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SOCIAL MARKETING

• Why is it so Hard?

• 12 Ways to Make It Easier
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DEFINITIONS

FORMAL:
“The use of marketing 
principles and 
techniques to influence 
a target audience to 
voluntarily accept, 
reject, modify or 
abandon a behavior for 
the benefit of 
individuals, groups or 
society as a whole.”

Kotler, Roberto, Lee
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DEFINITIONS

INFORMAL:
“Influencing Behaviors for Good”
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TYPICAL APPLICATIONS

• IMPROVING
HEALTH

• PREVENTING
INJURIES

• PROTECTING
THE ENVIRONMENT

• INVOLVING THE 
COMMUNITY
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IT’S ALL ABOUT  
BEHAVIOR CHANGE

• Eat 5 fruits and vegetables a day.
• Leave oyster shells on the beach.
• Mow high and let it lie.
• Pick up after your pet
• Plant native plants.
• Keep a litterbag in your car.
• Reroute your downspout to a 

raingarden 
• Wash your car at a commercial carwash
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HOW DIFFERS

• Commercial Sector Marketing
– Typically goods and services
– For a profit
– Benefit of shareholders

• Non-Profit Marketing
– Promoting services 
– Supporting fundraising

• Social Marketing
– Changing behaviors
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HOW DIFFERS

From Education:
– Education typically just informs
– Social Marketing is intent on influencing 

behavior change
From Advertising:
– Advertising is only one of  the 

communication options (Promotion Tool) for 
influencing behavior

– There are 3 other powerful tools
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WHY IT’S 1000 TIMES 
HARDER.  

We ask people to . . . . 
• Be uncomfortable
• Risk rejection
• Reduce pleasure
• Give up looking good
• Be embarrassed
• Go out of their way
• Spend more time
• Spend more money
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PRINCIPLE #1

• “Take Advantage Of What’s 
Been Done Before that Works”
– Saves time
– Saves money
– More success



10

MICHIGAN’S TAKE OFF
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PRINCIPLE #2

• “TARGET MARKETS
MOST READY FOR
ACTION”
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WHAT’S A TARGET MARKET?

• WHO, VERY SPECIFICALLY, DO YOU 
WANT TO PERSUADE OR INFLUENCE?
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GREENS, SPROUTS, BROWNS

 
 
 

GREENS: 
 
Have the value and 
the behavior. 
 
 
“Just tell me what 
you want me to do 
next.” 

SPROUTS: 
 
Have the value, but 
not the behavior. 
 
 
“I really want to, but 
I just haven’t done 
anything about it.” 

BROWNS: 
 
Don’t have the 
value or the 
behavior. 
 
“And I’m not likely 
to!” 
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TARGET MARKET FOR RAINBARRELS

Based on surveys 
conducted for 
Seattle Public Utilities 
those most interested:

– Avid gardeners
– Interested in natural gardening
– Have compost bins
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KEY MESSAGES
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PRINCIPLE  #3  

“Promote single, simple doable 
behaviors.”

• Ones that will make a difference.

• Ones your audience will understand.

• Ones you can then measure.
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KING COUNTY Environmental 
Behavior Index (EBI)

PURPOSE:
1. Resource Allocation
2. Program Planning & 

Communications
3. Evaluation
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KING COUNTY EBI

• Methodology
– Telephone Survey (20 minutes)
– May 2005 Baseline
– May 2006 Tracking
– Randomly Selected Households
– 1000 Completed Interviews 
– 30% Cooperation Rate
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KING COUNTY EBI

The 30 Behaviors
Yard Care

1. Disposal of grass clippings
2. Avoidance of purchasing invasive plants
3. Disposal of yard waste
4. Removal of invasive plants
5. Proper lawn watering
6. Proper treatment for insects/diseases:
7. Use of compost
8. Reduce size of lawn
9. Proper fertilizing
10.Restoring or planting native vegetation
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KING COUNTY EBI

The 30 Behaviors
Yard Care

11. Use of recycling containers
12.  Proper disposal of feminine hygiene products
13.  Proper disposal of latex or waterbased paints, etc.
14.  Proper disposal of oil based paints or stains
15.  Proper disposal of kitchen grease
16.  Proper disposal of unwanted electronics
17.  Proper disposal of leftover/unused hazardous products
18.  Proper disposal of condoms
19.  Proper disposal of foodwaste
20.  Proper disposal of prescription drugs/medications
21.  Proper disposal of CFL & tubes
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KING COUNTY EBI

The 30 Behaviors
Environmentally Friendly Purchasing

22. Choosing latex/waterbased paints, stains, sealers
23. Choosing less toxic household cleaning products
24. Proper washing of car
25. Presence of lowflow toilet in home
26. Consider environmental impact on purchase
27. Use of energy saving lightbulbs
28. Patronizing EnviroStar businesses
29. Giving “experience” gift to reduce waste
30. Choosing sustainable wood products
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EBI STAGE OF CHANGE

• Bright Green: 
– Do the desired behavior all or most of the time

• Light Green:
– Do the desired behavior only some of the time

• Yellow:  
– Do not do the desired behavior but have thought about it

• Brown:  
– Do not do the desired behavior and are not considering it

• Grey:  
– Don’t know about the behavior or what their household is 

doing

• White:  
– Does not apply (e.g., don’t have a yard or lawn)
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KING COUNTY ENVIRONMENTAL 
BEHAVIOR INDEX
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PRINCIPLE  #4  

“UNDERSTAND AUDIENCE 
BARRIERS TO BEHAVIOR 
CHANGE.”

• Some are perceived.
• Some are real.
• Most of the time, you can help.
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UNDERSTANDING BARRIERS TO 
SALMON FRIENDLY GARDENING
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HANDLING ONE BARRIER
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HANDLING ANOTHER ONE
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PRINCIPLE  #5  

“Bring Benefits Closer to The 
Present.”
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PRINCIPLE  #5

• From 52% to 39% fertilizing in 
spring
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PRINCIPLE #6

• “Include Tangible 
Objects & Services 
That Support 
Behavior Change”
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TANGIBLE OBJECT TO KEEP 
GOOD BUGS
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HELPING CHOOSE SEAFOOD
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PRINCIPLE #7

• “Find A Price That Matters”
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PRINCIPLE #8

• “Make Access Easy”
– Online Exchange:  
– Targeting Contractors & Home 

Remodelers
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RESULTS: OUTCOME & 
IMPACT

• 43% successful exchange rate
• 1,110,622 pounds . . . 555 tons

APRIL
04

APRIL
05

Registered 
Users

5495 12,455

Successful 
Listings

1815 20,812
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PRINCIPLE #9

• “Use Effective 
Communication 
Techniques”
–Messages
–Messengers
–Media Channels
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MAKE COMMUNIATIONS CLEAR AND 
SPECIFIC
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USE MEMORABLE MESSAGES
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RESULTS

– April 25, 2002
• 80.8%

– July 18, 2002  
• 91.2%

– August 17, 2002
• 92.1%

– November, 2002
• 93.0%

– October, 2003
• 95.0%

– November, 2004
• 95.0%

– November, 2006
• 96.3%
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MAKE MESSAGES VIVID, 
PERSONAL AND CONCRETE
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MAKING IT CONCRETE
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HAVE SOME FUN
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MORE FUN
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PRINCIPLE #11

• Choose Credible & Influential 
Messengers,

• Like a Prime Minister
– Shirt sales went up  17%!
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MESSENGER IS A COALITION
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USE A CREDIBLE 
MESSENGER
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PRINCIPLE #11

• Choose Powerful Media Channels
– Uniquely designed for your target
– Just in time
– Popular/Entertainment Media
– Social Media (Blogs, YouTube, etc.)
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UNIQUE FOR YOUR 
AUDIENCE

Messages for tobacco prevention on toilet 
paper in Porta Potties at Youth Concerts

• “May your lungs be cleaner than this Porta Potty.”
• “Tobacco kills one person every 10 seconds.  Good 

thing you’re sitting down.”
• “ What’s worse:  running out of toilet paper of 

running out of breath.”
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TENT CARDS IN RESTAURANTS
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BE THERE JUST IN TIME
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TRY FOR PRODUCT INTEGRATION
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SOCIAL MEDIA
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PRINCIPLE #12

• “Be Customer-Centric”
YOU are the advocate for the customer
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CUSTOMERS KEEP PLEDGES
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CUSTOMERS NEED PROMPTS
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USE PROMPTS.
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IN SUMMARY
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IN SUMMARY

• Social Marketing is about  influencing 
behaviors.

• Incorporate principles that work.
1. Take advantage of what’s been before.
2. Target markets most ready to act.
3. Promote single, simple, doable behaviors
4. Understand and overcome barriers.
5. Identify near term benefits.
6. Find a tangible object or service to include.
7. Look for a price that matters.
8. Make access easy.
9. Use effective message principles
10. Use credible messengers.
11. Choose effective communication channels.
12. Be customer-centric. 
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