Social Marketing

· Data driven decision making 

· Segment audiences 

· Set behavioral objectives 

· Identify determinants to address 

· Understand consumers’ perceptions of product 

· Consumers’ aspirations 

· Exchange time and effort for benefits 
· Make an attractive offer 

· Create an awareness that the problem exists 

· Demonstrate the product’s benefits 
· What competes with your product? 

· How can you position your product to be more competitive? 

· What image does it have among consumers? 

· Can you enhance benefits? 

· Can you lower costs? 
· Marketers focus on these first:

· Product design features
· Policies 
· Access 
· Skills Cultural context 

· More difficult to change: 

· Knowledge and beliefs 

· Attitudes 

· Perceived risk 

· Perceived consequences 

· Social norms 
· Self efficacy 
	Consumer
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	Target audience. 

Specific demographic, attitudinal or behavioral segment.

Readiness to change 

Perceived barriers or costs demographics

Focus on behavior not knowledge


	What is the behavior you want them to adopt? 

What are the benefits they will receive from the desired behavior? 

Solution to a problem 

· Benefits 

· Unique

· Competitive 

Defined in terms of the user’s beliefs, practices, and values 
	What must people exchange to get product benefits? 

The cost of adopting the product 

· Money 

· Time 

· Pleasure 

· Loss of self esteem 

· Embarrassment 

· Psychic hassle 


	The way that the product reaches the consumer.
Where will they be when they receive your message?

What mood will they be in?

Where people will act. 
Where is the behavior practiced? 

Where are the decisions made?

 Where will they be attentive to message? 
	The integrated use of advertising, public relations, promotions, media advocacy, personal selling and entertainment vehicles.
Message design elements 

· Type of appeal

· Tone

· Spokesperson

· Openings 




