SOCIAL MARKETING 

MESSAGES AND CHANNELS
Identify the message(s) you want to send. 

· The message has to be meaningful and appealing to the target audience. 

· The message should get your audience to think about and discuss the issues. 

· Try to generate action. Convey clear, concrete suggestions. 

· The message should be based on facts and tied to the present, not the distant future. Our society has a tendency to live primarily in the here and now with an emphasis on instant gratification. 

· “scare tactics”—should be avoided. 
· What is the cost? The message should consider the BCOS (Benefits, Costs, Others and Self efficacy.

· The message should minimize the psychological or physical cost of the product. 

Choose effective channels of communications. 

These include television, radio, newspapers and other print media, and bulletin boards throughout the community such as those found in supermarkets, churches, neighborhood centers, and other places where people congregate. 
The following factors should be considered in choosing a channel or channels: 

Reach—The number of people or households exposed to a specific media message during a specific period of time. These data may be available from previous studies or the target population can be surveyed to see what stations or shows they prefer, what newspapers or magazines they read, and what their literacy/educational levels are. 

Frequency—The average number of times an audience is exposed to a specific message. Remember that repetition helps to convey a message. 

Impact—What effect will the use of each channel have on the target audience? Keep in mind the characteristics of each type of media. For example, television and radio have mass appeal but are costly, so messages will probably be short. Print media can give instructions or more detailed information. 

Credibility—How credible do members of the target audience find the channel? Some people find television believable while others find newspaper articles more convincing. 

Cost effectiveness—Can you afford it?
Upstream or downstream

Social marketing can be used to address individual behavior change (downstream). But it can also be used upstream: to encourage policymakers to adopt new policies, or organizations to make improvements to their services and practice. 
Social marketing has been used, for example, to encourage water companies to fluoridate the water, to promote restructuring of dental anesthesia services, or to encourage the authorities to limit unhealthy marketing. 

