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EXECUTIVE SUMMARY

Purpose

The focus of this one-month consultancy (January 1989) was to enhance the capability of
the Faculty of Public Health, University of Indonesia, to offer courses in social
marketing. The two major components of the consultancy were course development and
faculty training:

n Course development: In consultation with Dr. Adi Sasongko, and after
appraising past efforts and anticipated needs, the consultant located and
selected appropriate readings and developed preparation guides for a one-
semester course in social marketing. The preparation guide is included in
this report as Appendix B. (The complete set of readings -- approximately
600 pages -- is being shipped from Jakarta.) The consultant also provided
Dr. Sasongko with books and articles, for use in preparing for teaching the
course.

" Faculty training: The consultant conducted six faculty seminars on aspects
of social marketing at the University of Indonesia. Outlines for the six
seminars appear in this report as Appendix C. In addition, an invitational
seminar, as part of the University's anniversary celebration, was also
presented. The consultant also had many conversations with Dr. Sasongko

the faculty member who was primarily interested in the social marketing
field.

b

Conclusions and Recommendations

Course materials and readings will be used to teach the social marketing course during
the second semester of this academic year, February - June 1989. Some modifications,
including additions and deletions to the reading materials, may be necessary. The most
important next step regarding materials is to translate the Preparation Guide into
Bahasa Indonesia. Eventually key readings, now available only in English, should also
be translated.

The most pressing issue is faculty preparation. The existence of a Preparation Guide
and a set of readings does rot replace the need for an instructor with substantial
academic preparation and experiential depth in the field of social marketing. Therefore,
it is recommended that Dr. Sasongko and any other faculty member who might become
directly involved in offering this course, acquire additional background and experience in
marketing and social marketing. This preparation can be accomplished in Jakarta,
through existing courses and projects supplemented by specialized preparation in social
marketing and in relevant instructional techniques.



I. INTRODUCTION

Two decades ago, social marketing emerged as an approach to promoting beneficial
social change. It has since been incorporated in dozens of health and family planning
programs. Given the widespread awareness of social marketing, the question now is
how to prepare people to work in the ficld of social marketing. Courses in social
marketing, however, are virtually nonexistent in the United States and elsewhere.

Dr. Adi Sasongko introduced a social marketing course at the University of Indonesia in
January 1938, The purpose of this one-month consultancy was to assist him and the
Faculty of Public Health to deveiop a social marketing course, including designing the
course. preparing and collecting materials, and carrying out short-term faculty training.
(The Scope of Work appears as Appendix A.)



IL. THE TEACHING OF SOCIAL MARKETING AT
THE UNIVERSITY OF INDONESIA

A description of the social marketing course offered in 1988 will serve as background for
describing the results of the consultarcy.

The 1988 course was limited to S2 (graduate) students, and four students enrolled.
Three of the four majored in health education. Now all S25 majoring in health
education are expected to take the course.

The class. a one-credit course, met once a week for 30 minutes. The standard semester
is 20 weeks long, but the social marketing course is less than 20 sessions. Readings
came from the Engiish language editions of marketing principles textbooks by Philip
Kotler and E. Jerome McCarthy. These are the best-selling undergraduate marketing
texts in the United States. Students worked in pairs on a given topic but were assigned
to write separate papers: (wo students (vne a dentist) wrote on reducing dental caries,
and two others wrote on reducing smoking among high school students. In addition, the
four students recruited speakers from pharmaceutical companies to present a program
on ethics in the marketing of drugs. (The theme of the program was on the hgli prices
of pharmaceutical drugs, promotions to physicians, etc.)

Aoppraising student performance, Dr. Adi reported that in general students do not do
much reading, and particularly since the course materials were in English, he felt that
they had read very little. He also felt the student papers did not reflect a clear
understanding of the subject matter.

The consultant interviewed three of the four S2 students who took the course in 1988.
The three students included two physicians and one dentist, all of whom graduated in
June 1988. Two of the three are already teaching health education courses. If this is
typical, then future graduates with an in-depth understanding of social marketing are
likely to be in responsible positions where thev can introduce others to social marketing.
Most of the S2 students -- and the S1 (undergraduate) students -- will also have
responsible positions in the Ministry of Health designing, implementing, or, at least,
overseeing programs that could benefit from a social marketing perspective.

The consultant’s conversations with last year's students suggest that they have not yet
grasped the key ideas of social marketing. This may be due to their very brief exposure
to the subject (less than 20 hours), and other situational factors. Presented with
hypothetical situations (including how to approach smoking reduction in high schools, a
subject two students had written on as a course project), the three students counted on
an informational approach -- essentiaily a conservative health education approach,
involving fraining teachers to in turn provide facts to students.

Students are interested in learning about social marketing. In early January 1989, Dr.
Adi told his 50 ST students that a social marketing course would be offered: 30 of them
made a special trip to campus the next week to sign up as auditors. For two reasons,
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undergraduates are unable to take the 1989 course for credit: the course is not officially
approved and listed in the catalog for S1 students, and S1 students in the last semester
have already "used up” their zlective credits. The consultant met with four of these S1
students. All had several years of work experience, three in the Ministry of Health, and
one in an occupational rehabilitation clinic. While the S2 students are typically
physicians or dentists, the S1 students have completed more coursework in health
education, media, and probably even in the behavioral sciences than the S2s. The S1
students the consultant met with did not know much about social marketing, but thought
it would be an interesting course which would be useful to them in their careers.



III. ACCOMPLISHMENTS

A. Course Development

After reviewing the existing course and materials, and assessing the social marketing
needs of students, a curriculum "platform" was prepared. This platform is the set of
assumptions which underlies decisions about course organization, materials, m.athods of
teaching and evaluation, etc.

The course orientation should be "hands-on" and applied. Students completing this
course will be "doers.” and some will also be teachers. Graduates will be in responsible
positions in the Ministry of Health and other health programs, and are likely to be in
positions where they propose, design, or implement programs. Some will teach in
universities. Therefore, they must have a very thorough understanding of social
marketing theory and application. The alternative is to have social marketing expertise
provided primarily by expatriate advisors. This social marketing course is likely to be
the only formal preparation they will receive in marketing and social marketing, so it
must be well planned and carried out, and must emphasize student mastery of course
concepts. A solely "academic” orientation would be inappropriate. This implies that the
course will include readings on the core topics of social marketing, exercises requiring
application of course concepts, active class participation in discussions, guest
presentations by social marketing practitioners, site visits to social marketing projects,
and preparation of social marketing plans.

Knowing about social marketing is not enough. The course must be adequate in time,
scope, and depth for students to master the course content. Thus at least two credit
hours is essential. The class would meet formally for two class hours - one hour and 40
minutes weekly. In the United States, each class hour is supposed to be combined with
two hours of preparation. The consultant’s understanding is that there is a similar
expectation in Indonesia.  While it was not possible to formally change course credit for
the 1989 course, it was emphasized to Dr. Adi that the course had to meet a minimum
of one hour and 40 minutes each week in order to provide the basics. However, this
year's five S2 students (the only ones enrolled for credit), would get just one credit for
the course.

S1 and S2 students should be combined in the social marketing course. Each group has
different strengths to contribute -- the S2s have medical training, the Sls have more
health education training and experience. Graduates of the two levels are likely to be
working together in the Ministry of Health and other similar settings after graduation.
Furthermore, the Department of Health Education has only a handful of S2 students
each year, compared with several dozen final-vear S2s. so it is not economical to offer
two separate courses.

The course preparation guide should be translated into Bahasa Indonesia. To the
extent possible, course readings should also be in Bahasa Indonesia. In preparing
materials for the 1989 course the consultant’s goal was to provide a minimum of 50
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percent f the readings in Bahasa Indonesia. A goal which has been met. In Jakarta,
translations of the Kotler and McCarthy textbooks were located, and selected chapters
were incorporated into the set of course readings, along with key articles and book
excerpts from sources in English. The consultant was also able to include an article on
focus group interviewing, written in Bahasa Indonesia by Dr. Hadi Pratomo, Chairman
of the Department of Health Education.

Translation of ali readings is not necessary nor -- for the next year or two -- possible.

First, regarding necessity: Four S1 students were given copies of an English article and
asked if they could read it, and how long they felt it would take them to read through
the article. Even though only one spoke English with some confidence, the four felt that
they could handle the article within an hour.

Second, regarding possibility: If there was one "textbook" in social marketing, providing
a translation would be appropriate. But after reviewing virtually every source on social
marketing in English, in order to select the course readings, it is clear that there is no
“one textbook," and in particular, there is no one textbook appropriate for this specific
course in Indoresia. (This is not the place for a detailed review of the social marketing
literature, but the consultant is familiar with it and could elaborate on this judgement.)

Moreover, the social marketing field is very fluid, and some of the most useful material
has come out only in the last year or two. One example is the excellent book,
Communication for Child Survival, prepared by Mark Rasmuson, Renata Seidel, William
Smith, and Elizabeth Booth of the Academy for Educational Development for USAID
and published in June 1988. This particular book, even though it can not serve as a
"stand-alone" text, should be translated into Bahasa Indonesia because it has several
special virtues: it is written by practitioners who know social marketing and mass media
health communications: it is well organized and clear; it is aimed at training people to
do something; the examples are superb; and it is short -- actual text pages are fewer
than 100. Since this publication was funded by USAID, it could be translated and used
without copyright and payment problems. Substantial sections from Communication for
Child Survival (in English) have been included in the course readings.

The time and cost involved in large-scale translation of other materials may be
excessive, because new material will continue to appear over the next few years.

As social marketing is relatively new to the course instructor as well as to the students,
the course materials should include learning objectives and exercises that will guide
both instructor and students in preparing for class sessions. Dr. Adi observed that he
does not prepare courses with the level of detail included in the Preparation Guide.
Since the purpose of the consultancy was to perform technical assistance t~ enable the
Department to offer this essentially new course, the level of detail included 1s important.
Furthermore, at least one faculty member in the Department of Health Education, Mr.
Zulasmi, prepares his courses using a similar format, providing students with objectives,
readings, and discussion questions.



Evaluation techniques should match the learning objectives of the course. Since active
learning and mastery of course concepts are important, students should be evaluated
through quantity and quality of participation in class discussion (on exercises, cases, etc.),
oral examinations, and preparation and presentation of socizl marketing plans, including
the ability to explain rationales for decisions.

The completed volume, entitled Preparation Guide and Readings for Social Marketing,
consists of guides {or 15 class sessions (on the assumption that approximately five
sessions would be spent with guest speakers, student presentations, and examinations),
and about 500 pages of readings. The preparation guides are included as Appendix B of
this report. (The complete volume is being shipped to ISTI/DC from Jakarta.) These
materials should be reviewed periodically. A highly desirable addition would be short
cases based on social marketing projects in Indonesia.

B. Faculty Development Activities

In addition to course development, the consultancy included providing short-term
training in social marketing for the faculty. Members of the Faculty of Public Health, in
particular those in the Department of Health Education (with whom the consultant had
the most contact), were wonderful colleagues who made introduction to Indonesia and
to the University a fascinating and rewarcing experience.

1. Faculty Seminars

The consultant presented a series of six faculty seminars on social marketing topics,
selected in consultation with Dr. Adi. The initial invitation and semniar outlines
distributed at the six seminars are included in Appendix C. The seminar on focus group
interviews was presented first, since a faculty team was preparing to conduct focus group
interviews the following week as part of a study of mothers’ decisions about child
immunization. Seminar attendance ranged from five to 16 and included faculty from
health education and related University of Indonesia departments, some department
alumni teaching at cther universities, and a few students. Given other obligations, Dr,
Adi was only able to attend four of the six seminars.

2. Preparation for Teaching the Social Marketing Course

In addition to the seminars, the consultant et with Dr. Adi several times to discuss
social marketing topics. He did not feel qualified in course development or in social
marketing to work with the consultant on preparing the course; he also had other time
commitments. Therefore, the consultant selected the raaterials and developed the
preparation guide independently. Dr. Adi was not able to review the materials before
the consultant’s departure at the end of January, but since he was to begin teaching the
course during tile week of February 6, he has probably done so now. It is expected that
in teaching the course this semester, he will use the materials prepared by the
consultant. Dr. Adi and the consultant were net able to work together to prepare him to
teach the course or to use the materials. He and other faculty members who plan to
teach the social marketing course would greatly benefit from structured preparation in
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social marketing and in related instructional techniques (e.g., evaluation methods, use of
cases, eic.).

3. "Dies Natalis" Seminar

The founding of the University is commemorated annually with a series of public
presentations. The consultant volunteered to present a seminar on social marketing.
Invitations were sent to several faculties (including public health, economics, and
medicine), to the Ministry of Health, and related organizations (e.g., UNICEF and
Family Planning). The preseritation, "Social Marketing Perspectives on Public Health
and Family Planning,” held on January 27, attracted about 43 people.

C. Other Tasks

Two oiher areas were mentioned in the Scope of Work but not completed during the
consultancy. The Scope of Work included identifving human resources available within
and outside or the University of Indonesia, and preparing a plan for collaboration
between the Faculty of Public Health and various agencies. This component was outside
the consultant’s direct area of competence. It is best handled by Dr. Adi and his
colleagues who are knowledgeable about such possibilities.

Dr. Adi is already very familiar with the Yayasan Kusuma Buana group of family
planning clinics through his work with them, including the recently instituted de-worming
program for Jaukarta primary school pupils. He is very familiar with other organizations
offering family planning services and contraceptives, and was directly involved in
planning and carrying out a fuil-day public Family Planning Festival held in the ballroom
of the Hotel Indonesia on January 15, which the consultant attended. In additien, Dr.
Adi and the consultant both met with Gani Perla of IKB-SOMARK and with Pak Tjep,
John Davies, and Richard Pollard of Dr. Mantra’s Office of Health Education.

Dr. Adi is also familiar with several areas within the University of Indonesia where
faculty may have an interest in social marketing and related topics. The consultant met
only with faculty who attended the seminars, and did not seek out faculty within the
Faculty of Economics (which is probably the locus for marketing courses), or Medicine.
It would be helpful to determine relevant skills and interest among marketing faculty.

The Scope of Work also mentions developing a short-term (two week) course. Based on
discussions during the consultant’s visit, the idea behind a short-term course is to offer
training programs in social marketing for Ministry of Health emplovees and others.

One direct way to prepare a two-week course is to arrange the 135 sessions already
developed, into a compact time span. Fifteen two-hour sessions would certainly fit quite
well, assuming participants had adequate time to do readings and preparation. A
related issue is the necessary faculty preparation needed for the Faculty of Public Health
to offer such a program. The consultant’s recommendations appear in the following
section.
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IV. CONCLUSIONS AND RECOMMENDATIONS

Dr. Adi Sasongko is to be commended for his dedication and his initiative in launching
the social marketing course in 1988. He has received encouragement from others within
the Faculty of Public Health, and this encouragement has been important to establishing
the legitimacy and significance of the course.

A preparation guide and set of readings for the course is now complete and will be usad
to teach the course during the semester which began on February 6 1989. They
represent the consultant’s judgement about the best available resources with particular
emphasis on including materials in Bahasa Indonesia. The preparation guides and
readings do not necessarily constitute a social marketing "bible.” These materials will
need to be reviewed and modified froni time to time. The preparation guide should be
translated into Bahasa Indonesia as quickly as possible.

From agency visits and contact with social marketing consultants working in Jakarta, it is
apparent that substantial social marketing-oriented programs are being carried out,
programs which bring together people with wide-ranging overseas social marketing
experience. These people could be involved in introducing faculty and students to the
application of social marketing.

Steps should be taken to regularize the status and structure of the course within the
Faculty of Public Health. Specifically, the course should be increased to two credits. It
should meet for one hour and 40 minutes weekly, and it should be open to S1 and S2
students. The approval for these modifications should be given right away in order to
enable students to make plans to take the course when it is offered again in 1990,

Consideration should be given as to where this course should be offered, both in terms
of which faculties and which universities. Since students take all or virtually all of their
coursework within their own faculty, the faculty within which a course is offered
effectively determines which students have access to it. At present it is taught in the
Department of Health Education and Behavioral Science, within the Faculty of Public
Health, but it is not certain that it should be offered only there. Also, there are other
Faculties of Public Health in Indonesia where a social marketing course could be
equally valuable. Issues about disseminating social marketing courses should be
considered when planning for further faculty preparation and training in social
marketing.

Faculty will require additional preparation and training in social marketing and in the
use of cases in instruction. For this reason it would be desirable to identify several
faculty members who might go through some elements of the training program together.
The training should include the following elements:

] A regular course in marketing management should be taught in the
University of Indonesia’s Faculty of Economics, or by arrangement with

IPMIL Taking a regular marketing management course would ground
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faculty in the fundamental assumptions underlying marketing, and by
extension, social marketing, and introduce them to marketing problem
solving and the application of diverse marketing tools;

A course in social marketing based on the course materials should be
taught by an experienced professor;

In-depth training in teaching using the case method. Conversations with
faculty, both Indonesians and Americans with Indonesian teaching
experience, indicate that most courses rely on traditional approaches sucls
as lectures. Given the aims of active learning and mastery of skills, those
who teach the social marketing course will become competent and
confident in using cases. Analysis of cases enables students 1o develop
skills in problem identification and analysis, as well as in proposing
solutions;

A series of site visits to meet social marketing practitioners, to see and
hear what they are doing;

An "internship,” of a few weeks or more, with one or more of the social
marketing programs going on in Jakarta;

A short course on learning objectives and appropriate evaluation
techniques for applied learning;

Short- or long-term training in the United States is neither necessary nor
desirable. Not only are the resources -- the regular marketing course, the
social marketing programs, and the technical assistance people -- already
available in Jakarta, but there is no comparable set of resources in one
location in the United States; and

Expanding offerings in social marketing should wait until the faculty
completes appropriate training. There is discussion about offering short
courses on social marketing, perhaps through the Center for Health
Education within the Faculty of Public Health. It is possible that the
existence of a book of readings and preparation guides is deemed
equivalent to having a course ready to teach, but more faculty training is
essential.
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V. FURTHER ISSUES

Assumptions about the nature of the social marketing field will necessarily influence
courses about it. The fact is that virtually no one has formal education specifically in
social marketing. A few social marketers have done graduate work in marketing in the
past 10 or 15 years, working with Philip Kotler and others who were carly exponents of
social marketing. But the founders were not trained as social marketers either. Kotler's
Ph.D. is in economics, Zaltman's and Levy's are in psychology, ctc. Furthermore,
significant social marketing practitioners have come from advertising agencies (e.g.,
Novelli and Manoff). or communications research (¢.g.. many at the Academv for
Educationul Development, and other such organizations).

The result is a highly "mobile” consensus about what social marketing is. Occasional
academic gatherings discuss "what is social marketing?”, but practitioners tend to define
social marketing in terms of their prior background: communications people see social
marketing primarily as using mass media, advertising people sce social marketing in
terms of advertising, family planning/contraception people tend to emphasize
distributing and promoting a physical product, health education people tend to focus on
presenting factual info-ation, and so on.

There is, however, a clear working definition of social marketing - the application of
marketing tools and concepts v, promote beneficial social change. The definitional issue
is discussed in greater detail in the consultant’s 1980 article with Philip Kotler entitled
“The Marketing of Social Causes: [he First Ten Years."

Marketing -- including social marketing - is far more than a set of facts or procedures.
It calls for a particular approach to problem identification and problem solving. It calls
for grusping a gestalt, not merely applying a template. The ideal preparation for social
marketing would include a background in the behavioral sciences and research
techniques, coupled with broad preparation in marketing, including advertising and other
marketing communications, distribution, pricing, product development, and so forth,
Programs aiming to transfer social marketing know-how will need to consider how best
to provide this training.
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I

IIL.

Iv.

THE SCOPE OF WORK
FOR THE CONSULTANCY IN SOCIAL MARKETING

THE SCHOOL OF PUBLIC HEALTH, UNIVERSITY OF INDONESIA

Expected results of the consultancy:

1.

o

To improve knowledge and skill of the teaching staff in providing the
Social Marketing course at the Bachelor and Master level (S-1 and S-2
program) in the School of Public Health, University of Indonesia.
Course curriculum in social marketing for S-1 and S-2 programs.

Teaching materials in social marketing for S-1 and §-2 program.

A plan for collaboration between School of Public Health, University of
Indonesia and various agencies.

Justification:

1.

The Social Marketing course is a new course offered in the School of
Public Health, University of Indonesia.

Lack o teaching materials in the Social Marketing course.

Lack of experience in setting up the curriculum, especially in social
marketing,

Objective of the consultancy:

L.

To provide technical assistance in order to develop a Social Marketing
course in the School of Public Health, University of Indonesia, so that it
can be offered to the S-1 and S-2 students.

To assist the Department of Health Education and Behavioral Sciences
staff to organize the course curriculum, as well as manage teaching
materials.

To prepare a plan for collaboration between the School of Public Health,
University of Indonesia and various other agencies.

Details of the task:

1.

Prepare curriculum for short-term (2 week) course for a long-term (1
semester, 18-2() weeks) course in social marketing for the FKM-UI based
on:

a. A review of the existing course curriculum and teaching material;
and



b. An assessment of social marketing needs of S-1 and S-2 students.

The curriculum should include information on human resources available
from both within UI and outside the institution, to assist in teaching short-
and long-term courses.

2. Prepare a plan for collaboration with various social marketing agencies
outside the FKM-UI.

3. Provide short-term training in social marketing for teaching staff at the
FKM-UL
Length of consultancy: one-month consultancy
Desired time : October, November, or December 1988
Counterpart : Dr. Adi Sasongko, M.A.
Approved. . .............. Date: 9 September, 1988

Dr. Does Sampoerno

Approved. . .............. Date: 9 September, 1988
Mr. David Denman
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APPENDIX B

UNIVERSITAS INDONESIA
EARULTAS KESEHATAN MASYARAKAT

Preparation Guide and Readings
for
Social Marketing

by Professor Karen Foi, Department of Marketing, Sanis Clara Unversity,
r&, Celiforrniz Q9@S3, USS, 1 consultaticn with Dr, Adi Sasongko, MA and
other faculty of the Department of Health Educatior, Faculty of Public Health,
Unvereily of Indonesia, bepok-dawa barai, January 15853.

Techmiczl assistance was funded by the United Satates qgency for Imternatiornal
Development as part of the Schools of Fublic Health Develooment FProgram, These

materiaic are the work of or were selezted bty the author and do not
necessar:ly represent cfficial views of US/AID.

Rezommendatione for revisions, additione, and deletions are most welcome.

Please make them 1n writing to Professor Karen Fox and/or Dr. Adi Sasonghko, MA
at the sddresses above.
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furpoce o0f the Cource

Traz ctourse has teen prepered to :ntrocuce socral marketing to 5-1 (upper
glvis:ion ungergraguate’ ano £-2 igraduatel studente 1n the Faculty of Fublic
meaith., §-1 stugents will be in the +1nal semester of the program. and most
Wiil have prior worh experience in oublic nealth, Most S-2 ctugents will have
Tompisted meoical Jez-essz anc will be :n the final semecter of tnes- nrogram
&l tne uUnivers:itv.,  Tne sajerity of 3-1 anc S-2 ograduates will work in the
t18.0 cf publiz health: some mav DE 1nstructors or proiecscors.

"

Creoit/Time
This cource will]l meet once a week for one hour andg forty minutes. In 1989 the

courze will be offered ‘or one unit of credit: 1n future yearc, after formal
courcse approval, two creaite wi:ll be offered.

Course Materiale

Th:z volume 1ncludec preparation guide and readings for each of the fifteen
top:ce covered :n the cource, The preparation qguidec i1nclude learning
o)ectives, a briet i1ntroouction, a list of readinge, and 1csues to consider 1in
advance of the clacss sescion. Thece 1scuec will be discussed during class
SeSE10NE.

Readinge were selected f{rom a wide range of materials. Wherever available,

materi1ale 1n Hahasa Indonesia have been used. Ffull citations to the cources
are given the first time the source 15 mentioned i1n the preparation guide.

Cource Activitiecs

Course activities will 1nclude:

{. Freparation ot resainge and discussion quections

z. Attendance and part:icipation 1n class discussions

. A group preoject which will :nclude preparing a cccial marketing plan,
visiting a social marieting program, 3and making formal presentations to
the clacs

4. Evaminations
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QVERYIEW OF MARFETING
Learning (brectives:

1. vou will be anle to give & Correct gefinition of marketing, needs, wante,
gemance. procucte, exchance., tramncactione, and markets,

2, You w:ll pe aple to oefine and explain the marketing concept andg teo
mccern marreting 1€ not the zame thing ac agaressive cellinc or

e to e:nlaln why a Customer orientatlon 1s central to
mooern marketing and csoclal marketing,

4, %You will be able to give examples of wnat & customer orientation wouid
mean 1n gilven marketing situations,

S. You will be able to expiain what exchange means i1n the context of

marketing, and to tell the four conditione which muct be met to cay that
exchange has taken place.

Seesion Overview:

This class session i1ntroduces the course 1n social marketing by providing you
with an overview of the field of marketing. The basic concepte underlying
modern marketing are not difficult to grasp, but they do conflict with many
people’'s preccnceptions about marketing. Many people think that marketing 1t
agarescive selling and i1nsistent advertising that "waar away" at consumers
unti1] they *“give 1n* and buy. Some companiec may still try to sell their
products 1n thic way, but the field of marveting has evolved greatly over the
pact few decaaec. Modern commercial marketers recognize that they can be more
successful by understanding their customers and offering them things that the
truly value, rather than by trying to cell what the companiec have to offer,

The succecss of this approach to marketing has fostered the development of
soc1al marketing.,  Modern marketing starts with understanding customers wante
and needs. Furthermore., modern marketing 1s based on the principle of
exchange-~that people buy goodc and servicec because thev expect to better off
ac a result, ang that consumers seriously consider and choose to adopt
propoced 1ceac or changee 1n behavior because they see that ‘e propocaic
offer them something they value.

Please read the materiale wnich follow this overview i1n aovance of the ciass
dicecucscsion, These materiaic are agesigned to Qlve vou strong preparation :n

cocial marketing, to enable you to put thece 10eac 1nto practice 1n your Qawn
worl. Ry reading the materi1al, reflecting on the 1ssuec presented. and then
participating actively 1n class d:scussion will vou obtain the full benerit

from thi1c course.
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Reading:

t, Fasmucon, Mark K., et al., Communication for Child Survival, Washington,
0C: fhcademy for fducational Development ifor USAIL!, June 1988,
pn., 10-12,

Z. totier., Philip, Dacar-Dacar Femasaran iedisi ketiga:, dJalarta:
‘ntermeaia, (967, Bac !. pp. I-~d4i.

3. McCartnv, £. Jerome, Dasar-Dacar Femasaran, Jakarta: Fenerpat Erlangga,
1985, Bkao 2, pp. 27-31.

lesuec to concsider:

1. What did vou think the term "marlketing" meant before you enrolled 1n this
cource? How would vour previous 10ea of marketing need to be medified 1¢
companies followed ““he marketing concept" ac described 1n vour resging”

2, Adi1. a stugent at Ul, needs transportation to get from hic home to the
University. He reaitzec tnat ne couid ta'e the pus or train: he could even
arrange to live 1n Lepok, very close to the cawpuc. But what Ad): really

wants ¢ a Mercedes-®en: autamobile. What 15 the distinction between wants

and needs 1n thiec situation® For us to cay that Ad) has & demand for a
Mercedec-Ben: automobile, what conditions would Adji have to meet?

3. Figure 1-1 in kotler shows three degreec of want satisfact:on. [n =ocial
marketing we cannot always provioe precisely the product or =ervice or health
behavior that concumerc would really prefer. For example. the 1deal
contraceptive doeen’'t vet exist--1t hasn’'t been i1nvented. Explain the meaning
of Figure 1~{ with reference to contraceptive products,

3, Tne following {hypothetical) statements were made by the directors 04 two
di1fferent clinics:

Director of Clinic A: "We have an excellent, well-eguipped clinmic and fine
medical ctaff. It ¢ unfortunate that the patients who come here are soO
uneducated and stupid that they don't recoanicze what a great clinic we have
hers.,”

Director of Clinic E: "The most :mportant tack of this clinic s to getermine
the health needs of the community we cerve and to determine how we can pest
meet those needs. 1% 1% ucelecs for us to have grest facilitiec and great
ctaff 1+ we do not cerve the health neede of those wno count on us fQr care.”

Which of these two clinic directors reflecte a customer c.i1entation” HMWhat
could vou cay to the other clinic director to explain tne i1mportance of &
customer orientation’

S, You will want to start planning for vour socilal marketing project for thre
courcze. Looiing ahead 1n the cource materiales wiil give vou zome 10€4c ot
where cocial marketing hac peen applied,
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SOCIAL MARFETING, FUELIC HEALTH. AND HEALTH EDUCATION

tearning Objectives:

1. VYou will be able tec describe limitations of traditional health education
act:ivitiec, baced on the reaadings and your Own EXPEr1ence.

2. vou wil! be aple toc evplain tne ciféerences hetween & marheting approach
en0d ar educational apprcach.
3. *ou wiil be ablz to decscribe come imitations Of [ &St MaSc MeOls nEalth

campa:gre, and vou will be able teo explain row csucral marketing programe aim
to cvercocme these limitations.

4., vYou will be able to give a clear explanaticon of the nature of social
marketing, and to present examples ©f areac where cocial marketing can make a
contribution to public health.

Seceion Overview:

Public health protessionals are 1ncreasingly turning to socral marketing to
increase the effectivenese of their programs, Ac cstudents 1n a school of
public health, you should understand the relationship between social marleting
and other approaches that have long been uced to encourage people to adopt
sound health practices.

As you read the ascignments, you may f1nd that vou disagree with some of the
things the authorec say. You may think that they are too critical of
trad:tional health education programs. Please keep an open mind, and make
notec of what each author says. You mignt find 1t helpful to use the sort of
table that Barach uses 1n his article as & trameworl tor taking ncotes.

Clacse Freparation:
Reading:

. FRasmuson, pp. 6-7, 10,

2. FBarach, Jeffrey A., "Applving Marketing Principles to Sccral Causvs,”
Bucinecc Hori:one, July-Augucet 1984 (vol. 27, no. 4!, pp. 65-469.

3 Fox, Laren F. A., "The Impact of Social Marketing on Masc Health
Promotion Campargne.” Advances 1n Heslth Ca. e Fecrarch, 1984, pp. 86-88,

4. Manoff, Richard ., Social Marketing: New Imperative $or Public Health,

New York: Praeger, 19653, Chapter 1, pp., 1!1-13, and Chapter 4 (selected
paragraphs}




According to the readings, what are zome limitations of health eoucation
t hac been traditionally practiced”™ Try to lict at leacst three or four
¢ areas, and be prepared to gQive an example of each.

how dces a marketing approach differ from an

2. According to Raracn,

gcuctational perspective”
medls nealth campa:gns been

ve doEc €CCL2l marketing &!M to go teyono the typrcal

. According to Manoff, wny 15 coc:al marneting 1mportant® (He gives several
reasons., You chould too.)

Qther questions: List here quections vou have about the sessian topic and/or
reagings that you would like tc nave clarified 1n clacs.,

1.



Session 4

FORMULATING SOCIAL MARFETING FROBFLEMS

Learning Ob)ectives:

! You will be able to explain the 1mportance cof carefully and correctly

s

formulating a probiem tzfore proceeding to design a social marketing progran.

2. Grven gescripticne cf s:ituations, you will be able to 1dentify two or
tnree ceesicle explanaticne and to csuggest waye to determine wnich 1c/are most
ithels,

3. You wWill be able to explain the significance o external environmental
torcez---1nciuding political, economic, demograpnic, scciocultural, religious,

and other forces---on social marketing problems and on designing sorial
marketing programs,

Session QOverview:

Correctly formulating social marketing probleme :c an eccential cstep 15 the
zoc1al marketing process. Firet, sccial marketing programe i1nvolve a great
deal of effort, time, and resources. Second, social marketing programs are
designed tc promote health behaviors that offer adopterc come imvprovement 1n
health or wellbeing. Therefore a sncial marteting program that :s
ineffective, or that gives 1naccurate or 1nappropriate advice, or that
addresses an 1nsignificant problem 15 wasteful of scarce resources.

Most profecsional people are trained 1n a particular f1eld and tend to view
the world around them from the perspective of their own training and
experience. Faced with the same situation, a physician might recommend giving
medical advice, and & health educator might recommend providing a traininc
courcz, Both the doctor and the health educator may be correct, but thay may
each cee only one aspect of the problem. Furthermore, i1t 1s quite possible
that someone from another field would offer still anotner point of view.

Soci1al marketers apply their marketing perspective---<hat you will be gaining
1n thie ccurse. In the procesc they seek out various perspectivec on the
problem to accure that the csocial marieting program, when desianed, addrecses
a ci1gni1ficant and correctly 1dentified problem.

Social marketing problems---and the ability to addrecs them with sccial
marleting programe---are cften greatly affected by the external environment,
For example, countries 1n which women'c statuc 15 lom often do not provide
much educat:ion to women, and thic 1n turn affectc womer’'s ability to earn
money and wcmen s knowledge and practice of ‘family planning, Only bov
developing & complete picture of the problem area and ‘ne 1nfluences on 1t can
ve design the mocst promlsing programs,

Moreover, health-related cocial marketing programe must reflect the moct
up-to-date ccientific evidence 1n promoting particular health betaviors. Ffor
example, oral rehydration programs worldwide now promote the one medicaily



n

of wmanv tangible goods) paclacing. A you read these selecticons, you
see rnow marleters tnink apout proguct decisione and strateqgy.

X

Clase Freparation:

Feading:

1. kotler, pp. 432-434. Levels of & product.

2. McCarthy, Eab 9, “Unsur-uncur Fernecanaan Froduk," pp. 221-2754.

3 McCarthy, E. Jerome, and Ferreauvit, William D., Bacic Marketing feighth
gdition), Homewcod, IL: Ficnaro o. lrwin, 1984, pp. T1E-T71!9.

4, Popuietion Reports, "Products," pp. J7BO-J7B4, J786 ipart).

-

5. FRasmucon., pp., S4-55 {(part), pp. 100-103,

Issues to consider:

1. Fotler ¢ concept of the three Jevels of a product has great relevance for
soclal marketing., Try applying this concept tc the following situstione: fa)
family planning, (b} i1mmunization, and (c) breastfeeding.

2 Some producte promoted by cociral marketing programs are uncsought goodes, at

least 1ni1tially. bBased on vour teading, wnat should marketers do i1n such

~

cases”?

3. Decscribe =i1tuations i1n which condoms would be considered ‘a) a convenience

good, tb) a staple, ‘c) an i1mpulse good, and i{d) an emergency gocd. What are
the implications of each situation for marketers?

4. One contraceptive social marketing program offerc two oral contraceptives
{one 15 low-dose), one brand of condoms, one brand of foaming tablets, two
different [UDe, and an 1njectable contraceptive. Felate thic example to what
you have read about & "proouct mix." Why would the project offer several
producte™ Why would the project offer more than one brand of the came type of

product?

S. The Ansell Company manufacturec condoms which are marbeteg bv the Family
of the Future ia nongovernmental organization 1n Egypt) unoer the brand name
“TOPS." FRelate this example to what vou have read about manufacturer pbrangs,
dealer brands, and i1ndiwviadual branos. Which was used 1n this caze™ What are

the advantages”

6. What are the functions that paclaging performs” Illustrate 1n reterence
to the packaging of :‘a) condoms and ‘b) ORS,

JEEN



gcod brano name,
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{oca-Cola
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Gadung Garam
tramily plannin

€. Why 1=z 1t
cachaging, oef
socne”
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ne

. Refer s Mclarthy,

Gamtbar 9-7 on page 246, on the characteristics of a
~ppralce the tollowing brand names based on Mclartny ¢

tead of "birth control™)

to test a proouct, :ncluging 1te brand name and

introcduceg to wne public”

How can proguct testing be



gounc, fractical metrnoc ©f saving hundreadc o¢ thousands of children = lives
ach year, Yet many goctore continue precscription o+ antibiotics which have
no erfect on most tormes of drarrnea, and which have no 1mpact on diarrhea!l
gervdration., Soc:al marvetere 1n particular muet 1nsict on promcting the very
pezt medical i1nformation and practices.

‘D
-

‘. Fasmuson, PP, Z72-27, ang 2B-71.

2. Foux. haren F. A., "Soc:ial Marketing of Oral Rehydration Therapy and
Contraceptives 1n Egypt,” Studiec in Family Planning,* March-April 1988
tvol, 19, no., 2}, pp. 95-99, +Reag the remainaoer of the article for

Sesci1or 5.).

3. Manoff, pp. 223-233. Case of the Indonecsian Mutrition Education and

-

tehavior Change Froject,

Issues to consider:

!. Manot{, on page 223, reporte that "the corps of kadercz wac poorly trained
and cuffered a high dropout rate.® FHaced on your reading of the cace and your
nowleocge of the role of hLaders, list several possible explanations for the
high dropout rate. Next to each explanation, note one or more waye you could
tnvecstigate the role ot that explanation for the dropout problenm,

.~ principle of

2. Fased on your lknowledge of marketinag. pa-ticularly
exchange, what do the kaders receive imonetary or nonmonetary) in return for
their volunteer cservice” What might they receive that would 1ncreace the

l:¥eli1hood that they would continue to cerve as kaders?

2. Suppose you were going to design a program to reduce the incidence of
emobing 1n Indonesia. What environmental (social, political, etc.) forces
would facilitate your efforte”™ What envirconmental forcecs would make 1t very

difficult to change public attitudes and behaviors about smoiing”

4., Facmucecn presents & diagram of a problem {diarrhea) :n relation to 1ts
causec and ways af prevention and treatment. Prepare a similar diagram for
the =oci1al marketing problem vou are woriiing on for your project, being sure
to reflect the most up-to-date medical knowledge on the csubject.



Session 5

DESIGNING SOCIAL MARFETING FPRUGRAMS

Learning Objectives:

f. You will be familiar with the basic steps 1n designing and 1implementing a
cccral marleting preogram,

. You will be able to reag decscript;
#0laln what wat QOnNe 1n terme QOf tne

(LU ]

1one of social marketing programs and to
gteps 1n & coclai marketing program.

s. “ou will be able to pregare a propocal to carrv ~ut vour own =ocial
marketing progranm.

Secsion Overview:

The pupose of this course 15 to help vou become familiar with the central
rdeas of social marketing, and to enable you to apply thic knowledge of social

marketing to actual probless. VYou will be designing a plan for a social
marheting project, and thic zeczion providesz an overview of the procgram design
process.

You may hecitate to begin preparing vour own social marketing plan, because
you don’'t yet "know everything" about social marketing. Fleace prepare a.
propocsal anvway because ac vou work on the proposal vou will be learning the
process of sccral marketing. Each class seccion will add to your knowledge
and vou can add to and 1mprove your plan,

Clace Preparation:
Feading:
!. FHeread Rasmuson, pp. 11-12,

MOTE that Readings #2 and #J addrecs the same basic topic, the cteps in
designing a social marketing program. Each of the readinge hae 1te particular
strengths., Reading #2 presentc an excellent conceptual overview, while
Reading %3 gives more detail. Therefore 1t 1¢ ctronaly recommended that vou
read them 1n the order they appear here.

2. Novelli, William DP., *Developing Marketing Frograme,* 1n Lee W.
Frederiksen et al., Marieting Health Behavior, New York: PFlenum, 1984,
pp. S59-89.

J. Manoff, Chear-.er 6, pp. (04-117,

4. Fox, karen F. A., "Social Marketing of Cral kehydration Therapy and
Contraceptives 1n Egypt," Studies 1n Family Planning, March-Apri! 1988
‘vol. 19, no., 2), pp. °5-108.




lzeues 0 conc:ger:

!. Make vour own set of notes on the process of designing and carrying out a
teacial marketing procgram, bacsed on Readings #2 and #2. Taking notes will help
vou grasp the seguence 0f steps 1nvolved 1n the design process. Based on your
reading ang your notec, explain 1n your own worde the bacic steps 1n

ges:igning & saclal marketing project.

~15g the comporerte of a cocial marketing program with reference to
0 TpIial marseting programs cescribed 1n Reading #4.

-

the ¢

Demcrctrate vour kncwledoe cf the design process by preparing an ogutline
tor vour propcsal for vour coc:al marketing project for this courcse. (NOTE:
You will pe revicing and 1mproving yocur propocal throughcut the term.)

<



Secsion b

UNDERSTANDING CONSUMER DECISIONMALING

Learning Objectives:

l. You re aple to describe the three buving situations--routinized recponce
behavior, limited problem colving, and estensive problem colving--and
tilustrate them with co2c1a] marieting examples.

- vou will be able 'o name ‘:ve relec in the Duving process ang to tell! who
m10ht play each of the <ive rolee 1n & given health-related dec:rcion.

. You will t able tc rame ‘ne five ctepc 1n the buyer declcion procecse and
tc explain what tne social marleter can do to acsist the consumer at each of
the five stepe, using a cocial marketing ci1tuation ac an example.

4. VYou w:ill be able to demonstrate vour understanding of the expectancy
value mode! (Reading #2, pp. 289) and the health bel:ef model {keading #7,
pp. 247-275), by explaining each of the two models and providing health
related examplec, and by explaining the i1mplications for acticns by csocial
marketerc.

5. VYou will demonstrate your understanding of the concept of decision-making
unit by fproviding an example and explaining the relevance of the cooncept tao
soclal marleting programs.

6. You will be able to list the stages 1n the adoption process .nd explain
1nfuences on the rate of adoption of inovations, using a social marketing
example tao 1llustrate.

Session Overview:

Consumers differ in many wavs. Thece differences influence what people buy,
what health practicec they adopt, and many other acpecte of their concumer
behavior. Vhile the texbool examples presented 1n the readings are from the
United Statec, as you read the ascigmentc please think of Indonecian
cituatione and examples based on your own expericnce, observation, or reading.

Clase Preparation:
Feading:

1. MrCarthy, Rab &, "Fonsumen Akhir dan Tingkahlaku Fembelian Mereka", pp.
137-167.

2. hotler, Bab &, "Pasar honsumen: Frocec Leputusan FPembel1," pp. 277-305.

{NOTE: There 1c come overlap of content between Feadinge 41 and #2. You mav

find the repetition helpful 1n grasping these new conceptsc; Of may wish to
skim thoece parts that are repetitious.)



3, hotier, Philip, anc Clarle, Soberta N., Maryesina ¢pr bealth Care
Qroani:zstione, Znglewood Cliffe, NJ: Frentice-Hall, 1987, pp. 274-279,

lesues to consicer:

!. Suppoce a coucle 15 trving tc odecide what to do about family planninag.

ral What are the frve =stso0s 1n the “buving” orocese--i1n thie case, the =zteps
tn the process 2¢ Gec:cing wnhat famlly plenning acti1on to take--and nhow might
& couple move througn the f:ve cteps” Frepare a brie¢ gescription for a

tvpizal courle.

{b) Explain who plavs each of the five "roles :n the buving procees" 1n the
decirsion deccrived above,

{c) Whv would we oescribe the husband and wife as a "decision-making unit"?
How ocec the concept of decrsion-making unmit help us to better undercstand the

process’

2. Prepare an 1llustration of ‘he exoectancy value model {Reading #2. op.
ZBB-290) for this couple’'s cs1tuation. FEegin by preparing a diagram lile Table
7-1. Instead of cameras A-D, you will puc family planning methods A-D.

Inctead of camera ettributes, lict ‘our attributes a couple might use to
evaluate family planning methods. Assion ratings and weights as shown 1n the
example. Hased on vyour Table, which family planning method would vour couple
be most likely to ch2ose?

3 Suppose come phwvsiclans are rejuctant to support the use of ORT and
continue to preccribe antibiotics. How would you apply what you know about
the adoption of :nnovations (Feading #!, pp. 161-162, and Keading #1, pp.
289-302) to undercstanding and i1nfluencing this situation?

=)

—



Secsicn 7

MARFETING RESEARCH

Learning Cbrectives:

! You be abie te explain the 1mportance of marketing recearch 1n designing,

P

implementing, and evaluating social marketirg preograms.

2. rou will zple tc gescribe the prozecs of doing & behavioral analvere of a
nealth-related =1tuation ang.0r & propccsed health practice, and o tel! *ne
smportance of doing a behavioral ansivels as part of olanning a soclal

marveting progranm,

5. VYou will be able to design a facus group study and to evplain the value of
tocue group research 1n cocial marketing,

4., You will be able to describe at leact four of the c1x research techntiques
gescribed 1n Reading #1, pp. 32-3B8, including the advantagec and dizadvatages
of each.

S. You w:ll be able to explain thre :mportance of ut:lizing ceveral different
research techniques 1n the procrec of decsigning a social marketing program.

Cession Overview:

Marketing recearch helps cocial marketers to understand consumers and thus to
plan better sccial marketing programs., Social marketing appliec research
technigues from several social cscience disciplines, 1ncluding anthropology,
cocioleogy, and psycholcay, so several of the research methcde i1n the readings
may already be familiar to vou, while others are nen.

Clacse preparation:
Feading:
1. FRasmuson, pp. 32-3B, pp. 12-!5, pp. 24-26, p. 44, and pp. 31 and Sé.

2. Fratomo, Hadi, "Aplikasy Fokus Grup Diskusi (A Cualitative Marketing
Fesearch Techniqgue) dalanm Bidang hesehatan Masvaralat dan fLependuaukan),
Medilka, Mav 30, !°988 (vol. |4, no. S}, pp. 457-452,

lecues to consider:

1. Carry out a behavioral analvsis related to the subject of of your social
marketing project.

2. Describe the marieting research techniques vau plan to use :n carrving out
your cource project. Explain why you selected the tecnniques vou did. and
explain why you will use more than one technique.



al

7, leccrite & tocue Qroup Stucy vou would corduct &s part Oof your Courze
project. Include the following intormaticn and be prepared to present ang
explain vour plan to the clazz:

Furprcse of the focuve group stugy !‘what toplc are:, wnat tcsue)

escripticn of the people you would tnclude 1n your facue groups ‘Frovide sz
zamclete a gescription as vou peesibly can---age, sey, income, communlity tvpe,
tz., anc explaln why vou magce +thie celection.!

1
.

[

Lorzt:0n 10r type ©¢ .0ZI&t:ion: wnoss L ou wWLoll nolo the focus groups

How you wouid stru&tU’E tre 1nterview environment (arrangement cf chalre,
people, equibpment, ‘etc.---a shetch would be helptul)

Problems that might srice ano how vou might prevent or deal with them

A prelimirary jist of quest:icne vou would ashk 1n the focus agroup 1nterview.

“7



SEGMENTARTION,

Learning Objectives:

on 8

w
n
w
"
.

TARGETING, AND FOSITICGNING

1 You will be able tc gefine cseagmentation and to explain why market
gegmentation 1€ an 1mportant step in ceveleping marketing strategy,

2. vou will pe anle o l:st “ne ‘pur broad ctatengoriss of cegmentatian
variatles, to give e.amples Of .ariablee <or eacn ZategQory, anc to :iliustrate
W1tn s0C1ai m3ariating evamplies,

3. You will be aple to name the four characterystice cof a useful segment and
tc vee tnesze characteristice to evaluate a procozed zegmentation plan for a
soCi1al marketing program.

4. vou wiil be able tc oefine target market and explain the i1nterrelationship
between cegmentation and targeting.

c

=

would csecment the marhet and how

6.

positioning strategy oepends on prior

Session Overview:

Segmentation consists of
bacsi1s for marketinc planning and
there 1 nc one way to segment a
segmentation variables which, 1n
then ucse tne variables to divide
(target) the mariet segmentc
marketing miy which they feel
market or markets.

Class Freparation:
Resding:

1. FRasmuczon, pp. 40-43.
2. FPopulat:on Reporte,

Bab 10, "Seamentacl
Fasar.” pp. SB1-41°.

7. kotler,
Posisl

they feel
will be most attractive to the selected target

"Pptential

Facar,

Given & social mariceting =ituation, you will be able to cuggest how vou
[

you would =elect a target marvet.

You will be able to explain what positioning means and how the chocen

cegmentation and targeting.

dividing a market into homogenous subgroups as a

action. Ac vou will see 1n the reading,
marlet. Marketerc must select the

their judagment, will be the most uceful and
up the market. Marketers can then select
would be best. Marketerc then cerign a

Customercs," pp. J779-780,

Menetapkan Facar Sasaran dan Mesnenulan



‘e
.

uecs to concsicer:

1. What bases :or seumentation could vou use %o segment the market tor familv
planning producte ano cervicez" Try to i1ncluoe appropriate vartasles from
gach «f the four pbropao categories 1n kotler (demographic, etc.).

2. Now concsider the sccial marketing situaticon you are working on for your

course project., What s=zgmentation variables would be mozt appropriate and

ucetul” MWhat secment or ssgment:z would vou targetr”™ Swnplain vyour reasoning.

z. in the exampie 1n Racsmuson, g. 40, the program plannercs gez:ced %o :1ncluce

ane as & tarcetr marhet, even though the ultimate users wou

sone sor tneir oeciston., Can vou suggest one or more
") to taraget

phvelc.
motnercs., Explain the rea
cther si1tuaticocnz 1n wnich 1t would be i1mportant {(even nececcary”
mocre than one group?

4. Rasmuson, pp. 42, presents an excellent evample of "repositianing" a basic
numan benavior, breastfeeding, to encourage mcthers who miaht think
breactfeeding 15n't "mooern." Explain the elements of the pocsitioning
etrategy--what position the plannerc celected, how they conveyed thie

position, etc.

S. The example mentioned above showed how breastteeding was repos:ttioned for
motherc--primarily lower-i1ncome motherc~-i1n Honduracs. 7o i1llustrate the
importance of planning a posttioning strategy 1n relation to vyour target
cegment, how would you proprse to encourzge low-income mothers i1n Indonesia to
breastfeed their babiec™ How miaht vour positioning strategy differ 1§ you
were tarogeting mothers 1n Jakarta? In a rural area”

6. How 15 the concept of pocitioning applicable 1n your course project?



Secsi1on 9

FRODUCT DECISIONS

Learn:ng Objectives:

{. You be able to define a “product” 1n terms of the three levels of a
product ‘kotler, pp. 477-432) znd to qive examplecs tlluetrating that you
ungerctand how this zoncept arclies 1n social marieting.

2. 'ou will be able to explain wnv "proouct® 1s & becic siement of the
marb.e::ng mln.

. You will pe anle to explain the four classes of consumer googds and to
gecscribe the marketing i1mplications of each product clacss with reference to
cocial marketing evamples.

4. You wi1ll be 2ble to explain why brand rnamec are used on commercial
p-oducts and cervices, and why brand names are alsc i1mportant in c=ocial
marketinag.

S. You will be able to evaluate brand names bazed on the character:istics of a
Qood brand name licted 1n McCarthy, page 246.

6. You will be abtle to explain the funccions of packaging and apply this to
eoci1al marketing productes.

7. You will be able to explain why product pretesting 15 essential and to
decscribe waye to do product testing.

Sescion Overview:

Froducts mav be tangible goods {such as oral rehydrat.on saltc) or services
{such as i1nfant weighing) or health-related behaviours fsuch as breactfeeding
and handwashing). Whether a social marketing program offers a tangible
product., a zervice, or a health-related behavior to 1ts target market, the
"product” helps the target consumers to solve some problen,

hotler 1llucstrates the problem-colving role of procducte 1n terms of the three
"levels" of a product. The "core product" 1s the real benefit the consumer
ceeks to obtain. For example, the mixture of ORS and water 1c a treatment for
diarrneal dehydration--that 1s the core tenefit and thuc the "core product.®

While an educational aoproach often cstrecsee providing tnformation and
encouragement, soc:al marketers try to :dentity the best possible products to
help people to adopt new behaviore and to colve their problems. Ffor erample,
socral marketers trv to i1dentify and offer tangiole products that wiil help
concumercs to practice tamily planning--appropriate contraceptive progucts tao
neet a variety o0f needs.

A product 1s a combination of attributes, including brand name and ‘:n the



Session 10

PRICING LECISIUNS

Learning Cbjectives:

1. You will be able tc explain the monetary and nonmonetarv components of the
"orice' pecple pay when they puy a product or adopt s new health practice,

2. You will be able to exclain the p-inciple of excnange and why it 1s
central to modern marketing ano to csocis! marheting.

S. You will be sple to :lliucstrate vour understancding of exchance By preparing
ana appropriately labeling an exchange diagram, showing monetary and
nonmonetary aspects of tne exchange. (Note that intanqgible things such as
appreciation, reccanition, recpect, 2tc. are often highly valued, even thouagn
they have no monetary value.)

4. You will be aple to explain the =si1gnificance of consumers’ perceptions of
price, and how concumerc are likely to perceive differencecs in monetary price
ior the same or similar products.

5. VYou will be able to explain the advantaoes and disadvantages of charaing
one price for a "bundle® of good and/or servicec,

Session Overview:

Price 1¢ one of the four elements of the marketing mix. The social marketer
wantc to malke the offering ac attractive as poscible to the target market, co
that they will seek out the product {(such as contraceptives or i1mmunizations)
and/or adopt the health behavior fsuch ac the uce of ORT or the practice of
breastfeeding). Feducing the "price"---monetary and/or nonmonetary---1s often
one way to i1ncrease the perceilved value ot the offer and to 1ncreasze the
likelihood that target consumers will select 1t.

To make qood decisione about pricing, social marketers need to underctand the
whole "price" and how this price 1s perceived by present and potential
consumercs., Some people will pay more for convenience., trading mpney for time
and effort. Otherc will travel greater distance or put up with sonme
inconvenience %0 Save money.

Furthermore, some people uce the price of & good or cervice a¢ an indicator of
1te Yqualitv.” Thic often nappenc when pecple have tittle or no i1nformatian
or experience on which to base an objective appratsal of quality. For this
reason contraceptive tscci1al marketing prearame typically charqge something for
their productec (put usuallv lesc than the ¢4ull zost), so that consumers

have confidence 1n the contraceptives guality,
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Fezcing:

!. Lovelocl, Christopher H., and Weinberc, Charles F., Marieting for Publac
arnd Nonprosrt Manscerc, New tork: John Wiley, 1994, Chaptsr 7,
S7: and Chapter 13

“Snznanges 1n Nonbus:iness Markezing," po. 43-5
"Deveicping Monetary Fricing Strategrecs.,® pp. 249 -757, and p. 275,

Z. Fon, raren F. A.. "Time 25 s Caaponent of Price i1n Socisl Marveting,"” 1n
Mervsring 10 the 82 z. Inicago. fu:  American Marketing hecspciation,
2950, op. ded-deT,

-, Foouletion Reports, “Frizing.® po. J7%6-J788.

Iesues to conciger:

1. The family planning clinic in Jabarta has the foliowing list of family

planrning prcoducte and cervices posted 1n the walting rocm:

[
[
n

Contraceptive B

Noriday No ctharaqe
Microgynon-30 1,250 Rop.
Microgynon-5S0 LS00 Rp,
Otherp:ll 2,000 Rp,

Injectablec

Depo-Frovera 3,000 Ep.

Noricsterat 2,500 FRp.
fUDe

Lippes Loop 1,000 Rp,

Multi-toad 3.000 Fkp.

Copper-T 5,000 Rp,

What are the poscible :nferences and i1nterpretations a prospective cuctomer
might make based on this list? (/NOTE: The inferences might be i1ncorrect, but
liet them anyway.)

2. Mothers :1n a recent ctudy commented that there were two places where thev
touid tale their children for :mmunizatione, One place wats a private clinic
which was open <1 davs a weed from B AM to 7 PM, The other tlace was *“he
loccal pocvandu which wac open one dav each mONth &NG WNEre 1MMUNLIZALICNE were
free: however come davs the posvandu dces not Open on cchedule or there 1€ ro
cne to acgminycster the i1mmunizatione, Compare thece two optione in termc of

.

"price," using the braanm def:nit:icn 0f price presenteg in the reagingc,



T, The vrE Tlinic cecere s ccreenirg crogram for pramary scncol chiicren to

getect TNEe fresence G+ wOrms, The parents pay V00 Rp, per vear, whicn Covers
stcol evaminations and, 't tre cn:ild 1z found to have worme, appropriate

S

two
medication. The annual charge 1t 1000 Ep. whether the child 1s found to have
worse or nct. What are the advantagecs to the program and to the child s
famiiv of cffering this "gacrage price”” Under what Circumetances would :t be
a o “undbundle’ tne twW0 cervicec--01agnosls and treatment--&anc to
charge =egarstely +for them’™

I

4 Some pectle assume ThRat the nigne” <ne goctor € ‘ee, Tne bettar tre goctor
mUTLT ZEB. JOMe 4lID assumée that & £uCenTise mESiZaticn 1s DETTEr Tnan & less
BUpENS. & MBC:ICatlON. WnRat are s=CMe r£SaSONS wnhv DEOPLE miQRT 3Ssume That
nlgher ori.: meanc tstter’  tHint: ~ow Can a consumer evaluate a prlii” R
onws1clan € agvice”) How Zan a socleal marbeter help to correct tnece
aseumptions, particuilariv for people wno ac not have the financilal resourcec

to payv such high pricee”

am to :llustrate each of the exchanaes :nvolved in
ect., ‘feep 1n mind that you may wan: to fac:litate
ne target market, so the erchange with--for
e giffterent that the exchange with--tor

1

S. Draw an exchange 2:&agr
your sccre! marketinc prec
grchanges with more than
eiample--pnycsicirans w:ill
erxample--mothers cf cmal



Sesesi1on 11}

DISTRIEUTION DEC!SIONS

Learring Cojectives:

1. You will]l be able to explain why plare decisions are an eccential part of
the marveting m:x.
2. vou wril be able to enxplain tne advantages anc olsadvantaoes of direct and

0¢ 1nmdir=ct channele,

3. vou wil pe able to evplain the criteri1a tnat marieters use tp determine
the best zrannel csvetenm,

4. You will be able to explain why gictribut:ion channele, once selected nr
created. need to be marnaged effectively.

S. You will be able to explain wny there 15 often some confl:ct 1n the
marketing channel system, and to csucgest wayz 1n which to deal with the
conflice.

Secsion Overview:

A cocial marketing program almost always has to dicstribute or deliver a
product, a service, some form of 1nformation or instruction, or often a
combinaticn of several of these. Condoms need to get to stores and family
planning clinice <o people can buy them; 1mmunization cervices need to
provided where people can come to be 1mmunized: and 1nformation about
breastfeeding and nutrition--1n brochures, posters, radio broadcasts, clacces
or some other form--need to reach the people who need it.

To get tnece thinge to those who will uce them, social marketers try to celect
or--1f necessary--to create effaztive distribution systems. For example, the
Posyandu Program was established to make i1mportant health promotion services
easily accessible to poor families, by establishing many posyandu (for
convenience) and ctaffing them with trained volunteercs (to provide effective
serv:icec at low cost). The posyandu kaders are trained to perform services
that Jc not require medical! perconnel. Ectabl:ching new dicstribution cyctenms
usually involves training the service providers and also training consumers N
how to use the new dictribution cystem.

When the =ocizl marketing program 1nvolves phvsical products. the distribut:ion
system muct eventually get the producte to the cucto.ers. In plann:ing a
drcetribut:ion system marletercs often enlist :ntermediaries to tale on ccme of
the nececcary tacke. For example, OFS packete muct be delivered to ¢

which reauires transportation. Condomes mucst get to pharmaciec, wnich often
1rnvolves going through warehouszec,

linmizce,

Acs you precare for this class secsion, ceonsider how "he 1dea of dicstripution
affects ycur own project.


http:distribut.on

Claee Trecaration:

keadirng:

. Mclarthy, Bab 11, pp. 277-301.

Fopulation Reporte, “Distribution,” pp. J791-0793,

2. FRaemuson, pp. sZ-6%.

[n]

fezues to conc:i:cer:
1. lmag:ine you had a persect product, which youv offered for sale at a very
attractive price, and wnich was effectively advertized. The only problem was
that the proiduct was located on the Moon and no one could get there to buy
1t, Explain how thiz ctory relates to the fi1rst learning objective above.

2. FReadyag #2 describes the importance of distribution esystems 1n
contraceptive social marketing around the world, Why do mest cuch programs
use ccmmercial channels of distribution™ VWhy do most programe also distribute
through noncommerc:al channels ac well?

3. Suppose that a contraceptive cocilal marketing program decided to cet up
1te own dictributicon system, starting with the factory where the contraceptive
productz are produced and ending when the products are i1n the hands of the
counsumers, What dictribution activitiec would the program have to undertake
in order to be succescsful? What kinds o4 backagrounds and/or training would
the ctaff need to have to be succeccsful?

4. "Dictribution" may alco meaning getting training programs to those who
need them. Most soc:al marketing programs make come ucse of existing

“channels of distribution” such as schools, universities, government agencles.
and profecscsional associations (medical associations. etc., among others,
Suppocse you wanted to train motherc about the svmptome of diarrheal
dehvdration and how to mix and use ORS., What existing channels would be worth
considering? What new channelc might be worth setting up?

S. In the question above you considering existing versus new channels of
distribution. MWhat are the advantages and disadvantages cf using exicting
channele? Of creating new channelc” What criteria could you uce to oecide
which approach to uce”

&. What are the basic reasoncs whv there 15 often some natural conflict 1n
channelec of dictribution™ Would vou expect such zonflict even 1n channels of
distribution that aim to cerve the nealth ano weilbeing of the publ:c”

Explain.



Seesion (2
CEOMOTION DECISIONS
Learning Ohjectives:

. You will be able to euwriein the 1mportance of promotion 3n the marketing

2 You will be able to list the various promotion methoce describtes 1n
MzClarenv, end to e2xplain wnat each method 1< ang how 1%t iz uced,

S. You wi!l! be able toc explain how promotion methoos are sele-ted for use,

4, vou will be able te draw a simple diagram of the communication procecs, to

."bel 1t correctly, anag to explain the model.

S, You will be able to euplain the AIDA model and relate it to the adoption
process.

6. vou will be able tc explain how a marketer determines which promotion
methods to uce 1n a particular situation.

7. You will be able to euplain what cales promotion 1s and how 1t 1c relevant
to soc1al marketing.

Secsion Overview:

We have now come to the fourth of the four elements 1n the marketing mix. As
you will cee 1n preparing for thic class seccion, promotion 1c not restricted
to advertisina. Promotion includes - 'vertising, publicity, perconal sellina,
and salec promotion (including 1nce ..ves, coupons, gifts, etc.). All of
these tools are used 1n social marketing, although not all programs will use
all four toole.

This session gives an overview of the field of promotion, while the next
cecsion deals specitically with adverticsing.

Clase Freparation:

Reading:

{. McCarthy, Bab 14, "Fromozi,.-Perlenalan."” pp. 349-367.

2. Fopulation Reporfs. pc. J793-J797,

c
oo

(2]

<. Fasmuzon, pp. 45-5S2, po. 06-68, and pagecs 130-131 and |
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to coneciger:

1, Wnhy would a social marketer want to caonsider each of the four major
premoticn methoos when planning the promot:con component of the marweting mix?
in wour ancwer bhe csure to consider the strengths and weaknesses ot each
mecnccd, the promction objectives, etc.

2. The lazt pages from Fasmuson show pesters, si1gns, dinlomas, fivers, and
c -

ragle cspots For sach ©f the seven e.amples, explain which of the four
promoti0n sethpos s heing us20 snc w»hv that method 1€ appraopriate,
‘hppropriatenecz will gecend on tne target aUuQlERCE, “hne cblective, £tZ., NoOt
siapl. an apeprarsal of attractiveness, etc.! Also grve your suggestions {for
1mprovements or aoditicnce, explain vour cuggestione with reference to
nr:ntigies of effective prometion.

3, How can commercial calec promotion activitiecs be tailored for use 1n
toci1al marveting programs” Give examples from your reading and, 1f possible,
your Experience, your reaoing, and/or from your 1magQinaticn.

Point-oé-purchase materials (including displays) are dicscucsed 1n Reading

4,
#2., What are point-of-purcnace dicplaye and what can they contribute teo &
social marleting campalgn”?

g, Many social marketing campaigns use a spokeszperson to represent the
proaram. What characteri1cstice cshould a spokecspercson have to ennhance thelr
credibility? How might this character:stics diféer 1f the cause were (a)
congeoms, !(b) ORS, or (c) breastfeeding” Why do vou think the credibility of
the communication source 1s even more i1mportant 1n social marketing proagrams
than i1n commercial marketing situatione?
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ADVERTISING AMD OTHER MASS MEDIA COMMUNICATION

Learning Objectives:

l. You wil! be sble to explain when the various kinds of advertising
‘McCarthy, pp. I96-299) are uvceful, giving examples from csocial maristing
si1tuatione,

2. You will be able to ewxpiain how to choose the most appropriate medium to
uee to communicate vour meccage.

S. You will be able to relate the AIDA model to one or more social marieting
Exampiec,

4. You will be able to describe how advertising effectiveness :s measured.

5. Baced on vour reading of Manoff, you wWwill be able to explain the 1mportant
roie of meccage design i1n obtaining the desired recponse.

6. You will be able to deccribe how vyou will employ adverticsing 1n your
soclal marketing plan.

Seczion Overview:

Students in public health have had previous ctudy of communications principles
and 1n desiagn of communication materi1als. The readings for thic course will
be usefully pramarily in 1llustrating how commercial adverticers apply these
principles. Richard Manoff was for many yearcs precident of a leading United
Statec marketing and advertising firm 1n New Yor' City, Richard t. Manotf

Inc., The reading from hi¢ book 1llustrates how he applied hic commercial
advertising skills to convey an 1mportant nutrition message.

For thic csescion 1t would be 1deal to have a guect cpeaker with a strong
advertising background who has worked with social marketing programs 1n
Indonecia.

Clacs Preparation:
keading:

1. McCarthv, Bab l&. pp. 393-410.

2 Manoff, Sori1al Marleting, Chapter 9, "Designing the Message," pp. 187-217.

-




fccuee to concsicer:

1. How wiil vou guplioy auvertising 1n vour soc:al marveting progran?
[escribe the target audiences., objectives, mecsages, mecla, etc.,, ucing
Manoff s chapter ac a guidge.

-

2. Some peopie think that advertising 1c e:xpensive and probatly wasteful. 14
wOU wWere 1n charge of & tccial marketing program, NOw mignt you respend to
somecne wWho made <hat Zlaim”

5. How coulg vou <ell 4 +=ne critic 1n fuecstion 2 was Correct--that 15, how
could vou teil! 1¢ tne adverticing ¢0Or vour own pro)ect was effective or
rneffective”



Session 14

IMPLEMENT NG THE SGCIAL MARKETING FLAN

Learning Objectives:

1. You wil! be swle to explain the relationship between the tollowing social
marketing taske: Focrmulating the oroblem, studying consumers, decigning the
social marveting oian, anc :mbolementing the progranm.

ot &t i=azt one

t
€la,.

A&}
\n

.2+ rou will re epole to cescripe tne impiementation ste
coclal marketing program currentiv taying piace 1n Inac

_,
]

S vrou will r£e able toc cesz-ipe tne zteps you ang your group colieagues would
need ¢ uncertake to 1mpiement your planned progran.

Seccion Overview:

Planning 15 1mportant, but implementation--effectively, organized
implemention--1c what translatec tne program from paper to practice.

Within a 20-week academic term 1t 1c difficult 1§ not :mpossible to plan and

carry out even a cmall social marteting program. Instead vou have spent your

time reading about actual social marieting programs, l:i:stening to cpeaiers
decscribe their own experience 1n csocial maryeting, and preparing a plan ‘or a
social marketing plan.

In preparation for *this week s ciass vou will, with vour group, visit a social
marketing program where vou can get an overview of the program and how the
socral marketers have gone through the reseach, planning, and 1mplementation
steps presented i1n thic ctourse.

Clace Preparation:

You will visit a soc:al marteting program 1n the Jalarta area. In most caces
this program will addrecs the same 1ssue as your group report. More details
will be given to vou in class, incluging the name of the contact person for
each project who will heip vou arrange your visit.
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EVALUATING THE SCOCiAL MARFETING PROGRAM

m

Learning Objectives:

1. You will pe able to ewple:r whv evaluation 1t an 1mportant component of a
coclal marvet:ng program.

2. Drawing on vour prewvigue T2EEarIn COUFEES anc vour reaging for this
ple 1o i:st come appropriate criteria for evaiuating the
! maryeting program in your area of 1nterest,

zeccion, vou will pbe a
pffecTiveness DY & s0C1a

evaiuation olan that you would uce 14 you

T. Tou wilil 0e aDie to pre n
r 9 pian vou are oreparing for this course,

carrieog out the social mar

Seccion Overview:

Social marketing 15 the application of marketing tools and concepts to promote
beneficral coci1al change. Ac vou now know very well, cocial marketing aimes to
serve customers by appeal:ing %o their celé-i1nterest fcuch as their decire to
be healthy, to cpace births, etc.!. At the came time, social marketing aims
to produce a benefit for the cociety at large, by decreasing health care
costs, increacing productivity, 1mproving conditione to assure physical and
psychological wellbeing, ana cther penefits.

A cocial marketing program can te evaluated on the extent to which 1t produces
the desired 1ndividual and soc:etal benefits AND on the cost-effectiveness of
the program, the extent to which the decired benefitc were obtained at a
reasonable cost 1n time and effort.

When we consider benefitc, we need to concider both 1mmeorate and ulitmate
benefits, For example, the ORT proaram 1n Egypt aims to reduce 1nfant
mortality from diarrheal dehvdration. The ORT program has reduced the use of
intravenous rehydration by 90 percent, saving the government health system a
cubcstantial amount of money that can be devoted to other health protlems. The
long-term benefit will be 1n greater wellbeing and productivity ac these

children grow up.

In addition to benefite, an evaluation looks at costs. Socral marbeting
programe that poorly planned ana 1mplemented or cimply 1neffective are
wastetul. S0 the evaluation of a socral marveting proaram needs 0 concslder
the 1ndiv:idual and societal benefite 1n relation to the costs of social
marketing.
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. FBleea, Paul M., "Evaluating Social Marketing Programs: Probleme and
Frospecte," Marketing 1n the BC'c=, 1580,

ol “opuiation Reports, “Market Fesearch and Evaluation,” pp. J7BB-J791¢.

el N anc Neovell:, Wirlitam 0., "®ropnleme and Challlenges 1n
3

LI
rxeting,’ Jjournal ¢t Marvewinag, Spring 1981 wwpol. 45, no, 2),

1. Why :s evaluat:cn an 1mportant companent of a zocial marketing program?
Suppcse & social markheting program decided to do no evaluation., What reaczons
would vou give to encourage them to change their decision”?

2. Feaocing #2 mentions several techniques commercial marketers use to
determine the effects of their efforts, 1ncluding i1ntercept studies, tracking
etugiec, and retarl audite. Al]l of thece have been uced 1n social marieting
programs, Describe how vyou might use each of these three techniques as part

of a social marketing program.

3. HAccording to Bloom i(Keading #!), what are the major protlems confronting
the person trving tc evaluate cocial marketing programs?

4. FPrepare a plan for evaluating your own proposed program. MWhat measures
will you use” What research decign will you use™ U{ther aspects” '

5. As you read each ot the short examples in Eloom, i1denti4y the problems.
Can you think of cimilar examples from your own experience or reading’

6. Bloom and Novell: (Reading #3) write about eight broad areas that present

challenges to soti1al marketercs. Now that you are i1n the procesc of completing
your own sotial marketina plan, which ot these challenges have you encountered
1n preparing yvyour socilal marketing plan™ (Do you feel better knowing that you
are not alone 1n grappling with these problemc?)
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Facultas Kesehatan Masyarakat

FOCUS GROLP INTERVIEWS January 7, 198
Karen Fox, Santa Clara University
The Nature of Focus 6roup Interviews
Focus group interviews are one technique for collecting gqualitative data.

Focus group interviews have five ingredients: (a) people, who (b) possess certain
characteristics, (c) provide data (d) of a gualitative nature (e) 1n a focused
discussion.

People: Each focus group is typically composed of seven to ten people, but the
size can vary from as few as four to ac many as twelve. The group size should be
large enough to provide a range of perceptions, yet small enough so that everyone
has an opportunity to participate in the discussion.

Participants should be relatively homogeneous in background. Ideally the
participarts will not know each other well.

The moderator should be a person who 1s not sssociated with a particular position
or role. For example, a boss should not try to conduct z focus group of his/her
own staff,

Data Collection: The purpose of a focus group is to obtain information of
interest to researchers. Focus groups are useful to determine the perceptions,
feelings, and manner of thinking of customers/audience meabers about products,
services, health practices, etc. Focus groups are NOT intended to reach consensus
or to make decisions or plans.

Qualitative Data: Faocus groups provide gualitative data--the attitudes,
perceptions, and opinions of participants. This data is obtained by asking open-
ended guestions and froe observing the respondents in a group discussion.

Focused Discussion: Sometimes the term *focus group® 1s applied to any open-ended
group discussion, But for a true focus group, the discussion topics are carefully
predetermined and sequenced. Preparing the discussion quide is a demanding task,
requiring smuch preparation.

The Uses for Focus 6roups

Focus groups can be used to provide information for various types of needs:
>70 obtain preliminary information in order to design a survey questionnaire
>To identify needs

>To learn how people think about a particular topic

>To learn how people go about making decisions

>To test 1deas for new progranms

>To test communications (posters, radio ads, booklets, etc.) which are being
developed

>To assess a product or service

sl



Organizing and Conducting a Focus Group Study
I. Flanning Steps

l. Determine the purpoce,

Why should the study be conducted?

What types of information are cf particular i1mportance? (NOTE: Focus
group 1nterviews cannot yield quantitative i1nformation.)

Who wants the i1nformation?

2. Determine whom to study.

I. Develop a plan and estimate resocurces needed,

Il. Setting Up the Focus 6roup
l. Selecting participants
2. How many groups?

3. Mechanics

a. Invitations (convenient time, contact in advance, send personalized
invitation, reminder calll, incentives)

b. Location

c. Recording

I11. Moderating the Focus Group
a. Selecting the right moderator (listening, adequate subject background,
clear communicator, appear like participants
b. Moderator tean
€. Mental preparation (alert, listening and thinking, questions
‘nemorized)
d. Purposeful small talk and presession strategy
e. Physical location and environment {arrangement of chairs, equipnment,
distractions)
f. Recording the discussion
9. FEeginning the drscussion
{1)  The welcose
{2) The overview and topic
{3) The ground rules
(4) The first question
h. Pointers on leading FG discussions
(1) Anticipate the flow of the discussion
(2) Encourage expression of different points of view
(3) The five-second pause
(4)  The probe--request for additional information
(5) Responding to participants’ conments--value-neutral
i. Corcluding the focus group



[Y. Analyzing the Focus Group Results

Raw data->Descrint)ve statements->Interpretatlon
Anaiysis done by moderator or moderator team

1

2

3. Immediate debriefin
4

. Steps 1n the analysis
a. The researcher reads all the summaries at one sitting and makes notecg

of potential trendc and patterns
b. 1¢ transcripts are available, the researcher then reads each

transcript,
(1)

{2)

c. The researcher

g and preparation of sunmary

Marks transcript to match ley gquestions,
Marks *quotable quotes”

toncentrating on one 1ssue at
Consider the word--actual words and their meanings.
the context: the question acsked, the tone of voice,

(1)

{2)
etc.

(3
their positions?)

(4)

(9)

(6)

Consider
Consider
Consider

Find the
Consider

listens to the tapes or reads the transcripts

a time.

the

the
big
the

internal consistency. (Do 1ndividuals change

specificity of responses,
1deas,
purpose of the report,



SOCIAL MARKETING SEMINAR SERIES
Facultas Kesehatan Masyarakat

THE NATURE OF SOCIAL MARKETING 11 January 1989

Karen Fox, Santa Clara University

What Is Soci1al Marketing?

Soci1al marketing i1s the application of sarketing tools and concepts to promoting
beneficial socral change.

Social smarketing involves the design, 1opleecentation, and control of programs
seeking to 1ncrease the acceptability of a social idea or practice.

Can Marketing Be Useful?

Commercial marketing 1s often equated with angressive ADVERTISING and SELLING,
trying to get oecnle to buy th: gs--sometimes even things that are haraful or at
least useless.

But the best sodern marketing 15 far more sophisticated. Modern marketing relies
on thorougly understanding consumers (through marketing research) and providing
the right products or services to them at prices they can and will pay through
convenient channels.

The assumption underlying this modern approach to narketxng.is EXCHANGE based on a
CONSUMER ORIENTATIDN.

Social marketing grows out of this more sophisticated view of marketing, To
encourage people to adopt new behaviors or change old behaviors, the social
marketer works to understand the consumer in great detail.

Socialmarketing is not the first or only approach to encouraging social change:

Authority
Religion
Tradition
Laws
Political power

Information
Education
Mass Communications
Advertising

Exchange
SOCIAL MARKETING



SOCIAL MARKETING SEMINAR SERIES
Facultas Kesehatan Masyarakat
Universitas Indonesia

THE CONSUMER IN SOCIAL MARKETING

Karen Fox
Santa Clara University

The Centrality of the Consumer

Effective social marketing relies upon a fundamental Consumer Orientation. The
consumer (cr user or audience) is not only the primary focus of the program, but is also
the measure of whether activities are appropriate, desirable, and successful.

The social marketer must consistently seek to understand problems from the perspective
of the people he/she seeks to influence. The successful social marketer regards
members of the target audience with great respect, recognizing that attempts to impose
a message or a proposed solution to a health problem on them is quite likely to be
unsuccesstul. Instead the social marketer spends considerable time identifying the
nature of the health problem, observing how people currently deal with the health
problem, interviewing them about the extent of the problem, and in many other ways
seeking to "get inside the head" of the consumer.

Marketing Is Based on Exchange

The consumer is at the center of the marketing process because the marketer’s activities
are all designed to encourage the consumer to engage in an exchange with the marketer.

By definition, exchange must be voluntary. An exchange can only take place in a
situation in which each party to the exchange can act freely (i.e., decide whether or not
to exchange) and in which each party (the marketer and the consumer) has something to
offer to the other. Furthermore, people engage in exchange because they both expect to
be better off as a result of the exchange.

Several examples of exchanges will be illustrated in the seminar.

A frequent question is how does exchange apply in social marketing when, for example,
the social marketer wants to encourage mothers to recognize the signs of diarrheal
dehydration and to correctly administer ORS. The mother gains because she helps
protect her child -- and may even be saving the child’s life. But what about the social
marketer? What does he/she gain?

In social marketing the benefit typically does not pass directly to the social marketer.
The benefit is for the individual who changes or adopts a new health behavior and for
society at large. That is why most applications of social marketing in Indonesia, the
United States, and other countries are in the field of health and family planning.

JIK il



How do consumers decide whether or not to engage in exchange -- to adopt a new
behavior? Most consumers make rational decisions based on their appraisal of the costs
and benefits of adopting the new behavior. If they perceive that the benefits are greater
than the perceived costs, they are likely to engage in exchange.

Consumer perceptions are very very important. All human beings -- including the social
marketer -- make decisions and act based on what they perceive to be true. The social
marketer starts by understanding the perceptions of the target consumers and then
employs the elements of the marketing mix to fulfill the existing preferences of the
target consumers or to modify the consumers perceptions. For example, a couple may
say that they are not interested in family planning because they want to have several
childen. They may be interested in temporary use of contraceptives when they see that
tamily planning includes birth spacing, and that birth spacing helps assure the health of
the mother and of the children.

Selecting the Target Market

The social marketer selects the group or groups with which to engage in exchange.
Marketers rerer to the selected group as a target market or target audience because the
marketer’s efforts will be directed at or targeted to that market.

Selecting a target market is typically done in the following steps:
| Do a careful preliminary analysis of the health problem under study.

| Determine what groups have -- or might have -- a part in solving the
problem. For example, to be effec’ e, an oral rehydration therapy
program must reach mothers and others who care for young children;
physicians and other health care workers, including volunteers; and
physicians in training.

] In many cases the groups identified need to be segmented -- diviit=d into
homogeneous subgroups -- before making a plan to appeal to the + For
example, an ORT project might consider dividing the total set of all
mothers into segments based on the ages of their children. Thus they
might select that segment of mothers who have one or more children
under the age of 5. (Many other criteria can be used to segment a market
-- such as age, sex, place or residence, past usage, ete.)

] This process of selecting the most important segment(s) is called targeting.
In the case of ORT the social marketer might choose to target mothers
with one or more children under age S: medical students; physicians and
nurses; and traditional healers. The social marketer will develop a
separate marketing program for each target market segment, realizing that
physicians may gave different concerns and information needs than will
mothers, etc.



Summary

Social marketing is based on the principle that people engage in exchange -- and change
their behavior -- because they perceive that they will be better off as a result. The
marketer selects which subgroups of the population to emphasize, by first dividing the
market into subsegments on important and relevant criteria, then select the segments to
target. The marketer then does further research on each target market as a basis for
designing a marketing strategy directed at each target market.



SOCIAL MARKETING SEMINAR SERIES
Facultas resehatan Masyarkat
Universitas Indones]a

DESIGNING THE SOCIAL MARVETING PROGRAM 17 January 1989

Social marketing 1nvolves the application of marketing tools and concepts to the
promotion of beneficial social change. Effective social marketing programs are
carefully designed based on consumer research. The prograns 1ntegrate all acspects
of the "narketing mix*~--product, price, place (distribution), and promotion--
rather than relying on only one or two elements,

The planning of social marketing programs 1n health, nutrition, and family
planning typically includes the following steps:

> Defining the problenm clearly from the consumer s point-of-view,

7 ldentifying the target market (or markets)--those groups who need to adopt a
behavior change--through research, segmentation, and targeting.

> Defining the proposed behavior change in clear, precise teras.

2 ldentifying the resistance points--social, cultural, economic, and other factors
which militate against the desired behavior thange.

> Developing the marketing mix:
Designing the product
Choosing or establishing distribution systems
Assessing media availability and developing communications (This is the
topic for the seminar on 19 January)
Determining the price--monetary and nonmonetary--that the consumer must
"pay" to adopt the new behavior

> Pretesting of the elements of the marketing mix with members of the targeted
market(s), to assure their teasibility, appropriateness, and attractiveness--and
paking nmodifications as needed.

> Impleaenting the program, including creating communication materials, preparing
products, obtaining distribution of products needed to support the new behaviar
(e.g., ORS packets), training program staff, health workers, and others.

> Tracking the effectiveness of the social marketing program while it is in
progress, and making modifications as required for maximum effectiveness.

> Evaluating the outcomes of the prograa,



SOCTAL MARKETING SEMINAR SERIES
Facultas Kesehatan Masyarakat
Universitas Indones:a

THE COMMUNICATION PROCESS IN SOCIAL MARKETING 19 January 1989

Social marketing employs marketing tools and concepts tc promote beneficial social
change. Social marketing programs are based on extensive marketing research,
followed by segmentation and targeting of the sost appropriate dudience(s), and
then the design, testing, and implementation of the best possible *marketing mix"-
-product, price, place (distribution/delivery), and promotion.

Today's seminar on communications in social marketing will focus on issues related
to sarketing and social marketing applications.

The following topics will be addressed:

1. The components of the communications process (sender, encoding, message,
redia, decoding, receiver, response, feedback)

2. Steps in message design
Identifying the target audience
Determining the response sought
(awareness, knowledge, liking, preference, conviction, purchase)
Choosing a message (content, structure, foramat)
Choosing media
Selecting source attributes (source credibility)
Collecting feedback

3. The four components of the promotion "mix"

Advertising

Personal selling (personal contact)

Sales promotion {coupons, contests, samples, presiums, incentives, point
of purchase, etc.)

Publicity

4. Selecting the right eix of promotional tools:

Pull strateqgy=Build up consumer demand, consumers ask retailers, retailers
ask producers for the product

Push strategy=Use promotion (advertising and sales effort) to encourage
retailers to stock the product, retailers promote to consumers

Relating promotion to stages in the buying process (probles recognition,
information seeking, evaluation of information, decision, purchase, post-purchase
satisfaction) and using the AIDA model (awareness, interest, desire, action)

3. FAB: A tool for planning persuasive communications
(Features/Advantages/Benefits)

6. The special problems of promoting *intangibles"
7. The importance of pretesting

B, Censorship issues



SOCIAL MARKETING SEMINAR SERIES
Facultas Kesehatan Masyarakat
Universitas Indonesia

MAJOR ISSUES IN SOCIAL MARKETING 24 January 1989

Prof. Karen Fox, Santa Clara University

This f1fth and last seminar in the Social Marketing
Seminar Series addresses major 1ssuec 1n social
earketing. While the previous four seminars gave an
overview 0f social marketing and presented the
techniques involved 1n putting social narketing into
practice, this seminar addresses larger 1ssues 1n the
use of social marketing as an approach to social
change.

Who should be the beneficiary of social marketing
programs~-who should benefit?
Customer orientation
Well-being of society
Exchange principle
Who should sponsor social narketing programs?
Governaent
Nongovernaental organizations
Commercial enterprises
Who should foraulate the social marketing problea?
Who decides what problems will be addressed?
Who decides which are the priority problems?
Nho formulates the problems?
Who decides what should be done about the
problem?
What are the sources of resistance to social marketing?

Change threatens the status quo.

Traditional birth attendants versus family
planning

Physicians versus aral rehydration therapy

How does one learn to be a social marketer?
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SOCIAL MARKETING PERSPECTIVES
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Jam 09.00 - 11.30
Fuang 1.3.1 Gedung A

Pembicara : Dr. Karen Fox
Santa Clara University, USA
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) DEPARTEMEN PENDIDIKAN DAN KEBUDAYAAN
~, UNIVERSITAS INDONESIA
~ ¥

oy FAKULTAS KESEHATAN MASYARAKAT
KAMPUS BARU UNIVERSITAS INDONESIA DEPOK TELP 7270014 - 7270037

No. : S57/FKMUI-1/C/1989 17 Januari 1989

Dengan hormat,

Dalam rangka wemperingati Dies Natalis Universitas Indomesia yang
ke 40, waka Fak. Kesehatan Masyarakat U.I akan menyelenggarakan
serangkaian kegiatan seminar.

Kami mengundang Saudara atau Staf Ssudara untuk beadir dalam
Seminar Pemasaran Sosial yang akan diselenggarakan pada :

waktu : Jum’'at, 27 Januari 1989
Jam 08.00 -~ 11.30
tewpat : Ruang 1.3.1 Gedung A

Kawpus FEKMUI, Depok, Jawa Barat

topik ! "Social Marxeting Perspectives on Public Health
and Family Planning”~

pembicara : Dr. Karen Fox - Santa Clara University, USA

Terlawpir kami sertakan kerangka acuan untuk acara sewinar dan
Juga poster sedert \na untuk menyebarluaskan acara seminar ini

‘ agar dapat dibadiri oleb Staf Saudara lainnya. Mochon bantuan
untuk sekiranya dapat diusumkan di instansi Saudara.

Jika diperlukan keterangan lebih lanjut, eilahkan mwenghubungi
staf kami : dr. Adi Sasongko, MA melalui telpon 727-0037 atau
829-6337.

Atas perhatian dan kehadiran Saudara kami ucapkan terima kasih.

TAS KESEHATAN MASYARARAT
(RSITAS INDONESIA




KERANGKA ACIIAN SEMINAR PEMASARAN SOSIAL
DALAM RANGKA DIES NATALIS UNIVERSITAS INDONESIA

27 JANUARI 1989

Sejak beberapa tahun terakhir ini pendekatan Pemasaran
Sosial mulai digunakan dalam bidang Kesehatan dan Keluarga

Berencana. Tujuan dari penggunaan pendekatan ini adalah untuk
lebih memasyarakatkan lagi “tehnologi” atau ‘“produk” Kesehatan
dan Keluarga Berencana, sehingga wmembantu upaya peningkatan

derajat kesehatan masyarakat dan pelembagaan norma keluarga kecil
bahagia dan sejahtera.

Secara historis dan akademis, maka akar dari pendekatan
Pemasaran Sosial adalah dari bidang keilwmuan "Marketing”. Hal ini
menyebabkan adanya keraguan tentang renggunaan pendekatan ini di
bidang Kesehata: dan Keluarga Berencana. Ada kekhawatiran bahwa
penggunaan pendekatan ini akan menyebabkan “produk” Kesehatan dan
Keluarga Berencana beralih fungsi sepenuhnya menjadi suatu
"komoditi dagang”, dan jika dewikian halnya maka upaysa pelayanan
Kesehatan dan Keluarga Berencana akan berubah perannya menjadi
usaha "bussiness” dan kehilangan misi sosialnya.

Dilain pihak, dirintisnys penggunaan pendekatan Pemasaran
Sosial dalam bidang Kesehatan dan Keluarga Berencana berawal dari
suatu keinginan bahwa pendekatan ini akan mampu lebih memasarkan
“produk '’ dan “tehnologi” Kesehatan dan Keluarga Berencana dan
dengan acmikian akan membantu tercapainya derajat kesehatan vang

optimal serta melembaganya norma keluarga kecil, ©bahagia dan
sejahtera.
Pembicara dalam seminar ini adalah Dr. Karen Fox, seorang

ahli dalam bidang Pemasaran yang sekaligus juga ahli Pendidikan.
Keterlibatannya dalam berbagai program Kesehatan dan Keluarga
Berencana akan mendasari pembahasannya tentang “Social Marketing
Perspectives on Public Health and Family Planning”. Dalam
uraiannya, pembicara akan memberikan bahasan tentang sejauh mana
potensi dan kemungkinan penggunaan pendekatan Pemasaran Sosial di
bidang Kesehatan dan Keluarga Berencana serta bagaimana pokok-
pokok penerapan pendekatan Pemasaran Sosial dalam bidang
Kesehatar. dan Keluarga Berencena.

Dr. Karen Fox saat ini membantu pendembangan kurikulum mata
ajaran Pemasaran Sosial dalam kurikulum pendidikan di FKMUI,
beker jasama dengan Jurusan Pendidikan Kesehatan dan Perilaku.
Mata ajaran ini telah mulai diberikan sejak tahun 1988 dengan
rPenandgung Jjawab dr. Adi Sasongko, MA.

000000000
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APPENDIX E
LIST OF MATERIALS PROVIDED
The following materials have been delivered to Prof. Adi Sasongko as resources
for teaching Social Marketing at the Facultas Kesehatan Masyarakat,

Universitas Indonesia:

Kotier, Philip, and Andreasen, Alan, Strategic Marketing for Nonprofit

Rotler, Philip, and Clarke, Roberta, Marketing for Health Care Organizations

Kotler, Philip, Dasar-Dasar_Pemasaran (2 volumes)

McCarthy, E. Jerome, Dasar-Dasar Pemasaran

Krueger, Focus Groups: A Practical Guile for Applied Research

Manoff, Richard K., Social Marketing: A New Imperative for Public Health

Rasmuson et al, Copmunicatjon_for Child Survival

Johns Hopkins University, Population Reports, Contraceptive Social Marketing
Programs:_ _Lessons_from Experience

Israel, Ronald, Operating_Guidelines for Social Marketing Projects_in_Public
Health_and Nutrition, UNESCO

Haaland, Ane, Pretesting Communication Materials, UNICEF (Rangoon)

HIH, US Dept. of Health and Human Services, Pretesting in Health
Communications

Mager, Robert, Goal Analysis

Mager, Robert, Preparing_Educational Objectives

Mager, Robert, Measuring Instructional Results

In addition, I am providing photocopies of about twenty journal articles on
social marketing.



