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Eastern Caribbean Workshop
USING KAP DATA TO GUIDE AIDS COMMUNICATIONS PROGRAMS
AGENDA
Day 1

7:30 a.m. - 8:00 a.m. Coffee

8:00 a.m. - 9:00 a.m. Opening Session
-Walcoming Remarks by MOH
-Introduction of Participants
-Update of Project Activities
in the Region
-Re-cap of objectives
-Expectation Levelling

9:00 a.m. - 9:30 a.m. Social Marketing: An Introduction

9:30 a.m. - 10:30 a.m. The Marketing Mix

10:30 a.m. - 10:45 a.m. Coffee Break

10:45a.m. - 12:30 p.m. Product Positioning

12:30 p.m. - 1:30 p.m. Lunch

1:30 p.m. - 3:30 p.m. Presentation of KAP data

3:30 p.m. - 3:45 p.m. Break

3:45 p.m. Working Groups

-Meet your Team
-Brainstorming Exercise

AV



Day 2

7:30 a.m. - 8:00 a.m.
8:00a.m. - 8:45a.m.
8:45a.m. - 10:30 a.m.

10:30a.m. - 10:45 a.m.
10:45a.m. - 12:30 p.m.

12.30 p.m. - 1:15p.m.
1:15p.m. - 1:45 p.m.

1:45p.m. - 3:15 p.m.

3:15p.m. - 3:30 p.m.
3:30 p.m.

Coffee
Working Group Presentations
Integrated Marketing
Communications
--  Planning Foundation
--  Selecting IMC Tools
Break
IMC Tools (Cont'd)

Lunch

Developing a Campaign
S!mbqy:n?\n Introduction

The Five Key Questicns
-Purpose
-Target Audience
Break

Working Groups



7:30 a.m. - 8:00 a.m.
8:00 a.m. - 8:45 a.m.
8:45a.m. - 10:30 a.m.

10:30 a.m. - 10:45 a.m.
10:45 a.m. - 11:15a.m.

11:18 p.m. - 12:30 p.m.

12:30 p.m. - 2:00 p.m.
2:00 p.m. - 3:30 p.m.
3:30 p.m. - 3:45 p.m.
3:45p.m. - 5:.00 p.m.

Coffee
Working Group Prasentations
Five Questions (Cont'd)
-Key Message
-Tone & Manner
Break

Five Quostions (Cont'd)
-Media

Guidelines for Working Group
Sessions

Lunch
Working Group Sessions
Break

Working Group Sessions (Cont'd)



SOCIAL MARKETING WORKSHOP
August, 1390

SOCIAL MARKETING: AN QVERVIEW

OBJECTIVE

To provide workshop participants with an overview
understanding of Social Marketing principles, processes,
tools and applications.

GOALS

*  Topromote a general appreciation of social
marketing, its contribution and potential.

. To enhance participants’ understanding of socjal
marketing concepts through the use of concrete
examples and workshop exercises.

* Toimpart an understanding of the value of all aspects
of the marketing mix: from “product" to promotion.

. To encourage and stimulate systematic thinking and
creativity in solving social rnarketing problems.

. To provide appropriate expectations regarding social
marketing: its applications and limitations.

. To increase awareness of how commercial marketing
"lessons learned" apply to social marketing.

. To enhance understanding of how commercial

marketing fits with other disciplines in the field of
primary health care.

KEY CONCEPTS

. The marketing mix

. Product positioning
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Introduction:

What social marketing is and what it's not. Seeing the consumer as the
center of thé social marketing effort. A lock at the four P's.

*  The Marketinig Mix:

Eroduct;: Social marketing "products": Tangible and intangible.
Examples from domestic and international programs.

Place: Delivering the social marketing "product” te tha consumer.

Price: Social, emotional or monetary: Can the consumer afford
it?

Promotion; An integrated approach.
"Push" versus "Pull", "Price" versus "Product™: What to focus on?

. Ergd! jct EQstning'

Where does the product fit? Working through the positioning options.

Living through the "culture clash”. Keys to success.



The Marketing Miv

Social Marketing requires lnoking at the social goai and addressing all 4
aspects o' the marketing mix--what is generally referred to as the 3 's.
The following paragraphs CFmvide brief summaries of each of the 4 P's and
a short discussion on proauct positioning.

"Product"

The "product” is the social oftering that is exchanged with the end user for
a "price.” It might be a tangible product like ORS, a service like medical
care, a gracﬁce like breast feeding, or an idea like accepting the mentally
retarded.

“Price”

Place

Place refers to the channels through which a "product” flows to users and
the points at which it is offered. For example, a social "product” may flow
through a retail distribution system (condoms) or a public health care
system (immunizations). It might be dalivered at & retail outlet, village
marketplace, community health center, neighbor's home, or mobils van.
Many intangible products occur in the mind of the user, however, a system
for delivering information must often be established.

Promotion
Promotion refers to 2 combination of any 1 or more of the 5 major

communication tools: advertising, public ralations, promos, personal
selling (interpersonal communication), and entartainment.



Product positioning refers to the mental market "niche" created for the
"product” that distinguishes it from competing products or ideas. This is in

essence the image the target audience is intended to have about the
"product.” It is generally based upon:

1) Who uses the product (macho man, modern woman, caring mother),

2) What the product is used for (to make you healthy, to make you
beautitul, to help you feel secure), or

3) How the "product” compares to competin?f products or ideas (safer,
more convenient, less expensive, more e ective).

Positioning a social "product” means determining a consistent way ths
consumer will think about it so that it is memorable and distinctive in their
minds.



STmia! Marketing Works!

AIDS
Australia

44%
change

| 160 miiion
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1960's
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Vanereal Disease, ysa Chart

Heart Disease
USA

- Percant improvement

S —

ORS Usage, Ecuador Chart

L

Diarrhia Associated Mortulity, Ronduras Chart

N Iﬁ_
Knew Correct OR3 Mizing, Gembia Chart
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-Special Pocds Knowledge, Swaziland Chart

ERE—

ORT Egypt Chart

L

Oral Therapy Extension, Bangladesh Chart

I

Child Feeding

Indonesia 40%
Better nourished

Contrel Group Experimental Group

_\-
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Social Marketing

SOCIAL MARKETING
The application of the marketing
'process, Principles and tools to

further a social goal.

T —

EXAMPLES OF SOCIAL MARKETING =- Smoking
Man with glasses lighting a cigarette

SRR —

EXAMPLES OF SOCIAL MARKETING -- High blood pressure
Poster of luggage tags, "Bound, for a better life"

e e —— R S S s
EXAMPLES OF SGCIAL MARKETING -- Child health

ORS packaging from Egypt

N TR
EXAMPLES OF SOCIAL MARKETING ~- Pamily planning

Poster of family from Ecuador, "Procreation Responsible”

g\
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EXAMPLES OF SOCIAL MARKETING

== Fire safety

Smoky the Bear billboard, "Forest fires burn more tia.. .re

EXAMPLES OF SOCIAL MARKETING

Pregnant woman smoking, "Is

~= Child health
it fair to force

smoke cigaretteg?"

your baby to

EXAMPLES OP SCCIAL MARKETING

Pregnant woman drinking

R

== Child hea c:h

.

EXAMPLES OF SOCIAL HAR%FTING =~ Focod stamps
"When times are tough, food stamps help*

L

EXAMPLES OF SOCIAL MARKETING == Druqs

Woman with scissors up her

nose

R

EXAMPLES OF SOCIAL MARKETING == Child abuse

"A la folie..."
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EXAMPLES OF SOCIAL MARKETING =-- AIDS

"How to stop Yourself dying for sex"

L

EXAMPLES OF SOCIAL MARKETING ~-- Mental health

-"Why doesn't he just snap out of i

L

EXAMPLES OF SOCIAL MARKETING -- Poverty

"The problem isn't how little we care..."

L

EXAMPLES OF SOCIAL MARKETING -- Nutrition
"Shocking, isn't it?*




MARKETING

"Marketing is the process of planning

and executing the conception pricing,
promotion, and distribution of ideas,
goods, and services tc create exchanges
that satisfy individual and organirational

objectives."

American Marketing Association

lr\/larketin‘g*is géd
Marketing is Y@

Marketing works.
Marketing doesn't work.
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VALUE NEUTRAL

You Dol (Uncle Sam poster)
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Picture of dinosaurg -- *"pag marketers become

L

WHO USES MARKETING?

R —————
EXAMPLES OF WHO USEs HARKETING -- Products

Colgate, Ivory, iiines, etec.

]

extinct"
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-EXAMPLES OF WHO USES MARXETING -- Insurance
Pather and son, "CNA...for all the commitments ysu make"

EXAMPLES OF WHO USES MARKETING -- Telephone company
"What can you expect from Bell South beyond the South?*"

EXAMPLES OF WHO USES MARKETING == The Army
"Army. Be all You can be."”

University of Bridgeport, child with computer

[~ B

EXAMPLES OF WHO USES MARXETING -- Medical institutions
surgezy, “Washington Aospital Center: The Critical Differer

S s e—
EXAMPLES OF WHO USES MARKETING -- Public hoalth

Philippines Measles Campaign



L.

"Public health leaders who ignore
or fail to understand marketing
concepts are as handicapped in their
work as those who ignore financial,
logistics, human resources
development, or other major

management concepts.*

-Glenn K. Wasek

L

WHAT IS SOCIAL MARKETING?

Soclal Marketing Is Not




Masg@Media
Promdxdon
L
Mirac)® Drug




An easy, short-term inexpensive solution

Social Marketing Is . . .

Consumer-oiiented

L

Graphic Showing:

Bangladesh woman and child as the center

EE——

Information-baseg
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Objectives

Strategy
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Feedback Aha

‘Social Mkig Wheel

Rigorous

L

Body Builder
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Social Marketing ls:

* Cansumer-onentad
* informafion-besed
* Skalegec

e Syslem.alic

* Rigorous

RESULTS

In order to get resuits,
social marketers must
look at . . . -

i


http:bitarTllon.bg.ed

L

Big Picture

o Shmuigto demand
¢ Educalion

o Procuc! fealures
* Reguiations

o hirasiruchre

* Accessibie

“ —‘_
Efficiency

e
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Bad social marketers
L .
don't necessarily

become extinct . . .

Go-illa, "EZndangered species®
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.The Marketing Mix

Merketing - The Four *"g

L

“Product "

The otferng that 1 exchanged
with the end ussr for & “price *

S

Exchange

L

Graphic: Mouse and Mousetrap
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Montage of target audience

S

Talk to the consumer, not about
the product

‘Products”




Social Marketing “Products”
® Cognitive change

® Action change

© Behavioral change

® Vaive change

EXAMPLES TO DEMONSTRATE TANGIBI.B-.INTANGIBLL' CONTINUUM
Tanqgible product-=0RS

EXAMPLES TO DEMONSTRATE TANGIBLE-INTAKGIBLE CONTINUUM

Tangible product -- condoms

L

TANGIBLE=-INTANGIBLE CONTIUUM

Service (patient care) --
doctor and nurse by hospital bed, Egypt

RS e— ———

EXAMPLES OF TARGIBLE=-INTANGIBLE

Practice(breastfeeding) --
womAn breastfeeding chtld, Ronduras
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EXAMPLES OF TANGIBLE-INTANGIBLE

Practice ~- Walk...or go to the chair

EXAMPLES OF TANGIBLE-INTANGIBLE

Practice(making sex safer) -

EXAMPLES OF TANGIBLE-INTANGIBLE

Idea (accept the mentally retarded) -~ man in wheelchair

EXAMPLES oF TANGIBLE-INTANGIBLE

Idea (learn about drug abuse)-- Man has drinking problem; it
, started about 17 Years ago.

The “Prodict”

A tangie product bvolves ad

of the serves. You cen.
.00l

“Tiowhit

.small

. emit

“r
Rinso laundry datergent

QO
A
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Intangible products

L

When the “Product” Is a Practice

* Slart dong something — exorcise

* 5loo doing something — smoking
° Switch 10 semething  — safar sex

L

Exercise Poster

L

Quit Smoking Poster

E— —

Safe Sex Poster

"Price”

A monetary expenditrs or en
emohone) ‘cost.’

* Opoortunity cost

o Status bose

* Lost tmg

© Foar/ anxinty. elc...

. ﬂ)o
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Concept of Exchange

°C5wl=»tm @ Decraasad pleasure

® Protection of loved ones © Loss of intimacy
© Achisvement ® Embasrassment
® Seif worth ® Foar arousal

© Replacement benefits . @ Sociel disapproval

Cost” __ kg

-—h

Benefit

——— —————————r—
Place

The channels through which
8 “product” fows v users
and the poti«'s gt winch

't is offered.

N

- 2"



oftering

Product=4 |

e —

EXAMPLES OF PLACE

== Pamily planning outlet
Women buying contraceptives, 3angladesh

\
EXAMPLES OF PLACE «- Radio in home

' Mother with baby and radio in home

e e ]
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EXAMPLES OF PLACE-- Pharmacy

Woman buying contraceptives over tha counter in Mexico

L

EXAMPLES OF PLACE == Bar
Condoms in a bar in Mexico

EXAMPLES OF PLACE -- Market

Distribution of samples from atop a vehicle

Service

L

Promotion (Communication)

AM«M.
reéaions, promos, personal
mmm

S ——— - ———————
Promotion

How wil a dement? bg created or
Sustamed for the *product®?



S

Promotion

What is the exigting demend
for the product?

o Latent?

o Negatve?

¢ Fallering?

o ireguiar?

Marketing - The Four P~

L

“Product”

© What 13 being offered to the
congume:?

¢ What do we wan! them 1o
“by"?

ouum-Ih‘wm'
‘cost” e congumer? .

@ 18 e “cost” a falr exchange for
the ‘procct*? «



L

© Where wil the consumer obtain
e “prodect™?

i3 1 accessible?
o How wil e “product” get to the
consumer?

Is this system adequate?

Promotion

© How wil a demand be creqted or
RRE1eNed lor he product?

Montage of target audience

L

BASIC MARKETING STRATEGIES

N

Pro&n' Price

Place Promotion ™
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Target
Audience

Place Promotion

Push vs. Pull Strategies

Consumer/

user
Seller/
provider
lﬁ_* A
PUSH vs. PULL

¢ The essence of a “pull® strategy is

Creating demsnd among potential users

¢ T.e essance of a “push® strategy is encouraging

selling among providers



"Pull” Strategy

Creatng demand s g funcon of
Dersuason and molrvgtion,

~



PERSUASION & MOTIVATION ARE BASED UPON:
° Providing benefits
o Overcoming barriers

] Reducing risk

\“

THERE 1S A BIG DIFFERENCE BETWEEN GIVING
INFORMATION AND SELLING AN IDEA.

“‘“

"PUSH" STRATEGY
Encouraging selling is a function

of incentive ana training.



\

Product Price
Target
Ag!ience -.
Product Price
Strategy Strategy

EE—

“Product” Positioning

The mentsl or marke! nichg .
Created for the produc! or
prachce that delingushes it
o competing oroducts or ideas
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POSITIONING SLIDE -- products directed at woman

R

POSITIONING SLIDE #2 -- Woman thinking of immunization

"POSITIONING
o Based on use
] Based on who uses

L Based on competition options

S

Positioning Based On _l'lﬁ

® How is it used?
® What is it used for?
® When is it used?

Positioning

7 woudtd ume (" procuct °) in order
b__ S

— S

EXAMPLES OF POSITIONING
VICL body lotion -



EXAMPLES OF POSITIONING

Caress soap

EXAMPLES OF POSITIONING

Ferrari

L

EXAMPLES OF POSITIONING
Honda Civie

CRA——

Positioning

1nmuunamuwlhaula
3pace my chiden.*

Positioning Based On Who Uses:

WP,

© How do the users
900 themesivas?

® How do others see
the user?



Positioning
(*Product”) is the ngit chorce

EXAMPLES OF POSITIONING ¢l
Marlboro

T

EXAMPLES OF POSITIONING 2
Virginia Slims

EXAMPLES oOF POSITIONING ¢3

Camel

L

EXAMPLES or POSITIONING L]

Benson and Hedges

\
Condom ad «- Professional man,

"Live life the way you
want to."




Positioning

Mbnmm
for 3omeons who cares about hey

Positioning Based On
Competition/Options
N R ey vy _

® How is il differant?
oHowdoesilcompare?

L

Positioning

'Omundb(m),
(" proouct) &

L

Positioning

“Compared © kgau, Oresel

e —————————————————————
Positioning

‘Comparei 0 an L.V..o-d
8 .
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Positioning

® “Compared 1o an D,
condoms are

N
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- "Product” Positioning
Where coes the *proouct
M.

. 2 my He?
..iIn my ming?
-.among other *procucts’?

A well positioned
‘product” is like a
strong personality

L

PERSONALITIZS =- Hitler

L

PERSONALITIES: John Wayne

*
PERSONALITIES -- John F, Kennedy

R —————
®
PERSONALITIES ~- MARILYN Monroe



FAST FOOD CHAINS -- HWendy's

AR

FAST FOOD CHAINS -- McDonald's

\
FAST FOOD CHAINS -- Hardee's

%

FAST FOOD "CHAINS =- Burger King

e
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VIDEO: rast food chain personality clips
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Making Social Marketing Work

jThree Keys
to Success

1

Culture

cloud bumping building

h



L

Amut_cgn;lm

Target Market:

Role:

Growth:

Social Service Culture:

Do the whole job;

education to
distribution

Reach tougher ma
Provide addition
Services

Harder - most in need

Marketing Culture:
Easier - ready to adog
Focus on "product, "
practice, or service

Increase revenue -
produce extensions

“The need for a common language...."
Construction of pipeline

CEE——

Picture of man Pulling two cables together

Illustration: two fingers reaching to touch

Marketing effectiveness
relies on a

marketing culture.
Obtaining social goals
relies on a
soc:al.conscnousnes's.
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Illustration: two men looking at figures on floor

e )

= DYNAMIC=

,
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J’Plan for
Change




Illustratioa: Consumer at the Center




Three Keys for Success:

j Organize for success
j Plan for change

jMake people count

\



SOCIAL MARKETING WORKSHOP
August, 1999

INTEGRATED SOCIAL MARKETING COMMUNICATIONS

OBJECTIVE

To provide workshop participants with an overview understanding of each
of the 5§ basic communication tools and how they work together.

GOALS

* To promcte an appreciation where the synergistic affect of
thoughtfully combining communication tools.

* To encourage workshop participants to think through all
possibilities before selecting the communication tools to be used.

* Toincrease sensitivity of participants regarding the different role
and value of each major communication tool.

* To encourage bath creative and systematic thinking in selecting
communication tools and developing communication formats.

* Toreinforce the importance of marrying the communication tool
to the communication objective.

KEY CONCEPTS
* High vs. low involvement "products”
* Readiness stage ("product" lifecycle)

* Media mix (the 5 communication tools)
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Introduction:

Why an integrated approach to communications is essential. Things to
consider in selecting communications feols.

+ Advertising:

An overview of the role of advertising. Print, broadcast and other
media. Examples from commercial and social marketing.

Where public relations fits in. What it can do for the program.
Examples from commercial and social marketing.

*  Promotions:

A look at both user and provider promotions. Where each fits and
what each can do for the program. Examples from commercial and
social marketing.

*  Personal Selling:

The critical role of interpersonal communications in social marketing.

Examples from a variety of social marketing programs.

Entertainment vehicles offer creative possibilities for driving a
message home. Examples from around the world.

Conclusion:

Putting it all together. Let Integrated Marketing Sommunications
work for you.



INTEGRATED SOCIAL MARKETING COMMUNICATIONS

Selecting the right communication tool for the right job at the right time will
help ensure a successful outcome to the communication program,

In addition to reviewing target audience research and program resources,
it is helpful for program planners and strategists to review the fellowing
before selecting communication tools and tactics.

1)  What is the stated social goal?

Social marketing objectives must be consistant with National goals. It
is always useful to look at the big picture first and determine where
the social marketing effort fits in.

2) What audience influences represen opportunities for delivering a
product, service, or message?

Mass Media ara only 1 influence in the life of the target audience.
Religion or community organizations might be more accessible,
Provide greater exposurs, or carry greater weight with the target
audience. It is helpful to brainstorm the communication opportunities
inberent in all spheres of target audience influence: tamily, political
organizations, retail or commercial establishments, peers, leisure
activities, the medical system, community activities, the educational
system, the workplace, the financiai sector, and religious
organizations. This brainstorming process will provide an array of
possible communication channeis to choose from.

3) Whatis the nature of the social "product?"

Tangible products offer specific communication opportunities such as
packaging and displays as well as mass media. Intangible products
may require other communication tools and chanriels. Low
involvement "products” may actually be "sold" through single mass
media efforts whereas high involvement "products” will most likely
need the additional support of public relations programs and personal
selling. "Products” which have a negative demand ma% require a
larger communication effort than those for which a positive
Predisposition already exists.



4)

S)

What is the litecycle of the "product” or what is the readiness stage of
the consumer?

These 2 questions refer to the same basic principle: anything new
goes through an adoption Process. While that process is never truly
linear, it does have different stages and each stage requires a
different commuriication response. In the early stages,
communication efforts may focus on building awareness or calling
attention to an issue or offering. The mass meadia may be the most
effective means of doing this. But, if the issue is a sensitive one,

public relations may also be extremely important--even at that stage.

After awareness has reached a certain level, the communication
effort can focus on other issues such as overcoming complacency or

And, of course, even high awareness and high motivation may not be
sufficient to bring about and sustain a difficult behavior change. At
these stages in the process interpersonal communication piays a
crilt_:cal role and mass media may simply be used as a remind’;r
vehicle.

Who is in the selling chain?

Not all communication goes directly to the target consumer. In many
instances. it is some other element in the seiling chain that is
critical--such as the pharmacist at a retail outlet, the communi{x’
volunteer, the hotline counselor, or the health center worker. hen
this situation exists, mass media may play a role in directing
consumers to intermediate points and the critical "selling" is done by
these intermediaries. Communication efforts which are directed to
the intermediary target audiences will probably be quite different from
that which goes straight to the potential consumer. The channels,
tactics, and evan the tone will most likely change substantially.



WHAT ADVERTISING CAN DO

Reach many people quickly

Call attention to an issye

Evoke feelings, emotions

Create an impression

Persuade, motivate, inform, remind
Ciazte "seeking” behavior

WHAT PUBLIC RELATIONS CAN DO

Create a receptive environment
Enhance message credibility
Communicate in depth

Crisis management

Influence complex behaviors
Extend an advertising idea

WHAT CONSUMER PROMOTION CAN DO

Add value to product or practice without a change in price
Tie the product or practice to another valued item

Create a reason to buy or try

Stimulate repeat behavior

Change purchase patterns

WHAT PERSONAL SELLING CAN DO

Allow for personalization and flexibility in message
Enhance credibility and ccnviction

Permit problem solving between user and provider
Provide depth and repetition of the message

WHAT ENTERTAINMENT CAN DO

Popularize the issus

Create empathy and identification
Provide appropriate models
Enhance involvement

Deepen feelings/emotional response



Ithegrata Social Marketing
Communications

Evenything communicates

CER———

Integrated Communications

Public '
reiations - . 3
' Location
and
display

,,,,,,

. e
Direct ™ ?




Promotion

Advertising
Public relations
Sales promotion
Personal seliing
Entertainment
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THREE KEY STEPS
l. Review the Situation

2. Establish ubjectives

3. Select communications tools

L

. Review the Situation

Review the Situation
onm.h:m!suilsz
oIﬂntnﬂnmns:ﬂ!:s:!uwaunqmnnumnt’
° mnwof‘gu\m'huwwm
olnnhtml==aEEOIMUWIuhm“’

om.ﬂm'mr

l. Review the Skuation
© Social gosl

-“.——-‘__
Socipl Goal

“increase the leval of fully immunized chidren
from 50% o 70% by 1990.°
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Soclel Goal

Bring about 8 30% decresss in the number of
mmmMMmundu
2'emrs of age

L

Social Goal

‘Mpopuhﬂmgwhdl per year by
the year 2000."

S R —

l. Review the Situation

© Social gosi
© Audience influences/opportunities

Family | Political

Mass Medi

Target
Religion

Audience

Leisure

€ -
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Postar from Tatiana and Johnny contest

L

EXAMPLES OF SPHERES OF INFLUENCE == Educational institutio
Children in school

SN

Examples OF SPHERES OF INFLUENCE -~ Communi ty

Education in the marketplace

L

L Review the Situation

* Social gool
onmaunohunmnwounnuﬁhs
* Natwe of *product’

R —

“Products”

-

1%



The Involvement Continuum

Low

R L

L

Low involvement

“(08M et [0 cnep figgl"’

Ezifl--c;Hi-n---uM!n

“_t e

Rinso laundry detergent

High ivolvernent

108N et Fotf =t 00"

Become Dovaiop e

A T AR Bewevr

Knowlsdgeabs
m_“

High involvement == child survival

Y
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High involvement -- hair loss

L

I. Review the Situstion

* Social gosl

o Audence infences/ opportunities
* Na!wo of ‘procuct”

o Selng chein

Seller

Outlet

AIACons.umer
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Physician
Pharmacy
, Seller 1— -—f Clinic/ Hospital Consumer
Retail Outlet
CBD
L. Review the Situation
* Social goa!
o Audence intiuences/ 0000’ luniies -
* Netwrd of ‘procuct*
o Sefing chein
o Lifecycie of tha “proauct”

Health Behavior Change Continuum
A Framework for Measurement

Networks
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Threshold Stages
7\

Couple talking over table

A

§if
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I Set Objectives

Objectives

5

Typical Objectives

© Generals swerenrss

© Creets .. fosling, impressicn
® Enhence image
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Typical Objectives (Cont'd)
© Generzie trigl behavior

© Encourage repest behavior

© Enhencs complance

L

Typical Objectives (Cont'd)

® Convey specific informalion
om.mm
© Encourage a speciic action

L

Integrated Communications

;ﬁ&. . Reviow
* Soc:a! goal

* influsnces/ apportnities
© Natse of ‘product”, Becycle and setng chain

Then..

oy,

o Set cbpectrves

g,

o Select commmcations took

)\
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Ill. Select Communication
Tools

Pubic reiations
Sales promotion
Personal selling
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Advertising

Advertising

‘Salesmanship in print”

Abst Lasher
(Father of modam
advesising)
Advertising
“Truth well told.”
McCann Enciaon
{Coca Cols Agency)



® Trangh

© Leaflets; POP

What Advertising Can Do
© Reach many people quicky
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What Advertising Can Do

© Reach many peopile quickly
© Call atiendion 10 an issue

EXAMPLE
WHO AIDS Poster: "a worldwide effort to stop it"

“-—'__“_-*
EXAMPLE
L ]

Drugs: Cocaine
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Videos: Call Attention
° Shut It Out

L Deficit Trials

o Like Father

. G

What Advertising Can Do

oMmpoapbquidw
© Call attendion 10 an issue

© Evoke fesiings, emotions

CERE—

EXAMPLES
Scarface: "got everyone who drives drunk dies"

— N —

EXAMPLE

Children's Defense Fund: Pregnant toen poster == "IF you'r
embarrassed by a Pimple, try explainisg this*”

e e

Videos: Evoke Peslings, -Emotion
e Anti-Fur

o Depression

o Famiiy Album

® - Dad Reading



R, \
What Advertising Can Do

oﬂcﬁmmw
© Call stieniion 1 an issue

© Evoke feslings, emotions
© Cregle an impression

EXAMPLE
Fear -- AIDS poster from Uganda

N

EXAMPLE
Containment -- "Know about AIDS*"

EXAMPLE

Control == Condom ad, "Live life the way you want to"

——————— r————————
EXAMPLE
irotici:iny -- Safer Sex Poster,
“Safer B’f' Do it.*
>
EXAMPLE
Intimacy -- condom poster from Mexico



L -
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Videos: Cresate an Impression

® Teen-age Pregnancy from Jamaica
° Angel Soft

° Natural Born Smoker

® Roseland

What Advertising Can Do

© Haach many people quody
o Ca atertion 10 an issue
* Evow fesings. emotions
o Crean & imorespon

° Pertuads. motvale

Videzs: Persuade/Motivate

° Mother

L [ "~ R —

What Advertising Can Do
© Reack maw pacpo qucily

* Cdl #wiion 9 2 'me

* Exdo fesings, encions

o Cume o0 impregsicn

o Fonah, miub

o [nform, reming

/\}ﬁ
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EXAMPLE OF INFORM

Print ad: vyes answers could be...."

Example of Reminder

Hot Rubber with Street Signs ad

CEE—

EXAMPLE
Rubber Ducky billboard

L

EXAMPLE
Rubber Ducky air trailer

Videos: Inform/Remind
° Riddle

o Say Goodbye
L Junkyard

A\



What Advertising Can Do

o Reach many peapie quody
o Cal serixn 10 2n issue

o Evoke fealings. emotions
* Crosie & impreezon
* Persuade. motvale
o infomn, reming
. ® Cretts “seviong’ behewor

EXAMPLE
Patti Labelle pcster

N

Videos: Create Seeking Behavior
L Lea Salonga
o Excuses

® Lost Girl

S ST S
Strengthe Wealnesses

© EMcient ® 1-way

© Dramaiic @ Non personal



mgmmmm
aboig 8 product or sernog
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P.R. Tactics

o Progs iy

o Advertorisls

® SpONEOres everts and comesly
o News cowerage (evenis kooics)
* dochues

EXAMPLE
Press kit -- "For a better life"

A —

EXAMPLE

Advertorial -- working mothers

L R

EXAMPLE
Event «= START March

.- -
Videos: News Coverege

® MADD March Announcement
o News Coverage of MADD March

*\_

g0



Public Relations and Advertising

The Basic Simiarities

* Strategy idemfication
* Creatve davelopment

The Basic Differences
Advertsng Public Reiftions

Pad Ao Pernason
Moo Mlg »

N

What Public Relations Can Do

What Public Relations Can Do
© Cresie & recepiive environment

L
EXAMPLE

Male panel: Family of the Future Symposium
"New Oral Piil Introduction®



R

What Public Relations Can Do

© Cracts a receptive environment
«-Bn-wonnunnsa'duly

L

EXAMPLE
Authority figure, Indonesia

Video
° Hop Eat Right Segment

L

What Public Relations Can Do

© Creale a racepiive \vironment
* Enhance meceage c/edilty
* Communicats I Zeph

Mh
EXAMPLE

Magazine article on cholestrol
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What Public Relations Can Do

* Create a receptive environment
* Enhance messags credbity

* Communicalo in depth

o Crisis manegement

EXAMPLE

Crowd scene, press conference

L

EXAMPLE

Small group discussion, first world

———

What Public Relations Csn Do

* Create 8 receptive eriroamend
* Enhance meesage credbilty
o Commasicaie n deth

o Crty; manegement

* nkasnce compisx beneviors

“‘ - T S

EXAMPLE

"For a better life* pPamphlets
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EXAMPLE

Walking event, seniors

What Public Relations Can Do

* Crea‘a a recapive envircrmeny
* Erhsncs mossyge credbiity

o Commscate m ggpth

o Crais imanagamens

* influsnce campiex benaviors

© Extend an advernsig ea

Example
DuaLima Poster, Male Responsibility

Example
DuaLima

R R S e
Video: Iategrated PR Effort

] Lea Salunga Camp:ign

O


mailto:c@-.ss-~je

R

Videos: Promos, Personal Selling, and Entertainment

L "Pop Persuaders®
Public Relations
.§g§gg§ umUmeﬁws
©® Credibility ® Lack ot costrol
® Element of surprise
@ Dramatic




Sales Promation

Sales Promation

o Consumer
© Trade (provider)

SR

Consumer Promotion

Any tackic thal offers the target audience an
outside incentive o adopt the health behavior
or product -




e

Trade (Provider) Promotion
Any tactic that offers providers
an incentive to promote

the “product” to consumers.

L

-Consumer Promotions

R

Tactics
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Tactics
osm

* Premiums

~ Example of Premium °

Christmas Tree Ornament, Thailand

Tactics
* Samping

* Premums
* Displays

EXAMPLE
Display -~ DualLima

““

Tactics

* Samping

o Promums

* Dispiays .
* Pomt-of-purchese advernsing



w

EXAMPLE

Point-of-Purchase -- Panther display case

Tactics :

° s‘m

* Promuume

* Displays

o Pont-of-purchese adverhising
* Special events

m

EXAMPLE

Sweepstake,/Contest Levelor Blinds

_w

Other Tactics

e Zaupcns

o Aefunds

* Sweepstaxes and contests
o Cooperative svents

e Buy one. get one iree

* Bonus packs

e Trading stamps
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Illastration: ccupon in cereal

Trojan gold card

| What Consumer Promotion Can Do

© Add value to product or praciice without a
change in price

Print ad: Cuisinart cookware

L

Snuggles storybook and cassette

What Consumer Promotion Can Do

® Add valug 1o product or practice without &
change (n price

© Tie the product or praciice 10 snother valued
ilom

. Q°
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Pree soup: Lipton and JohnsongJohnson

What Consumer Promotion Can Do

owmwmammwa
change in price
-.OTblnptowdarpmﬁcatommmd
tem

OMamsmlobuyortry

EXAMPLE
Lottery: man with mailbox

L

What Consumer Promotion Can Do

© Add value 10 product or prectice withou? a
chango in price

o Tie the product or praciice to znother valued
ilem

© Creei2 a r3asan to buy or ry
® Stimulcte repest behavios

—-.-.-F’M

Pharmacy - woman purchasing over the counter, Mexico



N
What Consumer Promotion Can Do

oAddvmuopmdudupmlicamma
change in price

omum«mmmw
item

© Creaie a reason o buy or try

© Stimulate repeat behavior

:oamgonndmpdtm'

Buy three, get one free

Consumer Promotion

Srngss Wesknesoss

° Dvact rewasd * Short tem

* Crosms * Ny orvos mage

L ﬁ“_

Trade (Provider) Promotion,

Sengte Wesknssezs

° Incrm aishily * Spoty agoon

o IoRese veshEy ° Dedl oniyf

o IncRamos rvolmer: ey

o Creaes pav

m_"‘m__“
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Personal Selling

Interpersonal ~- graphic of handshake

L

What Personal Selling Can Do

® Allow lor personaitzation and Rexibility in
message

Group of women, discussion on porch
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What Personal Selling Can Do

® Allow for parsonaiization and Nexibility in
message
® Enhance credibiity and conviction

Ezecutive and client in office environment

What Peceona! Selling Can Do

© Allow for parsonsiization end Rexibility in
message

® Enhance credibility and conviction

® Parmit problem scMing between user and
provider

CERRE——

Woman demonstrating growth chart

What Personal Selling Can Do

® Allow for personaiization and Rexibilty in
maesage )

omwmm

S Parmd probiem soiving Detween user and
provider '

.mmmwamm



Woman practicing ORT in marketplace

Consider Integrating Personal
Selling Yo:

© Delver the “product” or service 10 the end user
when no other channel can

© Tallor appeal o specific needs
© Deal with a kimiled number of users

S

The Critical Link

nlertainmen
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. What Integrated
Communications Can Do

L

Deliver Greater . . .

AR

Illustration of impact: fist hitting face

R

Deliver Greater Impact

° Repetition
° Credibility
] Complexity
° Personality

_-\

Extend Your. ..

“‘\

Illustration of reach: baaketball player

,q(o |



Extend Your Reach

® Ecioriel hiedis
® Worlgiace
® Point of purchase

>

_® Laisure aciviies

Add...

Illustration of muscle: little boy with mugscles

L

MdMuscleToYouSpendlng
© Recognition

® image

© Cosnmitment

© Bahavior change




Keys to Success

Start with
wl clear objectives

Keys to Success

Select the right
tool for the

right job

e

Man trying to: catch elephant with noose

0



L

R

Keys to Success

Be sure all
o the tools

work together

WA



SOCIAL MARKETING WORKSHOP
August 1990

DEVELOPING A CAMPAIGN STRATEGY
OBJECTIVE

To provide worksnop participants with an overview understanding of what
goes into the preparation of a campaign strategy.

GOALS

To encourage workshop participants to think through strategic
development in both a systematic and creative manner.

To enhance participant's ability to effectively focus a campaign
strategy by tightly defining the campaign's purpose, target audience
and desired action.

To reinforce the principle of focusing on the end user oy developing a
key message which presents benefits, barriers, and consequences
that are meaningful to the target audience.

To enhance appreciation for the single-minded focus of
communication efforts.

To expand participants’ understanding of media options and their
relative value.

KEY CONCEPTS

Campaign
Strategy
Bensfits, barriers, consequences

Tone and manner

£ \QQ



Introduction;

Why a written strategy is important. The 5 key quastions that go into a
strategy statemsnt.

Whatis the p  the Camoaic

A look at defining the campaign’s purpose and how to make it
preci:f.e. lllustrations from commarcial and social marketing.

Who is the Target Audience?
Why vague target audience definitions don't work. How to make the

target audience "come alive" for management and the creative team.
Examples from commercial and social marketing.

What Message Should be Delivered?

The role of benefits, consequences and barriers in choosing a
message approach. Keeping the message simple and relevant to the
targct audience. Examples from commercial and social marketing.

What Tone and Manner Should be Used?

The creative possibilities: How tone and manner work together to
support and anhance the message. Examples from commercial and
social marketing.

MlaLMs_dia_MﬂQﬂMLths.Mmagg_z
Different media for diffaren: purposes. How tc get the most mileage
from media choices.

Conclusion;

Bringing it all together. When is a strategy complete?



HOW TO WRITE A CAMPAIGN STRATEGY STATEMENY

Good communication campaigns require rigorous strategic thinking. A
thoughtful stralagy provides a type of "road map" for reaching program
goals. The campaign stratagy statement regresents 2 synthesis of the
most critical strategic issues. It addresses 5 basic questions. Although
the questions look relativeiy simple, they cannot be answered well without
a careful review of averything known about the issue, the target aucience,
and the environment. And they are hard because they cannot be
answered 1 at a time. They must be "juggled”--held up in the air--until the
structure is complete. The answer to any 1 of them must fit with the '
answers to the other 4.

Furthermore, the answers riust work in a real and changing world. If the
strategy is to lead to ' » it must be responsive to
what the target audience is doing, thinking, and feeling and must be
mindful of what they might do nuxt. It mynt also be mindful of the realities
of the environment in which they live and work.

These 2 requirements--internal consistency and responsiveness to
external realities--add up to a demanding task. Effective strategies can be
hard to write.

The following paragraphs present the 5 key questions to be answered in
Preparing a campaign strategy statement. "A prief summary of each is
provided.

1) Whatis the purpose of the campaign?
The purpose is the Rrecise action you want the target audience to
take after bein exposed to the campaign. It answers the question
"exactly what go you want the target audience to do right now." it
may sometimes also refer to a specific thought or feeling you want
the target audience to have as a result of the campaign. Again,
wiether an action, a thought, or a feeling, the purpose should be
defined in precise terms rather than vaguely.

\

!
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2)

Some possible campaign purposes for AIDS prevention could include:

* USE condoms every time

* TALK to your partner about sex

* DELAY sex until marria?e

* REDUCE the number of differsnt partners you have
*  AVOID prostitutes

* STICKTO 1 safe partner

* GET TESTED for HIV

* CALL a hotiine for mora information

s VISIT éour doctor for a check-up

*  FIND OUT more about HIV prevention

* ASK your partner to use condoms

* STOP having sex altogother

*  SUPPORT your friends in havirig safe sex

To whom will the campaign be addressed?

The target audience is the group of pecpie to whom the mes:age is
Precisely aimed. Target audiencas are best defined parrowly and
vividly. Narrow descriptions help to sharpen the aim of the campa?n
and make it more relevant. Vivid descriptions make the writers an
crafters of the campaign more able to understand the target audience
and "hit home" with the messaqge and approach. When possible the
target audience definition should provide a demographic, behavioral,
cognitive, effective, and psychographic profile of the target audience.

‘\045



3)

Some ways to define the target audience include:

- Demographic
-- Age
-- Sex
-- Social status
-- Relationship status
-- Occupation
-- Etc.

* Behavior
-- Snxual activity
-- Sexual partners
-- Sexual practices
-- Condom use
-- Etc.

* Cognitive State
-- Knowiedge about HIV transmission
-- Knowledge about HIV prevention

* Affective State
-- Thoughts and feelings about HIV
-- Concern regarding HIV
-- Denial regarding HIV
-- Motivation to adopt prevention behavior

*  Psychographic
-- Lifestyle/habits
-- Values
-- Psychological barriars
-- Desires/aspirations

What message will be delivered?

When possible, the key message should offer the tergat audience
some meaningful benefit. With many sozial "products” this may mean
focusing on a positive alternative to some barrier or on the positive
value of avoiding some consequence. In all cases, the messaga
must be personally relevart and meaningful to the target audience
and must address them directly. It is important to focus on 1 key
message in a single-minded way if it is to be memorabie and

impactful.

S 7T



Some possible directions for AIDS prevention messages include the
following:

* Koy Benefits
-- Longer life
-- Sense of control
-- Reduce anxiety
-- Consistency of behavior
-- Protection of loved ones
-- Higher self-worth
-- Sense of achievement

- Consequences to Avoid
-- Death
-- Deformity
-- Suffering
-- Isolation
-- Separation from loved ones
-- Guilt
-- Loss of intinacy

* Barriers to Overcome
-- Denial (not me)
-- Misconception
-- Fear of rejecticn
-- Embarrassment
-- Loss of plezasure
-- Complacancy
-- Macho image
-- Peer pressure
-- Social disapproval

What tone and manner wili be used?

Tone and manner are aspects of the creative approach that support
the message. They make it balievable, memorable, and impactful to
the target audience. They must suit the type of "product” being
offered as well as the objectives and the farget audience. Some
possibilities include the following:

= Tone
-- Serious
-- Factual
-- Humorous
-- Dramatic
-- Light hearted
-- Empathetic
-- Sophisticated
e HHip”

2



* Manner
-- Authority presenter
-- Demonstrations
-- Colebrity presenter
-- Image
-- Musical
-- Vignette
-- Slice of lite
-- Jingle
-- Testimonial

5)  What media will deliver the message?

In deciding what media to use, consider the most afficient times,
places, and vehicles (TV program, magazins, comics, etc.) to reach
the target audience. Consider which media best accomplishes the
purpose of the campaign and consider the fit betweon the media
ver;icle and the creative idea. Some Possible media vehicles/tactics
include:

Television
Radio

Print
Billboards
Signs/posters
Traprsit
Cinema
Leaflets

POP

o\p
“)
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Developing a Campaign Strategy

—_— e
A campaign is not. . .

Strategy

The pian, outtne or approach for achieving
Contain predetermingd objectives.

.lo/l'
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Campaign

“An organized course of action,
planned carefully to achieve
predefined objectives.

Can relate to advertising, sales,
public relations or any part of
the promotional mix, "

- Institute of Marketing

_M
A Sirstegy Is Important Because It... )

o Provides an outing.



A Strategy Is Important Because n..

e Provides an outting
e Coordnates effor!s

—_—

Crowd scene, Roman orqgy

———

A Strategy Is Important Because It...

© Provides an ouiing
o Coordnales stioris

-ihocunualulmuwum
ponis are no! regsed

Three Blind Men and an Elephant

e e

A STRATEGY IS IMPORTANT BECAUSE IT...
] Provides an outline
o Coordinates efforts

o Helps ensure that important
points are not missed

e Helps® prevent false starts and
wastaful digressions



N__

Cartoon bost and subordinate

N‘_—

A STRATEGY IS IMPORTANT Becayse Iv...

Provides an outline
Coordinates efforts

Helps ensure that important
points are not missed

Helps prevent false starts and
wasteful digressions

Provides continuity

_Mm-.-rzv S S

@ Future

N N

Campaign Campaign » Campaign

/4 /A

¢ Goals

\¢



——— e

EFFICIENCY

— e

A strategy requires
making decisions.
D o S

_-_-____‘—_-I___—___

Decision Pyramig

R

A NMmﬁbﬂmﬂonvlbo
mc:wmwm“ummm
e,

"Strategists Working Late"

W



] )
Five Key Questions
. What is the pupase of me Camoagn?
¥ To whom wik the Campagn be aocresseq?
N What message will be cervereg?
'V What tone and mermer wit be useq?
V' What media will deiiver the massage?

L T
The answer to these questions
—always interlock.
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. What Is the Purpose of the Campaign,

W

The campaign purpose
is tied to the social

marketing objective.

__\‘_

Is The Campaign Meant To . ..
M Raise awareness

M Slimulate Irial behavior

M Encowrage cuntinuance

M increase knowledge

e

|
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15 The Campaign Meant To
M Provoke a specific action

M Overcome 3 specific negative

M Create a specific impression or feeling
M Correct & misconception

————— e

. The Purpose of the Campaign

Exactly wnei g :ng campugn
itended 10 60?

—_—
BUY



Direct marketing, contact lens wearers, Hotline

—_——
SEND

— e

‘Hallmark ad: "How to be someone's Valentine”

STOP

—_—e

McDonald's ad; National landmark ahead

—_—
APBPLY FOR

\

American Express ad: Gola Card, "The credentials
Speak for themselves"

_“—‘;——'_—‘

ASK



Pamphlet: Madicine, "Bafore you take it, talk about ie”

—
VISIT

— e e

. Philippines measles campaign, calendar

WRITE OR CALL

e o

AIDS: ‘“For advice, pick up the phone"®

—_—
CORRECT

‘\‘__

- AIDS: "Some People think you can catch AIDS from a glasg"”

REMIND

- \A\'
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Think Panther" billboard

—_—e

USE

‘Use condoms: “"you won't believe what we like to wear to beg"

- -

M
SUPPORT
\—\

Print ad on recognizing drugs in your kids

—— e

Employer Support: "Only a few People can help a drug addict"

N“
Desired Actior

e Send
. Sip
o [k
o Vietl, elc.



L. The Purpose of the Campaign

13 betler 1o be Specic Ingn
10 De vague.

—

I. The Purpose of the Campaign

Exactly, wnat do YOU want the
Sudence 10 do ngie now ?

-_—

Sometimes the purpose
of the campaign is to
evoke certain thoughts
or w.

I Pwpmomoum

Mmamm
lnmnp.m

o logl right now?



0. Who s the Target Audience

o User
o Provder
o infuencer

—_——

Joint Decision

— e

ll. The Target Audience
'mnummunmramwslub

————— e e

. The Target Audience
Be a3 spacifcc as possible

— e

Young, upwardly mobile adults who want
“the good life® and who consider
Ccigarette smoking as part of

this life.

'\_

Print ad for Benson ana Hodges



Women who want an Qdrly answy
regaraing pregnancy without
wISiing 2 docior

p\\—"ﬁ.—

rint ad for E.P.T.
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Create a VIVID description

of the target audience.

“——\

Segmentation

e N

The Audience
* Demographcaly

‘\—

THE AUDIENCE
° Demographically
o Psychoqraphically

-—-h“‘__

Slide of Side of Head
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THE AUDIENCE
° Demoqraphically
o Psychoqraphically

° Behaviorally

\\:ﬁ_

Female prostitutes, age 15-34,
who know that condoms are
important to prevent HIV byt
Wwho are inclined to “play the
0dds” because condorms seem
like a nuisance.

“Poster of Prostitute®

-_—

Homosexual men, age 18-34,

who are looking for thal “special
relationship™ and who are hesitant
lo suggest a condom to their
partner for fear it will spoil

the romance of the moment,



_\*

" Print A4 for condoms, Mexico: "Two men"

\N

Homosexual men. age 18-34,
"Who are interested in having
sexual encounters with new
“short term” partners and
who often forget about using
condoms.

—_—

Print aAd for cendoms, Mexicn: "I want you"

_‘\

Bulls Eye

w

Illustration of narrow
audience: thin people

\

If | concentrate my fire,
Il leave someone out.
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. Even when the target audience is
naiTow, the message wia appeal to
others who resembie the larget in
relevant ways.

Bulls Eye with Holes

-_—
A good campaign is a

highly personal communication

between two people -- a sender
and a receiver. The sender
says. .

"I know a lot gbout yol
understand you pretty well and |
understand yotmrsi Iem, and your

aspiratiogs:an

\v’
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“What | wali0 1ol Y& about
IS a product” that | belieye
about

you'll

value an",}.b nefit; frg
""’:*‘-rww S

—_—

Women of C. D, and E dass who
live in Metro Manilla and have at
least one chd under 12 months
of age

—

These women visit local health
centers for child health care but
often do so in a reactive, not pro-
active manner (when the child is ill)

b

in, that |’ thusiast
and thatﬂéﬁe\st@/ thi




I've got so many things
to do: measles vaccination
can wait.




Measles can be
dangerous! I'd better

30 this Friday
>

Cigarette Smoker Talking Head
3 Busch Gardens

"‘,. . oo v -
[_'_.'uou'm.__.'_
N H

lia 9 4 *

1811 13 13 14y g

T 20 2v 3212
26725 26 3° 30 7% 20

N —————————

VIDEO:

Spots (Distinct Target Audience)

e e e



HL What Message Wi ge Delivered?

‘i'?‘&’;‘(eﬁ ;;“’ IBARRIERS




Key Barriers

* Physical
o Emononal/ Psychologcal
* Social/ cumrgl

Barrier

“Molorcycle nders are rough,
drly snd rowgy peopie Mos! ae
gang-members.®

Hell's Angels biker

‘Nice people ride Honda’

Results: sales doubled in 2 years.

Barrier

Men folt Malhaving
cokl core! for breakfast
was "ot “ragcho”

VIDEO:

Whesties - Sports Star

\7/;0



BARRIER

Men felt that relying on daily
high blood Pressure medication
was admitting weakness

VIDEO:

Do it for the loved ones in your life

\N_—“

Counter-Barrier Strategy

Some barriers are tied to specific

fears or perceived risks .

e

Barrier

Women wire airald to practice
breast sell examingtion because
'SUcCess’ would be imumetc.

e e

Print ad: *g out of 10 breast lumps are not cancer"

_ \’)}\
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Barrier

Sexually active young femaie acuits
were airad 10 sugges! a conoom to -
Ihir parinet for fear ne would tepect
them

_\

VIDEO:
Condoms "Talk About It*

__~“\

Barrier

Women n the 50's ware afrad mat
colorng ther has woud resutt

In S0C3) disapproval, lookng
cheap or arndiciel

Clairol ad from the '50s: Does she or doesn't she?

Risk-Reduction Strategy

e
qu

\?"
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Meny health or soci otterings
prowde sokutions 10 2 consumer
prodiem.

e e

Probiem Areas

* Trafhc safety * Hign blood pressue
¢ Chighood aiseases o Weracy

o Unwanted pregnancy o Drug overoose

o Elfect of smoking o Chidhood tiarrbes

* Firo salely

‘&“

¢ The targel audience ma* be
unaware confused, cr mciliergm
to the protiem.

) menumybopoorprobbm
recognion.

M

Problem Recognition Strategy.

\

VIDEO:
Problem Recognition
"Line" (Cocaine)

“Heavy Weight (Seat-Belt Usage)



-Drstgush betwoen aspects ol the
prodiem and consequences 1o the
larget sudionce.

Scarface, "Not everyone who drives drunk dies”

Print ad: Mom driving kids

VIDEO:

Consequences

] “Stroke" (Physical deformity, loss of facilities)

] *Judy Smith* (Economic disaster, loss of
self-esteem)

o “"Happy Birthday*" (Not die, become a vegetable)

] "AIDS Patient" (Detorioration. suffering)

e

Consequence Strategy

——— e

-Folwlunlagynut
o Concem-arousal approsch


http:Con~nm.gj

e

Somiers
o Counter-bamer strategy
© Risk-reduction sirategy

Conenguences
* Prodlem-recogrution shategy
e Concern-arousal

__\

Campaigns that address
barriers often focus on
positive_ alternatives.

Campaigns that address
consequences often focus
on negative outcomes.

Benefits

%

The Key Benefit

* iEportant
* interesiing

o Ditficu! 10 idennty or
recognue



—_—

Key Benefit

® The right key beneit is the
answer {0 a complex puzzie. Il is
the solution 10 2 mystery with
Subtie, complicated and ofien
misleading Clues.

—“__—h\

‘Key Benefit

o Distinguish betweer. an attribute
and a benefit..

—————— e

® An fMtribute is @ characteristic
of the product, service or
practice itsel

* A bensfit is in the mind of the
target audience

e et e e

Condom Attrbutes

* Containg nom oxynol-9
o Elactroncaliy tested
o 49mm oize

o Made of latex

o Lidricated

o Corvenient

vl
%



- ORS Attributes

* inexpensive

¢ Powdered (orm
e Easy lo mx

* Reaady availadig
* No! dangerous

* Elfechve

-

—_—

Some attributes are easily
translated into benefits, and
others are not.

—

Whirlpool ad for quiet dishwashers

Prunes: "Believe it or not,
the prunes have more ibre than the cereal"

“\

Sears Hammer: Lasts longer, saves money

M

Weight Watchers'- new chocolate mousse on a stick

"Think you. can't? Yes, you can®



Some highly motiv

ating benefits
are not traceable to attributes
at all,

Print ad for Remy: single woman

Print ad for Virginia Slims

Print ad for Babe parfume

End benefits or underlying benefits

Underlying Benefits

Wanted

* Love © Positive selif mage
© Recogiion o Socisl acceptance

Plsasurs o Comlort
Heaith ° Freedon

¢ Success * Peace-of-mnd
Secunty



—— e

_End Benefits

* Beneliis tocus on posiive
outcomes.

© End benefs otten carry 1ns 1o
3 deeper. more meaninglul and
persong! level.

Print aAd: Allstate, ~1f You're smart, you may never
worry about life insurance again.,*"

e e e e

Print ad for Remy: couple

Print ad for Soloflex: "No Pain, no cain"

e e

Benefits often rely on -
mferenge_ - a
conclusion made from
the campaign by the
larget audience.

have to

i



VIDEO:

"Hot Wheels® (Protect loved ones)

—_——

Benefits refer to the
future.

Tell the target audience
about an experience
they will have if . . .

—

Benefits are often not
stated directly,
., G,

They are frequently implied.

A benefit is a r_omise.

It provides a pay-off
to the audience.



—_—

VIDEO:

Night Blindness
Sarah's Birthday
Aviance Night

—— e

A benefit is not
a copy line.

Ok to put in the
strategy statement.

Benefits showg a/ways de
addressed airectly 1o the
larget sumence

e e

Heb you relex

e e

Cannon quilts: “Comfortable®

—

Maxe you happy



M

."A diamond is forever"

———————— e

Make you more beautiful.

\

"L'Oreal

e

Make you (eef secure
that your babdy s
protected from measies.

-_—M

Manila Measles Campaign

\—_“

Fow will thvs proguct service o
oractice attect me or my loved
onas?

“

I8 it meaninglul 1o he target
sudience?

“““

Benelits, bamers or consequences
that seem wtai lo menagemem may
See™ Invial or remote 10 the

13rge! sudiency.

(%



Find piek‘ey benefit,
or message that best
target audience and t
the campaign

{

“ e,
.o 'F .
VG,
s . -

Lk
e

sequence
the

purpose of
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_Usuary. lgss 15 more.

Volkswagen: "Think small”




Select the best chosce
to achleve the objective.

h
IV. Tone and Manner

\

WY



How will the:mgd
be SUpp@

G5

The Tone

* Serious e Empathetic

e Factual o Sophisticated
* Humorous * “Hip”

e Dramatic - * ‘Folksy"

o Light hearted

N\



L

VIDEO: TIllustrations of TONE

Support/Tone

o “Symbols* (Humor)

L "Mr. Oblivious" (Light-hearted)

° "Circles" (Serious)
° "The Joneses* (Down to earth, personal)
° "Smoking Kisses" (Hip)

IV. The Manner

® Authority o Vignalle
© Demonstraion o Sice of e
® Ceisbrity ® Jnge

® Imagery ® Testimonial
® Muscal

'

Print ads. Sylvanias-cat, canary, and TV

R —— IR

Print Ad for glue (billboard with car):

“It also sticks handles to teapots*®

* e Y
Testimonial: "Life after cancer is worth living"

W



-VIDEO: TIllustrations of MANNER

Support/Manner

] "Meryl Streep" (Celebrity: straight forward)

° "Michael J. Fox" (Celebrity: humor)
] "Backwards Hospital®- (Drama)
© "Shoe” (Demo)

-~ @ "Forget It® (Slice of life)
o "Mercury Morris” (Celebrity testimonial)
L "Spiderman" (Cartoon)

o "Koop on Condoms" (Farce)

L

Tone and menne? work together 1o -
lend crediiity to the messags.

L

“Reason Why“

S

“Reason Why"

Often heo 10 tacius! elements
that make 1ne message creciie

i e — —Ca—
“Permission (o Believe"



“Permizsion to Balieve”

Otten tieg 10 crearve dewices
that make ine message creciie

L]
VIDEO: 1Illustration of "Reason Why"

Nutrelle Soap -- vitamin E

——

VIDEO: 1Illustration of “"Permission to Believe"

Silkience: “Infrared Photography*

L

Test For “Reason Why"

Lk
l'wd
Decause

L

‘W1 Use Cress | Wik Get Fescer
Cavities Bocause It Has Fluoride."

Print ad for new Crest gel:
"Kids love the flavor, Moms Iove the £ight®



L

‘Il Get My Baby Vaccinated, |
Will Rest Easy, Because He I
Protected From the Dangers of
Measles.”

N

Measles Spot

“ RN
Choosing eie "right" tone and manner is

closely tied to the campaign
strategy & objectives.

D

(\"



"The answer wll 10! jump W and
Dite you on the dotiom Many
aNSWHS wal suggest inemselves.
ana most of these answers will be
wrong.'

-anoNymaoys
Finding the Answer
* Bacome
Finding the Answer
* Became
o Watcnh



Finding the Answer

* Becoma
o Waich
e Tak to

_Finding the Answer

¢ Become
* Waich
e Tak Y%
o Stugy

L

“THE BIG IDEA® -- Lightbulb




CEE—

V. What Media Will Deiiver the Message?

Media Considerations:

* Resources

Resources

& Money?

® People?

© Production capebilties”
©® Infrastructisa?

N

Media Considerations:

* Resources
o Eihcrency

Efficiency

© How many will be reached?

® How and wil
by tn et

® Is il 100 much?

/5’



SR

. Media Considerafions:

* Resources
e Elficiency
* Trming

Timing

" WAL reach the targe! audience
© They are most raceptive?

® They are ciose Io the decision?
ownﬂmm:’

L

Media Considerations:

* Rasources
* Elficrency
o Tm

® Cmu’

e ————

Capacity

s abie to best & he

abjectve?

o V- dama i
OP.iI-Wul_mim

o inlerpersonal - QRA

® Radio - frecuency--thealer of the mind”



| Media Considerations:

* Resowurces
o Elhciency

o Timng

o Capacrty

o Added vahe

D ———

Added Value

W I enhance the message
s way?

© Credibiiity

© Lagiimacy

Media “aperture”

when, where and under
what circumstances will
the target audience be
most receptive to the
message?



-
-

S ——

Five Key Questions

.. What is the purpose of the camogicn?
R To wnom wii s camoaign be addressed?
W What message will be debvered?
'V What *ore and manrer will be used”?
V' What menia wil Jekiver the mossage”

L

Illustration of “Consumer at the Center*

L

Montage of Target Audiencess




LEAP®

"
THE
CRIATIVE



HOW DO YOU PRESERVE
THE VALUE OF A CAREFULLY
CONSTRUCTED STRATEGY AND
STILL HAVE ROOM -FOR THE
BRILLIANT CREATIVE LEAP?

Write a
new strategy




The best strategies will provide
breakthroughs in our thinking

about the entire aealth issue,.

R —

"THE BIG IDEA® -- Lightbulb




