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Notes for Course Leaders 

ÁThis is a toolkit for your own course 

ÁIt provides points for discussion rather 
than lectures. 

ÁYou may wish to introduce your own 
examples of good practice 

ÁA lecture by Jeff French on creative 
communication for health may be used as 
the basis for a further session on a related 
topic. It can be accessed here 

Creative Communications for Health.ppt


Leading social marketing for health: 

Agenda 
ÁIntroduction and learning objectives 30 mins 

ÁKey concepts discussion 40 mins 

ÁCoffee 15 mins 

ÁNational Case study   60 mins 

ÁFeedback discussion 30 mins 

ÁLunch 45 mins 

ÁThoughts on leading social marketing 20 minutes 

ÁLocal case study part 1  40 mins 

ÁCase study part 2 40 mins  

ÁCoffee 15 mins 

ÁFeedback discussion 30 mins 

ÁReflections and Feedback 20 mins 



Introduction 

ÁIn introducing yourself please say what you 

understand by social marketing for health? 

ÁCan you give an example of your experience in 

this field? 

ÁCan you think of an example of social 

marketing that has affected your behaviour? 

 

 



Learning objectives 

ÁThe group learning objective is to 

ÁDevelop a common understanding of how to 

approach social marketing for health and to 

think about how to lead in this field. 

ÁWhat particular questions about your own 

understanding and behaviour in this field 

do you want to examine. 

ÁPlease write down your personal learning 

objectives for the session. 



Social marketing 

ÁA process to develop implement and evaluate 

and control behaviour change programs. 

ÁKotler and Adreasen define it as: 

ÁThe adaptation of commercial marketing technologies 

to the analysis, planning, execution and evaluation of 

programs designed to influence the behaviour of 

target audiences in order to improve their physical 

and mental well-being and or that of the society of 

which they are a part 



Social Marketing is important for 

Health Leaders 

ÁUnderstanding and influencing politicians, 

funders, staff, users and the public are key 

components of a health leaders role 

ÁSocial marketing can assist in discovering the 

needs of these groups and help to meet them 

ÁDiscuss why social marketing is important for 

you as a health leader 



Social Marketing 

ÁTakes a consumer orientation, it is 

consumer driven not expert driven 

ÁSuccess will come to the organisation that 

best determines the perceptions, needs 

and wants of target markets and satisfies 

them through the design, communication, 

pricing and delivery of appropriate, 

competitive, and visible offerings. 



The concept of  

Voluntary Exchange 
ÁIndividuals groups organisations etc have 

resources which they are willing to 
exchange for perceived benefits 

ÁMarketing facilitates the exchange by 
providing consumers with benefits they 
value as being worth the cost. 

ÁSocial Marketing concentrates on tailoring 
programs to serve target group needs 



Ten key marketing concepts 
Solomon (1989) 

ÁMarketing philosophy 

ÁThe marketing mix 

ÁA hierarchy of communication effects 

ÁAudience segmentation 

ÁUnderstanding relevant markets 

ÁInformation and rapid feedback systems 

ÁInterpersonal and mass media interactions 

ÁUtilization of commercial resources 

ÁUnderstanding the competition 

ÁExpectations of success 



Social Marketing 

ÁConcentrates on tailoring programs to 

serve the needs of defined groups 

ÁIt is most effective when it is implemented 

as a systematic continuous process driven 

at every stage by research. 

ÁThere are six stages: 



Social Marketing 

1. Planning and strategy 

2. Selecting channels and materials 

3. Developing materials and pre-testing 

4. Implementation 

5. Assessing Effectiveness 

6. Feedback to refine program 



Social Marketing 

ÁThe need to understand the levers 

ÁWhat drives and maintains current behaviour ? 

ÁWhat leavers might change behaviour ? 

ÁWhat drives, facilitates and maintains  
intermediaries, channels of distribution and 
communication 

ÁWhat the competition are doing including 
ófriendlyô competitors such as employees or 
others service providers. 



Social Marketing 

ÁPart of consumer analysis is to divide or 

segment the population into defined sub 

groups 

ÁPlanning involves identifying clear realistic 

measurable objectives that also fit with the 

organisations mission and resources. 

 



American Healthy Lifestyles 

Audience Segmentation Project  
(Kotler et al 2002) 

ÁDecent do-little    24% 

ÁActive attractive   13% 

ÁHard living hedonists  6% 

ÁTense but trying   10% 

ÁNon-interested nihilists  7% 

ÁPhysical fantastic   24% 

ÁPassively Healthy   15% 



 Marketing 4 Ps 
ÁFor each population segment selected one must 

plan a distinctive óMarketing Mixô of : 

ÁProduct : is the program and or action you are 
encouraging 

ÁPrice: included both tangible and intangible costs 
of engaging in action 

ÁPlace ( Distribution) involves the location or 
system for getting the program, product or action 
to consumers 

ÁPromotion ( Communication) involves all 
strategies to promote the program or action and 
inform the consumers about it and its 
advantages 


