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Arizona State Office of Rural Health
Monthly Webinar Series

Provides technical assistance to rural stakeholders
to disseminate research findings, policy updates,
best-practices and other rural health issues to
statewide rural partners and stakeholders.
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Webinar Tips & Notes

Audience is muted during the presentation.
Enter your questions into the chat box.
Please fill out the post-webinar survey
Webinar is being recorded

Recording will be posted on the AzCRH
www.crh.arizona.edu/ and SWTRC
www.southwesttrc.org/



http://www.crh.arizona.edu/
http://www.southwesttrc.org/
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SOCIAL MARKETING
ASSOCIATION OF
NORTH AMERICA

Advancing Behavior Change for Social Good

SOCIAL MARKETING 101

August 15, 2019

Kelley Dennings, PMP
Tony Panzera, PhD, MPH




Social marketing is defined as:

Using new media, like Facebook,
Twitter, Instagram

Using marketing techniques for societal
good

Selling any product to the general public
Creating a public service announcement
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Develop and integrate
marketing concepts with other
approaches to influence
behaviors that benefit
communities for the greater
social good ( ).




Targeted, step-by-step, data-driven process
Removes barriers and enhances benefits
Outcomes not outputs

Not social media (although a tool)
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Interdisciplinary approach and process
Audience-focused, “consumer-oriented”
Formative research

Applicable to policy change



Research and identify desired action
|dentify barriers and benefits

Segment audience and target those most
likely to take action, considering ROI

Develop strategies that reduce barriers
and enhance benefits

Pilot and implement strategies
Monitor and evaluate the project



Learn
Select an action (“behavioral objective”)
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STEP 2: BENEFITS/BARRIERS

- Behavioral objective vs. current behavior
- Enhance motivation and decrease barriers

THE 4 Ps
OF MARKETING




Quantitative
Qualitative

Goal: To listen to target groups and deeply
understand behavioral objective
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Nonparticipatlion
I*: 84.8%
NI*: 15.2%

¥

Presumptively
LEligible for
Medicaid

No

Yes

P: 72.2%
NI*: 27.8%

P: 71.2%
NFP: 28.8%

g

Mean Annual
Income

= $4,152, Adjunctively Fligihle

Segment 1
I 65.8%
NI 34.2%

Figure 2. Characteristics of WIC mother segments presumptively eligible for Medicaid. Notes. P

= participant; NP = nonparticipant.
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TTousehold WIC

Yes & Missing

Sesment 3
P: 93.6%
NP: 6.4%

> $4,152

Segment 2
I 74.3%
NP: 25.7 %




STEP 4: STRATEGY
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Works best for those
below a set goal

Be clear and concrete
Frame it positively
Needed frequently
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They should be:
Easily noticeable
Self explanatory ~-

Proximity to
where the activity
OCCuUrs

Encourage
positive
behaviors

Jan | Feb | (Mar | Apr

Jordan Breast
Cancer Program

A self breast examination s an exam that is performed
regulcrly every month starling af the age of 20. Get info
he habit of performing a self breast exam af fhe end of
your mensirual cycle when your breas's are least likaly 1o
be fender or swollen. If you no longer mensiuate, perform
his exam on the some ay of each month.

Step 1: In Front of a Miror

I four different posiions, look for any abnormal changes

and check tha your breasts are thefr usual size, confour,

and color and that fhey are evenly shaped without visile:

distorfion or sweling. Lok out for dimpling, puckering, or

bulging of the skin, nipple discharge or a nipple thot has

changed posiion. Ifyou nofice any of these changes, you

must bring fhem fo your doctor's immediate atfention.

« Arms at your side

+ Hands pressed on your hips while fightening your chest
scles

+ Arms held over your head

+ Upper body bent forward with your hands on your hips

Step 2: Lying Down

+ Lie down on your back with a pilow under your right
shoulder

+ Using the finger pads of the middle fhree fingers of your

hand, examine your right breast for the presence of

+ Press gently but frmly using variable pressure (ight,
medium, and deep) 1o each area examined

« Follow overiapping circular mofions and cover the enfire
breast including underarm area

+ Repeat on youreft breast using your right hand

These steps may be repealed whie showeiing, a5 soap.

Remember hat self breast examinations shouid be performed
in combinafion with cinical breast examinafions  and

For more information, please visi our websile wwwjbcpo or
cal our hofine 0.800 22 246,

May) aun (i | (Aug) (sep | (Oct | (Nov ) Dec

s
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TOOL - COMMUNICATION

Know audience and 3x3 touches

Captivating Credible
What's in it




Test with your targeted audience
segments

Refine until it is effective

Test alternative methods against one
another for the best ROI

Demonstrate to funders the worthiness of
iImplementing on a broad scale



STEP 6: MONITOR/EVALUATE

- Monitor regularly, tweak as needed

- Evaluate behavioral objective outcome
» Consider valid measures

- Utilize logic models

Outputs
(Activities)

SMANA
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SOCIAL ECOLOGICAL MODEL
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Big Tobacco targeted people with mental health issues.

CHECK IT 0UT

JOIN THE CAUSE.
Moble number =
By clicking SUI the
Text tes May Apply.

WISCONSIN TOBACCO

QuitLine

~ 800-QUIT-NOW

SURGEON GENERALS WARNING: N |
Smoking By Pregnant Women May |!
Result in Fetal Injury, Premature J/
Birth, And Low Birth Weight

f - -
Thisis a

SMOKE-FREE
AREA

FOR NOT SMOKING
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Social Marketing:

1971
Theory
Weigh
pros/cons
Qual/Quant

6 steps

Design Thinking:
2003
|deation
Empathize
Qual
S steps

Behavioral

Economics:
1979
Literature
Irrational
Quant & RCT
6 steps



Rooted in psychology

Knowledge alone does not change
behavior

Research audience

Test/ pilot/ prototype

lterative process

Evaluation assures impact



Kotler, P., & Zaltman, G. (1971). Social marketing: an approach to planned social
change. The Journal of Marketing, 3-12.

Panzera, A. D., Bryant, C. A., et al. (2017). Audience Segmentation of Kentucky
Mothers by Nonparticipation Status in the Special Supplemental Nutrition
Program for Women, Infants, and Children. Journal of Nonprofit & Public Sector
Marketing, 29(1), 98-118.

Xia, Y., Deshpande, S., & Bonates, T. (2016). Effectiveness of social marketing
interventions to promote physical activity among adults: A systematic review.
Journal of Physical Activity and Health, 13(11), 1263-1274.
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SMANA

BECOME A MEMBER AND
LEARN MORE AT:
www.SMANA.org
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Questions and Discussion
Please type your questions and comments into the Zoom Webinar
Platform Chat box.
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Thank you!

Your opinionAisAvﬁuable to us.
Please participate in this brief survey:

https:/ /uarizona.col.qualtrics.com/jfe/form/SV_dbWLmP8UgZ4S
PgXx

Find this and our previous webinars at:
http://www.crh.arizona.edu/programs/sorh/webinars

This webinar is made possible through funding provided by Health Resources and Services
Administration, Office for the Advancement of Telehealth (G22RH24749). Arizona State Office of
Rural Health is funded granted through a grant from US Department of Health and Human Services.
Grant number H95RH00102-25-00
This information or content and conclusions are those of the author and should not be construed as
the official position or policy of, nor should any endorsements be inferred by HRSA, DHHS or the U.S.
Government.
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