with childhood obesity prevention
messaging and materials will be discussed, including a summary of best
practices for reaching “real world” families and caregivers in both rural
and urban communities through grassroots research.

• Financial Resources. Healthier food choices (such as fresh produce,
quality meats, and organic foods) were perceived as significantly more
expensive than processed foods. Also, participants noted that, for
children to be involved in organized physical activities, money is
required for membership fees and sports equipment.
• External Influencers. Though participants recognized they are role
models for their children, they indicated that other individuals have a
considerable influence on their child’s healthy development.
Grandparents and parents of other children were named as additional
influences on their children. Participants indicated that when in the care
of other individuals, particularly grandparents, children are subject to
more relaxed rules.

Background and Purpose
The NIH launched its We Can! program in 2005 to help children and
youth ages 8-13 maintain a healthy weight through improved food
choices, increased physical activity, and reduced screen time. We Can!
is managed by the National Heart, Lung, and Blood Institute (NHLBI) in
collaboration with three other NIH Institutes. The program focuses on
reaching parents to influence young people, and more than 1,600
community sites nationwide have committed since the launch of the
program to provide resources that enable communities to help children
maintain a healthy weight through healthy lifestyle choices.

• Child Preferences. Participants reported difficulty helping their child
maintain a healthy weight amidst their child’s preferences. A “picky
eater” was a primary frustration for participants, who admitted to giving
in to their child’s preferences so that they would eat. Participants also
expressed difficulty in motivating their child to be physically active,
particularly if their child prefers to stay indoors and on screen time
devices.

Focus areas for this research included mothers’ and female caregivers’
reactions to the We Can! messaging platform, preferences regarding
how to receive information about childhood obesity prevention, and
successes and challenges helping their child maintain a healthy weight.

Messaging
During the forums, Ogilvy explored the resonance of risk, efficacy, what
you can do, and call-to-action messages to better understand the
appropriate balance when communicating to parents. Participants were
asked to discuss messages in each category and rank them against
each other. In general, participants gravitated toward messages that
provided actionable tips and strategies—rather than general
information—on obesity prevention. They noted that they understand
why they should help their child maintain a healthy weight; they are in
need of information on how to accomplish this given their limited time
and resources. At the conclusion of the exercise, a clear preference for
the type of message emerged: 1) efficacy messages, 2) messages
outlining “what you can do,” 3) risk-based messages, and 4) call-toaction messages.

Methodology
The community forums included three phases: 1) recruiting potential We
Can! community sites to host a forum according to established eligibility
criteria; 2) vetting a list of interested sites in conjunction with the NHLBI;
and 3) conducting the forums in cities and towns across the U.S. with
support from a trained moderator. “Eligible” forum participants included
mothers or primary female caregivers with at least one child between 2
and 13 years old, and who: 1) lived in the household at least 50% of the
time; and 2) cared for a child who did not have any physical or
developmental disabilities that would affect his/her nutrition or physical
activity level.
Ogilvy conducted 11 forums between June and August 2012, with 6-9
participants per group. To be mindful of campaign resources, forums
were conducted both via phone conference and in person. This
methodology employed a small sample size, and as such, it is not
projectable to an entire population. However, it enabled us to garner
findings from real mothers/caregivers outside of an artificial research
environment. Recruiting through the community sites also resulted in a
relaxing of target audience specifications and recruiting discipline
compared to using a recruitment screener. However, the breadth and
diversity of participants along with the number of discussion group
repetitions resulted in an accurate portrayal of the childhood obesity
landscape and serves as a solid platform for messaging strategy and
development.

Conclusions/Implications for Research and Practice
The findings from this study suggest that parents and adult caregivers
are aware of the childhood obesity epidemic, but feel barraged with
messages on how to help their child maintain a healthy weight. Our
findings support several approaches and topics that can inform
childhood obesity prevention messaging and materials for parents of
young children. These include focusing on efficacy and empowerment
in prevention messaging, presenting parents with manageable lifestyle
changes, acknowledging and mitigating the role of external and familial
barriers, and tailoring messaging and materials by geographic region.
Lessons learned regarding the design and implementation of
nontraditional and grassroots studies to inform childhood obesity
prevention initiatives will also be discussed.

Key Findings
Perceptions and Challenges
Participants identified obesity as a national issue, and understood that
the implications of obesity grow more serious as an overweight child
becomes an overweight adult. Though they were not overwhelmed by
the issue of childhood obesity, participants often felt challenged by it
and were interested in sharing mutual problems in attempts to uncover
a solution.
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Abstract:

behavior. The design of study 1: 2 (environmental consequence
message framing: positive vs. negative) X 2 (message source:
organization vs. person as the opinion leader) between-subject. The
illustration of the study 1 is as follows:

Youth audiences are potential in spreading the word-of-mouth among
their peer groups. On the other hand, they are also unstable in terms of
attitude. Social marketers need to have a special treatment in delivering
environmental product messages to them.
There are two
communication elements to be considered to influence them: the
respected message source and the product simplicity salience.
By
manipulating those elements, it is expected that the pro-environmental
behavior among youth audience will be increased.
Key words: marketing communication, consumer behavior, youth
audience
Marketers need to align their cause-related offering based on the age
groups to get the generation Y loyalty (Ciu et al., 2003). Youth audience
tends to react to pro-environment behavior when they get influenced
collectively (Ling-yee, 1997).
Lee (2008) confirmed that the most
predictor of green purchasing behavior among young consumers was
social influence. Based on these findings, it can be said that social
environment is the key to enhance pro-environmental behavior among
youth.

The variations in study 1 are

Young consumers are grouped into different market segment profile.
Paco and Raposo (2009) defined green segmentation based on
demography, psychographics, behavioral, and environmental criteria.
The age range of 18 to 34 was categorized as the uncommitted group,
whom negative on environmental issues. Despite, individuals in this
group claimed to have knowledge about the issue.
Awad (2011)
categorized the green consumers into four segments. Young audiences
were identified in two groups: the green and the explorer. Both groups
have high orientation to protect the environment, and they have good
knowledge about it. These mixed findings make the young
consumers segment is interesting to explore further.

It is predicted that participants in condition number 4 will have the
highest tendency to do the pro-environmental behavior.
The aim of study 2 is to identify the role of a message that shows the
easiness in enhancing pro-environmental behavior. The design of study
2: 2 (environmental consequence message framing: positive vs.
negative) X 2 (simplicity usage: non salience vs. salience) betweensubject. The illustration of the study 2 is as follows:

There are two external sources that influence individuals to adjust their
behavior toward environment: marketing communication and social.
Marketing communication elements as the triggers are the
advertisement in a mass media (Davis, 1993; Shrum et al., 1995;
Schuhwerk & Lefkoff-Hagius, 1995; Zinkhan & Carlson, 1995;
Qader & Zainuddin, 2011), label on the packaging (Thogersen, 1999;
D’Souza et al., 2006; Baksi Bose, 2007; Rash et al., 2009; Vanclay et
al., 2011), and promotional activities (Phau & Ong, 2007). Meanwhile,
social influences are coming from the effect of collectivist orientation
(Ling-Yee, 1997) and opinion leader (Shrum et al., 1995).
Based on the message point-of-view, here are the results of previous
studies: consumers respond positively toward a message that productrelated than cause-related (Phau & Ong, 2007), green product is more
appealing to the ones who are less involved with environment
(Schuhwerk & Lefkoff-Hagius, 1995), and negative framing (focusing on
avoiding the disadvantage of the non-green product) works best for less
environmentally conscious consumers (Okada & Mais, 2010). The
marketing communication message will be emphasized on green
product related that will be framed in positive and negative like Okada
and Mais (2010) did in their research. However, the research participant
will be filtered by answering several questions regarding environmental
knowledge. The ones that will be selected as the participants are those
with minimum knowledge about environment. In this study, the concern
is more into the source of the message. It has been proven that young
audiences are influenced by the opinion leader (Shrum et al., 1995).

The variations in study 2 are

It is predicted that participants in condition number 4 will have the
highest tendency to do the pro-environmental behavior.
By knowing the effect of source and the product usage message
to youth audiences, social marketers will consider the format of
marketing communication that can enhance the pro-environmental
behavior.
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strategies included in the review. The specific research question for this
component of the study was:

Lee, K. (2008). Opportunity for green marketing: young consumers,
Marketing Intelligence & Planning, 26, 6, 573-586.
Ling-yee, L. (1997). Effect of collectivist orientation and ecological
attitude on actual environmental commitment: The moderating role of
consumer demographics and product involvement, Journal of
International Consumer Marketing, 9, 4, 31-53.

What are the population-level social marketing campaigns that Peel
Public Health can realistically do to support early child social, emotional
and cognitive development from the prenatal period to the end of the
first year of life?
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An adapted definition of social marketing to reflect the context of
parenting was used:
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environmental claims in promotional messages for clothing brands,
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influence parenting practices and societal support for the benefit of
children and their families. (Andreasen,1994).
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A search of both the published and grey literature from 2000 to 2011
was conducted for this review. The search yielded more than 600
citations that were included or excluded based on pre-established
criteria. Sixty-seven included papers formed the basis for descriptive
findings. A smaller subset (16) included evaluations from which
conclusions could be drawn about campaign impact.
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Findings

Thogersen, J. (1999). The ethical consumer: Moral norms and
packaging choice, Journal of Consumer Policy, 22, 4, 439-460.

Social marketing theory makes several assumptions that guide
planning, and, if implemented well, predict positive outcomes. While
some of the principles and assumptions are supported by review
findings the review reveals significant gaps between theory and
practice.

The Nature of Parent-Focused Social Marketing Campaigns

Vanclay, J.K., Shortiss, J., Aulsebrook, S., Gillespie, A.M., Howell, B.C.,
Johanni, R., Maher, M.J., Mitchell, K.M., Stewart, M.D., & Yates, J.
(2011). Customer reponse to carbon labelling of groceries, Journal of
Consumer Policy, 34, 153-160.

Many parent-focused social marketing campaigns are more accurately
characterized as social advertising campaigns and focus almost
exclusively on promotion with an emphasis on the use of mass media
to communicate messages. Comprehensive strategies that explicitly or
implicitly address the broader social marketing mix are rare. Most
parent-focused social marketing campaigns are not based on behaviour
change theories and may be missing the benefits that such theories
provide, particularly for message development and adequately
addressing barriers to behavioural change.

Zinkhan, G.M. & Carlson, L. (1995). Green advertising and the reluctant
consumer, Journal of Advertising, 24, 2, 1-6.
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Most parent-focused social marketing campaigns target specific
parenting behaviours that reduce infant morbidity or mortality. Few
focus on the broader goals of promoting positive social, emotional, and
cognitive infant development, or the support of parents in fostering this
development.

Title: What Works for Whom, Under What Conditions: A Brief Realist
Review of Parent-focused Social Marketing Interventions
Abstract:

The Challenges of determining effectiveness

Aims and objectives of the paper:

This review identified that parent-focused social marketing campaigns
put effort into conducting audience analysis in the formative
development of campaigns, but comparatively few resources into
evaluating effectiveness. Campaigns that include evaluations lack
methodological rigour, preventing definitive conclusions about
effectiveness and impact.

The purpose of this paper is to provide a summary of findings from a
realist review conducted in 2011-2012 that examined social marketing
as a population health strategy for promoting a positive transition to
parenthood.
Rationale:

Using social marketing campaigns to target the parents of young
children is an underdeveloped strategy, but there is some evidence of
success in the specific areas of breastfeeding, smoking cessation
during pregnancy, smoke-free homes, SIDS prevention, and child seat
safety.

The early stages of life have a profound impact on life-long health and
wellbeing. A focus on the early years provides public health with an
opportunity to impact the long-term health of individuals, families and
communities. In 2009, Peel Public Health, a large public health unit in
the Greater Toronto Area (GTA) identified Nurturing the Next Generation
as a key program priority in its10-year strategic plan. The goal of this
priority is to optimize early child development for Peel families by
supporting the transition to parenthood from the prenatal period through

What works for Whom Under What Conditions?
Social marketing campaigns that target parents are particularly effective
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have shown the importance of environmental factors in financial
decision making among low-income individuals. For example, poverty
leads to a short-term focus; a history of exclusion leads to mistrust; and
community and family networks facilitate access to resources (Sawady
and Tescher 2008). These phenomena can explain, at least partially, socalled "irrational" behaviors among low-income individuals . In addition,
a low income level is highly and inversely correlated with educational
achievement in general and with financial literacy in particular, with the
resulting limitation in individuals' ability to navigate complex financial
choices and their consequent use of random choice and trial-and-error
in decision making. A focus on the short term, or present-biased
decision making (Ainslie and Herrnstein 1981), has significant
implications for an individual’s long-term financial welfare. It can result
in a significant reduction in net wealth (or, alternatively, higher levels of
accumulated debt), and higher vulnerability to volatility in income and
asset values. For the poor, this increased vulnerability can have
catastrophic consequences, especially in an environment of shrinking
safety economic nets in many parts of the world.

when behaviours (or failure to change behaviours) are tied to negative
outcomes for their children. Effective social marketing campaigns often
include health professionals as an important target audience for a broad
range of parenting topics; particularly when the expertise of
professionals is trusted by parents and when the barriers to health
professional participation are adequately addressed.
The review also demonstrated that social marketing campaigns with a
mix of media and face-to-face strategies are an effective targeted
approach for reaching disadvantaged populations and/or ethnically
diverse audiences, particularly when baseline behaviours are low and
there is some degree of social cohesion.
Conclusions
This review shows promise for the usefulness of social marketing
campaigns in changing the behaviours of parents of young children and
other stakeholders who potentially influence and support parents.
However its application to parents has been limited to risks and
protective factors for children within the domains of physical, chemical,
built environments and nutrition. Few campaigns pursue the domain of
nurturing and responsive care giving, and the broader goals of
promoting positive social, emotional, and cognitive infant development.

2. Reasons for present bias among the poor
We can group the rationales for present-biased decision making into
four categories:

Using social marketing as a population strategy poses key challenges
for public health including cost, resource intensity and weak evidence of
effectiveness.

1. Willpower and self-regulation. Individuals vary in the degree to which
they exert control over their own thoughts, feelings and, ultimately,
behavioral impulses (Baumeister, et al. 2006, Strotz 1955-1956).
Short-term decisions that are inconsistent with long-term preferences
are often justified in terms of “something came over me” (Ainslie
2012). Both laboratory and field studies have found that poverty
depletes an individual’s ability to pay attention to a specific decision
problem, since there are many other pressing problems associated to
economic disadvantage. In addition, the stakes associated with a
financial decision are often higher for the poor, with one alternative
involving deprivation compared to something else (McKay 2004),
taxing and depleting their cognitive abilities faster (Spears 2011).
Furthermore, the “default” option against all other alternatives are
compared is often different for the poor than for the better off, framing
the decision in different terms (Bertrand, Mullainathan and Shafir,
Behavioral Economics and Marketing in Aid of Decision Making
Among the Poor 2006).

Next Steps:
Questioning ‘what public health can realistically do’ has raised practical
and philosophical considerations for the Nurturing the Next Generation
initiative given the Region’s unique community context: rapid population
growth, ethnocultural diversity and limited funding. Future
considerations include leveraging resources to implement campaigns
that reach saturation, using more upstream approaches to shift the
public health agenda, building on social advertising to achieve a more
robust social marketing model, reconciling targeted social marketing
approaches within a population health framework, and transferring
knowledge gained to the domain of nurturing and responsive care
giving. Findings from this review have contributed to the Nurturing the
Next Generation strategic priority. Recommendations generated from
this priority will set directions for parent-focused population-based
interventions in Peel Region for the next seven years.

2. Financial knowledge.
The assessment of future financial
consequences requires a certain level of financial knowledge, and
the further into the future those consequences are, the more financial
knowledge becomes a critical factor (Howlett, Kees and Kemp 2008).
That may result in proximate financial outcomes being compared
using a high discount rate and distant outcomes being compared
using a low discount rate. In fact, all outcomes beyond a certain point
in the future may be considered equivalent and compared using a
zero discount rate. A study of Australian welfare recipients found that
vulnerable consumers found it difficult to conceptualize and evaluate
the consequences of debt, often incurring in unsustainable amounts
(Brennan, Zevallos and Binney 2011). In fact, the poor may have
limited financial knowledge often due to limited history of and
experience with banking among family and friends (Bertrand,
Mullainathan and Shafir, Behavioral Economics and Marketing in Aid
of Decision Making Among the Poor 2006).
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3. Mental accounting. It has long been established that the common
assumption of economic fungibility goes contrary to empirical
evidence. Rather, people categorize wealth, income, debt and
expenses into different budgets or buckets and treat them in different
ways, including discounting them at different rates (Thaler 1985).
Outcomes close to the present may be categorized in a different
bucket than outcomes distant in time. Those buckets are stricter and
more explicit when budgets ate tight, whether in households or
companies. Poor households are expected to have a more clear
delimitation and separation of budgets and define them over shorter
periods of time (Thaler 1999).

Abstract:
1. Introduction
Financial behavior among low-income and other disadvantaged
individuals has often been termed "irrational" (Sawady and Tescher
2008). A typical example is the practice of cashing paychecks for a fee
instead of depositing them in a bank account for free. Also, they often
accumulate clearly unsustainable levels of debt (Brennan, Zevallos and
Binney 2011) or remain unbanked despite the high costs of managing
cash and the zero or negative interest yields of saving through so-called
“cookie-jar” channels (Bertrand, Mullainathan and Shafir, A BehavioralEconomics View of Poverty 2004). However, research in behavioral
finance and experimental economics has shed light on the economic
rationale for behaviors previously considered irrational from a strictly
economic point of view. Furthermore, anthropological research methods

3. Present-bias reduction mechanisms
Is it possible to influence an individual’s present-biased preferences?
Whether the answer is yes or no has significant implications for public
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$36 billion, with $20 billion in costs caused by someone else’s drinking.
Over 73% of adults are negatively affected by someone else’s drinking
and almost 70,000 Australians are reported victims of alcohol-related
assaults every year, including 24,000 victims of domestic violence.
Almost 20,000 children across Australia are victims of substantiated
alcohol-related child abuse (Laslett et al., 2010).

policy makers and marketing decision makers. To the extent that
present bias can be attributed to willpower depletion and an inability to
self-regulate behavior, interventions that strengthen self-control should
also have an effect on hyperbolic discounting. It has been shown that
a financial monitoring program results in an increase in saving rates and
a decrease in spending, as well as positive changes in a variety of
measures of self-control (Oaten and Chang 2007) and, in general,
exercises in self-regulation generally result in an increase in self-control
(Baumeister, et al. 2006) and a decrease in impulse consumption
decisions even if the self-regulation exercise had no economic content
at all (Sultan, Joireman and Sprott 2012). Research on financial literacy
in the US reveal low scores in general and even below average scores
among low income, and minority populations. These deficiencies in
financial knowledge suggest that training and education programs and
hands-on experience with intertemporal financial decisions would result
in changes in present-biased preferences. Interestingly, financial
literacy programs in US high schools have not resulted in increased
financial knowledge among students, but have had a positive impact on
their financial behavior as adults (Mandell 2009). CRECER’s (a nonbank provider of financial services) experience with almost 98,000 poor
and mostly illiterate consumers in Bolivia suggests that training
programs can have a significant positive effect when adapted to the
subjects’ characteristics (Lee and Miller 2011, Gray, et al. 2009). That
is also consistent with other evidence, mostly from sub-Saharan Africa,
but the field of financial education for low income populations is
relatively knew and there is little, if any, conclusive evidence of what
works, when it works and how it works (The MasterCard Foundation,
Microfinance Opportunities and Genesys Analytics 2011).

Hello Sunday Morning (HSM) is an Australian non-profit organisation
that provides programs for individuals that are looking to develop a
healthy relationship with alcohol. Participants in their programs choose
to go for an extended period without consuming alcohol, usually three,
six or 12 months. These individuals not only reduce their own alcohol
use but also act as change agents in their communities, reducing overall
harm from alcohol. HSM recruits ‘Community Moderators’ to act as
change agents in the broader HSM community, by providing support to
those undertaking an HSM program. These Community Moderators
answer questions from current and potential participants, comment on
blogs and provide feedback to HSM management.
CCP Foundation: community based sanitation in Indonesia
Diarrhoea is a major public health problem in Indonesia. The second
most common cause of mortality among children under the age of five,
it is also one of the two main causes of undernourished children. In
response to this, the Government of Indonesia recently launched the
STBM (Community-based Total Sanitation) strategy with an integrated
approach dealing with five key behaviours including: 1) eliminating open
defecation, 2) hand-washing with soap, 3) household water treatment
and storage, 4) solid waste management and 5) waste water
management.
Cipta Cara Padu Foundation (CCP) is an Indonesian non-profit focused
on improving Indonesians’ quality of life through strategic
communication for social development focusing on health
communication and capacity building. The “High 5” Kelurahan project
will improve hygiene and sanitation practices at the household and
community levels in urban areas in Indonesia with high diarrhoea
prevalence. The project will contribute to the achievement of the
national sanitation campaign (STBM) and citywide sanitation strategies
(SSK) in three cities: Medan, Surabaya and Makassar. High 5 will
benefit about 12,000 households or 48,000 people; 12,000 of whom are
children under the age of five (CCP, 2011).

4. Research methodology
An experiment is under way to assess the effectiveness of two different
methods of amelioration of hyperbolic discounting. Participants with
incomes under the federal poverty guidelines will be 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. The class on basic finance will last 5-10
minutes and will address the impact of compound interest on long-term
financial decisions. The disclaimer will read: "Individuals often make
short-term financial decisions with negative long-term financial
consequences. When making decisions about money, please consider
the long-term consequences of your decisions". Individuals subject to
both the disclaimer and the lesson will receive them in random order.
Once exposed to the lesson and/or the disclaimer, individuals will be
asked how much many they would have to be offered in exchange for a
$50 gift card in two weeks, three months, six months and one year for
both options to be equivalent. In addition, we will collect information
about age, gender, family size, educational attainment, income level,
and whether the participant is banked or unbanked.

Aims and objectives of the work / paper.
Government-led and other social marketing programs often require
“change agents” to effectively disseminate the messages that lead to
behaviour and social change. How these programs select change
agents – e.g. peer educators, opinion leaders, community health
workers and counsellors – helps determine how effectively a behaviour
or social issue, e.g. alcohol use, is addressed. While there is evidence
to support the use of change agents, less is known about how to select
effective ones. This paper will examine preliminary evidence from two
projects for a new method to help find effective change agents for social
marketing programs. It will do this by shedding light on the moderating
effect a target community has on the effectiveness of change agents in
disseminating information among the members of a given group. To
borrow from Marshall McLuhan (1994), it is a community – the masses
– which moderates individual and social change, by affecting both the
medium and the message.
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Rationale, reasons or driver for the work.

Title: How to Find Effective Change Agents for Social Marketing
Programs: preliminary evidence from Australia and Indonesia

Governments, non-profits, businesses and other social change leaders
face significant and persistent challenges to their efforts to address
public policy issues. Attempts to improve outcomes through use of
social and behaviour change models and strategies have had mixed
results. Social marketing and other communications programs
developed to address social issues, such as alcohol-related harm, often
focus on narrow frames for individual behaviours. Such programs often
fail to reach target populations, to meet their understanding of an issue
and their means to address it. The role of social network dynamics,
hierarchies of influence and information dissemination are often poorly
understood. Theories of diffusion of innovations and community
psychology are useful to frame how information is moderated, shared
and influenced within communities. This study will draw on these

Abstract:
Focus of the work (Audience, Issue, Setting)
The work on which this paper is based employs one methodology
applied to two case studies. The first is on Hello Sunday Morning, an
Australian non-profit focused on young people and alcohol use. The
second is CCP Foundation, an Indonesian community based
organisation and their ‘High 5’ Kelurahan project, which addresses
community based sanitation.
Hello Sunday Morning: alcohol use in Australia
In 2010, the Alcohol Education and Rehabilitation Foundation released
a report that estimated the annual cost of alcohol misuse in Australia at
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2010) which shows a serious disconnect between what marketers are
offering as benefits of green consumption to the consumers and what
consumers are looking for. Feeble success of green offerings can be
attributed to lack of trust in the environmental claims by green
products/services/brands. This skepticism is further enhanced by the
cases of greenwashing wherein some big brands are involved. Green
trust is essential for the success of green products/services; but few
studies have focused specifically on green trust (Chen, 2010; Chen and
Chan, 2012). According to Brakus et al. (2009), the experience of a
consumer with brand affects his trust on the brand as well. Therefore for
marketers of environmentally friendly offerings, it becomes imperative
to study the impact of customers’ experience with green
product/service on intention to buy green. The concept of experiential
marketing has not been studied and researched, so far, in the green
marketing context.

theories to develop a new approach to help make social marketing
programs more effective.
Methodology applied
This study will adapt a field experiment design to test this approach in
two case studies from Australia and Indonesia. The Australian case
study will focus on alcohol-related harm reduction programs
implemented by the non-profit, Hello Sunday Morning (HSM). The
Indonesian case study will focus on ‘High-5’, an integrated hygiene
improvement program managed by the Cipta Cara Padu (CCP)
Foundation. In these two case studies, the researcher will test whether
a change agent’s “sense of community” acts as a moderator on their
effectiveness, using the Sense of Community Index (SCI) survey,
developed by Chavis, Lee, and Acosta (2008). The SCI survey
measures how people feel about a nominated community using four
subscales: 1. Needs; 2. Membership; 3. Influence; and 4. Connection.
The variable of change agent effectiveness will be the number of people
reached within a nominated community as part of a social marketing
program. Change agents have been shown to be effective in
evangelising and facilitating change (Nikolaou, Gouras, Vakola, &
Bourantas, 2007: 292). Also, exposure to personal networks is a
correlate of behaviour change (Thomas W. Valente & Saba, 1998: 102).

Research Objectives
This research work aims to study (1) relationship between green
experiential values and intention to buy green product/service. (2)
Role of green trust in the relationship between green experience and
intention to buy green.
Conceptualization of research framework

Evaluation approach

(such as advertising, WOM etc.), but also through direct contact with the
company. According to Youl Ha and Perks (2005), customers’ brand
experiences directly affect trust. Trust is a crucial factor in acceptance
and success of green products/service because some companies
promote their offerings which embody misleading and confusing
green claims, and exaggerate the environmental value of their products;
customers are not willing to trust their products anymore (Kalafatis and
Pollard, 1999). The factor of trust is all the more important in the context
of green services as the combination becomes highly intangible
because in addition to the inherent intangibility of the services, it
becomes very hard for the consumers to judge if a service is truly green/
eco-friendly. Baker and Ozaki (2008) argued that positive green
experience with a product is influential in developing trust about
environmental claims and will results in increased probability of
purchase of green brand. Extending the same argument to the green
hotels, we hypothesize that green trust mediates the relationship
between consumers’ green experience in the hotel and its green brand
equity.

For each case study the author will aggregate the SCI survey results to
position the change agents on a spectrum from high to low SCI scores.
The data collected on effectiveness will be compared with the SCI
scores. This will show whether those change agents with a stronger
sense of community are more effective and whether any of the
subscales of the SCI are more relevant than others. The study will also
control for age, income and education in a multiple regression model to
further test the significance of SCI as a moderating variable.
Findings or conclusions
The data for this project is being collected between October 2012 and
March 2013. Therefore the findings would be presented for the first time
at the World Social Marketing Conference.
Lessons learnt (Positive and negative)
If we can better understand how a sense of community influences
change agents, we can design better interventions. This research will
help governments, non-profits and businesses to better understand how
a community influences the dissemination of information within it and
improve their interventions aimed at achieving individual behaviour and
social change.

Based on Holbrook’s (2006) typology of consumer experiential value,
we conceptualize green experience in terms on green experiential value
as a four dimensional construct- economic value, hedonic value, social
value and altruistic value.

Suggested next steps

Hypothesized Framework

The next steps are to include behavioural data from the communities
reached by the change agents. Due to the limited resources for this PhD
study, the author has not yet been able to track behavioural outcomes.
Additional work should be done to use the Sense of Community Index
to enable program managers to better develop the capacity of the
change agents they engage as part of their social marketing and
behaviour change programs.

Based on the above arguments and analysis of qualitative in-depth
interviews we hypothesize following relationships between green
experiential value dimensions, green trust and intention to purchase
green:
H1: The green trust mediates the relationship between green
experiential value dimension economic value and intention to buy
green.
H2: The green trust mediates the relationship between green
experiential value dimension hedonic value and intention to buy green.

Number: 77
Author(s): Ansh Gupta, S.B Dash

H3: The green trust mediates the relationship between green
experiential value dimension social value and intention to buy green.

Affiliations: (1) Indian Institute of Management Lucknow, Lucknow,
India,

H4: The green trust mediates the relationship between green
experiential value dimension altruistic value and intention to buy green.

Title: Encouraging Green Consumption- Role of green trust and green
experience

Figure 1 pictorially depicts the hypothesized framework

Abstract:

[Insert figure 1 here]

“Business is the only mechanism on the planet today powerful enough
to produce the changes necessary to reverse the environmental and
social degradation” – Paul Hawken

Research Methodology
To achieve our research objective we have chosen the context of hotel
services which are highly experiential in nature. To test our
conceptualization, we conducted semi- structured qualitative in-depth
interviews with guests staying in various green hotels in cities of Delhi,
Mumbai, Jaipur in India. In total 25 green hotels guests were
interviewed. A questionnaire was prepared to measure various

Motivation for the study
‘Green’ is used as a catchall term for anything environmentally friendly.
Despite all the understandings from decades of research, only handful
of green products/services has been successful (terrachoice report,
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value into four dimensions offers rich insights to the academicians about
the various kinds of benefits that seek from eco-friendly brand
(product/services). This will help the marketing researcher to appreciate
the motivations behind consuming green/sustainable products/services.
Green trust has been shown to play a mediating role in relationship of
green experiential value and intention to purchase, thus gives a new
framework to analyze the frequently highlighted gap between proenvironmental attitude and purchase of green brands. Managers
should focus specifically on developing higher experiential values for
their green offerings and developing higher green trust about the green
brand.

dimensions of green experiential value and green brand equity. A total
of 105 usable responses were collected. Multivariate regression was
used to empirically test the hypothesized relationships. The mediation
hypotheses are tested using 4 step mediation analysis suggested by
Baron and Kenny (1986).
Results
Step1: All zero-order relationships between experiential values
(economic, hedonic, social and altruistic) and Intention to purchase
green were found significant [Table 1]

References
Available on request
Appendix-1
Figure 1 – Mediating role of green trust Relationship between Green
experiential value and Intention to buy green
Green
Experiential
Value

Economic
Value

Hedonic
Value

Step2: The zero order relationship between experiential values
(economic, hedonic, social and altruistic) and green trust were found
significant. [Table 2]

H1

H2

Green
Trust

Intention to
Buy Green

H3
Social
Value

H4
Altruistic
Value

Number: 78
Author(s): Jeff Lucas, General Manager, Traction Creative
Communications. Dan Scherk, Creative Director, Traction Creative
Communications. Regan Hansen, Director, Health Promotion Supports
and Engagement Ministry of Health. Adrienne Watt, Manager,
Advertising & Marketing Services Government Communications &
Public Engagement

Step3: The relationship between green trust and green purchase
intention were observed as significant. [Table 3]

Affiliations: Traction Creative Communications, Government of BC,
Health Promotion Supports and Engagement, Ministry of Health,
Government Communication & Public Engagement
Title: Healthy Families BC
Abstract:
Focus of the work (Audience, Issue, Setting)
Audience:
The target audience for Healthy Families BC is all British Columbians,
however, the bulls-‐ eye audience is women ages 25 – 50. More
precisely, mothers, as they tend to be the primary shoppers and
decision makers for the household in terms of meal planning and health.
Once children are involved, not only do they have their children’s health
top of mind, but their own health becomes more important as they want
to spend more time in the future with their children and grand children.

Step4: Relationship between green trust and intention to buy green
found to be significant whereas relationship between economic, hedonic
and social dimension of green experiential value and intention to
purchase green found to be insignificant when controlled for green trust.
Therefore, H1, H2, H3 are supported.
In case of altruistic dimension of green experiential value and intention
to purchase found to be significant (p<0.001) when controlled for
green trust. Relationship between green trust and intention to
purchase green also observed as significant. Therefore, H4 is partially
supported which means green trust partially mediates relationship
between social dimension of green experiential value and green brand
equity.

Issue:
Chronic disease is the single largest burden on the health of British
Columbians and the health care system, while obesity has been tagged
as the second-‐highest preventable cause of this burden. The Ministry
of Health wanted to look at a long-‐term, preventative strategy that
would encourage and support British Columbians in making healthier
life choices.

Discussion

Setting:

The major contribution of this study is the understanding of green
experiential value and green trust. This work is the first attempt to
explore the value that consumers’ seek when they encounter the ecofriendly aspects of a green service. Disintegrating green experiential

Government messaging in regards to health in the past had been very
"preachy" in the delivery. The brand image of the government wasn't
always seen in a positive light.

84

WSM Toronto Abstracts book_AW 03/06/2013 12:27 Page 85

• Registered dietitians and kinesiologists blog daily about healthy
eating, physical activity and more. British Columbians are
encouraged to be part of the conversation. Currently over 25,000
residents are registered and are part of the active conversations.

Research confirmed the tone of messaging could not be telling people
what to do and what to eat. The messaging should be an informative
tone enabling people to make their own informed choices.
Healthy Families BC is the marketing extension of the Ministry of
Health’s preventable health strategy. A multi-‐message campaign
developed to cover three main health topics, sodium and sugar
reduction plus healthy menu options.

Prescription for Health
• A Provincial program that provides opportunities for British
Columbians who smoke, are obese, are inactive or have
unhealthy eating habits to talk to their family physician about
improving their health through incentives and support services.

Aims and objectives of the work / paper
Business objectives for a social marketing campaign are long-‐term, as
behavioural change does not happen overnight. The Ministry of Health
wants to reduce the costs and the strain on the BC health care system
by having BC residents make healthier lifestyle choices.

Informed Dining
• The Informed Dining program assists British Columbians with the
facts they need to make informed choices when dining out.
Participating restaurants provide access to nutrition information for
all standard menu items.

The short term goals are to increase BC residents’ awareness of key
health issues and initiate positive behavioural changes.

Sodium Sense

The behavioural attitudes of British Columbians were benchmarked
prior to the marketing campaign and then measured in three
subsequent waves. The study tracked recall awareness of the creative,
affected behaviour, attitudes and recall of various health messages.

• Without knowing it, you can consume a large amount of sodium
each day. This virtual tool can help you learn which food items are
higher or lower in sodium so you can make healthier eating
choices in real life.

Rationale, reasons or driver for the work.

2.0 Social Media

After reviewing the results from the baseline study conducted before
Healthy Families launched, the uphill battle was clearly laid out,
currently 60% of BC residents had no or little concern regarding sugar
consumption and 65% of residents had no or very little monitoring of
sugar consumption. The numbers for sodium consumption were very
similar with 57% of residents that had no or little concern regarding
consumption and 63% had no or very little monitoring of sodium
consumption.

This was the first comprehensive social media plan developed and
implemented by a ministry within the BC Government. It is a great way
to engage the target audience; women 25 – 50 who are still the primary
decisions makers when it comes to food purchases, meal preparation
and general health.
https://www.facebook.com/HealthyFamiliesBC
http://www.youtube.com/user/healthyfamiliesbc
@Healthyfamilybc

Healthy Families BC was designed to be a health promotion and chronic
disease prevention strategy that provides BC families with information
and tools to take charge of their own health by making healthier and
more responsible food and lifestyle choices.
A top priority in the communication strategy was to create a web portal
for Healthy Families BC for all of the information we needed to provide.
We know from research conducted earlier that the Ministry of Health is
a trusted source of health related information, advice and lifestyle
information.
Methodology applied
The overall communications strategy included three main channels to
get the message out:

3.0 Mass Media
The mass media plan was focussed on the three key areas that were
studied in the baseline study: Sodium Awareness, Sugary Beverages
and Informed Dining.

1.0 The HealthyFamiliesBC.ca portal
2.0 Social Media
3.0 Mass Media

Sodium Awareness:

We used a multi-‐channel approach to generate awareness and
encourage visits. The web portal provides information for visitors to
learn more about healthy choices. The social media outreach creates a
forum to engage users and encourage the discussion of healthy lifestyle
issues. It also allows the Ministry of Health to be part of the conversation
and have a positive voice and influence change. Mass media channels
provide maximum reach across the province.

The Sodium campaign launched when the HealthyFamiliesBC.ca portal
launched. This was a public information campaign to encourage British
Columbians to reduce their sodium intake. The decision was to go with
an animated TV spot, called Sodium City. This was a new approach and
was something different from what had been done in the past. Based on
the key learning that British Columbians didn’t want to be preached to,
the tone of the messaging was important. The animated spot was
informative and engaging, and included a call to action to visit
HealthyFamiliesBC.ca to learn more.

1.0 HealthyFamiliesBC.ca
The online strategy is key to engaging British Columbians and providing
the necessary information. HealthyFamiliesBC.ca was launched in May
2011. The main objectives of the website strategy are:

The overall theme of the spot was based on a Sim City-‐type video
game, where the characters could exhibit behaviour in regards to
sodium consumption. The characters had a life bar like a video game
that showed their ‘heart’ strength increasing or decreasing depending
on their lifestyle choices.

• Encourage and support BC families and communities to put their
health first.
• Generate a dialogue and encourage sharing among British
Columbians around healthy living.

The Embassy Visual Effects, a top visual effects studio in Vancouver,
brought the storyboards to life in a very realistic way. The main themes
of “Read the Label” (nutrition label), make smart choices and remember,
that “Less is Best” when it comes to sodium come through loud and
clear.

• Develop awareness of healthier options and encourage uptake.
The portal provides the end-‐user with information, professional tips,
links, virtual tools and a blog that gives British Columbians a forum to
post comments, ask questions and engage with others on topics of
interest.

After the success of the first run (July 8 – August 21, 2011), the Sodium
City spot ran again in the fall of 2011 and early 2012 (from Oct. 31-‐Nov.
13, then from Nov. 28-‐Dec. 11 and then from Jan 2. -‐ Jan 15.)

Some of the resources on the site:
Healthy Families BC Blog:
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perceived as offering more healthy menu options while vending
machines, kiosks and convenience store are seen as offering less.
Establishments with more healthy options are more likely to be
favoured for future visitation by residents.

Sugary Beverages:
The Sugary Beverages campaign was modelled after the Sodium City
campaign. The look and feel for the TV spot was similar. Again, the
tonality was approachable, likeable and informative and communicated
the message that many sugary drinks can have hidden calories.

Findings or conclusions
Our study results2 demonstrate the success to date with the Sodium
campaign after the first two waves of tracking. Mothers are aware and
are changing behaviour for their children and themselves.

After the completion of the TV spot, the Sugary Beverages campaign
was put on hold due to other priorities.
Informed Dining:
There is a growing trend towards increased interest in nutrition amongst
consumers. In order to satisfy this demand for more information, the
Informed Dining program was launched in May 2012. The intent of the
program is to make the same or more of the nutritional information
available on package food items available for restaurant prepared
foods. Participating Informed Dining restaurants provide full nutrition
information for all standard menu items to help diners make informed
menu choices. The media plan for the launch was focused mainly on
print ads, advertorials, online ads and OOH. There was no TV campaign
in support of the launch.
Media Plan for Sodium Awareness:
• Sodium City TV
• Online contest (Hosted on HealthyFamiliesBC.ca)
• Online Ads
• Print
• OOH -‐ Transit

Sodium City is still being recalled3 several months later. This illustrates
the benefit of having a strong TV execution as an anchor for the overall
campaign.

• Global TV features
• Sodium Challenge Videos (on HealthyFamiliesBC.ca and
YouTube Channel)
• 10,000 posters distributed in BC to various stakeholder offices
Media Plan for Informed Dining:
• Online ads
• Print (major dailies and community papers)
• OOH (Transit shelters, skytrain platform posters)
Media Plan for Sugary Beverages: Campaign put on hold due to other
priorities.

The positive response to the creative messaging is highlighted below
and outperforms Ipsos TV tracking norms for TV ads nationally. We
clearly hit the tone, messaging and creative to positively affect
behaviour.

Evaluation approach
To quantify results and track behavioural changes over time, a
quantitative research study was commissioned from Ipsos ASI. The
study tracked key metrics, including advertising measures, behaviours
and attitudes. There is an initial benchmarking wave prior to the launch
of the campaign and follow-‐up tracking post media campaign flights.
Baseline conducted March 28 -‐ April 10, 2011
Wave 1 conducted August 24 -‐ September 1, 2011
Wave 2 conducted January 18 -‐ 23, 2012
BASELINE EXECUTIVE SUMMARY RESULTS
The baseline results1 showed that there was definitely room to shift
British Columbians' perceptions towards healthy issues.
Sugar Reduction
• With just four in ten BC residents indicating they are very or
extremely concerned about monitoring their sugar consumption
and a third monitoring consumption very or extremely closely,
findings indicate there is a significant opportunity to shift
perceptions and behaviours related to sugar.

Lessons learnt (Positive and negative)
By providing the key target audience with specific health information
that is relevant to them and their families and delivering it in the correct
tone, we can positively affect behavioural change. The registration of
20,000 adults to the Ministry of Health’s Healthy Families BC blog
reflects the desire of these people to learn more and begin to use health
related information to change their lifestyles.

Sodium Reduction
• Levels of sodium concern and monitoring are comparable to
sugar. Over half also report controlling their sodium content.
• Here too there is significant opportunity to impact attitudes and
behaviours.
Healthy Menu Choices

Suggested next steps

• Perceptions of whether there are more or fewer healthy menu
choices for BC residents varies by where food is purchased.

Maintain media support for key messages on an annualized basis to
ensure continuation of positive behaviour change.

• Restaurants and fast food restaurants are most likely to be

Continual to build and add relevant content on website and associated
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social media platforms that supports continued interaction with current
audience.

Criteria were developed based on the literature review findings;
categories included: self-monitoring blood glucose, medication
adherence, physical activity, healthy eating, problem-solving,
psychosocial adaptation, and risk-reduction, as well as theoretical
constructs from the Theory of Planned Behavior, the Health Belief
Model, and Social Cognitive Theory (e.g., reducing barriers, increasing
self efficacy, etc). Then 30 apps were identified in the iTunes store for
diabetes self-management using the search terms “diabetes
management,” “diabetes manager,” and “diabetes education.” To
ensure that only applications for adults with diabetes were captured,
those geared towards medical professionals, diabetes educators, and
children were eliminated. The selected applications are currently
undergoing rating. A second, independent reviewer trained in the use
of the established criteria will rate fifteen percent of the applications (five
applications). A Scott’s Pi analysis will be conducted to assess interrater reliability and confirm the validity of the rating criteria. Finally,
common characteristics of the top scoring applications will be noted and
recommendations made for further research in app development for
diabetes and other chronic health conditions.

Continue to grow the engaged online audience through awareness of
relevant and engaging content.
Footnotes:
1Baseline results from study conducted by Ipsos ASI, A total of 400
British Columbia residents, age 18 to 70 completed the survey online
between March 28th and April 10th, 2011. Full study report can be
requested from the client.
Sodium Post Wave 1 Results from study conducted by Ipsos ASI. A total
of 508 British Columbia residents, age 18 to 70 completed the survey
online between August 24th-‐ September 1st, 2011. Full study report
can be requested from the client.
2 & 3 Sodium Post Wave 2 Results from study conducted by Ipsos ASI.
A total of 409 British Columbia residents, age 18 to 70 completed the
survey online between January 18th-‐ 23rd, 2012. Full study report can
be requested from the client.

Rating Criteria:
Number: 79

Criteria Name

Author(s): Kitty Harding, Mara Leff

Physical Activity (PA)

Affiliations: (1) Ogilvy, Washington, DC, USA (2) George Washington
University, Washington, DC, USA

PA education

Information provided about the importance of
exercise to managing diabetes

PA tips

Actionable tips within the app on how to incorporate
PA into daily life or tips from real people

PA goal setting

Ability to set goal for physical activity by period of
time (e.g., weekly, daily)

PA tracking

Tracking of frequency, duration, activity and
intensity of physical activity

Title: Content Analysis of Diabetes Management Mobile Applications:
Adherence to Behavior Change Theory and Evidence-Based Medicine
Abstract:
Focus: A content analysis of mobile applications (apps) for diabetes
self-management aimed at adults with Type 1 or Type 2 diabetes.
Objectives: This analysis will rate30 apps for diabetes self-management
in the iTunes store against best practices in diabetes self-management
education and the use of behavior change theory constructs, to
determine if the apps are evidence-based. Due to the explosion of
health-focused apps, there are 8112 applications in the iTunes store

Description

Diet
Diet education

Information on the importance of a healthy diet, the
specific nutrients to be consumed and avoided, the
importance of fiber, simple versus complex carbs

under the category “Health and Fitness” and another 5452 applications
under “Medical.” But how many of these applications are based on
behavior change theory? How many are based on evidence-based
medical guidelines?

Diet tips/recipes

Actionable tips within the application on how to
incorporate a healthy diet into daily life or tips from
real people or diabetic- friendly recipes

Diet goal setting

Setting a goal for calories/glucose intake/etc.

Background: Diabetes affects approximately 25.8 million people in the
United States, or 8.3% of the population, and is the seventh leading
cause of death in the nation. Of residents 65 years and older, 26.9%
have diabetes—about 10.9 million people.i Due to the severity and
number of complications from diabetes (including, heart disease and
stroke, hypertension, vision loss and blindness, kidney disease,
nervous system damage, inability of wounds to heal, amputations, and
dental disease), self- management education and self-care are
incredibly important to maintaining the health and wellbeing of those
with diabetes.ii

Diet tracking

Tracking nutrient intake: calories, glucose intake,
fats, carbs

Medication Management
Medication
education

Information on the importance of medication
adherence

Medication tips

Actionable tips within the app on how to
remember meds, figure out insulin dosage, when
to talk to a Dr., etc.

Medication dosage Input medications, dosages and schedule
Medication
adherence
tracking

The use of mobile phones and apps in disease control management is
in its infancy. However, mobile phone ownership is becoming
increasingly common and the usage of apps is increasingly popular.
Nearly half (46%) of American adults own a smartphone, as of February
2012, an increase of 11 percentage points since May 2011.iii
Additionally, smartphone users spend more time using apps (81
minutes per day) than the average person spends on the Web (74
minutes per day).iv With the rise of smartphone usage, apps are
increasingly accessible and familiar to Americans. In fact, due to the
nature of diabetes and the need to monitor dietary intake, physical
activity, and blood glucose there is huge opportunity to improve selfmanagement when many patients have a device they can easily carry
anywhere to track these factors over time. There is a strong need for
theoretically-driven, evidence-based apps, as patients are already
turning to applications to help manage health and chronic conditions.

Ability to track compliance/ adherence (e.g., check
off when medications are taken)

Self-Monitoring Blood Glucose (SMBG)
Monitoring
education

Information about the importance of monitoring
blood glucose

Monitoring
reminder

Ability to set reminders to check blood sugar

SMBG tracking

Ability to input SMBG readings

Sync with BG
monitor

Ability to sync with blood glucose monitor

SMBG goalsetting Ability to set goals for SMBG
SMBG tips

Methods: A systematic literature review was conducted to establish the
state of the science regarding the use of apps for diabetes selfmanagement and the specific skills and behaviors that ought to be
included in a comprehensive diabetes self-management program.

Actionable tips within the app on how often to test,
how to fit testing into a busy life, how to make it
less painful, overcome fear of pain, etc.

Problem Solving
Travel planning
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medication, supplies, vaccinations, discussion with
Doctor

Results: Rating is currently underway. Results, findings, lessons
learned, and next steps will be complete by December 7, 2012.

High glucose
action plan

Ability to enter in action plan for when high
glucose results are entered

Citations

Low glucose
action plan

Ability to enter in action plan for when low glucose
results are entered

Tracking
frequency of
abnormal glucose

Highlights frequency/timing of abnormal glucose
on chart, calendar, spreadsheet, etc.

Tracking
frequency
of poor diet

Highlights frequency/timing of missed diet goal on
chart, calendar, spreadsheet, etc.

ii Knowler WC, Barrett-Connor E, Fowler SE, Hamman RF, Lachin JM,
Walker EA, Nathan DM; Diabetes Prevention Program Research
Group. Reduction in the incidence of type 2 diabetes with lifestyle
intervention or metformin. N Engl J Med 2002;346:393–403.

Tracking
frequency of
missing PA goal

Highlights frequency/timing of missed PA goal on
chart, calendar, spreadsheet, etc.

iii Smith, A. 46% of American adults are smartphone owners. Pew
Research Center, Internet and American Life Project. March 1, 2012.
Washington, DC. Available at:

i 2005–2008 National Health And Nutrition Examination Survey
(NHANES), National Center for Health Statistics, Centers for Disease
Control
and
Prevention.
Available
at
http://www.cdc.gov/nchs/nhanes.htm.

http://pewinternet.org/Reports/2012/Smartphone-Update-2012.aspx.

Risk-Reduction

iv Newark-French, C. Mobile apps put the Web in their rear-view mirror.
June 20, 2011. Available at: http://blog.flurry.com/bid/63907/MobileApps-Put-the-Web-in-Their-Rear- view-Mirror.

Foot care
education

Importance of foot care and/or warning signs to
look for

Eye health

Importance of eye health and/or warning signs to
look for

Weight tracking

Tacking weight over time

Number: 80

Blood pressure
tracking

Tacking blood pressure over time

Author(s): Khalid Hasan PhD, Prof Stanley H Zlotkin PhD

Other riskreduction

Tracking vaccinations, real life tips on other selfmanagement topics, cholesterol tracking, mood
tracking

Title: Social Marketing of Sprinkles: from Formative Research to
Marketing Reality - Case Study on Marketing of “Sprinkles”

Affiliations: (1) Nielsen Canada (2) University of Toronto

Abstract:

Psychosocial Adaptation
Support links

Links out to peer support forums, Facebook
groups, etc

Social/peer
connection

Ability to interact with peers within the app/ chat
functionality/forums/blogging/message boards/ etc

Focus of the work: Sprinkles, Children, Malnutrition, Supplementary
food for infants)
Background: Iron deficiency is the world's most common yet
preventable nutritional problem. Though largely eradicated from the
developed countries, more than 750 million children in developing
countries still have iron deficiency anemia. Iron deficiency anemia (IDA)
is a condition, in which the body has lower levels of healthy red blood
cells because of inadequate iron in the body. The main causes of iron
deficiency are poor absorption of iron (vitamin C aides in iron
absorption), inadequate daily intake of iron, pregnancy, growth spurts
and blood loss due to heavy periods or internal bleeding. IDA is primarily
caused by diets with insufficient iron or by blood loss and is more
commonly found in the South Asian countries, including India,
Bangladesh and Pakistan. Although nutritionists also suggest using
Ready-to-Use Therapeutic Foods (RUTF) for severely malnourished
children, this option is too expensive and not suitable for moderately
malnourished children.

Theory of Planned Behavior
Norm

App includes to conform with social norms by the
ability to share actions and/or goals and/or
accomplishments and/or failures with social
network, doctor, or family member

Intention

App can capture intention to perform behavior
through goal setting

Health Belief Model
Perceived

App communicates risk to user susceptibility

Perceived severity App communicates the severity of health
consequences to user
Perceived benefits App highlights positive outcomes of diabetes selfmanagement
Perceived barriers App highlights ways to overcome barriers to
managing diabetes
Cues to action

App provides motivating events

Self-efficacy

App communicates that a patient has power to act

Social Cognitive Theory
Behavioral
capability

App provides knowledge and/or skills needed to
successfully manage diabetes

Emotional coping

App helps user deal with emotions involved in
behavior change

Vicarious learning

App includes the opportunity to learn from
peer/example; ability to connect socially with peers

Reinforcement

App provides positive or negative responses: a
system of reward; ability to earning points; social
sharing of results

Reciprocal
determinism

Sprinkles: A newly invented iron supplement: To combat the
challenges posed by IDA and suboptimal infant feeding practices, Dr.
Stanley Zlotkin and other researchers from the Hospital for Sick
Children (HSC) and the University of Toronto, developed Sprinkles – a
new formulation and strategy to deliver iron and other essential
micronutrients to infants. Sprinkles are a powdered formula of
microencapsulated iron and other micronutrients, like zinc, folic acid,
vitamin A and C; they are delivered in single-serving sachets and
sprinkled onto complementary feeding foods.
Formative Research on Sprinkles: In 2005, the Hospital for Sick
Children (HSC) started investigating how to use social marketing
strategies to help bring this effective and low-cost technology to the
people in Bangladesh, requiring micronutrient supplement. Before doing
so, ACNielsen Bangladesh (now it is known as Nielsen Company
globally), in collaboration with BRAC and HSC carried out formative
research and pilot testing of Sprinkles distribution among the target

App incorporates the chance for person to make
change based on past behavior and the
responses, making adjustments based on
experience
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population.
Study objectives: The overall objective of the study was to develop an
effective and sustainable social marketing strategy on Sprinkles for
reducing the prevalence of IDA among infants and young children in
Bangladesh. A comprehensive social marketing and communications
strategy was developed to support the implementation of the program
on Sprinkles distribution and communication.
Research methodology: Nine areas, in Bangladesh, were selected
randomly, representing urban, rural, hilly, plain, riverine, and ultra-poor
areas for the study. A variety of people were approached, including
mothers, government and non-government health workers, opinion
leaders and local retailers. Total sample size was: (a) household survey
(756 mothers of children aged 6-24 months), (b) observation 36 infants
on child feeding practices, (c) In-depth interview (90) and (d) 50
retailers. Formative research was done in 2004.
Major activities of the study: A wide range of activities were
implemented for this study. These included (1) Selecting distribution
agent for Sprinkles, (2) consumers’ perspective during post-TIPs (TIP:
Trial of Improved Practices), (3) Formation of Sprinkles Working Group
(SWG), (4) Nutrition education session with mothers, (5) distribution of
60 Sprinkles for 60-day intervention, (6) monitoring the intervention by
Nielsen Research Associates.

World Food Program: The United Nations World Food Programme
(WFP) implemented an Emergency Operation Programme (EMOP) in
the 2009 Sidr cyclone-affected coastal districts of Bangladesh. WFP
distributed the Sprinkles, commonly referred to as multiple micronutrient
powder (MNP), under the brand name Pushtika, for nutritional
rehabilitation of a target group of 168,000 beneficiaries consisting of
children (6-59 months) and the pregnant and lactating women in six
districts.

Salient findings from the Formative Research: (a) The formative
research on Sprinkles indicated the possibility of marketing this product
using social marketing concept; (b) The acceptance of Sprinkles was
very high among the mothers. Interestingly, the children were very
eager to take food mixed with Sprinkles. No resistance was found from
the household level or the community level. Overall, the compliance
rate of Sprinkles was 81%; and (c) Mothers expressed their satisfaction
regarding the convenience in buying/getting Sprinkles from a number of
sources. Most of them preferred to buy Sprinkles from retail outlets,
followed by pharmacies.

Square Pharmaceuticals: Square Pharmaceuticals has been
marketing Sprinkles under the brand My Mix since 2010. The MRP is
Tk. 2.00 per sachet. The coverage is primarily in the urban areas.
Suggested Next Step
• Sprinkles aims to reduce IDA among children, especially those
who are poor and underprivileged. The formative research
suggested using the social marketing concept to push the product
distribution in Bangladesh.

Social Marketing of Sprinkles: The formative research on Sprinkles
revealed a positive potential business opportunity. Based on the report
and presentation, Social Marketing Company, BRAC, and Renata
Pharmaceutical Company showed interest in the marketing Sprinkles
under different brand names. In addition, World Food Program
distributed Sprinkles among the Sidr (cyclone) affected people. The
post formative research scenario on marketing Sprinkles is narrated
below.

• Formative research has revealed that consumers (mothers and
other stakeholders) have well accepted the newly introduced
Sprinkles, or MNPs.
• SMC and BRAC have accepted the research findings and have
marketed the product using two brand names – Moni Mix and
Pushtikona and respectively.

Social Marketing Company: Social Marketing Co4mpany (SMC),
Bangladesh, is dedicated to providing opportunities for better family
health for the people of the country, by addressing issues of social
priority. In May 2008, SMC introduced Sprinkles to address childhood
IDA and sold them under the brand name of "MoniMix". SMC started
marketing the product in 2008 in Bangladesh (Fig 1 shows sachets of
Sprinkles sold, in millions).

• The social marketing and communication approach was found
successful in promoting and introducing the newly developed
product Sprinkles in Bangladesh. This experience may be
considered as a case study for other countries as well.
Reference:
• Hasan K, Stanley H Zlotkin and others (2006); Reaching Sprinkles
to Millions – Social Marketing Strategy for Combatting Childhood
Iron Deficiency Anemia, Brac, University of Toronto and ACNielsen

Number: 81
Author(s): Regan Hill
Affiliations: (1) Ad Council, Washington, DC, USA
Title: Beyond our Borders: Engaging Americans on Global Health
Issues
Abstract:
Summary: As of 2009, 9 million children under the age of 5 were dying
from preventable and treatable illnesses in the developing world. The
Ad Council partnered with Save the Children on a public service
advertising campaign to get Americans involved in the cause of
newborn and child survival. It is a long-standing problem and one that
had been advertised for years through depictions of starving, sick
children. The challenge quickly became clear: how do we present the
problem in a new way, inspiring Americans to take notice and care about
an issue that is far from home – one that has been in the media for
decades and seemingly hasn’t gotten better. Through sound strategic

BRAC’s response to childhood anemia: BRAC, the largest NGO in
the world, started marketing Sprinkles under the brand name
Pushtikona, targeting infants and children 7-60 months in poorer
communities since December 2010, covering 61 districts of 64. The
yearly sales volume (sachets of Pushtikona) is as follows:
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research and an innovative creative approach, the Ad Council and the
ad agency BBDO New York helped to answer the questions “How do we
raise awareness of this issue?” and, more importantly, “how do we get
Americans to care enough to take action?” This presentation will
examine the strategic thinking and research that led to a unique creative
approach, addressing how to put global humanitarian causes on the
radar of the American public.

opportunity to go beyond a traditional PSA campaign. BBDO NY
developed a unique creative approach; they would record the actual
heartbeats of children in need to raise awareness about the problem.
These heartbeats inspired the song “Feel Again,” by the Grammynominated band OneRepublic. This song is featured in the public
service campaign, along with the story of a local health worker in Malawi
who is shown collecting the heartbeats of children. A portion of the
proceeds from the song goes to Save the Children and their efforts
toward increasing child survival. For the Ad Council and Save the
Children, engaging a popular band and using a song that quickly rose
on the top 40 chart was a new approach to increasing awareness and
raising donations. The resulting campaign is called Every Beat Matters
and is helping to bring awareness of a global issue to many Americans
who might not hear about it otherwise.

It’s a familiar story. One that has been around for decades. The images
of children with extended bellies and flies swarming, sad music playing,
and Sally Struthers pleading. It’s a compelling story for many
Americans, but as a whole, we’ve become immune, tuning out this
seemingly insurmountable problem, focusing on issues that directly
impact our friends, our neighbors, and our families. This is the
American mindset that we were dealing with when Save the Children
came to the Ad Council. Save the Children wanted to develop a public
service advertising campaign focused on the issue of newborn and child
survival in the developing world – a campaign that would reach
Americans, inspire them to care about the issue, and want to be a part
of the solution.
Immediately, we knew that the traditional
communications approach would not work. It was too negative, an
approach focused on problems, not solutions. We knew that we needed
to take fresh look at this issue and ultimately figure out, “How do we get
Americans to care enough to take action?”

The campaign launched in September 2012, so it is too early for a
thorough evaluation of the campaign. Initial downloads of the song, with
a portion of proceeds going to Save the Children, have been strong. We
will continue to monitor the success of the song, as well as charitable
donations and actions taken at the campaign website. The main lesson
learned is not that every humanitarian organization needs a song on the
top 40 charts but that bringing awareness of global issues to the
American public is a unique challenge, one that requires sound strategic
research, creative thinking, and an out of the box approach.

The Ad Council started working with the ad agency BBDO New York to
develop the campaign. Our mission was clear: 1) raise awareness that
9 million children under the age of 5 die from preventable and treatable
illnesses each year, and 2) inspire Americans to become part of the
solution.

Number: 82
Author(s): Mike Hope, David Herne, Andy McArthur
Affiliations: (1) The Social Marketing Gateway, Glasgow, UK (2)
Salford PCT, Manchester, UK

To achieve these goals, we needed to hear from Americans. We
completed a qualitative study with multiple segments of the U.S.
population - moms, young adults, and women without kids. And, we
conducted quantitative research, surveying men and women, to refine
our target audience and identify key insights. Ultimately, we found
several commonalities among these audiences, but the most important
insight was that the biggest obstacle to giving internationally is
transparency and accountability. Americans needed to know that their
contribution will reach and directly impact the life of a child. It was easy
to tell Americans that their donation was needed to have an impact on
millions of children, but this statistic didn’t ring true. The numbers were
too vast, too unbelievable that a person could affect a problem so large.
We needed to make people believe they could impact one life and that
a contribution to Save the Children would do just that.

Title: Making Every Contact Count in Salford
Abstract:
Introduction - Making Every Contact Count in Salford is a ground
breaking behaviour change skills training programme that is looking to
build capacity across over 15,000 front line staff and volunteers who
interact with the public on a day to day basis.
Its goal is to prepare and mobilise front line staff and volunteers to
engage clients in conversations about their wellbeing and, thereby, build
the assets of local people, empowering them to greater self-care and
actions that will improve their health and wellbeing. In turn, it is hoped
that this will improve general levels of wellbeing in Salford, reduce
health inequalities ad allow hard pressed service providers to target
staff resources to where they are most needed.

This story relies on finding a new way to reach Americans, something
they hadn’t heard before, an approach that would provide a direct
connection to a child trying to survive half way around the world.
Through our strategic research, we landed on the decision to feature
Local Health Workers – local community members who were trained by
Save the Children to treat the infants and children in their villages and
communities. These workers were the direct connection to the children
– one person that you could help – one person that would connect you
to saving the life of a child. The ad agency went to Mali and Bangladesh
to film local health workers firsthand, showing the life-saving treatments
and care that they provided to children. The campaign became a
positive representation of what is happening in developing countries,
taking a 180 degree turn from the depressing approach traditionally
associated with Save the Children.

The paper looks at the background to the MECC in Salford programme,
how its development has been informed and shaped by a social
marketing approach, and at some of the key lessons and results that
have emerged through the monitoring and evaluation of the programme
that has taken place to date.
Overview - Making Every Contact Count (MECC) in Salford is about
putting the building blocks in place to influence how people make
decisions that impact on their health and wellbeing. It seeks to harness
over 15,000 front line staff and volunteers who are in a position to ask,
advise and prompt people they interact with on a daily basis to think
about and act to take care their wellbeing. In this way, 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.

The multi-media PSA campaign was launched in 2010. We utilized
social media channels not available in the past to bring Americans into
to the lives of the local health workers, providing transparency,
understanding, connection, and hope. We evaluated the campaign
through a tracking survey to measure awareness and attitudes, as well
as direct fulfillment at a unique website created for the campaign. We
reviewed website analytics and actions taken at the website including
donations.
After one year of the campaign, we saw encouraging
website traffic, but awareness of the PSA campaign was low and
donations were less than we hoped. We believed our strategic insights
were sound and that our focus on Local Health Workers was still the
right way to engage Americans.

A key driver of MECC in Salford is the scale of poor health and
wellbeing. A man born in Salford can expect to live 4 years less than the
national average for life expectancy. For a woman, life expectancy is a
better, but it is still almost 3 years less than the national average. Along
with the injustice of this, it places a cost burden on service providers
who are under increasing pressure due to cuts in staff and resources.
A key goal of MECC is, therefore, to build the assets of local people so
they can self-care to a greater extent and prevent the onset of ill health,
thereby placing less of a burden on local services and, in turn, allow
service providers to target resources to where they are more needed.

In the second phase of the campaign, we recognized the need and

This paper will describe how a social marketing approach has been
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the nuts and bolts of implementation. A Stakeholder Group also came
together to provide regular input into the programme.

used to develop Salford’s ambitious MECC programme.
Scoping - Salford’s strategy recognises that to effect and sustain
individual behaviour change within the population a mix of personal
support methods are needed: information, motivation, advice and
support, signposting and referral.
The MECC programme’s
development was sparked following a visit to Salford by the Department
of Health (UK) Health Inequalities National Support Team. The visiting
Team suggested that an early interventions programme by staff could
help promote all of these methods of support if it was delivered
systematically and on a large enough scale. This triggered a scoping
exercise to look at the potential to do this.

Implementation is on-going, but a number of early learning points are
apparent:
• Improving wellbeing for the people of Salford is motivating staff to
get involved.
• Organisations need guidance and support to understand the
process of implementing MECC.
• The programme has had to be simplified to make it easier to
progress through.
• Training is well received, but the self-assessment is not so
popular. It is difficult to overcome the perception of it being a
“test”.

A subsequent evidence review established that:
• Factors such as work, housing, income act as competition to
change – benefits and managing debt, can all effect how
motivated people are to change other areas of their lives, such as
smoking, drinking and keeping active [Marmot Review of Health
Inequalities].

Evaluation - External evaluators are in place to assess Making Every
Contact Count in Salford, so that they are able to give interim feedback
that can be used in this paper. It will assess:
1. Systems Outcomes

• By supporting people early, they can be helped to avoid future ill
health or disability. For example, around 10% of the NHS budget
is spent on diabetes and its complications, yet the risk of
developing type two diabetes can be reduced by up to 80% by
adopting a healthier lifestyle.

2. Outcomes for organisations including frontline staff
3. Outcomes for end users
In addition measures are being developed for stakeholder organisations
to collect data on the outputs from their work.

• There is a well-documented economic argument for systematic
deliver of large-scale behaviour change interventions.

Conclusion - MECC in Salford is a ground breaking programme
strengthening service provider organisations and their staff to build the
assets of the local population, empowering people to look after their
own wellbeing to a greater extent. The organisational change called for
is not without significant challenges, but MECC in Salford offers many
lessons for service providers in other parts of the UK facing a similar
dilemma of how to meet local needs with far fewer resources than they
have had in the past.

• There is a growing evidence base that demonstrates that
behaviour change interventions such as opportunistic brief advice
(helpful chats) and brief interventions have an impact on changing
health behaviours.
• The workforce, itself needs to consider their own lifestyle and be
motivated to change.
In order to encourage and support behaviour change within the
population, staff need to appreciate the range of lifestyle and other
factors that can influence health and wellbeing. Ten Key Topics that
staff need basic knowledge of were identified: Housing, Employment,
Welfare Benefits and Tax Credits, Money and Debts; Smoking, Weight
Management, Substance Misuse (including Alcohol), Physical Activity,
Emotional Health & Wellbeing and Sexual Health. Crucially, they also
need to be able to quickly assess a person’s need and motivation to
change and be confident to encourage people to take small steps along
the stages of change journey by, where appropriate, strengthening selfcare, delivering brief advice or a brief interventions, signposting to other
sources of help, or by making a quality referral.

Number: 83
Author(s): Matt Howick, Bridget Imeson, Martin Higgitt
Affiliations: (1) The Social Marketing Gateway, Glasgow, UK (2) NHS
Greenwich, London, UK (3) JMP Consultants, Leeds, UK
Title: Greenwich Get Active – Mobilising a whole community to get
active
Abstract:
Overview - 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.

Development - In the development phase, behavioural goals for staff
were refined through the creation of MECC in Salford competencies.
These competencies were segmented to reflect that some staff would
deliver brief advice and others brief interventions, with a brief
intervention involving a slightly longer and more complex, structured
conversation than brief advice. An online self-assessment tool was
developed to help staff assess if they met these competencies or would
benefit from training.

Greenwich Get Active is a social marketing campaign and programme
to address this challenge by helping Greenwich residents get active and
overcome these barriers. Targeting specific, at risk, segments of the
local population, the programme has been designed to give these
groups the information, motivation and opportunity for getting active.
The programme includes:

Focus groups and a consultation with staff also revealed a need to tailor
communications about the programme depending on whether they
worked on the front-line with the public, line-management or in senior
management. The consultation also steered the development of training
courses which specifically set out to equip staff with an understanding
of stages of change and exchange theory to help them spot
opportunities to engage in conversations about wellbeing with the
public.

• A campaign with audience specific elements to encourage change
and stimulate interest in/trial of local physical activity opportunities;
• A comprehensive online directory/website of local physical activity
provision/opportunities linked to a customer relationship
management (CRM) system for ongoing contact;
• A dedicated community team to: engage with people directly via a
borough wide roadshow programme and other events, handle
helpline and website enquiries, and offer ongoing encouragement
and support;

The consultation also drew out the need for: specific activities to be
developed for Line Managers; and the provision of follow-up support
after training to help staff put MECC into practice. A website to host the
online self-assessment was expanded to provide a wider range of
resources to support staff both requiring and not requiring training.

• Incentives and rewards for participation.
Three months in, and over 3,000 people have signed up. A customer
focused/social marketing approach, thorough planning, a strong
commitment of resources and a collaborative/inclusive approach have
driven this success.

Implementation - A number of checks and balances were put in place
for the implementation phase. Governance came through a newly
convened MECC Programme Board which fed into the Health &
Wellbeing Board for the area. A Delivery Team was formed to focus on

Background - Increasing levels of physical activity has been identified
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as a local priority for the London Borough of Greenwich. The Joint
Strategic Needs Assessment highlights that 82.3% of the Greenwich
population are not achieving recommended levels of physical activity,
and this is directly linked to high levels of obesity, CVD, cancers and
poor mental health. The Local Implementation Plan for active travel also
identifies the promotion of walking and cycling for active travel in
Greenwich as a key objective.

supporting promotional mix put in place included: online, outdoor and
press advertising; PR; community group briefings and engagement, and
promotion in the form of posters, flyers and a short video via health
channels and a wide range of stakeholders and delivery partners.
Implementation - Prior to the launch of the programme, briefing all
those involved in the delivery of services (e.g. physical activity
providers) and support about the campaign - what will happen and when
- was important to ensure that they knew what was going on and if they
had an active role, what part they were to play. This was vital in ensuring
everyone involved was on-board with the programme, fully mobilised to
join in and prepared for any questions or issues that could arise once it
was up and running. To this end a briefing pack/toolkit that included a
wide range of promotional materials was developed and distributed to
over 1,000 local organisations. A number of briefing sessions were also
run.

Greenwich Get Active, funded by NHS Greenwich and delivered in
collaboration with many partners, aims to help address this issue and
increase physical activity levels across the whole population. Most
people want to be active, and there are already lots of ways of getting
active, including active travel and active recreation activities in the
borough, but they face a number of barriers. The programme has been
designed on the basis that with the right encouragement and support,
people who want to become active can overcome the barriers and start
being more active.

Alongside the development and testing of the online directory and CRM
system the Charlton Athletic Community Trust Community Advisors and
the Health Trainer team were given a two day training course to brief
them on all aspects of the programme, the engagement and support
pathways to take people on, behaviour change training and IT systems
training.

Scoping - The scoping stage started with utilising the latest research
from Sport England, local insight and partner work to identify which
Sport England Segments are most prevalent in Greenwich, which are
most inactive, which want to do more activity and which aren’t being
reached by existing projects. To get a family perspective the
Change4Life ‘Healthy weight, Healthy lives’ family clusters were also
considered. This review resulted in the identification of 10 priority
groups - the key characteristics of most of these groups was that they
have below average activity levels and live in the more deprived areas
of Greenwich. Although supporting people to get active at a population
level is important, the less active groups were considered the priority.

Following a soft launch of the programme to allow any initial operational
issues to be quickly ironed out, the roadshow moved around a range of
high footfall locations around the Borough on a weekly basis over a 2
month period.
Results/Evaluation - The aim of the programme is to raise awareness
of the range of physical activity opportunities in Greenwich across the
population and encourage people to be more active. Over a year the
desire is to: sign up over 10,000 individuals to the programme; get 50%
of them to try out an activity and report that 70% of those who try out an
activity say that they are still active 6 weeks later. After 3 months,
starting in July 2012, the programme has made over 30,000 brief
interventions; handed out over 10,000 promotional items; and signed up
over 3,000 people. Feedback across the board has been very positive
and the programme coinciding with the Olympics and Paralympics has
had a positive effect on driving people’s motivation to be more active.

Alongside these profiles, other segmentation models (Transport for
London Cycling and Walking segmentation models) plus experience
from another local project to increase physical activity levels established
that most people want to be active but a number of barriers are stopping
them from achieving this. Whilst these barriers vary by type of person,
typically lack of time / work commitments and affordability are major
constraints. Some people think that “exercise” or “activity” requires a
good base level of fitness – and need assurance that there is a wide
range of activities to suit all tastes/levels of fitness – and that informal
activities, such as walking or gardening, count as activities. We also
know that simply “not getting round to” finding a suitable activity is a
major barrier.

Conclusion - Changing behaviours on any scale requires time,
commitment, investment and above all community involvement. In
Greenwich a customer focused/social marketing approach, thorough
planning,
a
strong
commitment
of
resources
and
a
collaborative/inclusive approach has made an excellent start. During the
development and initial implementation we have continually reviewed,
adapted and refined the offer to our community. Our next challenge is to
maintain a concerted but flexible effort to further enable and support
local behaviour change.

Development - The scoping stage established that people need
encouragement, help and support to make changes and be more active.
On this basis, and from the experience of an earlier pilot with older
people, the intervention strategy adopted was to connect people to the
many and wide ranging ways of being more active in Greenwich; give
incentives and rewards for trying an activity; and provide positive
encouragement and follow-up along their journey to being more active.
The engagement strategy adopted centred around the direct
engagement with the community via a touring/mobile roadshow manned
by a team of advisors from the Charlton Athletic Community Trust and
Greenwich Healthy Living Service Health Trainer team – all skilled at
community engagement. This was part of the strategy to train up and
empower people in the community, to ‘spread the word’ and tell others
about the availability and relevance of local physical
activities/services/opportunities, including the briefing of local services
to cascade messages to their staff and networks to enable them to
convey the key messages to people in the community.
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Title: Unlocking the potential of branding in social marketing

Supporting this engagement was the development of an online
directory/ website of all the activities possible in and around Greenwich,
a customer relationship management (CRM) system and a wider
promotional campaign to highlight what the programme is offering.

Abstract:
Introduction
Despite discussions on the role (Keller, 1999), and potential value of
branding in social marketing (McDivett et al. 2003), theory and practice
in this area has been limited (Evans & Hastings, 2008). Yet, the
commercial sector has successfully used branding for over 100 years,
with evocative brands even facilitating undesired behaviours in domains
in which social marketing is applied such as alcohol, and tobacco
(Gordon et al. 2008). Kapferer (2012, p12) defines a brand as “a name
that symbolises a long-term engagement, crusade or commitment to a
unique set of values, embedded into products, services and behaviours,
which make the organisation, person or product stand apart and stand

In order to develop the communications campaign the original 10
priority segments were consolidated into 5 amalgamated groups based
on commonalities across physical activity barriers, motivators and key
messaging. Segment specific creative routes were then developed and
tested along with an overarching brand identity. This resulted in the
‘Greenwich Get Active’ overarching brand/campaign identity and
people-driven routes for each amalgamated target group with relevant
and credible messages and imagery (but with universal appeal). The
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barriers to regular screening by dispelling myths about breast cancer
(BSQ, 2009a). This was followed by a rebranding exercise in 2009,
which saw the development of a new logo and brand image for the
service. The service is provided at fixed-location and mobile sites
spanning more than 200 locations in Queensland (BSQ, 2009b).

out”. If social marketers can harness the power of branding, there is
considerable potential for improving interventions and influencing target
audiences. This paper explores the concept of branding in social
marketing, then presents a case study of the ‘BreastScreen
Queensland’ (BSQ) social marketing brand in Australia using document
analysis and 25 depth interviews with service users (see Zainuddin et
al. 2011 for study protocol). We examine the effect of the BSQ brand,
and discuss implications for social marketing theory and practice. We
conclude with ideas for embedding branding more coherently within
social marketing.

The variety of distribution channels provides convenience to users,
creating functional benefits, which encourages use of the service again
in the future; an important outcome in social marketing (Zainuddin et al.,
2011). This was highlighted by interviewees: “As of the last few years,
it’s been here, so very convenient for me because I only live up the
road” (Respondent 17, 62 years old). “The bus was there, so it was
incredibly convenient” (Respondent 5, 56 years old). This convenience
factor facilitates and encourages the use of BSQ’s services, identifying
the brand to “make it as easy as possible” to access and use (Zainuddin
et al. 2011, p. 371), and creating favourable brand perceptions among
the target audience. BSQ also offers emotional benefits to its users
such as “peace of mind”, which involves the reduction of negative
emotions or the promotion of positive emotions to achieve a desired
emotional state (Zainuddin et al., 2011, p. 372). Depth interviews
revealed the emotional benefits that screening provides: “Peace of mind
is important. I can tick off as something having been done and continue
living my life without worrying about it again” (Respondent 11, 54 years
old). Another participant highlighted the benefit of breastscreening over
self-examinations by saying, “Let’s face it, me looking and my doctor
pushing and prodding is not the same as an x-ray… you’re getting an xray to say, ‘Yeah you haven’t missed anything’ so it’s just peace of mind”
(Respondent 21, 60 years old).

Branding in social marketing
Brands are a marketer’s most powerful emotional tool - by combining
and reinforcing the functional and emotional benefits of the offering,
brands add value and encourage consumption and loyalty from
consumers (de Chernatony, 1993). Brands provide signals to
consumers about the quality of a product (Janiszewski & van Osselaer,
2000), gain consumers’ attention (Ray & Batra, 1983), and encourage
deeper processing of the message (Dutta & Kanungo, 1975). Branding
also fulfils an important purpose in establishing meaningful connections
and even a sense of community with target audiences through the
marking of mental associations and emotions (Kapferer, 2012).
Despite the utility of branding as a marketing tool, its use in social
marketing is underdeveloped. Hastings (2007) discusses how the
potential of branding could facilitate long term strategic thinking in social
marketing, yet highlights cases such as ‘Be all you can be’ in Scotland
which applied some elements of brand strategy but then stopped after
four years due to a return to more traditional, didactic campaigns.
Indeed, the body responsible for health behaviour change campaigns in
Scotland has been rebranded four times in the last 25 years; prohibiting
the development of recognition, relationships and loyalty (Gordon et al.
2008).

The successful creation and delivery of functional and emotional
benefits to, and positive brand perceptions held by target audiences,
demonstrates BSQ’s success as a social marketing brand. However,
despite this success, there remains a significant area of weakness in
BSQ; its screening rate. The current screening rate of BSQ is 56.9%,
which is below the national and state goal of 70% (BreastScreen
Australia, 2010). This failure to achieve the desired screening rate could
be attributed to weaknesses in brand strategy, such as failure to
communicate brand values clearly, or lack of brand congruence
between the brand and members of the target audience who are nonusers of BSQ.

There are key challenges surrounding the use of branding in social
marketing. For some scholars (see McDivett et al. 2003), the successful
use of branding in social marketing requires moving beyond thinking
about messages, persuasion and transactional values; but to
acknowledge the importance of relational thinking and longevity. Social
marketing brands should help develop a narrative regarding behaviour
change issues, and facilitate relationship building with target audiences.
Up to now the true potential of social marketing branding has yet to be
realised (Hastings, 2007).

For example, private service providers often provide results immediately
after a mammogram. BSQ provides the results to its users two weeks
after their appointments which could de-value the brand in the eyes of
some members of the target audience. Issues with the delay in
receiving results were identified by interviewees: “You won’t get your
results straight away and that’s known. But if you went to a private
[service] I guess you would want to know your results, ASAP kind of
thing” (Respondent 10, 58 years old). “You really do have to wait
another week or two before you get the letter with your results. Whether
that would be different if the waiting had negative results, I don’t
know…” (Respondent 3, 54 years old). Therefore, some women may
choose to use private services in order to obtain their results
immediately, particularly if they have had a breast cancer scare in the
past or had been recalled previously. Having breast-related health
issues in the past is not uncommon; in the current sample, six women
had experienced breast-related health issues (e.g. benign lumps, etc.),
and four had other health related issues. Despite these limitations,
users still held positive brand perceptions of BSQ, for example one
woman said: “I think it’s great, the fact that they provide this”
(Respondent 3, 54 years old).

Breastscreening can be classified as a service high in credence
qualities, defined as those qualities of a product or service “which
although worthwhile cannot be evaluated in normal use” (Darby and
Kani, 1973, p68-69). In Breastscreening key characteristics of the
service such as efficiency in the process, friendly staff, comfortable
surroundings, or early detection of carcinoma leading to successful
treatment and prolonged good health, may not be known prior to initial
screening. Those undergoing the service need to accept the value
proposition offered by the service somewhat ‘on faith’ prior to, during, or
after attending. They also need to accept the word of others that the
service is worth it and of a high standard, via medical or clinical
professionals and experts as well as via previous users of the service.
Darby and Kani (1973, p86) identified that for credence services
“branding and the client relationships are tools used in monitoring the
qualities provided”. As highlighted by Nagler et al. (2011) a rich body of
literature already exists relating to surrogate indicators for credence
services, which has shown that “consumers rely on observable
variables [such as branding] as surrogate indicators of various
unobservable characteristics” (Nagler et al., 2011, pp. 238 – 239).
Therefore credence in the branding of a Breastscreening service is an
aspect worth investigating in greater detail. Here we examine the case
of the BSQ social marketing brand to investigate issues in social
marketing branding.

However, the new state government in Queensland recently announced
the decentralisation, and effective abolishment of BSQ as part of a costcutting exercise. The local news media responded, describing BSQ as
“not only the best way of detecting cancers but enjoys a growing level
of access, familiarity and trust among women that might not necessarily
apply at a local level” and labeling the move “short-sighted” and a
“retrograde step that potentially will cost women’s lives” (see Courier
Mail, 2012a).

Case study - The BSQ social marketing brand
BSQ is a state-wide breast cancer screening service targeted to women
aged 50-69 in Queensland Australia, with the aim of reducing the impact
of a breast cancer diagnosis through early detection (BSQ, 2012). In
2007, BSQ launched a social marketing campaign addressing the

The public reaction was considerable with 421 comments posted by
readers of a Sunday Mail online article, including one from a female
service user: “I just don't get this? Why change a great service that
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best tunes? London: Butterworth-Heinemann.

works well and saves lives? Decentralising this service is a major risk to
the health of our mothers, grandmothers, sisters and daughters.
Decentralising increases risk of inconsistency of service depending on
each region's priorities” (Courier Mail, 2012b). Therefore, the high level
of brand credence of BSQ is clearly exhibited and vocalized by users,
the community and the local press.

Janiszewski, C., van Osselaer, S.M.J. (2000). A connectionist model of
brand-quality associations. Journal of Marketing Research, 37(3): 331350.
Kapferer, J.N. (2012). The New Strategic Brand Management:
Advanced Insights and Strategic Thinking. (5th Edition). London: Kogan
Page.

In response, the State Chief Health Officer and Health Minister released
statements that services and access to services will remain unaffected.
However, the Cancer Council’s spokesperson, Ann Savage indicated "It
is unclear whether the devolution of public health functions to hospital
and health services could result in discretionary decision-making that
doesn't conform to clinical guidelines and evidence-based screening
practices” (Courier Mail, 2012b).

Keller, K.L. (1998). Branding perspectives in social marketing.
Advances in Consumer Research, 25: 299-302.
McDivett, J. (2003). Is there a role for branding in social marketing?
Social Marketing Quarterly, 9(3): 11-17.
Nagler, M.G., Kronenberg, F., Kennelly, E. J., Jiang, B. (2011). Pricing
for a credence good: An exploratory analysis, Journal of Product and
Brand Management, 20(3), 238-249.

Implications and conclusions
The BSQ case study demonstrates the strong potential of social
marketing brands, but also some challenges. Successful commercial
brands are often the result of years of research and development.
Social marketing brands that have utilised careful planning and
implementation of strategy such as Truth have been very successful
(Farrelly et al. 2005). Yet, brands such as BSQ that show promise are
abolished due to changes in the political environment, despite
considerable brand credence in the service having been won and
established within the community it serves. There is a need for social
marketers (and other stakeholders) to defend successful brands more
effectively, especially given that hard won credence often underpins
them and supports them as an established and trusted service. Social
marketers also need to showcase successful examples, and refer to
lessons from commercial brands. Effective brand strategies can help
deliver functional and emotional benefits, and value to, and encourage
relationships, loyalty and desired behaviours from, target audiences.
Brand strategy should be considered at the outset and embedded at the
core of behaviour change programmes to unlock the potential of
branding in social marketing.

Ray, M.L., Batra, R. (1983). Emotion and persuasion in advertising:
What we do and don‘t know about affect. In Bagozzi, R.P., Tybout, A.M.
(Eds.). Advances in consumer research. Ann Arbor, MI: Association for
Consumer Research; 543–548.
Zainuddin, N., Previte, J., Russell-Bennett, R. (2011). A social marketing
approach to value creation in a well-women's health service”, Journal of
Marketing Management, 27(3-4): 361-385.
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paradigm (see Wilkie & Moore, 2003, 2011; Sheth & Sissodia, 2005).

A cross-sectional survey of marketing academics and practitioners in
the UK and Australia will then be conducted to test their views towards
a logic model for the marketing discipline, and identify confounding
variables influencing such views. A purposive sampling approach will be
used to generate a sample of approximately 200 participants. The
survey will be distributed through a number of databases and portals
such as the Academy of Marketing, the European Academy of
Marketing, the Australia and New Zealand Marketing Academy, and
email lists to marketing academics and practitioners. To aid the
response rate, reminder emails will be sent to invite participants to
complete the survey.

Consideration of marketing’s relationship with, and the role and impact
it has on society should be the fundamental construct upon which the
discipline is based. All marketing has impacts on stakeholders in
society, whether they are firms, public health bodies, consumers, or
policy makers. Therefore, marketing strategy should consider the
impacts of marketing activity when delivering any offering, whether that
is a product, service, intervention or lifestyle behaviour (Polonsky et al.
2003). Importantly, strategy should incorporate planning and processes
to mitigate any negative consequences to society from marketing
activity. In the commercial world, this involves going beyond paying lip
service to CSR; but putting the concept of marketing and society at the
core of business and developing strategies that result in the greatest
benefit and/or limits negative impacts on all stakeholders. In nonprofit
and social marketing, this would necessitate greater consideration and
reflection of the impacts on all stakeholders from activities – for instance
how does the marketing strategy of local authorities influence
consumer’s perceptions of public services, or how do social marketing
interventions tackling childhood obesity affect low income parents who
cannot afford healthy and nutritious food.

Analysis
Survey data will be coded and input into SPSS statistical software.
Descriptive analyses will be conducted to identify the most commonly
identified logic models of the marketing discipline by participants.
Parametric tests (t test/regression) will be conducted to identify
significant relationships between respondents’ views towards logic
models of the marketing discipline, and demographic and confounding
variables. Findings will be presented at the WSM in 2013.
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The first phase of research for this study will involve a scoping exercise
to explore the extant literature from 1950-2012 in English language peer
reviewed publications regarding logic models and overarching themes
relating to the marketing discipline, to inform development of the survey
instrument. Searches will be conducted in the ABI-Inform, Business
Complete, Scopus, and Web of Knowledge databases using a
combination of search terms including but not restricted to: marketing,
model, logic, taxonomy, system, schem*, categor*, non-profit,
commercial, social, service*, business, relationship. Results of the
database searches will be downloaded into bibliographic software and
the data de-duplicated. Titles, and abstracts and full papers in the
database will then be reviewed and articles that are irrelevant to the
research objectives will be excluded. Full texts of remaining articles will
be obtained and screened for inclusion/exclusion.
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Title: Behavior Changing through of Social marketing - Georgian Case
Abstract:
The process of economic transformation in Georgia is accompanied
with the emergence of new values and establishment of entirely
different relationships requiring a review of the current marketing
approaches. Such changes considerably affect the psychological and
social condition of consumers as well as their mode of conduct.
Establishing welfare and healthy lifestyle is an important problem in the
country. Social Marketing is one of the modern trend of Marketing,
which aims not only to focus on markets and needs of consumers, but
to examine how marketing can be used as a strategy for changing
behavior of the consumers for empowering well being of population .
The goal of social marketing is to see incentives, to encourage more
people to enter and pursue academic career and social marketing within

Relevant papers will then be reviewed to identify key themes and logic
models. The second phase will involve an online survey drafted using
Survey Monkey software to measure participants’ attitudes and views
towards logic models of the marketing discipline and also measure
confounding variables including demographics, occupation and industry
sector, and political and social beliefs. The survey will then be pilot-tested
with marketing academics and practitioners using a purposive sampling
approach to identify and remedy any issues with survey measures.
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marketing it became possible to convince the individuals, the members
of society (for instance, its unsafe to move without safety belts), special
emphasis was given to lobby from legislators’ side, to change the
dependence of society in connection with the usage of safety belts. The
majority of respondents fixed their positive attitude towards the adoption
the law regarding safety belts. Adoption of the law in 2010 by the
parliament of Georgia, corresponding information campaign made good
influence on enhancing public awareness, that was expressed on
changing the consumers’ behavior. It became obligatory by law to use
safety belts while moving in the city , 25 dollars was defined for not
fulfillment of this article. The executive government made road traffic
under its control. It became obligatory to use safety belts not only for
driver but also for the front passenger. As a result drivers and
passengers have desire to wear seat belts and new social product was
created, stimulated of this social product was realized by private
businesses – banks, transport companies, TV channels, printed media
and business associations. Surveys made in 2011 in Georgia confirmed
that the index of usage of safety belts by drivers and front passengers
increased significantly. Monitoring of usage of safety belts and technical
inspection and control of condition of seat belts are held systematically.
Despite the fact that the law regulates the obligatory use of seat belts
by drivers and front passengers, it is necessary to make this
achievement sustainable.

the public health and marketing fields. (1.2)
The concept of social marketing is relatively new for Georgia . Despite
the many achievements of Georgia is an emerging market where the
private sector is still in the process of its formation, business faces
various challenges like an unclear business environment and
unpredictable future that increase expenses and caution in investment.
At the same time the benefits of having socially oriented businesses are
not fully recognized, which identifies business as main contributor to
economic and human development. Radical changes are taking place
in the social environment.. New social product is seen as a significant
product for a society, which should serve the purpose of public interest.
Implementation of Road Safety Program is good example of social
changes campaign in Georgia. Road safety programs use social
marketing instruments for resolving above mentioned social issue. Due
to joint action of government, business and society the formation of new
behavior –consumption of safety belts have been conducted.
As it is known that social marketing relyeis on the theoretical concepts
of behavior changing. According socal cognitive theory (Bandura)
people are driven not by inner forces, but by external factors. This
model suggests that human functioning can be explained by a triadic
interaction of behavior, personal and environmental factors behavior of
individual is depending on intervention on the beleif and attitude of
consumer Models such as Social Marketing and Diffusion of Innovation
operate at a broader, societal scale rather than focusing on individuals
.(4) According the Transtheoretical (Stages of Change) Model the
campaign of social change needs to pass six stage. Attitude is
generated from cognition (source of information) affect (feelings,
emotions associated with an object which can influence attitude)and
past behaviors. (5, 6 ) Above mentioned models of societal behavioral
change conducted new behavior –product in the country.

See table1: Structure of Changing Campaign of Safety Belts in
Georgia
Types of
Changes

Forms of
Influencing

Behavior
Activities
changing Spport

Results

Structural
changing

Regulation of
Llegislation,
taxes

The parliament of Adopted Seat
Georgia;
belt legislation

Prepared the
Road Safety
Strategy and
Action Plan

Ministry of
Internal Affairs;
The Ministry of
Regional
Development;

The social marketing intervention provided in Georgia intended to
change Georgian consumer`s attitudes and behaviour towards road
safety through empowering public awareness and education programs
on seatbelt use for road safety. In order to facilitate changing behavior
of consumer it was important to increase the motivation of the drivers
and passengers, to influence on their personal values, emotions,
lifestyles and etc.

Ministry of
Science and
Education;
Ministry of Health
and Social Issue;
Changing on the Awareness
society level
Raising
Campaigns;

Business side
TBC Bank,
Bank of Georgia,
Procredit Bank,
Lobby ;
Toyota Company
Advocate ;
GPI Holding,
Radisson SAS
Research and
Iveria
Hotel;Micro
Media
financial
Campaigns
Foundation
Advertising
“Cristal” and the
campaigns;
magazine
Education
“Autobild”.
programs;
Civil society
side
Promotion
Georgia Alliance
activities
for Safe Roads;
Media marketing Partnership for
Road Safety
Foundation;
NGOs
Universities.
Schools
Changing on the Increased
All stakeholders
individual level
motivational
factors

Road safety is crucial current social issues. Despite of different actions
to reduce number of fatalist accidents in Georgian roads the problem is
remained very critical. Road safety culture is very poor in the country
Since 2007, with support from the FIA Foundation, the Partnership for
Road Safety and other stakeholders had been implementing the project
“Increasing Seat Belt Use in Georgia,” and has carried out numerous
activities in order to increase seat belt use in Georgia. Usage of safety
belts in Georgia In the sphere of road safety based on the long-term
world experience. The special survey was made to understand
consumers’ dependence towards safety belts, the study showed the
following tendencies: the part of interviewees shared the world
experience and supported the introduction of seat belts; the second part
considered that it’s not necessary to use seat belts on low speed. (6)
There are so many acute social problems in the country and there is no
necessity to focus on that problem -such kind of opinion was expressed,
Target information support was conducted to make population
convinced in necessity of usage of safety belts for traffic safety. It was
paid much attention to existence of safety belts in all transport means
and to improve the quality of safety belts. It became especially important
to involve the representatives of healthcare and education spheres,
large private companies and civil society in the above mentioned
program.

Improved
consumer`s
awareness

The results of consumer research revealed many negative events
existing in Georgian reality while not using safety belts. Road accident
statistics were systematically delivered to the society, which was very
alarming. Many specialists consider that every aspect of road safety
does not need to use social marketing or even whole marketing mix.
Many social marketing issues are so complex that one organization
cannot address them alone.

Financial
stimulation
, prize , awards
television and
radio
advertisements,
billboards,
posters, events,
media outreach,
and police
checkpoints.

Road Safety Day
Child Protection
Day “Protectthe
Unprotected”.
Photo Exhibition
on Seat Belts;
Rally Events;
“Road Safety” New Subject at
Georgian
Schools
Analyzing Social
and Economic
Costs of Not
Wearing Seat
Belts
Youth Road
Safety Education

New behavior
driver and
passengers with
belt safety
Passengers,
drivers

94 % of Tbilisi
drivers using
safety belts
regularly,Safety
belt usage on
highwayes 98%
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media market and similar retailers in a neighboring media market. All of
the participating retailers in the intervention condition displayed some
type of point-of-purchase material (life-size cut-out, clings, nutrition
education flyer). Some retailers also sponsored discount coupons for
1% low-fat milk purchases.

5. Hastings, H. Relational Paradigms in Social Marketing, Journal of
Macro marketing Houston FS, 2010
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2012

The project evaluated the intervention by analyzing milk purchases at
each participating grocery store in the Oklahoma City area at four points
in time (same period prior year, 3-month period prior to intervention,
intervention period, 3-month period after intervention) with comparable
sales data obtained from retailers in the neighboring media market. We
also obtained milk sales data for the largest media market in an
adjoining state. The evaluation design will allow us to determine the
relative influence of the mass media effort alone compared to the mass
media effort in conjunction with point-of-sale reinforcements, while
controlling for a number of confounding factors such as socioeconomic
status of the surrounding area, availability of 1% low-fat milk in
individual stores, and seasonal and temporal trends. The postintervention data collection concludes in November 2012 and the
results of the evaluation will be presented in the session.

7. Theories and Models in Social Marketing Reference: Lefebvre, RC In
PN Bloom and GT Gundlach (Eds.),2000
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Title: A Social Marketing Intervention to Promote Consumption of Lowfat Milk
Abstract:
Americans consume a diet high in saturated fat. Dairy products,
including fluid milk, contribute to this dietary pattern. This has been
shown to be associated with a number of chronic health problems that
affect population health as well as contribute to the obesity epidemic.
For several years, nutrition programs operated by the U.S. Department
of Agriculture have advocated use of low-fat or non-fat milk by everyone
over the age of two and have mandated use of low-fat milk in school
meals and the Women’s, Infants and Children’s (WIC) program.
However, American consumers continue to favor higher-fat fluid milk
options (whole and 2% milk) by a wide margin, and this pattern is even
more pronounced among low-income populations.
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Title: Collaborative Change® – A participatory approach to behaviour
change, driven by the power of co-design™
Abstract:
As part of efforts to urgently reduce public sector spending, the UK
Coalition government has highlighted the need to develop more
effective, efficient and sustainable approaches to changing citizen
behaviours.

Based on our formative research, we know that consumers prefer a
creamier texture, but choosing milk with a higher fat content also is the
result of perceived family tradition and lack of nutrition knowledge.
Studies have shown that females are more likely to choose lower-fat
milk, while males tend to consume more whole milk. This is partially
due to females being more concerned with weight or health and partially
due to a misconception among males that whole milk contains more
nutrients. Advertisement and price considerations are other reasons for
milk consumption patterns.

Previous approaches have been hindered by a reductive model of
human behaviour, manifest in three interrelated biases:
1. An understanding of human behaviour as being self-directed
rather than contextually-determined.
2. Insight generation based on blatant needs rather than latent
needs.

Based on substantial formative research on attitudes toward and beliefs
about low-fat milk among low-income Oklahomans, a three-month multilevel intervention was designed and implemented in the Oklahoma City
media market. The primary objective was to encourage low-income
individuals to consume 1% or skim milk. Our primary target audience
was the Supplemental Nutrition Assistance Program (SNAP)
population, which was formerly known as the Food Stamp Program.
The secondary audience is the WIC-eligible population (<185% of the
Federal Poverty Level) who have children over two years of age. Our
formative research suggested that current consumers of 2% milk are
the most likely to switch to 1% or non-fat milk.

3. Intervention development focused on persuasion rather than
empowerment.
Collaborative Change is a participatory approach to behaviour change
developed to correct these biases and facilitate development of
behaviour change interventions that respect and reflect the full
complexity of human behaviour.
The approach is based on the simple principle that real, sustainable
change must come from within – the individual, the community, the
organisation. It is built on a growing evidence base and has been
distilled from direct experience of a wide range of behaviour change
programmes across a variety of public health issues.

Formative research discovered that most people considered 2% milk as
low-fat, although the fat content is two-thirds as much as whole milk.
Only 1% milk is considered low fat according to federal labeling
standards. This misconception was a primary focal point of our
campaign and “only 1% is low-fat” was used in all promotional materials.
To counteract a number of misconceptions about 1% low-fat milk and
increase its use among low-income populations, we used the
information from our formative research to develop appropriate
promotional and nutrition education materials about 1% low-fat milk (10
“lactoid factoids”). Working with an experienced media firm, we
developed and implemented a mass media campaign (bus-wraps,
outdoor billboards, magazine, television and radio ads, internet radio
and videos, direct and point-of-purchase promotions, souvenir buttons)
to support the intervention. All promotional materials were available in
both English and Spanish. A professional basketball player from the
local National Basketball Association team, Kendrick Perkins, was the
spokesperson for all elements of the campaign. Approximately,
$250,000 was devoted to the promotional elements of the campaign.

Based on the latest behavioural science and synthesising insights from
a range of disciplines, it provides a defined set of principles and a stepby-step process to manage the complexity of programmes developed
through participatory approaches.
The behaviour change imperative
In response to the global financial crisis and a public sector net debt of
£842.9 billion (Office of National Statistics (ONS), 2010) the UK’s
Coalition government is driving through a radical programme of fiscal
reform, resulting in planned spending cuts of £81 billion over the next 4
years (HM Treasury, 2010).
Despite concerted efforts and relatively generous budgets, the UK
health inequalities gap in 2005–07 was 4% wider for men than in
1995–97 and 11% wider for women (National Audit Office (NAU), 2010).
In this context, the Coalition government has not only recognised the
central role that behaviour change must play in reducing public health
expenditure, it has also highlighted the urgent need to develop more
effective methods of bringing it about (Cabinet Office, 2010); methods

The project developed collaborative relationships with regional grocery
stores, milk producers, and a trade association in the Oklahoma City
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nurturing and managing.

that are more efficient, effective and sustainable—methods that deliver
more for less.

With this in mind, we can delineate both the principles and the process
of Collaborative Change and begin to develop an operating framework
to manage complexity and guide intervention development.

The behaviour change challenge
Previous behaviour change approaches have been hindered by a
reductive model of human behaviour, manifest through three
interrelated biases:

The principles
The Collaborative Change approach is built around 5 basic principles:

Bias 1: self-directed Vs contextually-determined

1. Engage: connect the programme with the community’s existing
values.

In the face of growing scientific evidence to the contrary, practitioners
have persisted in operating with a paradigm that understands behaviour
as being self-directed, rather than contextually-determined (Zaltman,
2003; Fodor, 2000; Thaler & Sunstein, 2008; Ariely, 2008; Harrington,
2001).

2. Motivate: nurture intrinsic motivation and avoid relying on
extrinsic motivation (Pink, 2009).
3. Empower: develop tools that allow the community to articulate its
needs, formulate a response and deliver it themselves.

This paradigm is based on the notion of a rational, self-aware,
autonomous individual—the homo econimus construct of classical
economics—rather than one based on an appreciation of behaviour as
it results from the inter-dependent relationship between mind, brain,
body and society.

4. Trust: approach citizens as experts of their own experience;
develop an open and transparent process; give feedback.
5. Ownership: the culmination of Collaborative Change—a
community empowered to respond to its own challenges, on its
own terms.

Bias 2: Latent needs Vs blatant needs

Conclusion

Any successful attempt to influence citizen behaviour must be premised
on a thorough and accurate understanding of that behaviour. However,
as human beings, we are frustratingly opaque—not just to others, but
even to ourselves (Lakoff and Johnson; Pinker; LeDoux in Zaltman
(2003); Thaler & Sunstein, 2008).

The Collaborative Change approach is built on a sound theoretical
foundation and is responsive to a growing empirical evidence base.
Furthermore, it is being applied on a day-to-day basis through the
behaviour change programmes developed by The Hub team (see
www.collaborativechange.org.uk for case studies).

In order to respond to this paradox, the Collobarative Change approach
differentiates between the blatant needs and the latent needs of our
citizens.

With the urgent need to reduce public sector expenditure on one hand
and the equally urgent need to build social capital as part of the Big
Society project on the other, Collaborative Change is also perfectly
aligned with the economic and political Zeitgeist.

Blatant needs operate at the surface level and can be readily
articulated. They exist within conscious awareness and are drawn from
memory of our own experience. Latent needs are those that exist below
conscious awareness, are not conducive to articulation (at least not in
words) and hold the key to successful service and intervention design.

In order to realise the potential of this approach, we must find ways of
instilling commissioners with the confidence to embrace the innovation
that it represents. We must continue to build and collate the evidence
base, provoke thought within the behaviour change community and
work towards the mainstreaming of participatory approaches within the
context of the public service provision.

Bias 3: Persuasion Vs empowerment
It follows that if we have an understanding of human behaviour based
on internal psychological constructs and research methodologies that
focus on them, then we will have an approach to modifying human
behaviour biased towards the same variables.
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Surveys were completed by 857 participants; 741 via intercept and 116
online. Respondents were reasonably evenly divided among the three
target age groups (40.3% aged over 24, 30.0% between 18 and 24, and
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The majority of minors stated that their parents were likely to provide
alcohol in each case, for a supervised party at their house (67.8%), for
a supervised house party at a friend’s place (62.0%), and even an
unsupervised party at a friend’s house (52.2%).
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The vast majority (approximately 90%) of respondents across all age
groups knew that it is illegal for people under the age of 18 years to buy
alcohol. Similar numbers of adults (younger and older) knew that it is
illegal to buy alcohol for someone who is under 18 years of age,
however significantly fewer minors knew that this is illegal (77.2%). With
regard to specific penalties, 73.6% of respondents stated correctly that
there are penalties for providing alcohol to other young people under the
age of 18 and only 2.9% stated that there are not, however 23.5% were
not sure. When asked what the penalties actually are, over half (496;
57.9%) indicated that they did not know, while 42.1% (n=361) thought
that they knew. Most commonly, the penalty was thought to be a fine
(321; 88.9% of these respondents), although other penalties commonly
mentioned were jail or imprisonment (56; 15.5%) and criminal charges
or a criminal record (18; 5.0%) (in reality fines of $1,100-$11,000 can
apply or jail time of up to 12 months).

Title: Why social marketing? Because knowledge is not enough to deter
secondary supply of alcohol to minors
Abstract:
Introduction
Australian teenagers are increasingly drinking at risky levels, defined as
consuming seven or more alcohol drinks on a single day for males, and
five or more for females (White and Smith, 2012). Alcohol consumption
by adolescents presents serious health and social problems unique to
their age group (Lubman, Yucel and Hall, 2007; National Centre on
Addiction and Substance Abuse, 2002).
A significant factor contributing to underage drinking is the ‘secondary
supply’ of alcohol to minors (i.e. the supply of alcohol to minors by
persons other than licensees/staff employed by licensed premises, such
as parents, siblings and older peers). In a recent survey of NSW
students aged 12-17 years, parents were reported as the most common
source of alcohol supply for those who had consumed alcohol in the
past seven days (NSW Department of Health, 2008).

Discussion
Our survey of young people, parents and community members
regarding their knowledge of, and attitudes to, the secondary supply of
alcohol to minors found that a significant number of adults, aged both
aged 18-24 years and over 24 years, were prepared to provide alcohol
to underage relatives in a number of circumstances both at their home
and to attend parties, although the 18-24 year olds were more likely to
provide alcohol to minors than over 24 year olds.

Secondary supply by parents for consumption in private settings is legal
in most states of Australia including New South Wales (NSW) (Liquor
Act 2007 No 90). We undertook a survey in three Local Area
Commands (LACs), in collaboration with NSW Police, to identify
knowledge, awareness and attitudes of parents and young people
towards the supply of alcohol to minors and to explore the extent to
which secondary supply laws act as a barrier to supply to minors.
A quantitative survey was designed to collect data on: the existing
attitudes of community members towards underage drinking and the
supply of alcohol to minors; perceived ‘norms’ concerning secondary
supply; knowledge regarding the illegality of secondary supply; and
knowledge of the potential penalties for detections under the new Liquor
Act, as well as sources of this knowledge.

It appears that knowledge that it is illegal to provide alcohol to children
in insufficient to deter many adults, particularly those aged 18-24 from
doing so. It is likely that this is influenced by the low perceived likelihood
of penalties, as well as strong social norms around the permissibility of
underage drinking. For example, a 2009 survey found that
approximately half of Australian adults approve of supplying alcohol to
15 to 17 year old children in the home and under parental supervision
(BUPA, 2009); and research showing that perceived norms surrounding
the drinking behaviours condoned by ‘other parents’ may influence
parental attitudes (Gilligan, Kypri and Lubman, 2012).

There were three primary target populations for this research – young
people aged 18-24 (as suppliers of alcohol to siblings and friends);
parents (as suppliers of alcohol to their children); and minors
themselves. Three local area commands (LACs) were chosen as a
sample of the 10 trial areas in which the SMS program was rolled out –
Wollongong, Penrith and Dubbo. These three LACs were chosen for the
diverse nature of their populations (coastal, metropolitan and rural). Two
methods of data collection were employed: intercept surveys and online
surveys.

If we are to address the issue of secondary supply, and thus begin to
make inroads into addressing high rates of alcohol consumption among
teenagers, there is a need for interventions that got beyond informing
the community that supplying alcohol to minors is illegal. We need to
address the underlying attitudes and social norms that make underage
alcohol consumption an accepted, and even encouraged, behaviour.
Social marketing campaigns can produce positive changes in drinking
behaviours, with a recent review noting several studies showed
significant short-term effects and two showed some effect over two

Method
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population means nudging people out of their “comfort zone.” As social
marketers what do we do when two seemingly “right” principles are in
conflict or when we are dealing with policy interventions, controversial
products or sensitive behaviours? For example, do we (and should we,
if necessary) propose social marketing interventions that chafe against
people’s philosophical or religious beliefs to protect the health and
wellbeing of the community.

years (Stead et al, 2007). Importantly, the successful interventions
tended to be those that incorporated all the elements of social marketing
rather than uni-dimensional ‘education’ or ‘communication’ campaigns.
More broadly, if social marketing is to make a contribution to addressing
alcohol-related harms in our communities, we need to move the
conversation away from ‘problem’ drinkers and instead talk about our
drinking cultures; we need to shift the conversation – with the
community and with governments – to the strategies that are effective:
reducing the availability of alcohol, increasing the price of alcohol and
banning or adequately regulating the advertising and promotion of
alcohol (e.g., Anderson et al., 2009).

Mr Jeff Thom will discuss the topical question of "Service or
surveillance". New technologies increasingly enable us to target our
behaviour change efforts to individuals at the time that they are about to
engage (or not engage) in the desired behaviour. Using location based
services, we can remind people to put on sunscreen when they walk
outside and we can send asthmatics warnings about air pollution as
they walk through a smoggy neighbourhood. What are the risks and
benefits of using location based services for social (for the consumer
and for the social marketer)?
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Title: Production of good health: contribution of social marketing to
health (in)equalities from a cultural capital perspective
Abstract:

National Centre on Addiction and Substance Abuse (2002) Teen
tipplers: America’s underage drinking epidemic. NCASA: Columbia
University.
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This paper discusses social marketing in relation to the (re)production
of cultural capital and aims at a better understanding of its role in the
social distribution of health. The theoretical guidance for our
explorations comes from the French sociologist Pierre Bourdieu. We
aim to define the conceptual relation between social marketing and
cultural capital in the field of health, and to discuss the need to
understand the cultural resources for health in terms of social distinction
processes, and act accordingly in designing and implementing health
related social marketing programs. We argue that social marketing
could be an important tool in promoting health equality, if it is
understood and practised as a social change, engaging both: the
agency and structure.

Author(s): Sandra Jones, Dr Bob Marshall, Jeffrey A Thom

Cultural capital and health
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Raising life expectancy on the one hand, and increasing health
inequalities on the other hand is an indicator of unequally distributed
health improvements among people. The evidence presents
considerate health inequalities between countries, both in the EU 27
and across the 53 Member States of the WHO European Region, but
interesting is that the greatest inequalities exist within countries (WHO,
2009; Friedly, 2012). Many argue that health promotion activities, which
are primarily oriented towards the knowledge and behaviour of
individuals, contribute to the (re)production of these differences: those
who profit the most from health promotion related activities are usually
those who are already better-off (Froloch and Potvin, 2008). Abel (2007)
argues that modern affluent societies in general provide a good enough
standard of living to secure the survival for almost all of its members.
But the relative importance of the non-material resources for health and
well-being is increasing; even more so because people are confronted
with the growing need to constantly engage in decision making as
consumers. It has become rather challenging to manoeuvre in various
areas of everyday life, and make successful and informative choices. In
such circumstances “the role of cultural factors for the production of
good health is ever increasing” (Abel, 2007: 51). Similar rise of cultural
expectations and responsibilities is emphasized by Shim (2010):
intensified demands are placed on patients to be knowledgeable, selfdirective about their own care, proactive, skilful and competent in
complex health care encounters.

Stead M, Gordon R, Angus K, Mc Dermott L. (2007) A systematic review
of social marketing effectiveness. Health Education, 107, 126-191.
White V & Smith G (2009) Australian secondary school students’ use of
tobacco, alcohol and over-the-counter and illicit substances in 2008.
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Title: Current ethical issues in social marketing
Abstract:
In 2001 Smith argued that “As a community of professionals we have
adopted no standards of ethics and it is probable that most of our
community has not read or analysed the guidelines set up for either
commercial advertising or commercial marketing”. He also proposed a
number of basic principles for social marketers to follow: Be truthful;
Protect privacy; Don’t model inappropriate behaviour; Don’t be
offensive; Be fair and balanced; Avoid stereotyping; Protect children.
Twelve years later it seems timely to ask “How are we doing?”
While the need to consider the ethical implications of social marketing
has always been an element of our thinking (and our activities) there are
a number of issues currently facing social marketers that stem from new
approaches and new technologies. This session will focus on three
areas of particular relevance to current social marketing interventions.
Prof Sandra Jones will discuss what happens when we find ourselves
saying “That wasn't what we meant..." She will focus on some recent
controversies (from Australia and elsewhere) where social marketers
have been accused of blurring the line between promoting ‘healthy
weight’ and stigmatising overweight people, and the line between
‘empowering’ and ‘blaming’ parents in relation to children’s health.

Despite the growing evidence of the increasing role of cultural
resources in the process of social structuring due to economic changes
and the hyperinflation of symbols in consumer capitalism in general
(Crompton 1988; Kropivnik and Luthar, 2011: 8), and in achieving and
sustaining good health in particular, cultural factors have been (in

Dr Bob Marshall will then remind us that "One man's good is another
man's evil". While social marketing is tasked with persuading people to
make changes in voluntary behaviour for the good of society, how do we
decide what is ‘good’ and what happens when the good for the
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comparison to material and social resources for health) the most
neglected “determinants” in the health related studies; also in the social
marketing context. Thus the studies of unequal chances among people
to transform the education and other states of cultural capital related
assets into other types of resources in the field of health are underrepresented. This has encouraged us to conceptualize the relationship
between social marketing and health related knowledge, practices, and
outcomes through Bourdieu's forms of capital, focusing primarily on the
cultural capital.
According to Bourdieu (1986/1997) practices and products can be
viewed as different types of capital (economic, social, cultural) because
they function as the resources, which can be utilized and transformed
as part of social distinction processes and as such for the (re)production
of class hierarchy, which results in social inequalities, and consequently
in the unequal distribution of health. Bourdieu (ibid.) operationalises
cultural capital on three mutually dependent states as: (1) formal
qualifications (institutionalized cultural capital) (2) embodied knowledge,
cognitive abilities, skills, taste and competences (incorporated cultural
capital) and (3) material forms and representations of knowledge, social
recognition and cultural goods (objectified cultural capital). They all
carry a particular meaning based on systems of social values and
norms and are understood as the productive elements of a society’s
broader system of social distinction (Abel, 2007:52). “In the form of
knowledge and skills cultural capital is a precondition for most individual
action and, as such, is a key component in people’s capacity for agency,
including that of health” (Abel and Frohlich, 2012: 238). Our research
(analysis based on a survey “Media consumption, class and cultural
stratification” from the year 2010, for adult urban population in Slovenia
(n = 820)) reveals how different states of cultural capital interact with
health status. In general: the better the cultural capital of people, the
better their health. Good cultural capital on the one hand enables a
better job, more autonomy, and consequently a better reputation, higher
income and a better social position. From this point of view, the cultural
capital converts to the economic and the social capital, which indirectly
enables a better access to health. But cultural capital gives us, at the
same time, a wider view of the world, easier access to the new
knowledge, the skill to search for information, faster learning and a
better understanding of the new data, openness to novelties, the ability
of critical judgment, and a flexible use of the new knowledge to improve
life in general. (Kamin and Tivadar, 2011).

State of cultural capital

Indicators of cultural
capital

Barriers/Benefits in the
field of health

Incorporated

Knowledge, skills, values,
perceptions, mannerisms,
vocabulary, style

Cognitive and social skills to
incorporate health related
recommendations in everyday
life, embodied health care
experiences, the cultivated
consumption of health-related
knowledge, the exercise of
self-surveillance

Objectified

Books, movies, music, art,
technical (social) tools

Technical and social tools that
can be integrated in search
for the health related
information and for the
support in developing,
implementing and monitoring
the health related behaviour

Institutionalized

Formal educational degrees,
official classification,
professional titles, affiliations

Courtesy and
acknowledgement in the
health care encounters and
access to quality health
related information networks

Important questions to be asked are: how to design programs to
encourage targeted groups of people to use their cultural capital in a
health relevant way; who benefits the most from the particular social
marketing program; to whom do the particular interventions and
innovations apply; are interventions socially inclusive or exclusive in a
sense that they promote health related behaviours and lifestyles, and
health education, which leaves the deprived further behind; are the
interventions adapted to social differences related to people of different
age, gender, education, socio-economic status equally, or do they
exclude particular social groups.
Conclusion
We support the need of evolution of social marketing towards the
management of social change. With this paper we aimed to expand the
debate on useful social models for understanding the role of social
marketing in achieving social change. We introduced a rather neglected
concept in the field of social marketing: the cultural capital model,
assuming that the cultural capital is a key element in the behavioural
transformation of social inequality into health inequality. Many healthrelated social marketing programs are still rather individualistic in focus.
That is, they ignore the cultural and social barriers in designing the
behaviour change programs. When such, they perpetuate health
inequalities or even increase them. Social marketing needs to step out
of the process of the production and re-production of health and social
inequalities. There are many who have developed complex social
marketing models for the holistic approach to social change. We are
adding the Bourdieu’s cultural capital perspective, in hope to prove it
useful for social marketers to think about how to increase cultural
capital, and in addition how to support people to actively use their
cultural capital in a health relevant way.

The role of social marketing in transferring cultural capital into
health capital
We share perspective on social marketing that looks beyond the
individual, as a way to enhance social goals (Hastings 2007) and
attempt to contribute to the theoretical debate, which emphasizes
incorporation of more social perspectives into social marketing
(Lefebvre, 2011). We thus position social marketing for health
improvements in the intersection of agency and structure and support
the vision of Smith (2011) that social marketing needs to evolve towards
management of social change, which orchestrates various specialists in
order to reduce barriers to the desired behaviour, increase benefits to
the desired behaviour, increase barriers to the competing behaviours
and decrease benefits to the competing behaviour. Barriers and
benefits can and should be addressed both on the structural and
individual level.
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Canada’s most westerly province - British Columbia - in the face of high
levels of consumer indifference. It focuses on actions that residential
clients take to habitually save energy within their daily routines without
reducing the level of energy service provided. One-time actions like fuel
switching, installing more insulation or purchasing a more energy
efficient appliance, are addressed by other PowerSmart programs. This
case study illustrates the process of behavior selection based on
predicted impact, and the use of a “loyalty group” approach to
progressively engage participants in changing their energy-using
behaviours. It also explores how to increase three dimensions of
engagement: affiliation, (“this is who I am”), resonance (“this is right for
me”) and enjoyment (“I like this”). For the fiscal year ending 2010, BC
Hydro attributed 5.15 GWh of electricity savings to its behavioural
program.
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Queensland’s ClimateSmart Home Service,
Once a resident signed up for Queensland’s ClimateSmart Home
Service, a licensed electrician visited the home, installed a variety of
energy-efficiency products, conducted an energy audit, provided
recommendations, and left behind materials and prompts. The
information collected was then used to create a customized plan that
was sent to the homeowner six weeks after the visit, with different
audience segments receiving different messaging. A voluntary personal
energy challenge, wireless power monitors and on-line portal helped
motivate and empower participants. By the end of 2012, it is expected
that 430,000 households will have taken up the service (24% of all
Queensland homes) and will have reduced electricity usage by more
than 795 million kWh/year and greenhouse gas emissions by 4.7 million
tonnes over the life of the installed products. Households that have had
the service so far are estimated to have reduced electricity use by
3.72kWh/day with total savings of 1,395kWh/year over the life of the
installed products.
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Author(s): Jay Kassirer
Affiliations: (1) Tools of Change, Cullbridge, Ottawa, Ontario, Canada
Title: Case Study Highlights from 2011 and 2012
Abstract:
During 2011 and 2012, Tools of Change convened peer-selection
panels for Landmark behavior change case studies in two topic areas (1) home / building energy conservation and (2) sustainable
transportation (which also relates to active living and fitness, as well as
obesity and related illnesses.) 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.
All designated case studies must have measured impact results –
indeed these impacts are among the key variables rated by the
selection panels when scoring nominations – so they all demonstrate
the application of social marketing in promoting social good. Further
information on the Landmark designation process, including panel
members, is available at http://www.toolsofchange.com/en/landmark/

Edmonton’s LocalMotion Project
Edmonton's LocalMotion project encouraged residents to drive less and
consider other modes of transportation using a combination of special
community events, a household challenge, and other opportunities for
hands-on experience of alternate modes of transportation. It promoted
both flexible working hours and alternative modes of transportation such
as walking, cycling, public transit and carpooling. To further boost wordof-mouth communication and norm appeal, early adopters of the
program were recruited to participate in program planning and promote
it to their neighbours and to local policy makers. Because interventions
were concentrated in a single community, the project became well
known locally. Challenge participants reported driving an average of 400
kilometres less per household during the month-long campaign,
resulting in an average decrease in CO2 emissions of approximately
3,979 kilograms per household. Cordon counts showed that average
vehicle volumes at six intersections also decreased by an average of
14%.

This session would summarize the key social marketing “take-aways”
from these case studies – the proven approaches and learnings that
represent advances in home / building energy conservation and
sustainable transportation / active living programming. It would focus on
four of the conference’s target topic areas: (1)environment and (2)
sustainability (all case studies), (3) children & young people (e.g.
LocalMotion), and (4) health (active living / fitness, e.g. LocalMotion)
Given the half hour limit for the oral presentation, we would select the
best mix of case studies from among those designated in 2011 and
2012. The 2012 case studies are in the process of being selected by the
panels. What follows are the highlights that we can draw on from the
case studies designated in 2011.
Opower Home Energy Reports

EcoDriver

This program is perhaps the best energy conservation example so far
of the power of ongoing individualized feedback and prompts, coupled
with norm appeals (both descriptive and injunctive.) Opower helps
individual utility companies to send customized home energy use
feedback reports to their residential utility customers. The full-colour
reports include a comparison with other similar households, offer tips
and strategies to reduce energy use, and provide seasonal energy
consumption information. A web portal offers personalized insights and
tips, and tools for choosing an optimal energy rate plan. In addition,
Opower offers utilities the opportunity to send text messages directly to
customers to alert them when their energy consumption is high and
offer ways to reduce it. By 2011, the Opower program (including all of
the partner utilities in the U.S. and in the U.K.) had saved more than 690
gigawatt hours. The most frequently reported changes were to everyday
usage behaviours (e.g., turning off lights, unplugging appliances,
adjusting thermostats, closing blinds, etc.)

Green Communities Canada’s EcoDriver program promotes fuel-saving
behaviours in three core areas: fuel-efficient driving, purchase of fuelefficient vehicles, and driving less. Participants attend driver-to-driverformat workshops, then sign an exit survey indicating the specific
changes in driving habits they will make and the number of people they
will tell about what they learned. A follow-up survey eight to twelve
weeks later reinforces those commitments. Participants also attend
special events such as tire clinics where they are given free pressure
gauges and can learn to test their tire pressure. In its pilot program,
86% of survey respondents reported reduced idling, 69% reported
reduced highway speeds, 60% reported reduced hard starts and stops,
52% reported more frequent checking of tire pressure, and 28%
reported walking or riding a bike more frequently.

PowerSmart’s Behavioural Program

Author(s): Jay Kassirer

PowerSmart’s behavioural program promotes repetitive energy

Affiliations: (1) Tools of Change, Cullbridge, Ottawa, Ontario, Canada
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Table 1. Saskatchewan in motion audiences and objectives

Title: Tools of Change: Proven methods for promoting health, safety
and environmental citizenship
Abstract:
Tools of Change has been one of the leading on-line resources for
social marketers since 1994. 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. Its 18 topic resource
pages, which cover a range of sustainability, health and safety topics,
can help you find relevant case studies, consumer research reports and
other on-line social marketing resources. The site’s planning guide is full
of examples that are presented in a customized manner, according to
your interest profile; you can save your planning work between
sessions, and download the resulting draft plans and work summaries
to common word processors for further refinement.
In this workshop, you’ll find out how to use the website to: locate
consumer research in your topic area (including findings on motivators
and barriers); identify and learn from related social marketing programs
(including the impacts they’ve been able to achieve); and map out a
strategy. A facilitated round table discussion will look at gaps in existing
on-line social marketing resources, and ways of enhancing the Tools of
Change site to better support you and your programs.

Audiences

Objectives

Children & youth aged 5 - 19

60 - 90 minutes of physical
activity every day.

Parents

Ensure children and youth are
getting a minimum of 30 minutes
every day at home

Educators

Ensure children and youth are
getting a minimum of 30 minutes
every day at school

Stakeholders and decisionmakers in communities

Create specific opportunities and
supportive environments for
children and youth to be active a
minimum of 30 minutes every
day in the community

Elected officials and senior
officials at the municipal and
provincial levels

Invest and implement specific
policies

Key strategies
Multiple and incremental product (opportunities, programming,
benefits), price (accessibility, skills, cost), place (access, attractiveness)
and promotion (online, offline, media and interpersonal) strategies and
calls to action were aimed at stakeholders and decision-makers in a
variety of settings. In addition, a positioning/branding strategy and mass
media and advocacy campaigns were implemented.

Number: 94
Author(s): Cathie Kryzanowski
Title: Saskatchewan in motion: Lessons learned from a province-wide
social marketing initiative to promote physical activity (2002-2012)

Evaluation
Twice a year, a wide range of research and evaluation methods are
used to track and report on progress, effectiveness and key insights:

Abstract:
Introduction

• Baseline data on physical activity levels as well as attitudes and
awareness were collected in 2002. Follow up studies are
conducted every two years.

Despite a large body of evidence stating that regular physical activity is
critical to personal health and quality of life, the majority of Canadians
remain inactive. Saskatchewan is a province in western Canada with a
population of 1 million, approximately 141,000 of whom are selfidentified Aboriginals. In studies such as the Canadian Community
Health Survey (CCHS), Saskatchewan consistently ranked among the
most inactive provinces in Canada. Saskatchewan in motion (SIM) was
developed in 2002 by volunteer and public sector partners as a
province-wide movement to increase physical activity to generate
health, social, environmental, and economic benefits. The intent is to
ingrain understanding and behaviour changes into the culture and fabric
of Saskatchewan communities.

• National and provincial data collection on physical activity levels
and health outcomes (obesity, chronic disease, etc.) are
monitored.
• SIM research partners provide studies on a range of topics of
interest.
• Project specific evaluation surveys and studies are conducted.
• Web analytics are gathered and reported.
• Process evaluation studies track effectiveness and key insights.
Key evaluation outcomes will be shared with conference delegates.

Approach

Lessons learned

SIM adopted a social ecological model that suggests that successful
movements require not only educational and promotional activities
targeting the individual, but also efforts to reform organizations, develop
policy, provide economic support, and inspire environmental changes—
that is, a “people and places” framework (Maibach et al., 2007). SIM
was designed as a comprehensive social marketing initiative that
blends multimedia public awareness and education targeted at
individuals with partnerships and community-based action. The initiative
focuses on creating conditions (physical and social environments) that
support physical activity in a variety of settings.

Saskatchewan in motion is celebrating its 10th anniversary with a pause
to reflect on the many key lessons learned from its progress and
successes as well as its mistakes and failures:
• Strong, recognizable leadership is critical to building a movement.
Audiences were more inclined to take action when they felt
connected to respected leaders.
• Audiences responded more positively to messages that promote
solutions than those that simply identify the issue.
• Audiences want to take action. Calls to action that are clear,
concise and user-friendly get a greater response.

Key audiences and objectives
A wide range of public, stakeholder, and decision-maker audiences
were initially considered in the SIM initiative, including adults aged 3055, children and youth, older adults (aged 65 plus), health care
providers, stakeholders and decision makers in a variety of settings,
and elected and senior officials at the provincial level. Specific
behavioural objectives were identified for each audience to increase
their personal physical activity levels and do their part to contribute to
conditions to help others be more active.

• A strong, credible brand is critical to the development of a strong
movement. Members of the movement need to feel ownership of
the brand. There can be a delicate balance to maintaining
credibility and quality while “letting go” of control.
• The need for focus: better to be narrow and deep than broad and
shallow.
• Social media is a powerful tool for building a movement, creating
momentum and connecting audiences to leadership, expertise
and solutions.

By 2006, evaluation results inspired SIM to take a more targeted and
focused approach. School-aged children and youth became the key
audience with supporting audiences, summarized in Table 1, along with
specific objectives.
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Author(s): Francois Lagarde

• Barriers are costs, lack of time, inadequate access to services,
fatigue and stress.

Title: Leveraging the full potential of promotion: the case of the Naître
et grandir early childhood and parenting initiatives

• Parents see the act of talking to their children about ordinary
things as the most feasible and beneficial behaviour.

Abstract:

• Words are important: in people’s minds, “academic achievement”
is related to the high school years, while “learning” suggests the
primary school years, and “development” is related to early
childhood.

Number: 95

Introduction
One of the most important principles of social marketing is that the use
of communication alone is generally not sufficient to influence
behaviours (Lee et al., 2011). Nevertheless, communication can play an
integral role in social change initiatives: it can increase knowledge and
awareness, influence perceptions, beliefs and attitudes that may
change social norms, prompt action, demonstrate skills, advocate a
position or policy, increase demand or support for services, refute myths
and misconceptions, and strengthen organizational relationships
(National Cancer Institute, quoted in Freimuth & Quinn, 2004). This
case illustrates how a range of societal communications initiatives were
designed and delivered as part of a comprehensive, multi-level
approach to promote early childhood development in the province of
Quebec, Canada.

Selected outcomes
• The magazine Naître et grandir is published 10 times a year. The
231,225 copies of each issue are distributed free of charge in
CPEs (early childhood centres) and daycares, health services
facilities, kindergartens, libraries and youth centres. The
publication has a 50% share of mind among parents of children
under six.
• In 2011, the Naître et grandir website was visited by 1,827,882
unique visitors for a total of 2,686,282 times (an increase of 73%
in a year) and 8,061,783 pages were viewed (up by 54%). By the
end of September 2012, there were 43,801 subscribers to the
infoletter.

Context and overall approach

• The Naître et grandir societal campaign has an aided awareness
of 73%, and advertising appreciation figures are extremely high
(above 90% for all waves).

The province of Quebec is considered to be a very generous jurisdiction
in terms of childcare and family-friendly policies. In spite of this
favourable context, however, significant challenges remain in the areas
of school readiness, academic achievement and school completion.
The Lucie and André Chagnon Foundation is Canada’s largest family
foundation. Its mission is to prevent poverty by focusing on the
educational success of young Quebecers: helping them to develop their
full potential from conception to age 17, and helping to create
environments that meet their needs as well as those of their families.
The Foundation supports early, sustained interventions to ensure that
children get off to a good start at school, and supports their parents in
their role as educators. The Foundation’s intervention strategy involves
mobilizing local communities (through a partnership with the provincial
government), changing environments and raising societal awareness in
a number of areas through the promotion of optimal childhood
development (physical, psychological, cognitive and social).

• Significant attitude changes have been observed among parents
(between 5% and 22%) in connection with the perceived
importance, effectiveness and desirability of behaviours that
promote early child development—such as reading a book to your
child, describing everything you do while you are doing it, telling a
story every day, etc.
• The campaign has also increased parents’ awareness of the
importance of stimulation at a very young age. Eighty-six percent
of the population reported that the campaign had encouraged
them to do a little more to stimulate the development of young
children (92% of parents of young children).
• Although the campaign resulted in a slight decrease in parental
self-efficacy, it was followed by an increase in information-seeking,
participation in blogs and forums, etc.

Overall objective of Naître et grandir
The objective of the Naître et grandir communication initiatives is to
encourage and support parents in providing appropriate stimulation for
their children under six years of age.

• The campaign had a significant impact on the self-reported
adoption of specific behaviours, such as "having a face-to-face
conversation with your child/children at mealtimes, while changing
diapers, during bath time, etc."

Strategy

Examples of progressive learning

Since 2009, the ongoing Naître et grandir communication initiatives
have consisted of television advertising, Web-based activities (website
and social media), informative direct mail, and a monthly magazine
distributed to 231,225 parents, as well as events, public relations and
partnership activities. These initiatives, which reach an estimated 75%
of families with at least one child under six, are designed specifically to
reach parents in disadvantaged areas directly or indirectly by providing
professionals user friendly materials. Content, creative approaches and
activities are developed based on several formative steps and
evaluated regularly using a range of research methodologies that
include reviews of literature and theoretical frameworks, population
statistics, consultation of stakeholders, experts, government officials,
popular bloggers, social media experts and ethics consultants,
discussion papers, industry data (e.g., media habits), focus groups and
one-on-one interviews (adults in general, mothers, fathers, lower SES),
pre- and post-wave/campaign surveys, and Web statistics.

• The pre-testing, focus groups and post-wave evaluations showed
that parents respond literally to messages and images, such as
reading and speaking to a child or telling stories. It is therefore
crucial to focus on specific calls to action and pay attention to
execution details, such as realistic casting (e.g., babies instead of
two-year-olds) and voice-over content.
• In terms of positioning and message framing, it was decided to
focus initially on the parents themselves (rather than their children)
by positioning them as their children's greatest star (being valued).
• In order to address some of the barriers, the focus was on realistic
calls to action that could easily be integrated into daily life, with the
child's immediate positive response as the benefit (babbling,
laughing or smiling).
• Lower socio-economic segments responded positively, but only
after the campaign had been underway for a year. A long-term
approach to the campaign and partnership activities is therefore
essential.

Key insights
• Parents do not respond well to risk communication, but react
positively to opportunities to be in control of some aspects of their
lives.
• Their fundamental motivation is universal: a healthy and happy
child.

Number: 96

• They are focused on the present, not the future.

Author(s): Francois Lagarde

• They do not feel incompetent, miserable, or helpless. They may, in
fact, be overconfident: they want to be valued and supported.

Title: WIXXTM: Branding Physical Activity to Tweens in Quebec
Abstract:
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Introduction
There is growing concern in industrialized nations about the increased
prevalence of sedentary living. Although young people should be getting
60 minutes of physical activity a day, a shocking 70% of tweens in the
Province of Quebec (Canada) do not get the physical activity they need
to remain healthy. In addition, there is a notable decline in physical
activity occurring around the age of 13 or 14 years. In order to address
this issue, the Quebec government and the Lucie and André Chagnon
Foundation are investing substantial funds to support Québec en
Forme, a not-for-profit organization that promotes healthy eating habits
and physically active lifestyles among Quebec youths aged under 17
years. Québec en Forme’s mission is to mobilize individuals and society
to promote healthy eating habits and physically active lifestyles that are
crucial to the development and academic achievement of young
Quebecers. As one element of its comprehensive approach to social
and behavior change (including community mobilization and supportive
environments), Québec en Forme recently approved the launch of a 4year (2012-2016) multimedia communication campaign aimed at
branding physical activity among tweens. This paper describes a case
study of branding physical activity to tweens in Quebec through an
ongoing multimedia communication campaign.

WIXXTM means taking every opportunity to have fun while being
physically active. A WIXXTM kid is active and dynamic. WIXXTM is an
entirely invented name without any specific meaning that pre-teens will
adopt as “cool”. WIXXTM is an attitude, a lifestyle, an idea and a social
movement. The name and symbol are specifically designed to be
appealing to both girls and boys regardless of their abilities and
interests. The logo is adaptable and its basic color (red) is meant to be
cool, dynamic, inclusive, affirmative, recognizable, easy to pronounce
and memorable.
WIXXTM is purposely not positioned as being for Quebec en Forme’s
sole use in order for various partners to draw on WIXXTM and associate
with it as part of their own activities, programs and initiatives.
Logic Model
The logic model for the WIXXTM campaign is similar to the one put forth
by the Centers for Disease Control for the VERB campaign, though it
introduces a more significant web‐based component.

Objectives of the Multimedia Campaign
• Increase knowledge and improve attitudes among Quebec’s
377,000 tweens with regard to physically active lifestyles;
• Increase support from parents (some 600,000) and other persons
of influence to encourage tweens to adopt physically active
lifestyles;
• Publicize opportunities for physical activity available to tweens;
• Increase and maintain the proportion of tweens who are physically
active on a regular basis.
Campaign Components
• Promotion of a new brand through an advertising campaign and
communication activities:
1. that position physical activity as being popular (fun/cool);
2. that encourage young people to try new activities that can easily
be integrated into daily life and provide opportunities for fun
(with friends);
3. that appeals to both girls and boys (with a priority on tweens
who are currently not active at least 60 minutes a day);
4. that also rallies the parents of tweens.
• Creation of an Internet platform (website and social media)
targeted at tweens (wixx.ca) and their parents (wmag.ca).

Short-Term Branding Results
A tracking survey will be conducted in December 2012 to monitor
progress on the following indicators:

• Partnerships and close links with provincial organizations, regional
authorities working on healthy lifestyles, and the 2,500 local
partners (schools, municipalities, childcare services, and
community and sports organizations) supported by Québec en
Forme to promote local activities and attract tweens to them.

• Unaided and aided brand awareness;
• Brand associations and attributes;
• Overall appreciation.

• Public relations and events.

Results from the baseline data, formative research and tracking survey
will be shared at the World Social Marketing Conference.

• Promotional toolkits.
Branding Approach
Brands contribute to social marketing initiatives by associating in the
minds of individuals the desired behaviour (e.g., physical activity) with
appealing, competitive and socially desirable benefits. Partly modeled
on the VERB campaign in the United States in which campaign
advertising and messages were built around a strong brand, Québec en
Forme launched in September 2012 a new brand, WIXXTM to
symbolize physical activity as being fun and cool among tweens.
Numerous formative research activities were conducted to adapt the
VERB approach to the Quebec context, to update it to account for
changes in the use of the Internet and social media as well as to
leverage Quebec en Forme’s extensive network of community-based
partners.
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Mahmooda Khaliq, Ashton Wright, Craig Lefebvre
Affiliations: (1) Florida Prevention Research Center, Tampa, Florida,
USA (2) Lexington Tweens Nutrition and Fitness Coalition, Lexington,
KY, USA (3) Social Marketing Group, Tampa, FL, USA (4) University of
Kentucky College of Public Health, Lexington, KY, USA
Title: A Community-Driven Social Marketing Approach for Policy
Development
Abstract:
Community Based Prevention Marketing for Policy Development
provides community-based coalitions with a systematic framework that
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applies marketing principles to select and promote policy change.
Adoption of evidence-based polices has proven to be an effective
mechanism for improving public health. Whereas coalitions can play a
key role in the promotion of policy change, they typically lack a
systematic framework for identifying, selecting, tailoring, and promoting
evidence-based policies. This presentation describes the Florida
Prevention Research Center’s collaboration with an obesity prevention
community coalition to co-create and pilot test the Community Based
Prevention Marketing for Policy Development framework.

Development framework; (2) offers “lessons learned” as we worked with
the Tweens Nutrition and Fitness Coalition to promote evidence-based
obesity prevention policies; (3) provides an overview of the Web-based
technologies created to train coalitions working on a variety of public
health topics for which evidence-based policies have been identified;
and (4) illustrates the CBPM - Policy Development framework’s
potential for guiding policy analysis and advocacy.
References
1. Brownson RC, Baker EA, Leet TL, Gillespie KN. eds. Evidence-based
Public Health. New York: Oxford University Press; 2002.

Background
Interest in policy development at multiple levels has increased with the
emergence of evidence-based public health1 and the growing
popularity of the social-ecological framework for health behavior
change.2 Some funding agencies have even refocused their funding
agenda from program development to policy change.3 This shift reflects
the belief that policy change is more sustainable and impacts larger
segments of the population than health “programmatic” initiatives
focused principally on individual behavior change.4 Public health
policies include laws, regulations, written standards, and other rules that
influence or guide behavior to improve population-based health.5,6
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An important agent for advancing policy change is community-based
coalitions; however, they have had mixed success in effecting state and
local health policy changes.7 A systematic framework combined with
training in policy development and advocacy is needed to enhance
community groups’ capacity to select and tailor evidence-based policies
to optimize policy adoption.8
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Since 2009, the Florida Prevention Research Center (FPRC) has been
developing and evaluating a new framework, Community Based
Prevention Marketing for Policy Development (CBPM - Policy
Development) that equips community groups with the social marketing
and advocacy skills needed to select, tailor, promote, monitor, and
evaluate evidence-based public health policies. This case study
describes our experience using this framework in a demonstration
project with the Lexington, Kentucky-based Tweens Nutrition and
Fitness Coalition. Although this particular coalition focuses on policies
influencing obesity prevention, CBPM - Policy Development and our
training materials are intended to assist the needs of diverse coalitions
addressing a wide array of public health issues.
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A New Concept: Community-Based Prevention Marketing for
Policy Development
The uniqueness of CBPM - Policy Development is that it blends
elements of community organizing, 9 social marketing,10 and public
health advocacy11 to enhance coalitions’ capacity to promote policy
change at the organizational, local community, and state levels.
Consistent with community organizing principles, community members
not only select the policies they want to promote, but also learn new
research and strategic techniques for gaining insights into factors that
influence how policy beneficiaries, stakeholders, and decision makers
view and make decisions about policy. These insights enable coalitions
to modify policy elements and frame issues to build common ground,
optimize support, and influence decision makers. Social marketing, the
application of marketing principles for designing and implementing
socially beneficial behavior change,12 provides coalitions with a
systematic planning process to guide policy selection and strategy
development. Public health advocacy skills give coalitions practical
tools for framing messages, advocating for change, and monitoring
implementation. The CBPM - Policy Development framework also
enhances coalitions’ capacity to evaluate impact – a skill most currently
lack, and which in turn, has the potential to expand the evidence base
for policy enactment.13

12. Grier S, Bryant CA. Social marketing in public health. Annu Rev
Public Health. 2005;26:319-331.
13. Frieden T, Dietz W, Collins J. Reducing childhood obesity through
policy change: acting now to prevent obesity. Health Aff.
2010;29(3):357-363.
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Title: Towards a co-creation perspective in social marketing
Abstract:
Background: Recent scholarship calls for the development of social
marketing theory to align it with contemporary marketing theory, and
improve it as a framework for behaviour and social change. Value (co)creation and service logic are now central to marketing thinking, but
less applied in social marketing. Objectives: This paper examines the
application of the value (co-)creation paradigm to social marketing.
Methods: The paper conceptualises consumer-organisation roles and
relationships, based on a review of the value (co-)creation and social
marketing literature. Findings: A framework advancing a value (co)creation perspective on social marketing is proposed. Conclusions:
The framework provides the conceptual foundations for further
theoretical and empirical work to improve understanding of how

CBPM - Policy Development occurs in 3 phases, Get Ready; Get Set;
and Go, and includes 8 steps: (1) create a foundation for success; (2)
review policy options; (3) select a policy to promote; (4) identify priority
audiences among beneficiaries, stakeholders, and decision-makers; (5)
conduct formative research with priority audiences; (6) develop a
marketing plan for promoting the policy; (7) advocate for policy
adoption; and (8) monitor policy implementation and evaluate impact.
Our presentation (1) describes each step in the CBPM - Policy
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principles of value (co-)creation apply in the context of social marketing
programmes, potential limitations and its implications for social and
behaviour change.
Introduction

Co-creation perspective in
mainstream marketing

Co-creation perspective in
social marketing

Experience

Tailored communication, services

Interaction & continuous dialogue Two way communication,
feedback

Service Dominant logic (SDL) (Vargo & Lusch, 2004) and a co-creation
perspective on commercial marketing (Prahalad & Ramaswamy, 2000)
are now firmly embedded within marketing theory. This perspective is
increasingly accepted to be applicable beyond commercial contexts
(Osborne, 2010) promising new insights for social marketing. However,
a systematic analysis is required to examine how these developments
can contribute to social marketing, and the implications for its theoretical
foundations and the framework for behaviour and social change (Desai,
2009; Gordon, 2011; Hastings, 2003; Peattie & Peattie, 2003).
Methods: A review of the service logic and value (co-)creation literature
was conducted to explore and conceptualize this perspective on social
marketing. The paper proposes a framework for a value (co-)creation
view of social marketing and suggests an agenda for future research.

Co-production

Co-planning, co-design, coservicing; delegated power

Customer engagement:
customizing, engaging with the
firm and other network actors

Participation, relationship
building; customers as advisors &
consultants

Resource integration

Capacity building

Value in context

Community

Network actor engagement

Partnerships and stakeholder
engagement

The organization as “facilitator” to Organization as “enabler” :
integrate resources
delegates power, interacts

From exchange to value co-creation
Social marketing was conceived in an era of goods dominant logic and
it is grounded in the exchange paradigm (Andreasen 2002). However,
recent scholarship has questioned the applicability of the core tenets of
traditional social marketing (e.g., whether social marketing contexts
allow for real exchanges, and whether the 4Ps of marketing can be
meaningfully applied) (Peattie & Peattie, 2003) and called for
conceptualisations that are more in tune with contemporary marketing
theory (Hastings, 2003) and adapted to social marketing contexts.

Implications
This paper explores the application of value (co-)creation perspective in
social marketing and its implications for addressing issues of building
capacities and supporting sustainable social change. The paper
contributes to the efforts to advance social marketing knowledge and
practice by conceptualizing recent marketing developments in a social
marketing context. Further research is required to examine co-creation
practices of customers, partners and other stakeholders and how they
impact on behaviour and social change outcomes. Further theoretical
and empirical research is also needed to investigate the applicability
and appropriateness of a co-creation perspective to different
behaviour/social change settings and topics. The role of the
organization in creating the context for co-creation in social marketing
also requires further attention.

Service and relationship marketing literature has challenged the
appropriateness of exchange as the key marketing concept and the
concepts of “interaction” , “relationships” and “value creation” have been
proposed as fundamentals of marketing (Gummesson, 2008). The
notion that the customer is a creator of value, sometimes collaborating
with an organization and other actors to co-create value (Grönroos,
2011) is central to this shift in thinking. The conceptualisation of the
customer’s role as an active integrator of resources, often drawing on
inputs provided by organisations and other value network partners
(McColl-Kennedy et al., 2012) is another novel aspect of the value (co)creation perspective.
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culturally competent and consider the population’s unique
psychographics in intervention design, implementation, and evaluation
(Bye et al., 2005). The CRUSH campaign is a bar and club-based
social marketing intervention that connect positive LGBT cultural values
with a healthy lifestyle.

Number: 99

Methodology

Author(s): Connor Lynch, Jeff Jordan

CRUSH is an innovative and evidence-based program that uses the
principles of social marketing to reach high risk LGBT young adults in
Las Vegas, Nevada. A key concept of social marketing is to utilize
audience segmentation and targeting. CRUSH is designed to deliver
targeted educational messages that prioritize the cultural identities of
current LGBT tobacco users and those most at risk of future tobacco
use. CRUSH accomplished this by engaging non-traditional partners,
delivering messages through non-traditional channels, and designing
messages based on feedback solicited only from the target population.
These channels include non-traditional partners such as entertainers,
bartenders, nightclub owners, and social leaders who are typically not
associated with tobacco prevention. By associating a health message
with these trusted, but unlikely channels, the CRUSH program modified
the subconscious associations related to tobacco use. This leads LGBT
tobacco users and those at risk who normally do not respond to
traditional health messages to identify with the message source and
internalize the knowledge contained within the message, facilitating
attitude change that leads to behavior change.

competence. Harvard Business Review, 78 (January), 79-90.

Affiliations: (1) Rescue Social Change Group, San Diego, CA, USA
Title: The CRUSH Campaign: A Tobacco-Free Social Marketing
Campaign in Las Vegas, Nevada for Lesbian, Gay, Bisexual and
Transgender Young Adults.
Abstract:
Bars and nightclubs are a popular destination for many Lesbian, Gay,
Bisexual, Transgender and Queer (LGBTQ) adults. For some, LGBTQ
bars are one of the few spaces where they feel welcome and
comfortable. Unfortunately, these community establishments are being
used as promotional vehicles for the tobacco industry. To counter
tobacco marketing, the Southern Nevada Health District developed
CRUSH, a bar and club-based counter marketing campaign. Through
events, social media, direct mail, street promotions and advertising,
CRUSH redefines the image of tobacco use in the LGBTQ community,
making it undesirable and instead making tobacco-free lifestyles more
desirable. With the help of influential community leaders and an
aspirational approach to counter-marketing, CRUSH has contributed to
a reduction of tobacco use in the Southern Nevada LGBTQ community
from 63% to 47%.

The CRUSH campaign messages were delivered using five channels to
reach the largest number of LGBT community members in a culturally
appropriate manner: Social Media, Bar & Club Promotions, Direct Mail,
and Trained Influencers. The most important intervention component is
Bar & Club Promotions because it is one of the tobacco industry’s top
strategies to reach new smokers, disproportionately targeting the LGBT
community. Counter-marketing efforts were conducted directly in bars
and clubs. CRUSH formed partnerships with venue owners and
managers to ensure that these influential community members become
part of the campaign itself. CRUSH trained influencers to deliver
messaging with pamphlets and palm cards that are designed
specifically for the LGBT population. Social Media and Direct Mail
reinforces messaging from the events and provides opportunities to
further engage the audience in an authentic manner. By delivering
tobacco education through multiple channels, CRUSH ensures
repeated message exposure, leading to association between LGBT
culture and the tobacco-free message. This association is critical to
ensure that high-risk LGBT adults, who usually do not listen to health
education messaging, perceive CRUSH messaging as a unique
campaign that spoke directly to them in their own language and style.

Aims & Objectives
1) Reduce disproportionately high rate of tobacco use amongst LGBTQ
young adults in Las Vegas, Nevada; 2) Embed a tobacco-free message
in other LGBTQ-focused organizations’ activities.
Rationale
Despite being a minority population, the LGBT community
disproportionately suffers 30,000 or 7% of deaths every year due to
smoking-related diseases (American Cancer Society, 2003). The
LGBTQ’s community disproportionately high rate of tobacco use may be
due, in part, to LGBT-targeted advertising by the tobacco industry, which
has largely focused on promotions at LGBT bars and clubs.
Researchers and the tobacco industry alike recognize that these
venues are perceived as a social resource, especially amongst urban
LGBT populations (McKirnan & Peterson, 1989). However, bar and club
patronage is often cited as a factor that influences tobacco use (Ryan
et al., 2001; Goebel, 1994; Remafedi, 2007). The bar and club culture
of the LGBT community has been leveraged by the tobacco industry
with strategic venue-based marketing (Washington, 2002). In the early
1990’s, for example, Phillip Morris launched Benson and Henges
Special Kings (BHSK), a cigarette brand targeted to gay men. An
internal marketing plan described the regular consumer as “hip, trendy,
image/status conscious…and into clothes, music, liquor, and nightlife.”
(Phillip Morris Internal Document, 1993). More recent promotions for the
new Camel No. 9 were also focused at LGBT bars and clubs.

Findings/Conclusions
CRUSH contributed to a reduction of LGBT smoking rates from 63% to
47% in Nevada. Due to CRUSH’s popularity amongst the LGBTQ
community, CRUSH has successfully partnered with other LGBTWissue focused non-profit organizations on various issues such as AIDS
prevention and PRIDE.
Suggested Next Steps
The CRUSH program should further develop partnership opportunities
with other LGBT-focused non-profit organizations to ensure that
tobacco-free lifestyles are ingrained in all messaging opportunities to
effectively develop and sustain a positive social norm amongst the
LGBTQ community.

The fact that bar and club culture is a key component in LGBT lifestyles
implies a strong need for LGBT-targeted tobacco education campaigns
to occur at these social venues (Remafedi, Jurek, & Oakes, 2007;
McKirnan et al, 1995). Additionally, the tobacco industry has prioritized
bar and club promotions in their marketing efforts, thus further
necessitating counter-marketing efforts (Leibel et al., 2011).
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that some of that fertilizer is running off the landscape into watersheds
and estuaries. This social marketing research is being conducted in
upper income neighborhoods of southwest Florida in the Tampa Bay
watershed in an attempt to understand the barriers to changing
behaviors that put water quality at risk.
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Over the last decade, many Florida producers of citrus, vegetables and
timber, took advantage of rising land values and sold their property for
urban development. At the peak of the housing boom, Florida was
receiving 1,000 new residents every day and many new homes were
being built on what was formerly agricultural land. Urban growth in turn
led to increased sales for the “Green Industry” (including sod farms and
plant nurseries), which have an economic impact of 8.6 billion dollars.
The landscape services sector of Florida employs 104,000 and turf
sales alone are more than 300 million dollars annually.
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A majority (60%) of Florida’s lakes, streams, rivers and estuaries have
been found to be impaired by nutrients originating from municipal
wastewater, septic tanks, agriculture and urban stormwater. Florida’s
Department of Environmental Protection is developing plans to restore
these waterbodies and meet numerical nutrient criteria. Many of these
plans will include policies and education directed at homeowners. The
management plans to restore Florida’s watersheds have targeted urban
stormwater runoff as a major source of pollution and it will require
millions of dollars in investment and significant changes in the practices
of homeowners. One response by water managers and municipalities
has been a regulatory approach to limit fertilizer application. Proposed
“blackout periods” during the months of heaviest rainfall in Florida are
designed to reduce the chance of storm water runoff. Homeowners
face a difficult task as their landscape is really an extension of their
home as both an investment and a dwelling. Maintenance of the
landscape is reinforced by neighborhood norms and home owner
association (HOA) codes. Homeowners are largely ignorant of best
management practices for turf grass and many of them prefer to
contract someone to manage the landscape for them.
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This project has focused on homeowners in the Upper Braden River
watershed, south of Tampa, Florida, that have ongoing problems with
nutrient loading and nuisance algae in their stormwater ponds. These
ponds are an amenity for homeowners, offering open views and wildlife
habitat. They also serve an important ecological function of controlling
stormwater runoff and trapping pollutants to protect the surrounding
watershed and as such they have limits to the amount of nutrients they
can hold and still function. The goal of the project is to change the
behaviors of homeowners to improve the ecological and aesthetic
functions of these ponds. Social marketing research was conducted
with homeowners and stakeholders to document current behaviors,
attitudes and knowledge regarding landscaping practices and their
effect on nutrient loading in stormwater ponds. These results have been
presented to an advisory board on stormwater issues who have
evaluated it and are now making recommendations to convince their
neighbors and other stakeholders to adopt provisions from a county
fertilizer “blackout” ordinance and modify their waterfront landscapes to
reduce the problems associated with nutrient loading and algae growth.
The social marketing campaign is based on several years of research
with residents, landscape managers and HOA leadership. Data
collection included focus groups, key informant interviews, and meeting
notes with a stormwater advisory board established to address these
issues. Additional research was conducted through secondary literature
reviews on stormwater pond landscaping.

Number: 100
Author(s): Dan Metcalfe
Affiliations: (1) Department of Health, UK
Title: Inbetweeners and boomers: how England is using social
marketing to improve the health of 55+ and 11-15 year olds
Abstract:
To avoid the benevolent myopia that often results from single-issue
programmes the Department of Health in England has adopted a life
stage approach to social marketing since 2010. This talk will explore the
strategies and outcomes (underpinned by the same behavioural model)
that have resulted from our work with 55+ and 11-15 year old audiences.
The 55+ work has focused on secondary prevention, where 2 years of
rigorous piloting and evaluation has delivered a world-first (we think)
proven national impact on 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 eschewing mass media and
attempting to change 'awareness'. The initial results have delivered
unprecedented levels of engagement, and offer a crash course in social
media - at the very least you'll understand what stardoll, danisnotonfire
and the 4.01show are.

Focus group research was conducted primarily with one target
audience group, consisting of retirees with experience in HOA
governance, many of whom lived on stormwater ponds or were familiar
with the management issues. Most participants had a general level of
knowledge of stormwater pond function, with many admitting it was
something they learned about after purchasing their home. They knew
that the ponds were all connected and that they had issues with algae
growth. Several participants mentioned the current cost of pond
maintenance. They recognized that the connection among ponds
meant that solutions had to be comprehensive- all residents would have
to make changes for them to be effective.

Number: 101
Author(s): Paul Monaghan, Michelle Atkinson, Emily Ott, Gail Hansen,
Shangchun Hu
Affiliations: (1) University of Florida, Gainesville, Florida, USA
Title: Barriers to Reducing the Environmental Impact of Residential
Landscapes
Abstract:
Homeowners in Florida apply an estimated 35 million pounds of
nitrogen fertilizer to their lawns every year and there is growing concern

Participants showed lower levels of knowledge regarding the
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Title: Prostate Cancer Detection: A Case Study Using Controversial
Advertising to Change Behaviour

connection between nutrients (fertilizer) and algae growth in their
ponds. This could be because most of them hired a contractor to apply
fertilizer to their lawns. They did not do it themselves and therefore are
disconnected from the impact of fertilizer on water quality. Several
residents did notice that landscapers directed grass clippings into the
ponds and that this should not be done because it adds to the nutrient
load. There was a general lack of communication with landscapers.
Often, the only standard is a green lawn without brown spots. When a
contractor could no longer provide this, residents would try a new one.
This disconnect and lack of communication between the homeowner
and the landscape contractor will be a barrier to making changes in
fertilizing practices.

Abstract:
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 (HPCA), an Australian non-profit organisation aimed at
spreading awareness about prostate cancer in their local regional area.
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 (and their wives to
encourage their husbands to do so).

A surprising number of participants mentioned the wildlife, particularly
the birds that were attracted to the ponds. This was a major enjoyment
from having stormwater ponds and desirable wildlife may be a benefit
that can be promoted with improved ponds. When we showed
participants an alternative view of stormwater pond landscaping, they
overwhelmingly preferred shoreline plantings to the current turf to the
shore. This does not mean there are not many barriers to changing from
the current landscaping design, but there is a lot less opposition to it
aesthetically if it is done right. Residents did have concerns about the
long term maintenance costs and the problems of plants taking over the
water surface. They often were more accepting of an alternative
landscape if they believed it could improve water quality.

Introduction
There are a number of men's health issues that need to be promoted to
the male population to encourage awareness, behaviour modification,
and prevention, including obesity, impotence and erectile problems, hair
loss, and prostate and testicular cancers (Kirby,,et al 2009). However,
there are difficulties as men are notoriously less interested in health and
medical issues than women, and often women’s health issues, like
breast cancer, are perceived as having greater awareness in the
community (TRACP 2009; Senate Committee 2009).
In Australia, prostate cancer is the most commonly diagnosed cancer
(Senate Committee 2009), and each year close to 3,300 men die of
prostate cancer, which exceeds the number of women who die from
breast cancer. A national survey by PCFA in 2012 showed that while
78% of women felt well informed about breast cancer – only 52% of
men felt informed about prostate cancer (PCFA 2012). Of concern,
there is generally a deficit of knowledge about prostate cancer amongst
men in the at-risk age group (Arnold-Reed et al 2008). For men,
prostate health is of particular importance because it is an often
misunderstood area of men’s health, and experiencing symptoms may
mean it is too late for effective treatment to regain quality of life, or even
to save a life. Research has shown that women have a strong influence
over men in terms of informing them, supporting them and advocating
action (Madgar et al, 2007; Boehmer & Clark, 2001; Norcross et al,
1996)

The advisory board is considering two broad behavioral objectives for
this campaign: control future nutrient runoff into the stormwater system
and improve shoreline landscapes to help mitigate the effects of existing
nutrient loading. The first objective is difficult because it involves all
households that are linked by the stormwater system to one pond; each
household can conceivably contribute nutrient runoff to the stormwater
system. The second objective is also complicated because it involves
modifying the widely accepted landscape of manicured St. Augustine
turf to along the shore of the pond with few littoral plants. To modify this
landscape for better ecological function, experts recommend planting
native species on the shoreline and aquatic plants in the water.
The success of this modified landscape, from an aesthetic standpoint
and in terms of whether it can truly improve water quality, makes it a
more uncertain approach. Residents bought their homes with
manicured turfgrass landscapes and changing the aesthetic
appearance is not a welcome alternative. In addition, if the first objective
(source reduction of nutrients) is not addressed, the second objective
(modified landscaping for the ponds) will not be entirely effective.
Improved landscaping of the shorelines of stormwater ponds alone
cannot solve the problems of nutrient loading from individual
households. The success of the program depends on residents making
a connection between their irrigation and fertilization practices for their
turf grass lawns and the corresponding growth of nuisance algae in their
stormwater ponds. It also depends on everyone recognizing their
connection to their neighbors and their collective responsibility for water
quality in their ponds.

The aim of this paper is to discuss the Hunter Prostate Cancer Alliance
(HPCA)’s “Little Prick” advertising campaign. The controversial ads
aimed at encouraging men to have blood tests to detect prostate
cancer.
Prostate Cancer
In Australia, around 20,000 new cases diagnosed every year (AIHW
2012). Around one in nine men will develop prostate cancer in their
lifetime, and it is regarded as the most common cancer in men in
Australia (Senate Committee 2009). Further, it accounts for
approximately 30% of new cases of cancer diagnosed in males (not
including non-melanoma skin cancers), and the second most common
cause of cancer-related death in males, with lung cancer.being the main
cause of death (PCFA 2012). This makes prostate cancer a significant
issue in men’s health.

This is an ongoing study and our objective is to begin a social marketing
intervention. We plan to measure the following:
1. Homeowner’s knowledge and understanding of stormwater pond
function and best practices for maintaining stormwater ponds.

Early detection of prostate cancer is the most effective means of
ensuring recovery and best quality of life. Early detection can be
achieved with PSA (Prostate Specific Antigen) blood test or DRE (Digital
Rectal Examination) testing. Research by the PCFA shows that only
10% of men surveyed between the ages of 50 and 70 had taken these
tests in the previous year (PCFA 2012). Regular tests of this type, as
part of regular check-ups with the doctor, are recommended for men 40
and older. Currently, the governing body for GPs does not endorse
population screening of prostate cancer through PSA tests, despite PSA
tests proved to be more accurate in detecting prostate issues than
mammograms are for detecting breast cancer (HPCA). Therefore, it is
the individual’s responsibility to undertake these blood tests.

2. Homeowner’s communication with their landscapers regarding
fertilizer application maintenance practices that protect water
quality.
3. Homeowner’s awareness and compliance with the provisions of
the county fertilizer ordinance.
4. Homeowner’s acceptance of planted buffer zones around
stormwater ponds.

Number: 102

Hunter Prostate Cancer Alliance (HPCA)

Author(s): Phillip Morgan, Cary Lee, David Waller

The HPCA is a non-profit organisation aimed at spreading awareness
about prostate cancer throughout the Hunter/New England region of
NSW (Lee 2011). It encourages men to have a PSA blood test, offers
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Australia (2) University of Technology Sydney, Sydney, Australia
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women on the health care-seeking behavior of men. Journal of Family
Practice, 43, 475-480.

information and a free counselling service, and promotes awareness of
prostate cancer and the importance of early detection, as well as
supporting those affected by the disease. The organisation was set up
in response to mortality rates from prostate cancer being up to 40%
higher in the Hunter/New England than metropolitan Sydney (AIHW
2012).

Prostate Cancer Foundation of Australia (2012) “Prostate Cancer
Statistics”. Found at: www.prostate.org.au/articleLive/pages/ProstateCancer-Statistics.html
Robertson S, Galdas P, McCreary DR, Oliffe JL, & Tremblay G. (2009)
Men’s health promotion in Canada: current context and future direction.
Health Education Journal 68:266–72.

“Little Prick” Campaign
In a strategic move the HPCA ran the 'Little Prick' campaign, which
encouraged men to take a blood test to check the PSA levels. The logic
was that early detection will help save these lives in the region.
Controversially the advertisements encouraged men to have “a little
prick” (a needle for a PSA blood test). There were 3 advertisements: 'My
wife made me get a little prick' (for men); 'I made my husband get a little
prick' (for women); and 'Have you had your little prick?' (an explanation
of
the
other
ads).
They
are
found
at:
www.youtube.com/user/HunterProstateCancer.

Robinson M, & Robertson S. (2010) Young men's health promotion and
new information communication technologies: illuminating the issues
and research agendas. Health Promotion International 25:363-370.
Senate Committee (2009) Select Committee on Men's Health.
Commonwealth
of
Australia,
29
May.
Found
at:
www.aph.gov.au/Parliamentary_Business/Committees/Senate_Commit
tees?url=menshealth_ctte/report/index.htm
Smith JA, and Bollen C. (2009) A focus on health promotion and
prevention through the development of the national men's health policy.
Health Promotion Journal of Australia. 20(2):98–101.

The advertisements were produced on a fairly low budget.
The campaign began running in 2007 and the reaction to it was mixed.
It was commonly criticised as an unpolished production that felt
amateurish, and received formal complaints to the Advertising
Standards Board (though subsequently defeated). However, the results
are undeniable. Most impressively, testing rates in the Hunter Region
were among the lowest in the state, and are now one of the highest –
“from Worst to First” (HCPA 2010; Lee 2011). The HPCA approached a
local pathology lab to assist in collecting data about PSA test trends.
Data was collected on the number of PSA tests conducted 12 months
prior to the campaign, in the 6 months during the campaign, and 6
months post campaign. In summary, PSA tests increased by around
250% during and after the campaign, with estimates of an additional
1000 men needing further testing or treatment for prostate cancer or
other prostate issues (HPCA 2010). After running the campaign a
number of issues were identified as lessons learnt from running this
campaign, including do not be afraid of controversy to get attention; for
men’s health issues, target women as well as men; there are different
attitudes between young and old males; and be aware of competition for
awareness and donations from other charitable organisations.

Smith, J., & Robertson, S. (2008). Men's Health promotion: A new
frontier in Australia and the UK. Health Promotion International, 23(3),
283-289.
The Royal Australasian College of Physicians (2009) Submission to the
Inquiry of the Senate Select Committee on Men’s Health. Found at:
http://www.racp.edu.au/page/policy-and-advocacy/college-submissions
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Title: Condom Merchandising and Availability in Vietnam: Changing
taboos
Abstract:
Rapid political, social and economic change in Vietnam has coincided
with an evolution in attitudes towards sex and contraception (Clements,
2006). Government-led family planning campaigns combined with an
epidemic of unwanted pregnancy has made the need for availability and
education about contraception increasingly important (Nguyen &
Budiharsana, 2012). As far back as 1997, Goodkind and Phan (1997)
found the reasons for rising condom use amongst the sexually active in
Vietnam included such factors as socioeconomic status and market
reforms; its compatibility as a contraceptive method with its traditional
counterparts; its popularity among young, wealthy and better educated
people in urban areas which also happens to be the destination of
migratory patterns and upward social mobility; and, the preference of
condoms over pills in Confucian societies. However, condoms are
useful as a form of transitory contraception (Do & Koenig, 2007). As
such, they may be particularly useful for young couples not yet in
permanent relationships. While it may seem self-evident to state that
the accessibility of condoms is an important criterion in their use
(Ohnishi & NotiCO, 2011), access and availability in Vietnam remains
problematic.

Conclusion
Prostate cancer awareness programs are an extremely important
aspect of men’s health promotion. In Australia the HPCA ran a
controversial, yet successful campaign to encourage PSA tests. It is
hoped that this paper will promote discourse on campaigns on men’s
health issues, and the use of controversial advertising appeals. By
learning lessons from past ad campaigns it is intended that more
effective campaigns for health issues and charities will be produced in
the future.
References
Arnold-Reed D E, Hince D A, Bulsara M K, Ngo H, Eaton M, Wright A
R, Jones F R, Kaczmarczyk W, Marangou A G, & Brett T D (2008)
“Knowledge and attitudes of men about prostate cancer”, The Medical
Journal of Australia, 189 (6), 312-314.
Australian Institute of Health and Welfare (2012). Cancer incidence
projections: Australia, 2011 to 2020. Cancer Series no. 66. Cat. No.
CAN 62. Canberra: AIHW.
Boehmer U, & Clark JA. (2001) Communication about prostate cancer
between men and their wives. Journal of Family Practice.
50(3):226–231.

Furthermore, there is evidence that shows that there is a link between
availability and store merchandising, and condom purchase (Ashwood,
Farris, Campo, Aquilino, & Losch, 2011; Scott-Sheldon, Glasford,
Marsh, & Lust, 2006). However, so far there appears to be limited
research in Vietnam about contraception preferences between
unmarried couples in Vietnam (Do & Koenig, 2007; Nguyen & Huong,
2003) although there is recent research about condoms and HIV
transmission (Chi, Gammeltoft, Hanh, & Rasch, 2012; Vu, Nadol, & Le,
2012). Social marketing may have a role to play in deconstructing social
taboos surrounding safe sex practices. Condoms and the connotations
attached to their use is a typical symbolic manifestation of social mores
(Sabri, Manceau & Pras, 2010). In addition, as a result of taboos
regarding sex (see Clements, 2006) studies of condom retailing and
merchandising methods in Vietnam have been more or less neglected.

HCPA (2010) “Worst to First” Media Release August. Found at:
www.hpca.org.au/media-menu/item/41-august-2010-worst-to-first.html
Kirby, R. S.; Carson, C. C., III; White, A.; & Kirby, M. G. (2009) Men’s
Health. Sedgerfield, United Kingdom, Atlas Medical Publishing, 2001.
Lee, C. (2011) “Get men talking about cancer and save lives”,
Newcastle Herald, 1 September, 11.
Madjar, I., Denham, J. & Rashid, P. (2007), ‘Do women have a role in
early detection of prostate cancer”, Australian Family Physician, May, 36
(5), 375 – 377.
Norcross, W. A., Ramirez, C., & Palinkas, L. A. (1996). The influence of

111

WSM Toronto Abstracts book_AW 03/06/2013 12:27 Page 112

Although point-of-purchase display and store nature do have an impact
on people’s buying behavior. There are two oft-cited barriers to condom
purchase: consumer embarrassment and retailer/management barriers
(Ashwood, et al., 2011; Dahl, Darke, Gorn, & Weinberg, 2005; Dahl,
Manchanda, & Argo, 2001). As their research shows, condoms are
products with high embarrassment levels involved during purchase
where social presence of other people, whether real or imagined, can
act as a major hindrance to purchase behavior. Personal confidence
and image of promiscuity on his or her attitude towards condom
purchase suggested that purchasing environment be altered to reduce
any potential social negative bias on condom buyers (Dahl, et al., 2005).
Furthermore, embarrassment that may occur during condom purchase
is evaluated as exceeding that of pre-purchase, use and disposal
(Moore et al., 2008). In terms of retail barriers, there is evidence that
found that when put on open shelves, sales of condoms have increased
(Ashwood, et al., 2011; Moore, et al., 2008). However, sometimes theft
and the retailer’s own hesitation in putting themselves and their stores
at risk of being negatively judged by customers mean that these
products are often kept in a secure and therefore inaccessible location
(Ashwood, et al., 2011).

interviews that might have caused participants to respond with bias
(Neuman, 2009). However, this is consistent with the findings of
Clements (2006) with regard to the status of condoms as a taboo
product within the context of Vietnam. The normalization of condoms in
HCMC seems to be happening in a way that condoms are being
displayed openly in a majority of stores.
More research on people’s condom shopping behavior, store
awareness and preference needs to be done in order to explore the
issue from the customers’ perspective. Pharmacies remain the least
customer-friendly for condom shoppers, and one of the reasons for this
is that pharmacy owners do not consider condoms as their main
product. This may imply that social marketing with pharmacy owners is
needed in order to change their mindset. Further research on whether
people in HCMC are becoming increasingly comfortable to talk about
condoms is needed to validate the results from this study, because the
destruction of condoms as a taboo may have wider implications for
social studies in Vietnam.
References
Ashwood, D., Farris, K. B., Campo, S., Aquilino, M. L., & Losch, M.
(2011). Unlocking the condoms: The effect on sales and theft.
Pharmacy Practice (Internet), 9(1), 44-47.

Approach
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“There’s no point displaying them outside, it doesn’t make any
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2 Science Literacy
The National Academy of Sciences (1996) describes science literacy as
the knowledge and understanding of scientific concepts and processes
required for personal decision making, participation in civic and cultural
affairs, and economic productivity. Scientific literacy implies that a
person can identify and understand scientific issues underlying policies
and statements, and can make informed decisions by evaluating the
quality of scientific information on the basis of its sources and the
methods used to generate it. Environmental and sustainability issues
are fundamentally shaped and informed by science (Caldwell, 1990),
and so Social Marketing must consider the implications of science
literacy in behavior change. For the purpose of connecting science
literacy.
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Title: Social Marketing, Environmentalism, and Science Literacy
Abstract:
Audience: This paper primarily targets Social Marketers focused on
behavior change in the context of environment and sustainability, but it
is also relevant for Social Marketers focused on behavior change in any
context informed by science.

2.1 Literacy: Evaluating statements of quantitative and qualitative
measurement

1 Abstract: Focus and Objectives
In the context of environment and sustainability, Social Marketing sets
out to change behavior in light of science that is often misunderstood
and even misrepresented. The implications of science literacy fall under
the broader and more complex social, cultural and political factors that
shape attitudes and behaviors. This paper examines in practical terms
the implications of science literacy in the context of environment and
sustainability, and suggests strategic and theoretical questions and
considerations for the field of Social Marketing.

Following its decisive withdrawal from the Kyoto Protocol in 2001, the
Bush Administration announced in early 2002 that its climate policy
would focus on setting a goal for reducing greenhouse gas intensity
(Kolstad, 2003). The World Resource Institute showed this target
actually allowed for the growth of GHG emissions (Herzig, Baumert,
Pershing, 2006). GHG intensity is a misleading measurement that
affects behavior vis-à-vis confused policy decisions and public opinion
(Karp,

1.1 Social Marketing – Changing Behavior

2006; Herzig, Baumert, Pershing, 2006). There are a host of productspecific examples of quantitative measurements used to influence
consumer behavior that invoke questions about materiality, legitimacy
and the types of marketing tools strategies that are used, ineffective and
potentially harmful to the intentions of the social marketing objectives.

Definitions of and approaches to social marketing generally focus on the
use of marketing tools and strategies to benefit individuals, communities
and society by changing behavior (MacKay-Nesbitt & DeMoranville,
2011).
1.2 Changing attitudes and behaviours in the context of
environment and sustainability - science informing behavior
change

Nolen and Talbert (2011) describe that qualitative assertions stem from
both qualitative and quantitative research, can be prescriptive in nature,
and should be subject to standards built around transparency and
responsibility. Many qualitative assertions appear in the marketing of
environmental products, often leaving consumers to interpret the
environmental performance of a product that is supported by little
scientific research. From a broader lens, we make qualitative
judgements about science based on what Owens (2008) describes as
complex socio-political factors, and as such we may dismiss science
that is more readily supported by actual data but that does align with a
favored political leader or media personality’s view.

Change in the context of sustainability - Figure 1 shows the percent of
public calling environmental issues serious environmental problems
(Leiserowitz, Kates, Parris, 2006 p 10). Each of these environmental
problems is the focus of research in the domain of science. That
awareness alone doesn’t readily translate to sustainable behaviour
change has informed various responses by Social Marketing - De Young

2.2 Literacy: Identifying and understanding the difference between
reliable and measureable knowledge and expert opinion
Oreskes (2004) describes that of 928 refereed scientific papers
published between 1993 and 2003, none disagreed with the consensus
position on anthropogenic climate change, and that confusion about this
scientific knowledge stems from political, economic and media
misunderstanding. Rolls- Hansen (1994) describes that arbitrary and
hurried impressions become the basis for action because
knowledgeable experts are not consulted. Oreskes and Conway (2010)
explain that discrepancies between reliable science and expert opinion
ultimately lead to discrepancies between reliable science, public opinion
and policy action and inaction. Freed and Torge (2012) explain that not
only are we addicted to experts, but that expert knowledge and opinion
is almost always driven by financial interests.
2.3 Literacy: Identifying and understanding contrarian science
Figure 1

Examining the tactics of fossil fuel corporations, (Karp, 2006) exposes
the denial machine behind the global warming debate as a propagandafilled campaign paid for by oil companies. Oreskes and Conway (2010)
present a case-by-case overview of deliberate contrarian science in the
cases of acid rain, the ozone hole and global warming, and conclude
that environmental issues portrayed in various media as scientific
debates are in fact economic strategies played out in markets. It is
ironic that against the fundamental idea that free markets produce the
optimum distribution of resources when participants have perfect
information, a complex network of organizations is deliberately
deploying contrarian science. In addition, it is doubly problematic that
populations ‘may prefer comforting lies to sobering facts’ (Oreskes and
Conway, 2010).

(2000) explains, marketing efforts to change behavior have traditionally
focused on incentives, disincentives and altruistic motives, and
McKenzie-Mohr (2000) explains that the majority of programs to foster
sustainable behaviour are information- intensive. However, Owens and
Drifill (2008) explain that strategies to change attitudes and behaviors
that use economic measures, regulation and educational campaigns
are typically information deficit approaches – that is, they fail to
incorporate more complex social, cultural and political factors that
shape attitudes and behaviors. One such factor, science literacy, stems
from how the science of environmental issues is interpreted,
communicated and even manipulated by a set of stakeholders with
divergent motives and interests.
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3

Title: Overcoming Obesity’s Misperception: A Colorado Campaign for
Change

Considerations for Social Marketing

Social Marketers attempt to change behavior in populations facing
these science literacy obstacles. Considerations for Social Marketing
extend through the intersection of science, truth, democracy and policy
(see Kitcher, 2001), and through theoretical questions about the
objectives of science and political transparency and accountability; they
include practical and strategic considerations such as the implications
of science literacy issues in situational analyses and various strategic
tools used in marketing strategy, and the monitoring and regulation of
science-laden claims. Fundamental questions, perhaps such as where
contrarian science lands in a SWOT analysis of a campaign to reduce
GHG emissions, are important steps towards potentially rich
interdisciplinary discussions on and analyses of science literacy
obstacles, with the view to better identify and understand opportunities
to advance the field of Social Marketing.

Abstract:
It just so happens that the theme of this year’s conference, New
Challenges and Solutions to Social Change, could also serve as the
mantra for Colorado’s campaign to fight obesity. Most of the marketing
and behavior change efforts to reduce obesity in the United States over
the past couple of decades have focused on attempts to use humor,
shame, or fear to motivate behavior change or a hardline “do this, not
that” lecture style to instruct audiences to alter their eating and physical
activity choices. Yet obesity rates in the US continue to grow. In 1990,
not one state‘s obesity rate exceeded 15%. Just two decades later, in
2010, 12 states’ obesity rates surpassed 30%.1 The nation’s weight is
exploding, and no public health campaigns to date have been able to
reverse the trend toward collective weight gain and resultant health
issues.

Research

But LiveWell Colorado, a nonprofit organization solely dedicated to
Colorado’s fight against obesity, understands that there are many
contributing factors to the weight of this state and that it’s going to take
more than public health outreach efforts to solve. With individuals’
health at risk and our health care, economic development, and
education systems at stake, LiveWell Colorado is poised to be the first
in the nation to turn these statistics around by advancing policies,
establishing environments, and encouraging lifestyles that elevate
healthy eating and active living by making the healthy choice the easy
choice for all Coloradans.

Caldwell, L.K. (1990). Between Two Worlds: Science, the
Environmental Movement and Policy Choice. New York, NY: Cambridge
University Press.
DeYoung, R. (2000). Expanding and Evaluating Motives for
Environmentally Responsible Behavior. Journal of Social Issues, Vol.
56, No. 3, 509–526.
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With Experts. Retrieved from:
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Herzog, T., Baumart, K., Pershing, J. (2006). Target: Intensity - An
Analysis of Greenhouse Gas Intensity Targets. Washington, DC: World
Resources Institute.

[OBESITY WEIGHS ON ALL OF US]
The Problem: While Colorado, a pioneer state located in the Rocky
Mountain region of the United States, is often touted the “leanest state,”
the “most “fit,” or the “skinniest” 1 Center for Disease Control and
Prevention. (n.d.). Overweight and Obesity: Adult Obesity Facts. The
History
of
State
Obesity
Prevalence.
Retrieved
from
http://www.cdc.gov/obesity/data/adult.html due to its adult obesity rate
of just over 20%2, one in two adults are overweight or obese3. And the
state’s childhood obesity rate is the second fastest-growing in the
nation, currently at 14.2%4. Among the Hispanic population, which
makes up 20% of the state’s total population, the figures are more
startling. Two in three are overweight or obese5. Colorado is merely the
least overweight state in an obese nation.

Kaplan, S. (2000). Human Nature and Environmentally Responsible
Behavior. Journal of Social Issues, Vol. 56, No. 3, 491–508.
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Campaign to Fight Obesity: LiveWell Colorado hired Launch, a
marketing firm specializing in social issues, and a team of researchers
and communication professionals, to design and execute a multi-year
behavior-change campaign that would ultimately inspire Coloradans to
embrace and adopt healthy eating and active living habits long term.
LiveWell Colorado wants to make the healthy choice the easy and
preferred choice. Launch was hired because of its demonstrated ability
to combine research insights with award-winning design and writing to
influence and change policies, attitudes, and habits.

McKay-Nesbitt, J., DeMoranville, C., McNally, D. (2011). A strategy for
advancing social marketing: Social marketing projects in introductory
marketing courses. Journal of Social Marketing, Vol. 2 No. 1, 52-69.
McKenzie-Mohr, D. (2000). Promoting Sustainable Behavior: An
Introduction to Community-Based Social Marketing. Journal of Social
Issues, Vol. 56, No. 3, 543–554.

Key Research Insight: This campaign started with a six-month primary
research effort. While LiveWell Colorado initially imagined a fun,
inspiring campaign that would move people to alter habits that led to an
overweight or obese status, our research revealed a key insight that
meant a completely different approach to the campaign was required.
The primary research effort, and its surprising result, are detailed below.

Nolen, M., & Talbot, T. (2011). Qualitative Assertions as Prescriptive
Statements. Educational Psychology Review, 10648-011-9159-6.
Oreskes, N. (2004). The Scientific Consensus on Climate Change.
Science, Vol. 306, No. 5702, 1686.
Oreskes, N., & Conway, E. (2010). Merchants of Doubt. New York, NY:
Bloomsbury Press. Owens, S., & Drifill, R. (2008). How to change
attitudes and behaviours in the context of energy. Energy Policy, 36,
4412–4418.

A quantitative attitudinal and behavioral study demonstrated strong
support for segmenting our Colorado audience by gender, age, and
socio-economic status. This meant the portion of the state’s population
most concerned about the issue of obesity and most willing to alter
unhealthy eating and physical activity habits were women with children
under 12 years of age whose household incomes are less than $50,000.

Rolls-Hansen, N. (1994). Science, Politics, and the Media: On Biased
Communication of Environmental Issues. Science, Technology and
Human Values, Vol. 19, No. 3, 324-341.
The National Academy of Sciences. (1996). National Science Education
Standards. Washington, DC: National Academy Press.

In conversations with more than 100 of these overweight and obese
mothers living in four parts of the state, about 60% English-speaking
and 40% Spanishspeaking, a pattern emerged in the discussion about
obesity. While the women understood there are health risks associated
with obesity and know about behavior changes to reduce that risk, they
were apathetic toward their own health and behaviors.

Number: 105
Author(s): Sara O'Keefe, Martha Peck

Frustrated with this ambivalence three focus groups in, our moderator

Affiliations: (1) Launch, Denver, CO, USA
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spoke up. “You know, I’m just a few pounds shy of obese,” he explained.
The room erupted; the women were quick to come to his “rescue” by
denying this fact and assuring him he looks good. They were confused
at how James, a middle-aged suburban father and husband who looks
like every other 45-year-old they know, could be five pounds shy of
obese. We hit a nerve. The social norm for these women is overweight
and obese, so they were unable to recognize what it really looks like to
be at a healthy weight. Thereafter, James interjected with his personal
narrative at each focus group..

the obesity-specific behavior change models we’ve developed based on
our key insights from research. The interactive presentation will include
the following content, not necessarily in this order.
• The Obesity Quiz – interactive exercise to demonstrate key
research insight
• Meet Maria – target audience personas based on qualitative
efforts
• From Ambivalence to Action – new obesity behavior change model
• Shifting the Social Norm – the strategy behind the movement

Sure enough, his theory held and another pattern emerged. When
asked to describe what the word “obesity” means, similar images and
answers were heard in all of the focus groups. These conversations
demonstrated that Coloradans’ mental image of obesity refers only to
the extreme version of such – those people who are actually morbidly
obese. Participants recalled people they see on “The Biggest Loser” TV
show and people who are “300 pounds overweight.” Or, they referred to
“people who take up two seats on an airplane.” The discussion was the
same in every city, with each mom, regardless of race, culture, income,
formal education, or work status. Again and again, it became clear that
people grossly misperceive what it actually means to be obese. And
because they imagine “those people” on TV, or people who have a hard
time walking, they don’t have a reason to care. They place the issue of
obesity on someone else so overweight that “it could never be about
me.”

• The Design Dilemma – the importance of good creative that’s
dictated by data
• Battling Barriers – key components to mass media + community
engagement
• From Individualism to Collectivism – a grassroots model to
empower Mom
• Evaluation – ongoing tracking of awareness, attitudes, knowledge,
and behaviors
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This key insight was critical to informing the root of a Colorado
campaign to fight obesity. What we once thought was lack of motivation
turned out to be a misperception about what obesity really looked like.
What we once thought would be an inspirational call-to-action turned
out to be a truthful and bold reality check, a statewide wake-up call. The
challenge with this insight is that we had to produce a campaign that,
without producing shame or casting judgment, showed Coloradans
what healthy weight, overweight, and obese truly look like. We needed
a visual correction of obesity in order to force an awakening that would
prompt Coloradans to check their own weight status.

Title: Media in Vietnam and what it means for Social Marketers
Abstract:
Background
Whilst both upstream and downstream techniques have their place in
social marketing (SM) communication strategy (Goldberg, 1995), this
paper focuses on downstream techniques given the inherent
complexities of working with the (socialist) government in Vietnam. In
the Vietnamese context SM is likely to be different, if only because of
the difference in the Westernised construction of the theories
underpinning SM. Vietnam is a rapidly changing social landscape where
there are changes at the broader societal level due to a variety of
pressures (McCann et al. 2004), as well as at the individual consumer
level.

[PROPOSAL FOR WORKSHOP SESSION]
We propose a research-intensive session that focuses on the key
insights that led to an award-winning campaign blending behavioral
science and design to make an impact in a social space cluttered with
news, opinions, data, and activities. Through an extensive and ongoing
research effort, we uncovered a breakthrough understanding in
behavior and attitudes surrounding obesity that could influence the
behavior-change model for reducing obesity in other states and cultural
contexts.

Vietnamese audiences have unique cultural characteristics, including
the influence of Confucianism (Hofer et al. 2010; Jamieson, 1995),
collectivism (Jamieson, 1995), “Europeanisation” under the French (Do
et al, 2009) and more recently westernization (McCann et al, 2004).
Collectivism or group orientation in Vietnam contains the key elements
of filial piety (respecting and honouring one’s parents) and moral debt
(the duty owed to one’s parents) (Triandis et al, 1995). There has been
some evidence to suggest that filial piety may be eroding in some
eastern cultures and that intergenerational interactions may be
changing (McCann, 2004). Vietnamese people exhibit some collectivist
attributes comparable to China, Singapore, South Korea and Thailand
(Hofstede and Hofstede, 2004), but given the history it remains unique
in some respects (Hofer et al, 2010). Vietnam is a young country with
53.3% of the population under the age of 30 (GSO, 2009). However, the
fertility rate declined for the last 15 years. This young, wealthier and
increasingly consumerist population is both a blessing and a curse for
social marketers, especially in the area of sustainability. There is a fairly
open, forward looking youth market open to new ideas, keen to
modernise (Higgins, 2008; Freire, 2009) and move themselves and their
families into a more prosperous position (Jamieson, 1995).

Often, social marketing purists don’t like to prescribe mass media in
behavior change efforts, because it’s challenging to quantify actual
behavior change and engagement with mass communication tactics.
But for this campaign, mass media is just what the doctor ordered –
because we were faced with a unique awareness and public perception
challenge. In our focus groups, we learned that the only way to visually
correct what obesity looks like – and demonstrate that it’s not as
extreme as we imagine – is through a visual labeling exercise. The core
of the first of five phases of the campaign needed to be a television spot,
because TV offered a perfect medium for this visual correction exercise.
But the campaign doesn’t end there. An interactive website offers tools
to determine how one’s weight and lifestyle stack up, including where
the individual stands on the obesity spectrum. A network of more than
800 moms connects women throughout the state on issues of healthy
eating and active living. Two branded “Get Movin’ Mobile” vehicles
travel around Colorado to show families how easy and fun physical
activity can be. Community coordinators throughout 22 Colorado
communities serve as messengers at a grassroots level. And
Promotores de Salud, “health promoters,” educate Spanish speakers
through workshops and one-on-one sessions where they are introduced
to an extensive Spanish-language website and a nutritionist who
engages them in healthy dialogue.

Media in Vietnam
Whilst the content for the various media channels in Vietnam are
controlled and monitored, Vietnam still has a vibrant and rapidly
evolving media environment. Television is still the king for advertisers,
accounting for nearly 79% of annual media spend (See Table 1), with
growth in media spend estimated at 33% per annum in 2009 (Cimigo,
2010). A high level of growth has also been seen in Internet usage, and
Internet ad-spend. Household penetration of television sets is 86.9%
(GSO, 2009).

For this workshop session, we will walk participants through the
research insights, strategy development, and execution of the first two
years of the campaign and share at what point and with what frequency
we relied on research to check-in and course-correct. And, we’ll share
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Table 1: Media Channels and Media Spend

cities as common means for the government and other organisations to
disperse information to residents. Loudspeakers have become less
accepted in the big cities because they upset the daily routines of
people there, however, in rural areas, they have proven to be reliable
(Le, 2009). Other more modern variants of this technique are now used
including loudspeakers on the back of vehicles and cars, trucks and
even motorbikes pulling billboards. Social marketing promotion efforts
are often aimed at the individual but in Vietnam the level of promotion
may need to be more focused at the community and societal level as
well. However, standard collectivist strategies might not work
considering the tension between the younger and older generations.
More research in this domain is required to ensure that campaigns are
effectively targeted. SM in Vietnam may need to be upstream
(government) before considering downstream techniques; this is to
increase the likelihood of smooth implementation and to ensure
compliance with law. Moreover, while literacy levels are high, taboo
subjects are still limited both politically and culturally. As a consequence
promotional messages need to be mindful of cultural and political
sensitivities, but also careful so as not to be diluted to the point of
blandness. As with much of the developed world, downloadable
applications, social media and other mobile online initiatives will be an
important growth area in SM when it comes to young people.

Medium Channels1 Reach2 Media Spend3 (US$)
Television
- Free to air
- Subscription
111 Channels (Digital and Analogue)
93 Channels (Cable and Satellite)
91%
60%
551,008,000
Newspapers 194 outlets (National & Local) 44% 81,145,000
Magazines 592 outlets (National & Local) N/A 48,382,421
Internet 61 online newspapers & magazines
191 social media platforms
31% 22,000,000
Radio 67 Channels (National & Local) 23% 1,830,000
1 Television: 2010 (Cimigo 2010); Others: National Media Report 2012
(Hien Chi 2012)

Vietnamese consumers are increasingly sophisticated Internet users
and access to Internet has infiltrated even the most isolated rural
communities. Social marketers need to take into account these political,
legal, economic, social, cultural and technological influences and
combine this with Vietnam’s unique media landscape to ensure bettertailored promotional campaigns.

2 Newspaper and Television: 2008 (Mindshare, 2009); Internet: 2011
(Cimigo, 2012); Radio: 2009 (GSO, 2009)
3 2010, Kantar Media (Cimigo, 2011)
Newspaper and Magazine readership is high with launches of many
new magazine titles, often local, versions of international entertainmentfocused magazines, such as Cosmopolitan. However, the content of the
mass readership vehicles is monitored by the central government and
taboo subjects such as safe sex are unlikely to find their way into print
(Clements, 2006). Whilst these three media are commonly used and
relied upon, there is also a growing scepticism towards media. A lot of
program content is designed around the products being advertised, and
in many cases the advertiser creates the content. Likewise, journalists
are suspected of receiving payment for spruiking products, in fact,
accepting payment in return for the promotion of products within
program or story in the media is almost expected practice (Le, 2009). As
a consequence, social marketers may find themselves unable to
compete due to being unable to find sufficient funds to facilitate these
connections.
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Because social marketing aims to change unsafe behaviours, it has
potential to road safety issues, particularly with delivering messages
that change divers’ unsafe attitude and behaviours. In order to craft
effective messages in road safety social marketing campaigns, the
foundation for those attitude and behaviours--underlying descriptive and
injunctive norms--must be well understood and documented. Given the
relative dearth of research available on road safety in Vietnam, a
baseline study was undertaken to initially understand what the current
knowledge, attitudes and behavior in regard to road safety and
motorcycle driving skills. The study was carried out by the Asia Injury
Prevention Foundation (AIPF) in conjunction with RMIT Vietnam
University.
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Method
Ten focus groups that contained 74 participants, aged between 17 and
57, were organized by AIPF. Each group was consisted of 6-8 members
including gender-separate and some mixed sessions for high school
students, university students, workers and parents. Participants joined
the study on a voluntary basis. These focus groups centered on topics
related to three major themes: road safety in general, good driver, and
influences on driving behaviours. Data were analysed using qualitative
content analysis.
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Results and Discussion

Road traffic injuries and deaths continue to be a serious worldwide
health issue especially in developing countries. Vietnam, a rapidly
developing country, has seen major shifts to industrialization and
urbanization. Car ownership remains low at around 1.3 vehicles per 100
households, whilst there are 96.1 motorbikes for every 100 households
(General Statistics Office, 2010). According to the Vietnamese Ministry
of Health (2011), around one million Vietnamese suffered some form of
road-related injury (or death) every year. This means around three
thousand road injuries (Ministry of Health, 2011) and around 36 deaths
every day (WHO, 2009). The statistics are possibly larger given that
road-related injuries are difficult to estimate because road fatalities are
defined by police as dying within 24 hours of a road accident (WHO,
2009). Thus, the scope of the problem is indefinably ‘large’ and affects
many people. Studies have indicated the contribution of drivers’
perceptual errors to road traffic incidents (Sabey & Taylor, 1980). The
errors may stem from misperceptions of environmental factors or the
ability of drivers and their vehicles (Brow & Groeger, 1988). The
literature about misperceptions and health related behaviours
demonstrated that misperceptions could lead to erroneous descriptive
norms that govern individuals’ attitude (Heine et al., 2005), which in turn
can influence their intention to produce actual behaviour, in this case
driving behaviour.

A range of road safety-related topics were discussed, but they could be
mainly grouped into three broad themes: road users’
knowledge/attitudes/behaviour on the road, legal infrastructure and
technical infrastructure. These are briefly outlined here. The major aim of
the focus groups was to examine road user-related knowledge, attitudes
and behaviour. The findings revolved around participants’ awareness
and sense of responsibility that their actions could impact on other
people’s lives. However, despite the evidence outlined above the
participants felt that driving and road safety were not commonly seen as
a ‘serious problem’. Most of the groups concluded that it was the
responsibility of drivers to drive safely in order to protect the lives of
others in communities. This was particularly important for those taking
family members as passenger on their motorbikes. While the majority of
participants believed that good drivers follow the road laws, are focused,
show awareness of other drivers and are emotionally in control, there
was a widely held belief that if one obeyed the road laws but others
didn’t, the one who did abide by the rules was foolish. There was also
questioning of the laws with regard to special circumstances and when
the perceived majority disobey the laws. An example cited was that if one
didn’t run a red light when it had just changed, they would be ‘blamed’ for
blocking the road. Thus, the descriptive norms outweigh the injunctive
norms. Other commonly cited unsafe behaviours identified by the groups
included, distractions (listening to music with headphones, ‘looking at
girls’ and waving to others). Other unsafe behaviours are: The
unpredictable poor behaviour of other drivers (turning without indicating,
sudden breaking), overloading motorbikes with too many passengers or
other goods, parallel driving and passing others without alerting them
with one’s horn. Good skills were identified to include: knowledge of
shortcuts and oneway streets, how to ‘safely’ drive on the pavement in
traffic jams, knowledge of ‘police spots’ and how to appropriately deal
with police when pulled-over. In terms of legal infrastructure, three broad
subcategories were uncovered:

Schwartz (1977) posited that personal (subjective) norms were
motivating factors in social action, whereby people were motivated to
act (or not) based on their felt sense of obligation to act. That is,
regardless of societal norms, people needed to have a personally felt
sense of responsibility and awareness of consequences, as well as a
personal obligation in order to behave in a certain way (Schwartz,
1968). The component ‘ascription of responsibility’ is operationally
related to the idea of ‘diffusion of responsibility’– that is, a person must
feel that they are wholly responsible in order to be motivated to act. If a
person thinks it is someone else’s responsibility, not their responsibility
or that someone else will step in and do the job, they will not undertake
the required action. While Schwartz differentiated between societal
norms and subjective or personal norms, Cialdini and others (Cialdini,
Reno, & Kallgren, 1990) proposed that norms come in two types:
descriptive or injunctive. Descriptive norms are those that are displayed
in the society, which provide cues to the social expectations of
behaviour. For example, sun tanning on beaches in summer is normal

1) Regulations, which were seen to be too loose;
2) Information and Education; which were and seen as insufficient;
3) Enforcement, which was generally believed to be inconsistent. These
were consistent with the tripartite model of behavioural compliance for
successful social marketing campaign proposed by Snitow and Brennan
(2011).
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Mexico (Consejo de la Communicacion), and Argentina (Consejo
Publicitario Argentino).

However, the situational weaknesses associated with each of the
elements and represent a potential barrier to any road safety social
marketing campaign. Lastly, key issues were highlighted by groups in
technical infrastructure: poor road conditions, excessive traffic,
unsecured road construction sites, poor signage, lack of divisions for
motorcycle and larger vehicles and street flooding. In order to delineate
the next step in developing a suitable social marketing campaign which
takes into account the unique characteristics of Vietnam, further
investigations into commonly held descriptive and injunctive norms is
needed. The authors will address this problem in a forthcoming study
into young adult motorcycle driving norms and behaviours.

In 2007, a group loosely affiliated with the Private Sector Organization
of Jamaica contacted the Advertising Council in New York about the
possibility of establishing Ad Council Jamaica (ACJ). Jamaica is no
stranger to the world of social marketing: in the 1970’s and ‘80’s
Jamaica’s National Family Planning Board utilized foreign aid funding
to sponsor the “Two is better than too many” campaign , which is widely
credited with reducing the average number of children in families from
over six to just over two per household. Its success was credited to the
formative research it conducted that helped make the case for a
smaller family, the engaging creative it developed that utilized
colloquial language, the coordinated phone help lines and availability
of local outreach workers, as well as an investment in media buying
and evaluation.
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In the spring of 2010 one of the original board members decided to try
again, this time with a personal investment of operating funds, donated
space for meetings, a new board, and with the consultative services of
this working paper’s author, a former senior executive of the U.S. Ad
Council. This paper will explore the opportunities, as well as the trials
and tribulations, of establishing this kind of centralized coordinating
organization focused on social communications, based on the
learnings and experience of this consultant and Brigette Levy, my
counterpart who has served as key facilitator on the ground in Jamaica
for ACJ.
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Steps taken to rebuild ACJ

Snitow, S. & Brennan, L. (2011), Reducing Drink Driving Road Deaths:
Integrating Communication and Social Policy Enforcement in Australia,
in Cheng, H.. Kotler, P. and Lee, N. Social Marketing for Public Health:
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In the summer of 2010, this consultant was hired to conduct a series of
interviews with a broad range of stakeholders from the advertising,
media, corporate, academic, nonprofit, and international aid
organizations to understand the barriers and opportunities to reestablishing ACJ and to help build capacity for the organization. Based
on this research , a number of recommendations were made in regard
to fundraising, the organization’s business model, working with ad
agencies and media companies, and an overall focus on results.

World Health Organization (2009). Global Status Report on Road
Safety: Time for Action, World Health Organization: Department of
Violence & Injury Prevention and Disability, Geneva.

In preparation for the re-launch in May 2011 agreements were readied
with the Media Association of Jamaica, The Advertising Agencies
Association of Jamaica, and the Jamaican Film Producers Association
to support the efforts of ACJ. At the same time, the leadership team
began a series of meetings with local NGOs and government agencies
to identify a short list of campaigns for immediate development. The
three campaigns identified were: reducing burning trash, reducing
littering, and parent engagement. Briefing meetings were held with
NGOs addressing these issues, and creative briefs were developed by
advertising agencies that offered their pro-bono services in advance of
creative development. In addition, the ACJ team and the NGOs began
to identify potential funders for these campaign efforts.
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Abstract:
Background/Overview
Following the founding of the U.S.-based Advertising Council in 1942, a
number of other countries established centralized coordinating
organizations to create advertising and communications campaigns in
support of issues of importance to social marketers. These campaigns
are sometimes integrated into larger programs utilizing a host of social
marketing tools and techniques, and sometimes stand alone as
messaging efforts sponsored by NGOs, government agencies or the
coordinating organization itself. Three of the larger more established
organizations doing this kind of work are in Japan (Japan Ad Council),

To officially re-launch ACJ, a number of presentations and meetings
were set up in May 2011 to introduce the organization to key
stakeholders. These included: seminars with advertising and media
companies on developing effective campaigns; a meeting with
government and NGO officials on how advertising campaigns can help
address critical issues in Jamaica, and a formal luncheon for business
leaders to introduce them to the ACJ leadership team and to ask for
their financial support as the organization develops its campaigns.
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Challenges Ad Council Jamaica currently faces

Abstract:

Although it has been over a year since ACJ was re-launched, only the
parental engagement campaign continues to be in development and it
still hasn’t been finalized. While the stakeholder research identified that
media companies might not be able to provide pro-bono ad space all
year round (especially during holiday and high-demand periods), that
was not initially the case with pro-bono services from ad agencies.
However, the challenge of developing issue campaigns, which require
an increased level of thoughtfulness and nuance as compared to
commercial ad campaigns and take up a great deal of staff time, is
leading ACJ to consider whether agencies might need to be reimbursed
for their time as well.

Learning Objectives
The attendees will gain an understanding of: 1. the models applied from
risk communications and behavior and social change theories to
effectively motivate consumers to purchase flood insurance; 2. how to
segment and prioritize markets to have the highest growth potential,
based on research and analytics; and 3. how these insights will be
applied to reach consumers through a systematic community
engagement approach.
Situation
Each year, thousands of Americans lose their homes and belongings to
flood-related disasters. Without flood insurance families face
devastating financial and personal loss. Ogilvy and J. Walter Thompson
(JWT) support the National Flood Insurance Program (NFIP)’s
FloodSmart campaign, which aims to combat flood misperceptions and
increase the number of Americans that are protected with flood
insurance.

ACJ had hoped that the involvement of the Advertising Agencies
Association of Jamaica would help engage and excite the member
agencies to provide these services, but so far their involvement has not
been able to troubleshoot important working relationship issues like
these and create a more supportive situation. Adding to the problem,
some of the NGOs that have been involved in advising the campaign
have not been able to agree on aspects of the creative materials, which
has also led to campaign delays.

Execution
In 2011, FloodSmart re-evaluated its application of behavior change
theory to the issue of how to motivate consumers to protect themselves
financially with flood insurance. Following extensive research and a
past-performance review, the team re-focused the campaign on the
hyper-local level— identifying new influential voices and channels,
building new partners and commitments, and complementing messages
from digital, paid media, and direct mail efforts.

Larger financial issues are also having an impact. The global financial
situation has strongly affected Jamaica, and advertising and media
companies are feeling the squeeze from late-paying clients. ACJ board
members also report that in meetings with potential corporate funders,
they find more interest in donating to political parties or causes than to
an organization working on communicating critical social issues. There
has not been sufficient budget raised to pay for the out-of-pocket and
other costs needed to launch the parenting campaign, which suggests
that the board has to develop better ways to make the case for ACJ to
potential funders.

Project Overview
Floods threaten lives and significantly impact the financial well-being of
communities, leading thousands of Americans to lose their homes and
belongings every year. Despite widespread media coverage of flood
disasters, the NFIP realized that many Americans underestimated their
personal risk of flood damage and were therefore unaware that a flood
insurance policy can save them financial ruin. In 2004, the NFIP
selected Ogilvy and JWT to develop the FloodSmart campaign to
reverse this negative trend. The NFIP’s FloodSmart campaign
encourages U.S. residents to protect the value of their properties and
possessions with flood insurance. Building on risk communications and
behavior and social change models coupled with integrated marketing
strategies, Ogilvy has driven a campaign that encourages property
owners to be aware of their risk and take action to protect themselves
by obtaining flood policies.

Additionally, on the topic of fundraising, the initial stakeholder research
raised questions as to whether the current board had the ability to raise
the needed funds to get the organization off the ground. With only 2.7
million people in the entire country and just a small number in positions
of leadership in the business world, personalities can often clash and
long-held beliefs about individuals and institutions may be hard to
overcome, which may also explain the fundraising challenge.
Thoughts on full paper and presentation
As this is a working paper, the plan is to expand and delve deeper into
the topics and issues described here for the full paper and potential
presentation at the WSM Conference next spring. This will include more
information about and data from some of the existing social
communications organizations worldwide and the value they provide in
their respective countries, a deeper assessment of the current ACJ
campaign and the status of overall activities, and a more comparative
discussion of the cultural issues ACJ faces versus the social
communications NGOs in other countries.

Challenge
Eight years after the campaign was first introduced, policy growth has
flattened, revealing a need to re-examine how we apply behavior
change theory to reach and motivate at-risk consumers.
Audiences
The FloodSmart program focuses on three key groups: homeowners
(potential flood victims); insurance agents and the insurance industry
(play a critical role in the policy buying-continuum); and community
stakeholders.

With specific regard to a potential presentation, the plan is to create an
interactive environment where audience feedback would be channeled
into suggestions for how ACJ can overcome its obstacles, grow the
organization, and better align it with social marketing practice. We would
also intersperse the conversation with personal anecdotes from the two
co-authors and survey interest of the attendees in developing similar
types of organizations in their own countries.

Research & Approach
In refining the campaign, FloodSmart reviewed previously conducted
primary and secondary research, conducted formative research with
academics to help frame the new strategy, and developed a tiered
target market list based on extensive research, in order to distinguish
and prioritize key markets to a greater degree than in the past. The
academic research was conducted with five Behavioral Economists
from top institutions to better understand the drivers of consumer
decisions around flood insurance. The academics provided their
theories on how to motivate consumers to make decisions about
mitigating low-probability, high-consequence events like flooding. Their
theories were used to create compelling consumer-facing stimulus and
inform a new approach to messaging. We learned there were three
major categories of biases that hinder consumer decisions, which
include: 1. misperceptions of personal risk; 2. misperceptions of the
severity of the consequence/impact of the hazard; and 3.
procrastination in implementing the mitigation. In addition, a thorough

1 National Family Planning Board “Two Child Family” campaign.
http://www.jnfpb.org/aboutus.htm
2 “Reigniting Ad Council Jamaica: Research Summary, Implications and
Recommendations,” George Perlov Consulting, May 2011.
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review of social marketing theory was conducted (including such
theories as Socio-ecological model, Social Norming, and the Health
Belief Model) to inform changes in the way campaign messages,
communications channels, and programs were designed. Approach:
Based on insights from the research and theoretical review, campaign
messages and creative assets have been refined. In addition,
FloodSmart’s public relations efforts were refocused on the hyper-local
level — identifying new influential voices and channels, building new
partners and commitments, personalizing risk, and complementing
messages from more tailored digital, paid media, and direct mail efforts.
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Title: Is Green Red or Black? Understanding how Luxury Hospitality
Customers Value Green Initiatives
Abstract:
Service-oriented hospitality organizations are increasingly responding
to pressures from governmental agencies, consumer/environmental
advocacy groups, and competition to develop and to implement green
marketing practices into their operations. As a result, many leading
hoteliers have put into practice many green marketing (including
sustainable) initiatives such as rooftop gardens, newspapers ondemand, energy-saving light bulbs, linen washing by request, automatic
lighting, and so forth. Although these initiatives are socially noteworthy,
and appear in-line with the ethos of positive marketing, one may
speculate the extent to which consumers are individually and
collectively “better off” by engaging in green practices during their
sojourns. That is, do consumers perceive hotel green practices merely
as marketplace niceties or as valid strategic practices that are worthy of
providing hotels with a competitive advantage against the competition?

Segmentation
The campaign must continue to find the “sweet spot” of cost-effectively
and efficiently marketing in the areas with the highest growth potential.
To better allocate media resources, both paid and earned, FloodSmart
developed a tiered market strategy that will help assign the appropriate
level and mix of campaign resources to areas of highest risk and
opportunity, based on multiple factors. The team analyzed all U.S.
markets to allocate them to one of three tiers. Hundreds of factors were
considered when selecting the tiered markets, including purchase
propensity specific to flood insurance; estimated penetration of policy
holders; volume of property structures; and media efficiency. Tier one
markets are those with the high opportunity for action on the part of
homeowners and will receive paid and earned media support. Tier two
markets will require more robust earned media to build understanding
and relevance among community members and are the basis of the
new community engagement effort, which among other activities
includes stakeholder outreach, event support, and tailored materials.

Nearly twenty years ago, before green marketing became a cause
célèbre, service researchers (Grove et al. 1996) put forth that service
organizations have social responsibilities in the preservation of the
environment. Although the greening of services makes intuitive sense,
the researchers remained silent regarding the impact of green services
on organization profitability.
Perhaps, discussing social/green
marketing and profitability in the same discussion appears anathema;
however, the bona fide reality is that the extant literature regarding the
financial efficacy of green marketing on an organization’s profitability is
mixed. Thus, one may speculate whether “green marketing” is actually
red or black.

Execution
Keeping in mind the tiered target market approach, coupled with
research and insights, we launched a more robust and systematic
approach to a community engagement program. FloodSmart applied
socio-ecological theory to ensure our message is delivered to our target
audience through peers and trusted sources of intermediaries such as
Chambers of Commerce, private sector agents, and local associations.
This integrated approach will help to extend the campaign to the local
level, personalizing the issue using credible sources, through new
channels, rounding out the consumer’s view, legitimizing the issue, and
complementing messages from earned media efforts, paid media, and
direct mail efforts. The objective is to develop stronger, more equitable
partnerships to educate and motivate consumers in target markets.

The goal of this presentation is to addresses these speculations and
questions by addressing three research questions. First, how do
service customers view an organization’s green marketing program in
the overall schema of the operation? Second, how does a service
organization’s green marketing program align with its other marketing
programs that focus on enhancing its perceived value, brand equity, and
relationship programs? Third, what is the return on green marketing?
That is, to what extent are customers willing to pay price premium for a
firm’s green marketing initiative. Data for this study were obtained by
engaging in three studies with a luxury, hotel/casino organization in
Macau, China. Given that Macau represents a special administrative
region of China, and that Macau’s 2011 gambling revenue total
surpassed the combined casino revenues produced by the top 20 U.S.
commercial casino markets in 2010, we believe that the research
findings generalize to luxury hotels/casinos on a global level.

Target communities were chosen based on the findings from community
profiles, which outlined and classified the level of opportunity for such
things as how active their local stakeholders and insurance agents are,
relevant events and flood anniversaries, the media landscape, and
number of policies in force. We are currently in the initial stages of
delineating the recommended tactics and materials to develop, which
can then be shared, replicated, and implemented throughout other
target communities. Select communities were chosen to be “Spotlight
Communities” meaning they will receive intensive support on grassroots
efforts; the opportunity to test new initiatives, materials, and strategies;
and the potential to share their success for national-level attention.

The first study was inductive and based upon in-depth interviews with
60 hotel guests. The objective of this study was to obtain humanistic
insights regarding how the luxury property’s hotel guests perceived the
hotel’s green initiatives. The emergent theme was that although guests
perceived the hotel’s green programs quite favorably, they did not want
to pay for these programs and they did not want the programs to deter
from their convenience or enjoyment in any manner. In fact, several
guests noted that they stayed at the property because of its casino or
room design, and they were not inclined to pay much attention to its
green programs. We labeled this theme as representing “conditional
green,” in the sense that guests approve of the hotel’s green marketing
program when it does not interfere with their intended goals or when it
does result in them incurring additional costs. Thus, conditional green
represents a weak positive marketing outcome, with customers
obtaining perceived value simply because they did not sustain
additional monetary or behavioral costs.

Application
In order to further increase flood awareness and build stronger, more
disaster-resilient communities, community engagement activities will
continue to build throughout 2013, incorporating new campaign creative
and resources tailored for local communities.
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Consequently, we consider the hotel’s green initiatives as satisfiers,
which enhances customer satisfaction; as opposed to being hygiene
factors, which are mandatory for satisfying customers. From a
customer’s perspective, green marketing appears to be a nicety, which
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does not trump important marketing program initiatives associated with
customer comfort.
Based upon the qualitative insights obtained in the first study, we
propose four different customer equity models concerning the property’s
“green equity.” That is, by drawing upon the Customer-Equity Model
(Rust, Zeithaml, and Lemon 2000; 2004; Vogel, Evanschitzsky, and
Ramaseshan 2008) and employing structural equation modeling, we
show how the luxury property’s green program, along with its current
initiatives for generating value, brand, and relationship equity,
respectively, influence a guest’s loyalty intentions. Based upon the
lowest AIC statistic, the model fit statistics supports a conclusion that
customer equity is a second-order construct, which is predicted by
value, brand, relationship, respectively, as well as, green equity.
Customer equity emerges as a driver of customer loyalty, which is able
to predict 88% of the variance in a guest’s loyalty intentions (Vogel et al.
2008).
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Additionally, by analyzing the model’s standardized beta coefficients,
the hotel’s perceived value is the strongest dimension of customer
equity, followed by its brand, relationship programs, and lastly, by its
green initiatives. Thus, these findings buttress the Return on Marketing
and Customer-Equity Models; however, green equity is a significant;
yet, weak predictor of a customer’s loyalty intentions compared to the
other customer-equity drivers.

Brand Congruity Theory is a well established concept within commercial
marketing, which has been effective in predicting consumer purchase
intentions (Sirgy, 1982). In social marketing, consumers’ intentions to
perform a behaviour or use a service are important predictors to actual
behaviour. Brand congruity theory can offer explanations towards
understanding these intentions better, however it has not been
researched in social marketing, specifically in the context of health
services nor has it been used to explain coping responses to a health
threat. In Queensland Australia, breast cancer screening services are
offered by a branded, government service brand, BreastScreen
Queensland (BSQ). At present the current Queensland breastscreening
participation rate is 54.9% which is below the desired level of 70%
(Australian Government, 2010). This participation rate is failing to
increase, having remained relatively stable since 2001 (Australian
Institute of Health and Welfare, 2008). Given the recent rebranding of
BSQ, which was done to increase participation rates, the concept of
Brand Congruity Theory can be used to investigate the response of
women to a core marketing material device; the reminder letter. This
reminder letter is sent to women in the target age group, containing
information about the brand, the likelihood of cancer (perceived threat),
the detection role that BSQ plays and encourages women to book an
appointment. This study focuses on women’s responses to the
perceived threat or likelihood of cancer. Research on responses to
perceived threat has identified two core coping responses; active and
avoidance. Active coping is problem-focused and typically reflect
behaviours which are active, adaptive and reality oriented such as
obtaining a breastscreen (Billings & Moos, 1981; Lancaster, 2005).
Avoidance coping is emotion-focused and involves the denial and
avoidance of one’s perceived threat and typically results in nonadherence (Billings & Moos, 1981; Burton, Warren, Price, & Earl, 1998).

Given the existence of green equity, the third study addresses a key
question that many service firms would like answered. Namely, what is
the return on green equity (marketing)? By using the contingency
valuation method, which is widely used in hospitality and food-related
studies, and surveying over 700 tourists in Macau, we determined that
hotel guests were willing pay approximately a price premium of 3.7% (or
about $4.00 USD) to reside in a green hotel. This figure considers a
hotel that offers them perceived value, a renowned brand, and a loyalty
program. Hence, the lackluster customer response to the casino/hotel’s
green initiatives are understandable. For many hotel customers, green
marketing is merely a hotel feature, which, although laudable in nature,
is far from being perceived as worthy of a price premium. More
importantly, these findings elucidate the reason as to why many firms
experience disappointing financial results from their green initiatives.
Customers simply do not value a hotel’s green initiatives, and, although
“going green” is a positive marketing outcome, it is not an outcome that
many customers need or desire when they choose a hotel property.
Overall, this three-part empirical study helps to clarify how high-end,
hospitality consumers perceive a property’s green initiatives. Although
green marketing may help hospitality firms lower operational expenses,
they will do little in influencing financial returns or influencing their
customers’ patronage.
References:

However there is mixed evidence with some research demonstrating
that perceived threat triggers only one of these responses (Heimberg,
Turk, & Mennin, 2004) and others indicating that both coping responses
can be triggered (Lancaster, 2005). In our research we hypothesise that
perceived threat and brand congruence alternatively trigger avoidance
and active coping. Many health campaigns assume perceived threat
can be used to drive participation in preventative health programs
however the conflicting evidence in the literature calls for further
research. 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.
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Brand Congruence and Active Coping
BSQ is a market-leader brand within the Queensland breastscreening
market. Other breastscreening services exist by private providers thus
creating competition, in this sense, BSQ utilises the brand to both
communicate with consumers and to differentiate from competitors. In
2007, BSQ undertook a rebranding activity which replaced the direct
link with the Queensland State Government brand to a stand-alone
brand with different brand values. The new brand adopted a change in
colour from the government colours of red and blue to the more
feminine colours of purple and pink (reflecting the female demographic
of the target market). According to Brand Congruity Theory, consumers
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complete the survey. The measures for perceived threat were adapted
from Champion (1999), brand congruence from Geuens, Weijters &
Wulf (2007) and coping from Duhachek (2005). The sample
characteristics were a mean age of 51.8, with 49.1% having a family
history of breast cancer. Multiple regression was used to test the three
hypothesized relationships between perceived threat, brand
congruence, age and coping.

often use consumption as a vehicle of self-expression and purchase
brands with which they connect (Hosany & Martin, 2012). Consumers
connect with brands by thinking of them as people. In this way, brands
are often described using human personality traits (Kleine, Kleine, &
Kernan, 1993). This is known as ascribing a brand personality and uses
terms such as ‘aggressive’, ‘adventurous’ and ‘stable’. Consumers
make purchase decisions according to how well a brand fits them for
example if a woman thinks the brand personality of BSQ is similar to her
own personality, then she is more likely to use the BSQ services. A
brand personality that matches a consumers’, is therefore known to be
brand congruent (Sirgy, 1982). High brand congruence leads to a
favourable preference to that brand and higher purchase intentions
(Jamal & Goode, 2001; Kressmann et al., 2006).

Results
The results showed all three hypotheses were supported. The multiple
regression analysis indicated that there was a significant relationship
between brand congruence and active coping R2 = .09, F (1, 37) =
36.37, p = .000, perceived threat and avoidance coping R2 = .02, F (1,
452) = 9.195, p = .003 and age and active coping R2 = .03, F (1, 473)
= 14.822, p = .000. Post hocs tests were conducted the relationship
of the independent variables with both coping responses and no
significant relationships were found.

Brand Congruity Theory is cognitively focused in that it is an evaluative
comparison between one’s own personality and the brand personality.
Thus we hypothesise that brand congruence will influence active coping
rather than avoidance coping as active coping is a cognitive rather than
emotional response. The active coping response involves rational
thinking with the intent to actively respond to an appraisal that identifies
a problem that needs to be solved (Lazarus and Folkman 1984; Billings
& Moos, 1981). Early detection measures and participation in
breastscreening services are common outcomes of the active coping
response (Audrain et al., 1999; Champion, 1992, 2002; Epstein et al.,
1997; Lancaster, 2005) however to date, there has been no
investigation of the influence of branding on this coping response. We
hypothesise that brand congruence will be positively associated with
active coping.

Discussions and Conclusions
The research has recognised that brand congruity theory can explain
women’s coping responses to the marketing promotional item that all
eligible Queensland women receive; the reminder letter. This research
provides new theoretical insight into responses of health clients to
perceived threat. Brand congruity has more influence on active coping
compared to perceptions of the perceived threat of breast cancer. We
know that when active coping is undertaken that this results in
‘approach’ behaviours such as making an appointment for a health
check so a managerial implication of this research would be to ensure
that there is brand congruence. The lack of relationship between
perceived threat and active coping contrasts with prior research and
was found to drive avoidance coping responses. This response may be
one of the factors for the current screening levels. Our research
demonstrates that an emphasis on the role of brand personality to
achieve social marketing outcomes such as increased health screens
may be a better marketing strategy than generating fear and threat.
This contrasts with the current health promotion practice of ‘scaring’
people into action and provides evidence that the use of models such
as the health belief model may not be effective for all health ‘products’
or for all market segments. Further research is needed that profiles how
specific market segment respond to brand and perceived threat and the
moderators for the relationship between perceived threat, brand
congruence and coping responses.

Perceived Threat and Avoidance Coping
Perceived threat is traditionally an important motivator to engage or
disengage with a preventative health service (Lupton & Najman, 1995;
Opt & Loffredo, 2010). Perceived threat is therefore an important factor
for a health service that deals with the threat of cancer (Lancaster,
2005). Perceived breast cancer threat occurs when the presence of
actual breast cancer risk factors, such as age, gender and genetics are
acknowledged (Lancaster, 2005). High levels of perceived threat occur
when a woman perceives breast cancer to be a serious disease which
she is personally at risk of developing and is typically described as an
emotion-focused concept. Emotions theorists have identified that a key
response to threat or fear is avoidance or an attempt to escape (Smith
& Ellsworth, 1985). Avoidance coping involves denying and trying to
mentally suppress one’s perceived threat of breast cancer (Billings &
Moos, 1981). Avoidance coping responses typically results in the
blocking of health information from one’s attention and leads to avoiding
breastscreening (Burton, et al., 1998). Previous research has found
that perceived threat can trigger both active and avoidance coping,
however we hypothesise that perceived threat will only trigger the
avoidance coping response.
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Age and Active Coping
While there is some literature on age differences in coping, there is
conflicting evidence for the relationship. In particular there is a lack of
research that investigates the relationship between age and active
coping in a health context. Whilst some researchers have found
avoidance coping increases with age (Bartmann & Roberto, 2012),
others found active coping becomes more predominant (Tandon,
Maulik, Tucker, & Sonestein, 2012). Our research takes the latter view
as older adults perceive illnesses as less serious and have been more
firmly socialised to a norm of asking for help from family, friends and
formal helpers as a legitimate and desirable approach to problem
solving (Felton & Revenson, 1984; Moen, 1978). Therefore we
hypothesise that active coping will increase with age.
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Method
The data was collected using an online survey. The sample was
purchased from a panel, provided by First Direct Solutions, a division of
Australia Post. The panel consisted of Queensland women aged 45-69.
Women who had previously experienced breast cancer were excluded
from the analysis. The overall response rate was 10.4%, resulting in a
total usable sample of 500. Women were first shown the standard
reminder letter issued every two years by BSQ and then asked to
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LTPA can limit obesity, which creates individual and community cost. UK
LTPA is socially patterned, with lower socio-economic groups
participating less. Thus, research which explores reasons for this social
patterning may help Social Marketers design interventions for
increasing this group’s LTPA. In the work presented here, Bourdieu’s
habitus (1977) is used as an innovative theoretical framework for
understanding empirical findings through a cultural lens, and offers an
understanding that the observed lack of LTPA originates in shared
cultural dispositions. According to Bourdieu (1977), our worldview is the
result of structures (i.e. social, economic and cultural capitals), which
become embodied to form our way of seeing the world.
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Theoretically-based analysis of ethnographic research was used to
explore potential options for behaviour change. In addition to presenting
insights from this research, this paper takes a critical view of existing
social marketing parameters and offers a view advocating a multidisciplinary approach to complex behaviour change.
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Method
Three months of intensive ethnographic research was undertaken with
five families living on a deprived British housing estate in 2009. Ad hoc
and formal interviewing with community workers and community
members bolstered the participant observation. Field-notes were
analysed in NVIVO using a critical realist approach.
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Findings
Analysis of the research data identified two layers of findings. The first
consists of observations that either participants’ perception of LTPA was
negative, or that they dismissed it altogether as an option. They
preferred sedentary behaviours which matched their observed goals; of
‘family survival’ (i.e. domestic management of childcare and catering),
‘image management’ (i.e. presenting a tough and often aggressive
image), ‘instant pleasure’ (i.e. seeking release through alcohol, drugs or
shopping) and ‘withdrawal through fantasy’ (e.g. watching TV, films or
using online avatars such as a Facebook profile to withdraw from an
unfulfilling reality).
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This is a useful set of insights, and helps identify incongruity between
participants’ goals and LTPA. For example, the goal of ‘instant pleasure’
would clash with LTPA, which tends to involve longer-term gratification.
However, perhaps the more significant contribution of the research is
the second layer of analysis, which was accessed using Bourdieu’s
habitus as a framework for identifying participants’ deeply rooted,
unspoken cultural pre-dispositions towards LTPA within the data.
Retroductive modelling led to the identification of three mechanisms
underpinning their behaviours; ‘lack of control’, ‘lack of participation’ and
‘lack of perspective’:
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Key constructs

Observed source

Observed effect

Lack of perspective

• Stress
• Coping with the family
• Disorder
• Lack of skills to overcome
barriers
• Lack of travel outside
immediate environment
• Lack of bridging social capital

• Lack of motivation to engage
with life outside the family
• Heightened importance of family
dramas
• Short-term orientation
• Focus on day-to-day survival
• Excessively strong social norms
• Resignation to the norm

Lack of control

• Lack of basic skills
• Short-term orientation
• Stress
• Poor physical environment
• Low self-efficacy
• Strong social norms

• Overpowering habits
• Limited internal control
• Resignation to the social norm
• Lack of motivation; apathy
• Lack of strategic consideration
of life path
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mental health needs of out-of-school adolescents and young adults: An
intervention conducted in employment training programs. Centers for
Disease Control and Prevention, 9(11), 1-8.
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Lack of participation • Low confidence and coping
• Preference for fantasy
skills
withdrawal
• Poor physical environment
• Boredom and thrill seeking
• Fear, mistrust and subsequent • Lack of motivation to engage
aggression
with the community.

Title: Learning from Bourdieu about the role of Social Marketing in
multi-disciplinary behaviour change. An empirical case.
Abstract:
Background

Discussion

Social marketing research tends to focus on individual predictors, such
as attitude or opportunity, rather than viewing the behaviour as having
socio-cultural roots. In this paper, the authors join other researchers in
questioning whether theories of behaviour which emphasise individual
goals and attitudes are appropriate for understanding complex
problems (Shove, 2010; Chatterton and Anderson, 2011). An example
of such a problem is engendering change to the take up of leisure time
physical activity (LTPA) amongst deprived communities.

Findings from this research suggest that influences which underpin the
target audience’s dismissive or negative view of LTPA (and their lack of
participation therein) are attitudinal, structural, social and cultural.
Moreover, it is posited that structural influences, such as living conditions
and family size, seem to lead to a particular cultural disposition or world
view, which manifests as a set of attitudes. For example, stress
experienced from an inability to communicate with authority figures
resulted in a withdrawal from community life, including avoidance of
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Background:

participatory opportunities for exercise. The interrelatedness of these
constructs, therefore, logically requires a multifarious behaviour change
approach, and not one rooted solely in psychological, linear models of
behaviour based on attitude and intention.

Underage alcohol use is correlated with other health risk behaviors. In
the city of Medford Massachusetts, USA, a biennial school-wide youth
risk behavior survey showed that approximately 42% of students in
grades 9-12 report having consumed alcohol during the past 30 days
and 24% reported binge drinking in the past 30 days. Public health
officials and youth in the community recognized the problem and
established a youth coalition to address it. One of the main activities of
the group was the development, implementation and evaluation of a
social marketing campaign. The campaign aimed to: 1) help youth
abstain from using alcohol by changing perceptions around alcohol use
and 2) provide youth with a virtual support system that promotes healthy
lifestyle decisions.

Social Marketing’s reliance on linear cognitive models thus leads the
authors to suggest that the discipline’s contribution to tackling low levels
of LTPA may be limited. Social Marketing could, for example, market
LTPA ‘in line’ with the group’s existing cultural worldview; as in some
way ‘fitting’ with the goals of family survival, image management and
withdrawal through fantasy. However, in practice this cognitively-based
approach is likely to have limited effectiveness if socio-cultural
structures remain unchanged.
To move beyond this limitation, Social Marketers need to acknowledge
the limits of their current emphasis on individualised offers and consider
the role of the discipline within a more radical, multi-disciplinary
behaviour change approach. For example, interventions that seek to
holistically influence the ‘working class’ habitus (i.e. worldview), so that
LTPA might be more readily adopted, would require a combination of
approaches from community development, educational policy change
and urban design. Here, Social Marketing could perform two functions:
Firstly as a top layer platform for message delivery to change the
meanings associated with LTPA. Secondly as an enabler across
different ecological layers to help resource an intervention function. For
example, Social Marketing may be deployed to support lobbying
activities, community co-creation work and the easier acceptance of
legislation. Ideological dilemmas notwithstanding, these possibilities
open up the potential contribution of Social Marketing within an
integrated behaviour change field.

The social marketing intervention, I’m Allergic to Stupid Decisions
(IA2SD), was developed for youth, by youth. Adult experts were
consulted in all phases of the project. The primary delivery channel for
the campaign was Short Messaging Service (SMS) (aka: texting). The
SMS system had four keywords that provided participants with various
messages regarding alcohol use and resisting peer pressure:
1) Choice: Words of empowerment to make the right decision, and
alternatives to drinking
2) Excuse: Reasons to get out of peer pressure situations
3) Fact: Facts on underage alcohol use
4) TADD: For above three options and more information
Methods:
With a budget of 820 USD and a volunteer workforce, the pilot
campaign was developed, promoted and evaluated in the community
and in the local high school. The program was informed by results of
formative research conducted with youth and by youth, as well as
published good practice in social marketing and using information and
communication technologies for behavior change. Youth completed a
social marketing plan, following the worksheets by Kotler, Roberto, and
Lee (2007), identified the marketing mix (see table), as well as a create
brief. The program design and content was guided by the Theory of
Planned Behavior. Promotional material included posters, stickers, tshirts, pencils, a public service announcement (PSA) and word of
mouth. Youth promoted the campaign on a weekly basis, including
initiatives that were interactive in nature. A PSA was shown on the local
cable network, and YouTube, teens wore self-designed tshirts at school
events. Table. Marketing Mix Product Actual: Not drinking alcohol;
Augmented: t-shirts, pens, stickers Price Overcoming peer pressure;
not being cool Place Everywhere youth are, including schools, youth
centers, sporting events, parties. On their phone! Promotion Positive,
accurate & funny messages delivered mostly through SMS, but also
Facebook, Twitter, YouTube, local media and print Policy Drinking under
21 is illegal. Political will to address issue (through grants and
mandates) Partnerships Teens, adult advisors, health department,
Medford Health Matters, and teachers Surveys and focus groups were
held prior to implementation to collect information about youth social
competency and awareness of policies around underage alcohol use.
Post-test surveys and focus groups were conducted after the 4-month
pilot intervention period.

Conclusion
The culturalist perspective is an under-explored approach in Social
Marketing. Culturalism emphasise the influence of social and
environmental structures on attitude, intention and action. The
implication for Social Marketing is that it can form part of an integrated
multi-disciplinary approach to behaviour change, but that it should not
be presented as a behaviour change solution in its own right. This offers
both an opportunity for conceptual debate amongst Social Marketing
scholars and also a major agenda for researchers to investigate the
discipline’s role (and effectiveness) alongside other methods of
behaviour change within a trans-disciplinary solution. This transdisciplinary future of the behaviour change agenda was called for by the
UK Parliament’s House of Lords Review (2011); we conclude with an
echo to that call.
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The program was then tested in a controlled trial using a wait-list control
design. The plan was that during the academic year 2011-2012, one
high school implemented the project in the fall and the other in the
spring semester, with both high schools completing surveys on the
same schedule. IA2SD Youth leaders were allowed access to promote
the program in health classes at the intervention high school and to the
homeroom class of the control high school. In intervention classes, 3
short videos, created by youth were shown to encourage students to
text the IA2SD service. Changes in attitudes, perceived social norms,
self-efficacy, intention and behavior were assessed through 4 surveys
(pre program, immediately post program, 2 months and 5 months postprogram); scheduled to coincide with the school calendar and the
biennial risk behavior survey. A fidelity assessment was also planned to
measure satisfaction, feasibility, and process evaluation of the teachers
who allowed the program to be promoted in their class.
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nearly 27,000 women in the U.S. die from some form of gynecologic
cancer each year2. Despite the apparent need to increase awareness
among women, creating a campaign around gynecologic cancers posed
a few challenges:

Results & conclusions:
During the pilot intervention, 106 youth participated in the pre and post
test surveys and over 1000 texts were sent in to the system. Excuse
was the most frequently used keyword, with over 100 users. TADD was
the second most common, with 85 users. Pre-post results showed
decreases in past 30-day alcohol consumption (42%; 37%) and binge
drinking (24%; 22%), and an increase in negative attitudes towards
drinking alcohol The results of the pilot program also showed positive
satisfaction and policy outcomes (Suggs et al., 2011).

Lack of awareness. Early consumer research showed that women’s
awareness of gynecologic cancer was very low3. In addition,
misconceptions and myths about gynecologic health and gynecologic
cancers were fairly common—in focus groups, women expressed
confusion about screening tests, risk factors, and gynecologic terms.
Five cancers, one campaign. The etiology, prevention, detection,
treatment, and likelihood of cure or survival differ for each of the five
cancers addressed by the campaign. The risk factors and symptoms
sometimes, but do not always, overlap. Since Inside Knowledge is
designed as an “umbrella” campaign, CDC was challenged to deliver
messages and materials that address these differences, yet fit within an
integrated campaign.

The funding was extended and an innovation grant from SAMSHA
awarded to the project. This allowed the team to develop test the
program using a controlled trial design. At baseline, about 240 students
in the intervention high school completed the surveys. Data are being
entered now and results will be known soon. The control high school
administered the baseline survey to 314 students. However, problems
with accessing raw data made the data unusable for analyses. Followup
assessments and the intervention were postponed to the following
academic year. Currently, the control high school is administering all
four surveys, on schedule, and is implementing IA2SD. By the time of
the World Conference in April 2013, all data from the intervention high
school will be analyzed and three surveys from the wait list control
group analyzed. Results will be shared along with a discussion of
lessons relevant for academics, practitioners, and policy makers, and
ideas for future work in alcohol mis-use prevention, co-creation of social
marketing programs, public and academic partnerships, as well as
using mobile phones for health promotion.

Call-to-action is not straightforward. Since a proven screening test
exists for only one of the five gynecologic cancers (cervical),
empowering women to take action is challenging. Inside Knowledge,
therefore, focuses on encouraging women to know their bodies and
seek medical care in a timely manner when persistent symptoms are
present.
Objectives and Audiences
The Inside Knowledge campaign aims to increase women’s awareness
of gynecologic cancers and their risk factors, warning signs, and
symptoms; promote greater discussion of gynecologic cancers between
women and their healthcare providers; and encourage women to ask
their healthcare providers about gynecologic cancers when faced with
warning signs. The primary target audience for the campaign is all
women, with an initial focus on women aged 40 to 60 years.
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To guide the campaign’s initial development of campaign priorities,
messages, materials, and outreach strategies,, Ogilvy and CDC
planned and executed expert panel and strategic planning meetings, to
engage leaders from the gynecologic cancer medical, scientific, and
advocacy communities, as well as CDC communication professionals,
epidemiologists, and scientists.
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Focus Group Research. In 2009, CDC and Ogilvy conducted general
population (English-language) and Spanish-language focus groups with
women ages 40 to 60 in four U.S. cities. These groups were held to
explore gynecologic cancer awareness, knowledge, attitudes, and
behaviors among participants. We assessed the women’s knowledge of
gynecologic cancer risk factors, symptoms, and screening. In addition
to conducting this exploratory research, the team solicited feedback on
the Inside Knowledge campaign name and logo to assess resonance
with the target audience. Findings from these focus groups were used
to inform the development of public service announcement (PSA)
creative concepts. CDC and Ogilvy held a second round of focus
groups with women aged 40-60 in four cities to test print and television
(TV) PSA concepts, to ensure clarity of messages, cultural relevance,
and overall appeal..
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Abstract:
In 2006, the United States Congress passed the Gynecologic Cancer
Education and Awareness Act, authorizing the Centers for Disease
Control and Prevention (CDC) to create a national campaign to raise
awareness among women and health care providers about the signs,
symptoms, risk factors, and prevention strategies related to gynecologic
cancers. The legislation was signed into law in 2007, marking the
beginning of the Inside Knowledge: Get the Facts About Gynecologic
Cancer campaign. Ogilvy has been CDC’s partner on this campaign since
its inception; together conducting research, planning, developing,
launching, and implementing the Inside Knowledge campaign. In this
paper, we will outline the campaign planning process; provide background
on the target audiences and unique challenges we have faced; and
highlight the campaign materials and outreach tactics. We also will
provide a summary of campaign results to-date. Work on this project is
ongoing and is expected to continue through September 2014 or longer.

Campaign Tactics
Material Development. In response to the campaign’s research
findings, Ogilvy and CDC developed several consumer materials in
English and Spanish, including:
• Fact sheets on each of the five main gynecologic cancers, with a
focus on symptoms, risk factors, prevention strategies, the
availability of screening and diagnostic testing options;
• A comprehensive brochure with in-depth information about each
gynecologic cancer, and key questions to ask healthcare providers
about the cancers;

Situation Analysis
The five main gynecologic cancer are cervical, ovarian, uterine, vaginal
and vulvar. The burden of gynecologic cancer in the U.S. is significant,
with about 83,600 U.S. women diagnosed with a gynecologic cancer
each year1. Because symptoms can be absent, mild, or ambiguous,
especially in the early stages of disease, gynecologic cancers often are
not diagnosed early, when treatment can be most effective. As a result,

• A two-week “symptoms diary” that illustrates symptoms
associated with each of the five gynecologic cancers and enables
women to track symptoms in a format that can be shared with
healthcare providers; and
• Posters featuring stories from gynecologic cancer survivors.
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Public Service Announcements (PSAs). Our focus group research
revealed that in PSAs promoting gynecologic cancer awareness,
women prefer to see "real" women of various ages, races, and
ethnicities with whom they can identify—especially women who have
survived or have a personal connection to gynecologic cancer. Using
this woman-to-woman approach, we produced several radio, print, TV,
and out-of-home PSAs that feature the real stories of survivors in a
straightforward approach (as preferred by women in our focus groups),
showing the importance of women’s awareness of what is normal for
them and recognizing symptoms so they may seek medical care in a
timely way. Our call to action is, “Learn the signs and symptoms. If
something doesn’t feel right for two weeks or longer, see a doctor.”
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Abstract:
INTRODUCTION AND PURPOSE OF THE PAPER
Numerous recent publications have attested to significant disparities
between the health of Aboriginal people (including Inuit, First Nations
and Métis) and that of the general Canadian population (cf. Jenkins et
al. 2003; Public Health Agency of Canada, 2011; Smylie, 2000). In fact,
according to the Public Health Agency of Canada, (2008), health
inequalities are rampant among Aboriginal populations, and are often
due to “unequal access to key factors that influence health like income,
education, employment and social supports”. Accordingly, Aboriginal
audiences are an important group for realizing health changes in order
to benefit both Aboriginal people and Canada as a whole. One
approach for achieving these desired changes is social marketing.

Paid Media. In May 2012, Ogilvy and CDC launched a paid media
campaign across multiple media platforms, including web sites, radio,
and cable television. In addition to selecting mainstream media outlets
that offer national visibility, we also selected outlets that specifically
reach the campaign’s target audience.
Search engine marketing on Google in English and Spanish began in
June 2012 to elevate CDC as a resource for gynecologic cancer
information in search results and drive web users to the campaign’s web
site. This helped to prime the marketplace for additional advertising that
unfolded during National Gynecologic Cancer Awareness Month in
September 2012, including TV PSAs on major cable news outlets, with
consistent digital banner and video advertising on these outlets’ online
properties; radio PSAs, audio promotion, and digital banners on a
Spanish-language platform; and live radio interviews with CDC experts
on a nationwide talk program.

Current definitions of social marketing suggest that it seeks to influence
social behaviours “not to benefit the marketer but to benefit the target
audience and the general society. Social marketing programs, then, by
definition are generic marketing programs carried out to change
behaviors that are in the individual’s or society’s interests” (Andreasen
and Kotler 2003), and provide “a framework for developing innovative
solutions to social problems that have long perplexed and frustrated us”
(Lefebvre, 2009: 143).

Partnership Outreach. In 2012, CDC and Ogilvy launched a
partnership with the General Federation of Women’s Clubs (GFWC),
one of the world's largest and oldest women's volunteer service
organizations, to help educate its members and their communities
about gynecologic cancer. Inside Knowledge provided workshops on
gynecologic cancer at GFWC’s annual convention, and the campaign
frequently provides materials and information on gynecologic cancer to
local GFWC chapters, so that members can help to raise awareness of
gynecologic cancers in their own communities.

While Health Canada and other practitioners have utilized the social
marketing approach in order to effect positive health and societal
outcomes among Aboriginal peoples and have learned much from their
‘on the ground’ experiences (Health Canada, 2012), relatively little
formal reporting and study have been done concerning the effective
development of social marketing programs targeted at Aboriginal
audiences. Accordingly, the purpose of this paper is:

Results

a. To identify and review research literature on social marketing to
Aboriginal populations;

The campaign regularly receives favorable feedback from women and
healthcare providers for the critical information it provides and its userfriendly and comprehensive resources. Much of this response is
provided at consumer and provider conferences where the campaign
exhibits. In addition, we track PSA placement results for all Inside
Knowledge PSAs on a monthly basis. Since September 2010, when the
first Inside Knowledge PSAS were released, Inside Knowledge has
generated 2,449,251,765 impressions (the number of times the PSAs
have been seen or heard), worth $107,028,952 in donated placements.
Among all TV PSAs tracked by Nielsen Media Research (Nielsen tracks
1,400-1,700 PSA campaigns each month), Inside Knowledge PSAs
consistently ranked in the top 2% throughout 2011 and in the top 1% in
the first half of 2012. More detailed and up-to-date results and sample
creative materials will be provided upon acceptance.

b. To identify and assess campaigns targeted to Aboriginal
audiences in order to assess commonalities, differences,
effectiveness of various approaches;
c. To develop key recommendations for developing social marketing
to effect change in Aboriginal groups;
d. To highlight key avenues for future research in order to improve
social marketing campaigns targeting Aboriginal peoples.
LITERATURE REVIEW
The Benchmarks of Social Marketing
Andreasen (2002) identifies key benchmarks for identifying an approach
that could legitimately be called social marketing. This approach
includes such dimensions as voluntary behavior – change being the
goal, using audience research, segmenting target audiences, crafting
strategies to create exchanges with selected target audiences, and
developing strategy utilizing the 4 P’s while paying attention to one’s
competitors. Building on Andreasen’s (2002) work, the meta-analysis of
Stead et al (2006), identified six very similar benchmarks that a
campaign must have to be considered effective social marketing ( i.e.,
behaviour change is the goal, consumer research forms the foundation
for the intervention, segmentation and targeting are done and the
marketing mix is utilized to create an exchange that will motivate the
target market to engage voluntarily with the intervention, program
developers consider carefully the competition – the appeal of competing
behaviours).

1 U.S. Cancer Statistics Working Group. United States Cancer
Statistics: 1999–2008 Incidence and Mortality Web-based Report.
Atlanta (GA): Department of Health and Human Services, Centers for
Disease Control and Prevention, and National Cancer Institute; 2012.
Available at: http://www.cdc.gov/uscs.
2 U.S. Cancer Statistics Working Group. United States Cancer
Statistics: 1999–2008 Incidence and Mortality Web-based Report.
Atlanta (GA): Department of Health and Human Services, Centers for
Disease Control and Prevention, and National Cancer Institute; 2012.
Available at: http://www.cdc.gov/uscs.
3 Gelb CA, Polonec L, Chu J, Wayman J, Grella L. Common beliefs and
misconceptions about gynecologic cancer: a qualitative study of U.S.
women. Poster presented at the Women's Health Congress,
Washington, DC, March 2012.

While, Andreasen (2002) points out that programs do not have to have
all of these elements in order to qualify for the label "social marketing",
he and others (Donovan 2011; Lefebvre, 2011) argue that purely
communications campaigns are not social marketing.
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aspc.gc.ca/cd-mc/publications/diabetes-diabete/facts-figures-faitschiffres-2011/index-eng.php?utm_source=Stakeholder_site&utm,
Accessed August 30, 2012.

METHODOLOGY
The research team conducted a literature review identifying published
research focusing on the past seven years (from 2005 onward) reporting
on social marketing programs targeted to Aboriginal audiences in
Canada, the US, Australia and New Zealand (the dimensions introduced
in the literature review above were utilized to identify papers reporting
on the social marketing approach). We identified both research based
papers and papers more focused upon reporting actual campaigns The
research team then (a) assessed the research papers with emphasis on
identifying best practices as well as gaps in the research literature, and
(b) assessed campaigns against these best practices. (This literature is
reviewed in the full paper to be presented at the conference, but is not
included here due to space limitations).

Public Health Agency of Canada (2008) The Chief Public Health
Officer's Report on The State of Public Health in Canada 2008,
h t t p : / / w w w. p h a c - a s p c . g c . c a / c p h o r s p h c - r e s p c a c s p / 2 0 0 8 / f r rc/cphorsphc-respcacsp06b-eng.php#2, Accessed September 7, 2012.
Smylie, J. (2000). A guide for health professionals working with
Aboriginal peoples. Executive Summary. J. Soc. Obstet Gynecol, 22,
1056-61.
Stead, M., Gordon, R., Angus, K., and McDermott, L. (2007) "A
systematic review of social marketing effectiveness", Health Education,
107 (2),126–191.

FINDINGS AND CONCLUSIONS
The research identified key insights concerning audience analysis and
segmentation, social marketing strategies and tactics as well as
messaging that appear to be important in designing a social marketing
campaign targeted at Aboriginal populations. As noted, these are
summarized and discussed in detail in the full paper, with several
highlights presented here:
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(a) the importance of segmenting First Nations and Inuit
populations and avoiding pan-Aboriginal campaigns;
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(b) the importance of recognizing and understanding established
cultural norms that can influence individual behaviour change;

Title: Applying the principles of behaviour change to road safety in
South Australia

(c) the importance of developing community-specific campaigns for
engagement of key stakeholders, leveraging social networks,
influencing decision-makers and developing sustainable
campaigns;

Since 2008 Colmar Brunton and the Motor Accident Commission have
been using the trans theoretical model of behaviour change as the basis
for campaign development in relation to road safety in South Australia.

Abstract:

The research program commenced with an intensive qualitative and
quantitative research stage. The subsequent development of each
campaign uses the information found in this exploratory research as a
base and involves concept testing to develop specific campaign ideas.
Ongoing monthly tracking enables evaluation of campaign outcomes,
both in terms of awareness and progress within the context of the
behaviour change model.

(d) the utilization of interventions at the community level (including
training for health professionals, point of sale interventions,
school education sessions, pamphlets and posters);
(e) the importance of leveraging social networks and social
gatherings as opportunities for message dissemination; for
example, community meals and workshops/presentations, were
preferred categories for information dissemination;

The project is an excellent example of how to incorporate research
findings into every stage of campaign development and evaluation and
of maximising the value of research.

(f) the value of delivering a campaign message through storytelling;
(g) the value of utilizing Elders for message dissemination.

Body of Paper

CONCLUSIONS

Since 2008 Colmar Brunton has been working with the Motor Accident
Commission of South Australia to apply the model of behaviour change.
Every year about 100 people are killed on South Australian roads and
about 9,000 are injured as a result of vehicle accidents. While there are
many factors that contribute to road trauma it is generally recognized
that reducing unsafe driving behaviours will impact significantly on
lowering the road toll.

While a number of best practices were identified in the literature and
these provide useful insights for social marketing practitioners, it must
be recognized that the research literature in this area is very sparse,
and future research is required to confirm that the findings reported in
the literature (often based on single studies) can be generalized to other
countries, groups and social marketing programs.
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• Understand the audiences according to the model;

Donovan, R. 2011. Social marketing’s mythunderstandings, Journal of
Social Marketing 1 (1): 8-16.

• Identify the benefits, costs, influence of others and self-efficacy
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• Monitor incidences of self-reported unsafe driving behaviours over
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• Assess awareness and impact of the campaigns on the target
audiences;
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• Track any movements in the behaviour change profile of the
driving population in relation to targeted unsafe driving
behaviours;
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• Set benchmarks and monitor against past performance for
behavioural impact of advertising.
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and MAC, the creative agency and the research agency work closely
together to formulate the final outcome.

The underlying hypothesis for this research is that driver behaviour can
be changed for the better to promote active steps that lead to safer
driving; thus achieving all the Page 3 of 6 social and financial benefits
associated with low road trauma. The objective is to identify messages,
strategies and mechanisms of influence that are targeted at the different
stages of behaviour (each of which are likely to be different, albeit
complementary).

Impact of the approach
The use of this approach has completely changed the nature of
communications from MAC in relation to road safety. This impact is most
evident in the regional and youth campaigns released in 2011. Both of
these campaigns use a humorous approach to road safety and
demonstrate a very different tone from traditional, crash/ consequence
based road safety messages Other examples of this very different
approach can be seen in the 2009 drink driving campaign which
focused on the positives of using alternatives to driving rather than the
potential consequences of drink driving. Similarly, the drug driving
campaign “Why trust yourself” uses verbatim excuses for drug driving
provided to researchers as part of the developmental research. The
current fatigue driving campaign was the first to provide a specific
positive behaviour to empower drivers to understand, define and avoid
fatigue driving with the explicit instruction “rest every two hours when
driving”.

Research feeding into campaign development
Application of the model commenced with an extensive developmental
research stage. Initial qualitative research included two-hour depth
interviews with 116 people across a range of unsafe behaviours.
Importantly interviews were also conducted with those who used to do
the unsafe behaviour but who have since changed their behaviour. The
depth interviews included projective techniques and story-telling to
investigate the benefits and costs of undertaking the unsafe behaviour,
identify the viable alternative safe behaviours and the relevant benefits
and costs and to look at how people who do the unsafe behaviours view
themselves and how they view those who do the alternative behaviours.

The regular tracking of behavioural impact undertaken by MAC showed
high post-launch awareness of the campaign among young males, and
in subsequent months showed a significant improvement in driver
behaviour and attitudes among regional drivers for the three target
behaviours of wearing seatbelts, not speeding and not drink driving.

Subsequent to this intensive qualitative stage, a large scale quantitative
study was undertaken to profile people based on their stage of
behaviour within the Behaviour Change Model and quantify the most
credible and important benefits of doing the safe behaviour. All of this
information was then fed into the marketing plans to develop campaigns
that focused on promoting the benefits of the alternative safe behaviour.

Analysis of road trauma statistics for the year the campaign launched
showed a 16% reduction in deaths and a 12% reduction in serious
injuries. Using the “Willingness to pay” measure of the impact of death
and injury, the return on investment for the campaign was AUS$144
million.

Often MAC will identify a key target group or behaviour based on road
accident data and trends. Hence, in 2009 MAC determined the need for
a regionally focused campaign based on the relatively high incidence of
road trauma occurring among regional drivers. 43 depth interviews were
conducted across 13 regional and rural South Australian locations in
February and April 2010. Interviews were conducted with current and
reformed drink drivers, drug drivers, fatigue drivers, seatbelt non-users
and speeders.

We believe that this approach demonstrates how research is making
fundamental and integral contributions to the development of road
safety advertising campaigns in South Australia. This example sits
within a broader program that provides constant input and monitoring
across all targeted road safety behaviours in the state. The link between
the research and the campaign outcomes can be seen across fatigue
driving, drug driving, seatbelts and drink driving.

From this research a series of propositions were developed in the form
of mood boards which were then tested with younger and older regional
drivers in four online focus groups.

From this project we have learned that there are some unique
challenges in applying social marketing in particular contexts. The
specific example here of road safety raises the potential conflict
between a serious issue with significant societal impact and the positive
reinforcement of desired behaviours. Following the principles of social
marketing and behavioural change required MAC to develop and launch
some campaigns in this period that are very different from the traditional
“road safety” approach which focuses almost entirely on the negative
consequences of unsafe driving behaviours. We believe the results
demonstrate how effective applying the principles of social marketing
can be in the context of road safety behaviours.

The final concepts were then tested among regional drivers, both
younger and older drivers, using an online focus group approach. The
resulting campaign was based on response to the concepts and
incorporated feedback from the participants in terms of visual standout,
appropriateness of terms and clarity of purpose.
Another finding from the developmental research which fed directly into
campaign development was that rather than focusing on a specific
behaviour such as drink driving or speeding, the campaign should have
a broader focus to acknowledge the variety of issues that can contribute
to road safety issues for regional drivers. Hence, the resulting campaign
covers three of the key driving issues that contribute to road trauma for
regional drivers: wearing seatbelts, drink driving and speeding. The
overall tagline of the campaign is broad and can reference any form of
unsafe driving. This was unique in the area of road safety in that an
overall change in attitude was encouraged over the traditional, and
somewhat artificial, method of quarantining and targeting of one
specific, behavioural variable.
Monitoring campaign impact and effectiveness
Extensive monthly tracking is undertaken using CATI. Minimum monthly
samples of 200 are collected for each target group. Reporting is
provided monthly and quarterly as well as campaign-specific reports
being provided as the campaigns run.
The research performed for MAC enables them to understand the
different audiences involved in road safety as well as target groups that
are of specific interest to MAC because of their likelihood to be involved
in road safety accidents and incidents. The research gives MAC insights
into what proportions within each of these target groups are within each
stage of the behaviour change model. These groups are then tracked to
monitor change.
The research provides an integral foundation to the development of
campaign direction and to the final content. The influence of the
research happens at various stages throughout the creative process
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