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On the Pulse of Morning

(Excerpts from the Poem)

Lift up your faces, you have a piercing need
For this bright morning dawning for you.
History, despite its wrenching pain
Cannot be unlived, but if faced
With courage, need not be lived again.

Lift up your eyes upon
This day breaking for you.
Give birth again
To the dream.

Here, on the pulse of this new day
You may have the grace to look up and out
And into your sisters eyes, and into
Your brother's face, your country
And say simply
Very simply
With hope --
Good morning.

~-Maya Angelou
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What is social marketing?
Social marketing tools promote health issues

Public hedth professionals are learning to listen to the needs and desires of the
target audience themselves, and build the programs from there. The focus on the
"consumer” involves in-depth research and constant re-evaluation of every aspect of
the program. In fact, research and evaluation together form the very cornerstone of
the social marketing process.

Socia marketing was "born" as a discipline in the 1970s, when Philip Kotler and
Gerad Zatman realized that the same marketing principles that were being used to
sell products to consumers could be used to "sell" ideas, attitudes, and behaviors.
Socia marketing seeks to influence socia behaviors not to benefit the marketer, but
to benefit the target audience and the general society.

Social marketing:

+ ismade up of bits and pieces of many different disciplines. These include health
education, marketing/advertising, anthropology, and socia psychology.

+ hastaken on alife of itsown. Over the past decades, it has become recognized as a
distinct discipline.

¢ isoften misunderstood. Many peopleincorrectly use the term to mean any type of
marketing or advertising done by a health- or socially-oriented organization, no
matter who the product benefits or how the program was devel oped.

Social marketing isbest:

¢ when used to effect and sustain heathful or
socially beneficial behavior change.

¢ when used to increase program use.

¢ when used to build customer satisfaction with
existing services.

Effective social marketing can:

¢ raise awareness, demonstrate skills and
increase knowledge and demand for services.

¢ influence attitudes, norms and show benefits
of behavior change.

¢ refute myths and misconceptions.

Social marketing may not be as effective:

¢ for certain issues such as complex problems with many contributing or
confounding factors.

¢ for problems not under individual control (e.g., genetic flaws).

+ for addictive disorders.

¢ if you are unwilling or unable to commit the resources needed to do it well.
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Social marketing materials based on research

Socia marketing provides a systematic process to follow that ensures that

campaign materials are based on research rather than on one person's idea of what
looks good. This framework helps to guide our program development. The steps in
social marketing are:

¢

Planning - The planning stage of social marketing lays the foundation for the
rest of the program to build on. In this step, you
make decisions that shape the direction and focus
of the program - decisions that are based on solid
research. The purpose of research in this stage
is to learn as much about the target audience £ 3
and market as possible, in order to steer the
program in the right direction. Good social
marketers should analyze the problem, the
resources as well as the environment. By
understanding the problem and environment,
you will be able to identify potential opportunities
and stumbling blocks for the program.

Message and Materials Development - This step focuses on developing
communications - the social marketing messages as well as the materials to
convey them. Based upon the results of the research conducted in the planning
stages of the program, concepts and materials are created and pre-tested with
members of the target audience. In order for the social marketing process to be
effective, we must make sure that our messages are appropriate and that they
reach the targeted audience.

Pretesting - This step involves pretesting your campaign with the target
audience. Idedly, you would have two phases of pretesting: the first to test
messages and concepts, and the second to test materials based on the concepts
that were well-received. Test materials with target audience(s) and important
community gatekeepers to determine whether they respond to the product and the
message is clear. The products and messages should be revised based on
pretests.

Implementation - Once each element of the social marketing mix is considered
ready to go, the full program is put into effect and monitored to assure that it
stays on target. Thisisthe phase where all of your hard work pays off.

Evaluation - The purpose of a social marketing program is to effect some
change in the target audience's attitudes and behaviors. The true test of
effectiveness of the program is whether or not it contributed to improving
people's health and lives. Evaluation should be built into the social marketing
process from the very beginning. Evaluation creates accountability.

Feedback - Ideally, the feedback function should not wait until the end of the
program. Responding to relevant information in real time - as events actualy
occur - alows you to improve your program when it counts rather than
retrospectively realizing what you should have done. Tak to community
members. Ask them how the campaign changed what they believe about the
issue. Ask them what they thought was effective. Ask what didn't work and
what suggestions they have for improvement. Use the same techniques as in
pretesting.
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Consumer is focus of social marketing mix

The primary focus of social marketing is on the consumer - on learning what
people want and need rather than trying to persuade them to buy what we happen to
be producing. Marketing talks to the consumer, not about the product. The planning
process takes this consumer focus into account by addressing the elements of the
"marketing mix." This refers to decisions about 1) the conception of a Product, 2)
Price, 3) digtribution (Place), and 4) Promotion. These are often called the "Four Ps"
of marketing. Social marketing also adds afew more "Ps."
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Additional social marketing " Ps' listed

Partnership - You need to team up with other organizations in the community to realy be
effective. You need to figure out which organizations have similar goals to yours - not necessarily the
\ same goals - and identify ways you can work together.

Policy - Social marketing programs can do well in motivating individual behavior change, but
that is difficult to sustain unless the environment they're in supports that change for the long run.
Often policy change is needed, and media advocacy programs can be an effective complement to a
social marketing program.

Palitics - The issues addressed by social marketing programs are often controversial or complex,
such as safer sex or violence, and may need some political diplomacy with community organizations
to gain support, to get access to the target audience or to head off potential adversaries at the pass.

Purse Strings - Most organizations that develop social marketing programs, operate through
% 1 =  fundsprovided by sources such asfoundations, governmental grants, and donations.

Source: Weinreich, N.K., Hands-On Social Marketing: A Step-by-Step Guide, Sage Publications, Inc., 1999.
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