
Creating change for social 
good

Social Marketing workshop - Community Comms Collective
Tracey Bridges

November 2025





Our topics

• Thinking about change
• Defining social marketing 
• Success factors
– Focus on behaviour
– Focus on the audience
– Strategic and systematic approach



Thinking about change



The 
proposition:

If we want to create 
change – of any kind 
– our usual 
communications 
tools are not enough



Information 
is only the 
solution …

… if a lack of 
information 
was the 
problem
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SOCIAL MARKETING:
Products and techniques 

to reduce barriers and 
increase incentives to 

change

Creating change requires more than our usual tools



Defining social marketing



What is social marketing?
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- Kotler and Roberto, 1989
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Successful practice
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1. Behaviour focus: knowing what you want people 
to do (not just think or believe)

2. Audience orientation: truly understanding 
audience and responding to their needs

3. Strategic and systematic approach: long term;
solving the problem at hand and acknowledging 
the system that supports behaviour



1. Focus on 
behaviour



The knowledge fallacy
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2. Focus on 
the audience
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3. Strategy 
& systems 
approach
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Think about 
what 

system 
you’re in
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Deploy an 
integrated 

programme
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!"#$%&'() *'+(, What do we want people to do? 
What do we not need them to do?
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What do we know about why they are behaving the way 
they are?
What do we know about who is most likely to adopt the 
desired behaviour?
What do we know about their lives, contexts and 
communities?
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What strategy will we use and what tools can we deploy?
What else is going on that can contribute or interfere?
Who else is active in this space? 
How can we collaborate for change?
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https://www.linkedin.com/groups/8588612/
https://aasm.org.au/
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