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BASIC CONCEPTS IN SOCIAL MARKETING
STAGE 1: PLANNING

Goal Setting 


Be SMART when setting your goal
S=specific

M=measurable

A=Achievable

R=Realistic

T=Time-phased 

· By January 2008, 50 new clients will come in to our clinic.

· By October 2007 a business will commit to sponsoring our health fair.

· By June 2008 our school board will give us $20,000 for operations.

Target Audience     The target audience is the focus of your marketing effort. 

· Consider Gatekeepers: those who influence your target audience. Is your target audience the Gatekeeper or the person who needs to change their behavior?
Behavior Change
The ultimate objective of marketing is to influence action. Be clear about what action you want from your target audience. What is it you want them to do? (e.g. get a flu shot, sign a consent form, sign up for OHP). 
Values/Beliefs     What are the top concerns of your audience?  What do they care about and how does that influence their decision making process?  
Exchange/Benefit     What makes it worth their while to do what you want?  You must offer your audience something appealing in return for changing behavior. Programs to influence action will be more effective if they are based on an understanding of the target audience’s perceptions of the exchange.
Barriers and Assets     What keeps your target from doing what you want them to do? What barriers are in place that you need to consider? What assets can help you overcome these barriers?
STAGE 2:  THE PITCH
Your Message     What is your specific message to your target audience?  Be prepared to answer “So what?  Why should I care?” 
Vehicles and Activities     These are the “how” of your marketing plan. What vehicle are your going to use to get your message to your target—a brochure? The press? The school electronic sign? Where do you reach your audience? At football games? In the classroom? At lunch? 
BASIC CONCEPTS IN SOCIAL MARKETING – Stage 1 Worksheet
	SMART GOAL

Specific

Measurable

Achievable

Realistic

Time-phased 


	We want to:



	TARGET AUDIENCE
	In order to help this specific target audience:



	BEHAVIOR CHANGE
	Do this specific behavior:



	VALUES/BELIEFS
	Who have these top three concerns:

1.

2.

3.




	BENEFIT
	We will offer these benefits the audience wants (hopefully, this relates to the audience’s values/beliefs):



	BARRIERS AND ASSETS


	We need to overcome these barriers:

And we have these assets to help us:




BASIC CONCEPTS IN SOCIAL MARKETING – Stage 2 Worksheet

	YOUR MESSAGE


	

	SO WHAT?
	Prepare a comeback to a “So what? Why should I care?” response to your message from your target audience.


	VEHICLES AND ACTIVITIES
	Marketing efforts must incorporate all “4 P’s”, i.e.:

· Create an enticing "Product" (i.e., the package of benefits associated with the desired action);

· Minimize the "Price" the target audience believes it must pay in the exchange;

· Make the exchange and its opportunities available in "Places" that reach the audience and fit its lifestyles;

· Promote the exchange opportunity with creativity and through channels and tactics that maximize desired responses.
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Strategy:  When undertaking a social marketing campaign, keep these P’s in mind:

Product: These can be physical products (flu shots), services (medical exams), practices (healthy diets) or intangible ideas (environmental protection). To be viable, people must understand they have a problem and that the product offered is a good solution for that problem. In order to effectively market your product, you need to know the consumers’ perceptions of the problem and the product and to determine how important they feel it is to take action against the problem. 

Price: What must the consumer do to obtain the product? The cost may be monetary, or require them to give up their time or effort, or to risk embarrassment and disapproval.  To get someone to try out your product, the benefits must be perceived as greater than the cost.
Place: Place is where the product reaches the consumer. For tangible products, this is the way the product reaches the consumer (e.g.. the health center).  For intangible products, place refers to decisions about the channels through which consumers are reached with information or training (the clinic, PTA meetings, the lunchroom, rallies, football games) Consider the habits and activities of the target audience.

Promotion: Promotion is the integrated use of advertising, public relations, promotions, media advocacy, personal selling and entrainment vehicles. The focus is to create and sustain demand for the product.  Public service announcements or paid ads are one way, but there are many others, such as coupons, media events, editorials, or in store displays. Do research to find out the best effective and efficient vehicles to reach your target audience.

Other social marketing P’s:

Publics—external and internal groups involved in the program. External publics could be the target audience, secondary audiences, policymakers and gatekeepers. Internal publics are those who are involved in some way with either the approval or implementation of the program (such as a school administration)

Partnerships—Do you need to team up with another group to be successful?  How can you work together?

Policy—Sometimes to be successful, social marketing requires policy change. Media advocacy can be an effective complement to social marketing.

Purse strings—Who will pay for your marketing program? Can you get money from a foundation or government grant? Do you need to get donations?
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Additional Resources:

www.social-marketing.com
This site by Weinreich Communications includes good articles on social marketing.

www.turningpointprogram.org 

Funded by the Robert Wood Johnson Foundation, this site has a variety of social marketing focused pdfs available for download, including “Lessons from the Field”, which documents public health social marketing efforts and their outcomes.

www.agoodmanonline.com 

Communications guru Andy Goodman offers great resources on his website including “Why Bad Ads Happen to Good Causes” and “Storytelling as Best Practice”.
www.smartchart.org 
The Smart Chart aims to help nonprofit organizations and the funders that support them plan and execute communications efforts that support social change. The interactive Smart Chart 3.0 is an online tool that can help you make and assess strategic decisions if you are:

· Just starting the communications planning process

· Evaluating a communications effort already in progress 

· Reviewing a communications effort you've already completed
www.activationpoint.org 

This report builds on the Smart Chart and focuses specifically on strategies for mobilizing concerned people to supportive action by identifying and leveraging their activation points.
“It is not enough to simply educate an audience. For issue after issue, we found that audience targets were knowledgeable and did care, but often did nothing. An organization’s messages must build will in order to spur action.”
Oregon School-Based Health Care Network  P: 503.595.8423  info@osbhcn.org  www.osbhcn.org


