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Part IPart I

Basics of Behavior ChangeBasics of Behavior Change

Time For A Change

Personal and Promoted
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Change YourselfChange Yourself

Eat Better!Eat Better!

ExerciseExercise

Spend more timeSpend more time

with your childrenwith your children

Save

Money!

Popular goalsPopular goals
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Change YourselfChange Yourself

Have you ever made a sustainedHave you ever made a sustained

lifestyle change lifestyle change (or you really want to change) (or you really want to change) ??

What?What?

Why?Why?

What was the tipping point?What was the tipping point?
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Stages of Change ModelStages of Change Model
((ProchaskaProchaska, J.O. & , J.O. & DiClementeDiClemente, C.C. 1982), C.C. 1982)

Pre-contemplationPre-contemplation

ContemplationContemplation

PreparationPreparation

ActionAction

MaintenanceMaintenance
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Behavior Change TipsBehavior Change Tips

Be specificBe specific

Tackle one goal at a timeTackle one goal at a time

Be realisticBe realistic

Write it downWrite it down

Be good to yourselfBe good to yourself

Don't go it aloneDon't go it alone
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Change OthersChange Others

ConfirmationConfirmation

Behavior Change Process

KnowledgeKnowledge

PersuasionPersuasion

DecisionDecision

ImplementationImplementation

Pre-contemplationPre-contemplation

ContemplationContemplation

PreparationPreparation

ActionAction

M
ain

te
nance

M
ain

te
nance

Everett M. Rogers, Diffusion of Innovations, 1995
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Part IIPart II

Social MarketingSocial Marketing

Basic Concepts andBasic Concepts and

PrinciplesPrinciples
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SOCIAL MARKETINGSOCIAL MARKETING

Selling Positive Behavior
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DEFINITIONSDEFINITIONS

INFORMAL:INFORMAL:

““Influencing Public BehaviorInfluencing Public Behavior””



1010

ITIT’’S ALL ABOUT  BEHAVIORS ALL ABOUT  BEHAVIOR

CHANGECHANGE

Leave Leave oyster shells on the beach.oyster shells on the beach.

Mow highMow high and let it lie. and let it lie.

Pick up Pick up after your petafter your pet

KeepKeep a litterbag in your car. a litterbag in your car.

RideRide the bus or join a carpool to the bus or join a carpool to
work.work.

Use Use an organic fertilizer.an organic fertilizer.



1111

ComparisonComparison

Marketing and Social MarketingMarketing and Social Marketing

are Integrated Approaches:are Integrated Approaches:

–– Community InvolvementCommunity Involvement

EventsEvents

VolunteerismVolunteerism

–– Media (news) RelationsMedia (news) Relations

–– AdvertisingAdvertising

–– EducationEducation
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HOW DIFFERSHOW DIFFERS

Commercial Sector MarketingCommercial Sector Marketing
–– Typically goods and servicesTypically goods and services

–– For a profitFor a profit

–– Benefit of shareholdersBenefit of shareholders

Non-Profit MarketingNon-Profit Marketing
–– Promoting servicesPromoting services

–– Supporting fundraisingSupporting fundraising

Social MarketingSocial Marketing
–– Changing behaviorsChanging behaviors
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HOW DIFFERSHOW DIFFERS

From Education:From Education:
–– Education typically just informsEducation typically just informs

–– Social Marketing is intent on influencingSocial Marketing is intent on influencing
behavior changebehavior change

From Advertising:From Advertising:
–– Advertising is only one of  theAdvertising is only one of  the

communication options (Promotion Tool)communication options (Promotion Tool)
for influencing behaviorfor influencing behavior

–– There are other powerful toolsThere are other powerful tools
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WHY ITWHY IT’’S HARDER.S HARDER.

We ask people to . . . .We ask people to . . . .

Be uncomfortableBe uncomfortable

Risk rejectionRisk rejection

Reduce pleasureReduce pleasure

Give up looking goodGive up looking good

Be embarrassedBe embarrassed

Go out of their wayGo out of their way

Spend more timeSpend more time

Spend more moneySpend more money
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Promoting Behavior ChangePromoting Behavior Change

Social Marketing ProcessSocial Marketing Process
–– Identify the action/behaviorIdentify the action/behavior

–– Target a segment of the audienceTarget a segment of the audience

–– Research the audienceResearch the audience

–– Create and Test messagesCreate and Test messages

–– ImplementImplement

–– EvaluateEvaluate

–– AdjustAdjust
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Key Concepts toKey Concepts to

Social MarketingSocial Marketing

SuccessSuccess
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ConeptConept #1 #1

““Get to know your audienceGet to know your audience””

––Know what they knowKnow what they know

––Know what they doKnow what they do

––Know whyKnow why
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TechniquesTechniques

SurveysSurveys

Focus groupsFocus groups

Individual interviewsIndividual interviews

Observation, orObservation, or

……just ask someonejust ask someone
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Who do you Target?Who do you Target?

““TARGET MARKETSTARGET MARKETS

   MOST READY FOR   MOST READY FOR

   ACTION   ACTION””
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DiffusionDiffusion

Social Dynamics within an audienceSocial Dynamics within an audience
–– Social Diffusion TheorySocial Diffusion Theory

Dr. Everett Rogers Dr. Everett Rogers Diffusion of Innovation Diffusion of Innovation 19951995

–– Once 10 Once 10 –– 15 percent of a given segmented audience 15 percent of a given segmented audience
adopts an innovation/new behavior, that behavior hasadopts an innovation/new behavior, that behavior has
the momentum it needs to diffuse on its own with lessthe momentum it needs to diffuse on its own with less
or no external marketing and promotion.or no external marketing and promotion.

Social structure and classificationsSocial structure and classifications

–– Rogers Identified five groupings of people within anyRogers Identified five groupings of people within any
audienceaudience

InnovatorsInnovators

Early AdoptersEarly Adopters

Early MajorityEarly Majority

Late MajorityLate Majority

LaggardsLaggards
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Concept #2Concept #2

““Take Advantage Of WhatTake Advantage Of What’’ss

Been Done Before thatBeen Done Before that

WorksWorks””

––Saves timeSaves time

––Saves moneySaves money

––More successMore success
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Washington vs. MichiganWashington vs. Michigan
…and no, it’s not a college football game
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Concept  #3Concept  #3

““Promote single, simple doablePromote single, simple doable

behaviors.behaviors.””

Ones that will make a difference.Ones that will make a difference.

Ones your audience will understand.Ones your audience will understand.

Ones you can observe/measure.Ones you can observe/measure.

Single and Simple, but
not Doable

Better, though you
still have to read to
know what to pump
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Concept  #4Concept  #4

““UNDERSTAND AUDIENCEUNDERSTAND AUDIENCE
BARRIERS TO BEHAVIORBARRIERS TO BEHAVIOR
CHANGECHANGE..””

Some are perceived.Some are perceived.

Some are real.Some are real.

Most of the time, you can help.Most of the time, you can help.



Overcoming BarriersOvercoming Barriers

Everyone else is doingEveryone else is doing

it (or not doing it)it (or not doing it)

WeWe’’ll teach you howll teach you how

to do itto do it

Save money/get moneySave money/get money

It takes 5 minutes or lessIt takes 5 minutes or less

ItIt’’s the cool thing to dos the cool thing to do

YouYou’’ll get a reward if you do itll get a reward if you do it
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HANDLING ONE BARRIERHANDLING ONE BARRIER
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HANDLING ANOTHER ONEHANDLING ANOTHER ONE
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Concept  #5Concept  #5

““Choose the Best Media MixChoose the Best Media Mix

of Channels andof Channels and

Messages..Messages...for Your.for Your

Audience.Audience.””
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USE MEMORABLEUSE MEMORABLE

MESSAGESMESSAGES
North Carolina launched the  North Carolina launched the  ““Click It orClick It or

TicketTicket”” campaign in 1993: campaign in 1993:

–– Increased from 65% usage to 84%Increased from 65% usage to 84%

–– Fatal and serious highway injuries wereFatal and serious highway injuries were

cut by 14%cut by 14%
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HAVE SOME FUNHAVE SOME FUN



3131

MORE FUNMORE FUN
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EVEN MORE FUNEVEN MORE FUN



3333

CUSTOMERS KEEP PLEDGESCUSTOMERS KEEP PLEDGES
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USE PROMPTS.USE PROMPTS.
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IN SUMMARYIN SUMMARY

Social Marketing is aboutSocial Marketing is about
influencing behaviors.influencing behaviors.

Incorporate principles that work.Incorporate principles that work.
1.1. Get to Know Your AudienceGet to Know Your Audience

2.2. Use what has already workedUse what has already worked

3.3. Promote single, do-able actions/behaviorsPromote single, do-able actions/behaviors

4.4. Understand audience barriers to behaviorUnderstand audience barriers to behavior
changechange

5.5. Choose the best media mix of channelsChoose the best media mix of channels……for yourfor your
audienceaudience


