. . . November 30, 2005
Social Marketing Committee 3:00-4:30

Cambridge Prevention Coalition 51 Inman Steet

Meeting called by: Chuck Klevgaard Type of meeting: Subcommittee
Facilitator: Chuck Klevgaard Note taker: Chuck Klevgaard

Kim DeAndrade, Chuck Klevgaard, Isabel Giraud, Alison Abrahamson, Kimmel Yeager, Ryan Travia,

Attendees: Saul Saldarriaga, Jill Block
Minutes
Agendaitem: Target Audience Presenter: Chuck
. — The committee reviewed data from the Cambridge Health Survey, a summary of the 170 One-on-
Discussion: . . . .
one interviews and two nationwide polls on youth access.
The committee identified the following target populations:
Conclusions: e Parents, who knowingly purchase and parents who unknowingly provide
e Youna Adults aover 21 who nurchase for underaae users
Action items Person responsible Deadline
v" Discuss methods for getting more specific data regarding youth who
report that they obtain from friends (SSRE) Chuck 1/09/2005
Agendaitem: Consensus on Social Marketing Terms Presenter: Chuck
Discussion: A discussion was held on the various perspectives of committee members on the term social

marketing and the potential focus of the committee

Conclusions: The following terms were accepted
e Messages to change behavior
e Messages that provide opportunities for behavior change
e Advertising for behavior change

Agendaitem: Membership Presenter:

Discussion: There was a discussion on groups or segments of the community to target for involvement on the
social marketing committee

Conclusions: The group agreed that the following groups should be targeted
e Parents
e Law Enforcement
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		Kim DeAndrade, Chuck Klevgaard, Isabel Giraud, Alison Abrahamson, Kimmel Yeager, Ryan Travia, Saul Saldarriaga, Jill Block



		Minutes



		



		Agenda item:

		Target Audience

		Presenter:

		Chuck



		Discussion:

		The committee reviewed data from the Cambridge Health Survey, a summary of the 170 One-on-one interviews and two nationwide polls on youth access.



		Conclusions:

		The committee identified the following target populations:


· Parents, who knowingly purchase and parents who unknowingly provide


· Young Adults over 21 who purchase for underage users



		



		Action items

		

		Person responsible

		Deadline



		· Discuss methods for getting more specific data regarding youth who report that they obtain from friends (SSRE)

		Chuck

		1/09/2005



		

		

		



		

		

		



		Agenda item:

		Consensus on Social Marketing Terms

		Presenter:

		Chuck



		Discussion:

		A discussion was held on the various perspectives of committee members on the term social marketing and the potential focus of the committee



		Conclusions:

		The following terms were accepted


· Messages to change behavior


· Messages that provide opportunities for behavior change


· Advertising for behavior change






		



		



		



		Agenda item: 

		Membership

		Presenter: 

		



		Discussion:

		There was a discussion on groups or segments of the community to target for involvement on the social marketing committee



		Conclusions:

		The group agreed that the following groups should be targeted


· Parents


· Law Enforcement






		



		Action items

		Person responsible

		Deadline



		· Law Enforcement – Chuck will meet with Kathy Murphy


        To brainstorm about involvement

		Chuck

		1/09/2006



		· Meeting with parent liaisons to conduct outreach

		Chuck

		12/2/2006



		



		

		

		

		



		Agenda item:

		Committee Education

		Presenter:

		All



		Discussion:

		The committee discussed various options for getting trained on social marketing theory and strategy.



		Conclusions:

		The group made a decision to wait until a social marketing specialist firm would be on board to look at training



		



		Action items

		Person responsible

		Deadline



		· Have the committee review the Social marketing orientation materials

		Kim

		1/09/2006



		· Hire an advertising firm

		Chuck

		1/03/2006



		· Hire a part-time staff to design the dissemination plan

		Chuck

		1/03/2006
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		Next Meetings:

		Second Monday of each month


January 9,   February 13,    March 13,    April 10,   May 8,   June 12






		Resources:

		Social Marketing Orientation
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Social Marketing



Many of the techniques used in social marketing efforts are the same as in commercial marketing: 


· First, you identify and analyze your target audience through carefully planned formative research. 



· Then, you use the information from your research to design your message.



· In designing your message, you focus on creating an exchange: providing a benefit to the audience (such as not being fined) in exchange for a desired behavior (such as wearing a seatbelt).



· Next, determine the best media sources for communicating your message and the right people to deliver it on your behalf. 



· Finally, track the effectiveness of your message, then refine it based on the results of your evaluation. 


Ten Steps of Social Marketing


Step 1: Define Your Audience



Step 2: Identify Evaluation Measures



Step 3: Identify Channels



Step 4: Identify Benefits



Step 5: Identify Obstacles



Step 6: Determine the Message



Step 7: Test and Refine



Step 8: Collect Data



Step 9: Modify Your Work, Based on the Data



Step 10: Write an Evaluation Report


Ten Steps of Social Marketing



Step 1: Define Your Audience. Be as specific as possible about the group you will be targeting and learn as much as you can about them. One way to define your target audience is by describing their demographics. For example, you might describe a group as “heterosexual males between the ages of 14 and 18 who smoke.” However, in order to develop a successful campaign, you will also want to paint a vivid picture of the individuals within the group. You will need to understand their attitudes, feelings, beliefs, values, motivation, and culture—all the factors that might influence their behavior. 


Step 2: Identify Evaluation Measures. How will you assess whether you implemented your campaign as planned? How will you know if you've met your goals? Evaluation is a big part of all prevention efforts: This is no exception. Start developing your evaluation strategy early in the planning process. Think carefully about the kind of questions you want your evaluation to answer, the best ways to collect the necessary information, and the people you may need to bring on board to help in the process. 


Keep in mind that establishing a direct correlation between your campaign and any observed outcomes may be difficult because a communications campaign does not exist in a vacuum. However, you may be able to evaluate broader, population-level changes in behavior and compare them to a baseline before the marketing campaign began. For example, Massachusetts is currently conducting a large-scale, multi-million dollar anti-smoking campaign, funded largely by a tax on tobacco products. To assess change, they measure the difference in the number of cigarette packs sold before and since the campaign began. 


Step 3: Identify Channels. It’s important to think about how you want to communicate your message. You may want to deliver it directly to your target audience. Common marketing channels include television or radio commercials, interviews, and public service announcements. They include newspaper or magazine articles, editorials, and print ads; billboards; banners across main streets. You can also use Web sites; electronic mailing lists; bulk mailings; and special events, contests, and awards. In selecting appropriate dissemination channels, consider the costs involved. Think about where your target audience gets its information, and which channels they consider most credible. Also, keep in mind that the most effective campaigns combine mass media with other efforts, such as community events and small-group discussions. 


You can also deliver your message indirectly, through intermediaries associated with your target audience. Intermediaries include people who work with these groups, such as coaches, teachers, and counselors; or other people who are respected, such as athletes, clergy, and community and political leaders. Intermediaries can also be credible organizations, such as citizens’ advocacy groups and local agencies.



In Thailand, for example, social marketing planners wanted to prevent HIV in two targeted populations: sex workers and the military. To reach these two groups, they needed a powerful intermediary. In Thailand, there are two powerful leaders revered by the people: Buddha and the King. Buddha wasn't available, so social marketers decided to use the royal family as an intermediary in that campaign.


Step 4: Identify Benefits. The exchange principle asserts that in order for people to voluntarily give something up or try something new, they must benefit in some way. Ask yourself: Why would your target audience want to adopt the behavior your campaign is promoting? Remember, you need to think about this question from your audience's perspective. For example, to convince people over 50 to start exercising, you might highlight benefits such as increased energy and protection against osteoporosis. But to convince young adults to exercise, you might instead "sell" the idea that going to the gym is a great way to get in shape and increase your sex appeal. 


It is also important to differentiate between long- and short-term benefits. People tend to gravitate toward short-term benefits: They're more immediate and enticing. Therefore, in the example above, increased energy-a short-term benefit-may be a far more compelling reason for people to exercise than developing stronger bones. However, only solid research will tell you for sure. 


Step 5: Identify Obstacles. To achieve an exchange, it is also important to identify any obstacles that might prevent members of your target audience from adopting a given behavior. For example, if you are trying to promote treatment for alcohol and drug problems, you will want to find out whether treatment slots are, in fact available; whether members of your target audience have insurance coverage; and if the programs can be reached using public transportation. These are just a few of the barriers that could derail your campaign.


Similarly, imagine that you are trying to encourage a group of adults to quit smoking. The sheer power of nicotine addiction, plus the strength of the habit of smoking, are both big obstacles that prevent many people from quitting. Your prevention message must thus be compelling, and salient enough to overcome these barriers. In order for the "exchange" to work, the benefit of adopting (or giving up) a behavior must be greater than the cost. 


Step 6: Determine the Message. This is a critical step. First, be clear in your own mind about the behavior you would like to elicit. Do you want your audience to make a telephone call? Send for information? Stop doing something-like smoking-or start doing something-like talking to their children about drugs? People who see or hear your message must be clear about what is expected of them. 



Next, create a message that builds on what you have learned about your audience: their existing knowledge, concerns, and interests. Try to emphasize positive behavior change rather than negative consequences. For example, the message "Use a designated driver" offers people concrete information for how to get home safely, whereas "Don't Drink and Drive" simply tells people what not to do. 



Finally, determine the tone and the style you would like your message to have. Tone is an elusive quality but is very important in a social marketing campaign. Do you want your message to be informative? Emotional? Humorous? A combination of the above? The next time you watch television, pay attention to the commercials you see and think about how you might describe the tone of the ads that appeal to you. 



Remember: all the "pieces" of your message-headlines, illustrations, and copy-should work together to immediately establish what is being offered, what the benefits are, and who is advertising it. People should know at a glance what the message is about. 


Step 7: Test and Refine. Once you’ve determined your message, it’s important to “pre-test” it. The best way to do this is by showing it to focus groups that represent your target audience. Present them with several message samples and record their impressions and reactions. Then use their feedback to refine your message. You will want to test the message for comprehension, attention and recall, strong and weak points, personal relevance to the target audience, and sensitivity to cultural and/or audience-specific characteristics.


Step 8: Collect Data. You will need to collect data to determine whether your message is having an impact. Data collection might involve conducting more focus groups, administering surveys, or doing telephone interviews. Your data collection methods should be dictated not only by cost, but also by the questions you want answered and the kind of information you want to collect. Whenever possible, work with an evaluator to design and implement your data collection efforts.


Step 9: Modify Your Work, Based on the Data. Even the best-researched campaign often needs some tweaking once it has been launched. Use the data you collect to refine and adjust your message, your communication channels, and your promotion strategies. If something isn’t working, a small alteration is often enough to improve it significantly. If you're not sure what to do, go back to your target audience and ask them what they think. 


Step 10: Write an Evaluation Report. This is often required by your funder. Yet, even when it is not, creating a report is a helpful way to organize the information you have collected so that you can share it with others and garner support for future efforts. In your report, you will want to present the change you hoped to see, campaign accomplishments, broad lessons learned, and remaining tasks or recommendations for follow-up. Try to be concise, avoid jargon, and present a balanced set of findings.


 Two Essential features of Social Marketing



Audience Focus


The success of social marketing depends in large part on your understanding of the audience you want to reach. The first step in developing this understanding is to define your audience. Once you know who you want to reach, and why, you can tailor your messages accordingly. 



"General public" is not a helpful phrase when it comes to marketing. It assumes the existence of a vast, undifferentiated crowd of people with uniform needs and similar interests. Yet, everyday experience tells us that this is clearly not the case: Just turn on the television to one of more than 100 channels, and chances are, you will hear someone make a comment with which you disagree.



Fortunately for social marketers, the general public comprises many smaller audiences, or segments, that do share interests, cultures, and backgrounds. Through a process called "audience segmentation," these groups can be characterized and differentiated according to specific traits, such as age, gender, ethnicity, role in the community, skills, or experiences. Knowledge of these traits helps social marketers develop and deliver appropriate messages.



Exchange Principle


Another essential feature of social marketing is a concept known as the exchange principle. This means that in order for people to try something new (like using condoms) or give something up (like stopping smoking), they need to benefit in some way. Furthermore, the reward or benefit of adopting the behavior needs to be greater than the "cost." Finally, the new behavior must be worth the cost in the individual's mind.



Consider this example: You are trying to lose weight and have decided that you need to go to the gym three nights a week to do so. But what are you willing to give up in order to get yourself to the gym? If the benefit of losing weight is great enough, then it may be worth it to you to leave the comfort of your home and head off into the night. However, if the goal seems unattainable, or the gym is too far away, too expensive, or there's a great TV show on that you don't want to miss, then the likelihood that you will make it to the gym decreases on a given evening. 



When thinking about your target audience and the exchange process, keep in mind that people don't make choices in a vacuum. Research tells us that people are more likely to adopt a new behavior if friends, family, and/or their social group approve of it or practice it themselves. Advertisers often use this knowledge to sell products. For example, one popular Coke commercial depicts a group of young teenagers holding a car wash. Music is pumping and the kids are having fun. The exchange: "If you drink Coke, you'll have fun. If you drink Coke, you'll have friends." Framed in this way, why would any teenager not want to drink Coke? 



Defining Your Audience


Who is the Audience?


1.
How old is your audience? 



2.
What is their gender?



3.
To what race or ethnic group does your audience belong? 



4.
Can your audience be distinguished by a particular behavior (e.g., smoking?) If yes, what is it?



5.
Where do members of your audience live?



6.
How much schooling have they had?



7.
How much money do they make?



8.
Whom do they listen to (i.e., who are important spokespeople or intermediaries?)



9.
Are there aspects of your target audience's culture that might influence (prevent or enhance) behavior change? List them below.



10.
What is the best way to reach your audience (e.g., television, newspapers, comic books, the Internet)?



What do they believe?


1.
What are this group's beliefs about based on your experience or contact with them? If you do not know, how might you go about finding out?



2.
What behavior in this group would you like to influence or change?



3.
What are the benefits to this group, both short- and long-term, if they were to change their behavior? Which benefits would be most compelling to them?



4.
What are the group's perceived obstacles to changing their behavior?



5.
Based on what you've learned so far, what points should you highlight in your message?



Exchanges


Short-Term Individual Benefits


· Improvement in physical appearance and well-being



· Improvements specific to the new behavior (e.g., if you stop smoking, your clothes and breath no longer smell of cigarettes)



· Pleasure in learning a new skill 



· Enjoyment of the new behavior (e.g., regular exercise, such as a daily racquetball game or hike in the mountains) 



· Economic benefits 



· New friends



· Chance to meet powerful or famous people (as an advocate or spokesperson)



Short-Term Benefits to Others


· Direct effects of behavior change (e.g., relief from secondhand smoke, benefits to children when adults improve their parenting skills) 



· Support and/or recognition of issues specific to disenfranchised groups (e.g., welfare recipients, mentally ill or homeless people) 



Long-Term Individual Benefits


· Better overall and lifelong health, leading to improved quality of life 



· More and improved skills, resulting in a broader skill base on which to build 



· Improved economic status and/or employment and career satisfaction 



· Better relationships



· Increased confidence and self-esteem 



· Feelings of virtuousness; satisfaction from "doing good"



Long-Term Benefits for Others


· A better life for children and future generations 



· A better environment-whether physical, social, or psychological-for everyone



· Greater opportunities for others in the long term



· A more just world 



 Costs



Economic 


· The direct, financial cost of adopting the behavior (e.g., buying condoms, eating more fruits and vegetables)



· The costs associated with adopting the behavior (e.g., transportation, child care)



· Increased taxes (e.g., to pay for improved mental health services) Increased consumer costs (e.g., if a campaign to reduce pollution causes a power company to switch to a cleaner but more expensive fuel)



· Jeopardized financial security (e.g., leaving an abusive partner might mean giving up financial support



Physical 



· Physical effort (e.g., going to the gym)



· Physical pain or discomfort (e.g., substance withdrawal, turning down the thermostat to conserve energy)



Psychological 



· Fear that a medical procedure will be painful or reveal a serious condition 



· Anxiety about change (new experiences, people, ideas)



· Fear of failure Stress caused by new responsibilities and the increased need for time management 



· Guilt about neglecting family or other responsibilities 



· Guilt about doing something your culture may disapprove of 



· *Anxiety and pain caused by confronting issues you've been avoiding 



· Psychological discomfort caused by stopping the use of an addictive substance 



Social 



· Loss of friendships or associations based on shared behavior (e.g., not hanging out with friends who smoke)



· Loss of intimate relationships (e.g., leaving an abusive spouse or a gang) 



· Disapproval of or disagreement with friends and others 



· Social pressure (e.g., to use drugs, to disrupt class) 



Time and Logistics 


· Travel time 



· Coordination time (e.g., to arrange for child care) 



· Rearrangement of schedules to make time for new behaviors (e.g., attending a support group, obtaining services)



· Sacrifice of family or leisure time to accommodate the new behavior



 Shaping the Message 



The following checklist can help you develop and later evaluate the effectiveness of your message in a social marketing campaign.



The message:


· Is appropriate to the audience (this requires research on the



audience and what they know and believe)



· Is bolstered by formative research as to what type of message will



be effective and through what media 



· Is simple and breaks through the clutter



· Eliminates jargon and uses language that anyone can understand



· Can be adapted for translation into other languages if necessary



· Tells a story or presents striking facts that will grasp an audience's attention and make the message more concrete



· Starts with what the audience knows and then differentiates their



perception from yours



· Creates a win-win situation; makes clear to the audience the



benefit of changing behavior



· Contains a catchy one-liner or image that people will readily remember



· Is reinforced through repetition within the message, through



multiple venues and over time



· Is pilot-tested to ensure that the correct message is being



communicated and that it is not having undesirable effects
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Action items Person responsible Deadline

v' Law Enforcement — Chuck will meet with Kathy Murphy Chuck 1/09/2006
To brainstorm about involvement
v' Meeting with parent liaisons to conduct outreach Chuck 12/2/2006
Agendaitem: Committee Education Presenter:  All
Discussion: The committee discussed various options for getting trained on social marketing theory and
strategy.

Conclusions: The group made a decision to wait until a social marketing specialist firm would be on board to
look at training

Action items Person responsible Deadline
v" Have the committee review the Social marketing orientation materials Kim 1/09/2006
v" Hire an advertising firm Chuck 1/03/2006
v' Hire a part-time staff to design the dissemination plan Chuck 1/03/2006

Other Information

Next Meetings:  Second Monday of each month
January 9, February 13, March 13, April 10, May 8, June 12

Resources: Social Marketing Orientation
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