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* Thinking about change
* Defining social marketing

Our topics » Success factors

— Focus on behaviour
— Focus on the audience

— Strategic and systematic approach
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Information

is only the
solution ...

.o if a lack of
information

was the
problem
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Utah Poison Control Center reminds

everyone not to take POISON

*Children Act Fust, S0 Do Poi-
sons™ fa the thoeme for Nutional
Poison Prevention Wook, arch 20
. 96. The Utah Poison Control
Centor (UPCC) would like to take
the opportunity to remind par-
snts nnd caregivers that poison-
ings can bo prevented. In 2004,
the Utnh Poison Control Center
responded 1o over 50,000 enlls,
the majority of which were nboul
petunl potentinl polsoNIngs.

Over B0 percent of the polens
tinl poisoning exXposures involved
children under nge 6. The top five
substances thot children in this

giving or toking medicine. Che
the dosage coch use.
+ Avoid taking medicine in fro
ol' children,
*  Nover refer to medicing
enndy.
« (Clean your medicine cabi!
periodically, aafely disposing
unnoeeded und outdnted medicir
The UPCC, purt of the Coll
of Pharmocy, hos an netive o
munity outreach program.
9004, represuntatives of the U
Poison Control Center provi
126 community presentations
distributed more than 40,000
son provention pducntion mi



Creating change requires more than our usual tools
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l SOCIAL MARKETING: l
Products and techniques
to reduce barriers and
Increase incentives to
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What is social marketing?
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- Kotler and Roberto, 1989
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Stages of Change

Behavioural Economics

COM-B

Marketing

Community Based
Social Marketing
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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
ehaviour




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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hat do we want people to do?

What do we not need them to do?
-(.&"/+"0 What do we know about why they are behaving the way
N&"11$1&'/ 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?
23,1"4050 What strategy will we use and what tools can we deploy?
,1)$1"63 What else is going on that can contribute or interfere?

W

no 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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https://portchester.blog/2022/03/11/a-handy-guide-to-behaviour-change-programme-planning/
https://portchester.blog/2022/03/11/a-handy-guide-to-behaviour-change-programme-planning/
https://marketing.org.nz/resource-hub/author/new-zealand-social-marketing-network
https://marketing.org.nz/resource-hub/author/new-zealand-social-marketing-network
https://thensmc.com/sites/default/files/It%2527s%20not%20OK%20FULL%20case%20study.pdf
https://thensmc.com/sites/default/files/It%2527s%20not%20OK%20FULL%20case%20study.pdf
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