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EMws Cailbbean YWOkshop
 
USING KAP DATA TO GUIDE AIDS COMMUNICATIONS PROGRAMS
 

Day 1 

7:30 arn. - 8:00 &.m. 

8:00 a.m. - 9:00 a.m. 

9:00 a.m. - 9:30 a.m. 

9:30 a.m. - 10:30 a.m. 

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

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

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

1:30 p.m. - 3:30 p.m. 

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

3:45 p.m. 

AGENDA 

Coffee 

Openlrig Sesion 
-Welcoming Remarks by MOH
-Introduction of Participants 
-Update of Project Activities 
in the Region

-Re-cap of objectives
-Expectation Levelling 

Social Ma*o : An Introducion 

The Marketing Mix
 

Coffee Break
 

Product Positioning
 

Lunch
 

Presentation of KAP data
 

Break
 

Working Groups
 
-Meet your Team 
-Brainstorming Exercise 



Day2 

7:30 a.m. 

8:00 a.m. 

8:45 a.m. 

10:30 a.m. 

10:45 a.m. 

12:30 p.m. 

1:15p.m. 

1:45 p.m. 

3:15 p.m. 

3:30 p.m. 

- 8:00 a.m. 

- 8:45 a.m. 

- 10:30 a.m. 

- 10:45 a.m. 

- 12:30 p.m. 

- 1:15 p.m. 

- 1:45p.m. 

- 3:15 p.m. 

- 3:30 p.m. 

Coffee 

Working Group Presentations 

Integrated Marketing 
Communications 

-- Planning Foundation 
-- Selecting IMC Tools 

Break 

IMC Tools (Cont'd) 

Lunch 

Dwev.inga Comipugn 
I ogy: An Introduction 

The Five Key Questions 
-Purpose 
-Target Audience 

Break 

Working Groups 



Day3 

7:30 a.m. 

8:00 a.m. 

8:45 a.m. 

10:30 a.m. 

10:45 a.m. 

11:15 p.m. 

12:30 p.m. 

2:00 p.m. 

3:30 p.m. 

3:45 p.m. 

- 8:00 a.m. 

- 8:45 a.m. 

- 10:30 a.m. 

- 10:45 a.m. 

- 11:15 a.m. 

- 12:30 p.m. 

- 2:00 p.m. 

- 3:30 p.m. 

- 3:45 p.m. 

- 5:00 p.m. 

Coffee 

Working Group Presentations 

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, 1, 90 

SOCIAL MARKETINGN E W 

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

GALS 
" To promote a general appreciation of socialmarketing, its contribution and potential. 
" To enhance participants' understanding of socialmarketing concepts through the use of concreteexamples and workshop exercises. 
" To impart an understanding of the value of all aspectsof the marketing mix; from "product" to promotion. 

* To encourage and stimulate systematic thinking andcreativity in solving social marketing problems. 
* To provide appropriate expectations regarding socialmarketing: its applications and limitations. 
" To increase awareness of how commercial marketing"lessons learned" apply tu social marketing. 
* To enhance understanding of how commercialmarketing fits with other disciplines in the field ofprimary health care. 

KEY CONCEPTS 

a The marketing mix 

0 Product positioning 

Al'
 



SOCIAL MARKETING: ANCVL.F.R.ftY.E
 

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

h MretigMx
 
FEQ~h&L* Social marketing "products": Tangible and intangible.

Examples from domestic and international programs.
 
.Pla.=. Delivering the social marketing "produ" 
 to the consumbr. 
PdB.re; Social, emotional or monetary: Can the consumer affordit?
 

Pro iotlon An integrated approach.
 

"Push" versus "Pull", "Price" versus "Product": Whet to focus on? 
Product Positi pig 

Where does the product fit? Working through the positioning options. 
Makng alMarketing Work: 
Living through the "culture clash". Keys to success. 



The Marketing Mix 

Social Merketing requires looking at the social goal and addressing all 4aspects of the marketing mix--what is generally referred to as the 4 P's.The follo.ing paragraphs provide brief summaries of each of the 4 P's anda shor discussion on product positioning. 

The "product" is the social offering that is exchanged with the end user fora "price." It might be a tangible product like ORS, a serice like medicalcare, a practice like breast feeding, or an idea like accepting the mentallyretarded. 

The "price" is what the social offering will "cost" the user. It could be amonetary expenditure such as 20 pesos for a pack of condoms, a socialcost such as time invested, or an emotional cost such as fear or anxiety.The target audience will generally weigh the "price" against the perceivedbenefits to determine (either rationally or emotionally) if the social offeringor "product" has enough value to be accepted or not. 

Pace 
Place refers to the channels through which a "product" flows to users andthe points at which it Is offered. For example, a social "product" may flowthrough a retail distribution system (condoms) or a public health care
system (immunizations). 
 It might be delivered at a retail outlet, villagemarketplace, community health center, neighbor's home, or mobile van.Many intangible products occur in the mind of the user, however, a systemfor delivering information must often be established. 

Promotiono 

Promotion refers to Qcombination of any 1 or more of the 5 majorcommunication tools: advertising, pubic relations, promos, personalselling (interpersonal communication), and entartainment. 



Product Positioning 
Product positioning refers to the mental market "niche" created for the
"product" that distinguishes it from competing products or ideas. 
 This is Inessence the One the target audience is intended to hae about the
"product." It is generally based upon:
 
1) Who uses the product (macho man, modern woman, caring mother),
 
2) What fhe product is used for (to make you healthy, to make you
beautiful, to help you feel secure), or 
3) How the "product" compares to competing products or ideas (safer,more convenient, less expensive, more effective). 
Positioning a social "product" means determining a consistent way theconsumer will think about it so that it is memorable and distinctive in theirminds. 



Social Marketing Works! 

AIDS
 
Australia
 

44% 
change 

Condom Usage

India
 

- -160 miion,. 

25 million7
 
1960's 


1979 



Venereal Disease, USA Chart
 

Heart DiseaseUSA 

ORS Usage, Bciador Chart
 

Diarrhia Associated Mortality, Honduras Chart
 

Knew Correct OR 
Mixing, Gabia Chart
 



-Special Foods Knowiedge, Swaziland Chart 

ORT Egypt Chart
 

Oral Therapy Extension, Bangladesh Chart
 

Child Feeding
Indonesia 40% 

Better nourished 

i G t
Control Group Experimental Group 



Social Marketing 

SOCIAL MARKETING
 

The application of the marketing
 

process, principles and tools to
 

further a social goal.
 

EXAMPLES OF SOCIAL MARKETING -- Smoking 
Man With glasses lighting a cigarette
 

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

EXAMPLES OF SOCIAL MARKETIG -- Child health 
ORS packaging from Egypt 

EXAMPLES OF SOCJAL FUAETING - Family planning 
Poster of family from Ecuador, *Procreation Responsible"
 



EXAMPLES OF SOCIAL MARKETING -- Fire safety 
Smoky the Bear billboard, "Forest fires burn more t-....re
 

EXAMPLES OF SOCIAL MARKETING -- Child health 
Pregnant woman smokinq, 
1ls 
it fair to force your baby to 

smoke ciqarettes?-

EXAMPLES OF SOCIAL ?IARJETING -- Child hea -h
 
Preqnant woman drinkinq
 

EXAMPLES OF SOCIAL MARKETING -- Food stamps
 
"When times are touqh, food stamps help"
 

EXAMPLES OF SOCIAL MARKETING -- Druqs
 

Woman with scissors up her nose
 

EXAMPLES OF SOCIAL MARKETING -- Child abuse 
"A la folie..."
 



EXJUIPLES OF SOCIAL MARKETING 
-- AIDS 
wHow to stop Yourself dyinq for sexn
 

EXA 1PLES OF SOCIAL MARKETING 
-- Mental health
 
-*"Wly doesn't he just snap out of ita
 

EXAMPLES OF SOCIAL MARKETING 
-- Poverty
 

"The problem isn't how little we care...3
 

EXAMPLES OF SOCIAL MARKETING 
-- Nutrition
 

OShockinq, isn't it?w
 

m
 



'MARKETING
 

*Marketing is the process of planning
 

and executing the conception pricing,
 

promotion, and distribution of ideas,
 

goods, and services to create exchanges
 

that satisfy individual and organixational
 

objectives.0
 

American Marketing Association
 

Mam
 

Marketing is gXd 
Marketing isI1 

Marketing works. 
Marketing doesn't work. 



VALUE NEUTRAL
 

good m
in :ing 

ym Dal (uncle Sam poster)
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na 

Picture of dinosaur& 
-- Bad marketers become extinctm
 

WHO USES MARKETING?
 

ZXAHPLUS O WMO USD8 .UuITuyg -- Products 
Colgate, Ivory, hin, 
 etc.
 



-- 

-EMAWLES OF WHO USES MAKzETNG -- Insurance 
Father and non, CNA...for all the .omitments you maken 

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

EXAMPLES OF WHO USES MARKETING -- The Army 
Army. Be all you can be.' 

EXAMPLES OF WHO USES MARTING -- Zduca~ional institutions 
University of Bridgeport, child with computer 

EXAMPLES O "nO USES MA ..ING -- Ndical intitutL6na 
surgery, OWashinqton Hospital Centers The Critical Differer 

OF WHO 


Philippines Measles 


EA (PLS USE. MARKETING -- Public health 

Campaiqn 



*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
 

WHAT IS SOCIAL MARKETING?
 

Social Marketing isNot... 

Sel 
 g
 



Has (edi a 

Prom Du 

Drug
 

.irac 




An easy, short-term 
 inexpensive solution
 

Social Marketing Is.. 

Consumer-oviented 

Graphic Showing:
 
Bangladesh woman and child as the center
 

Information =based 



Objectives 

Strategic 

Strategy 

ijq 



Systematic
 

Social Marketing Wheel 

Rigorous 

Body Builder 



Social Marketing Is: 
* C~fSIW.roFrptd 

* bitarTllon.bg.ed 

* Sit~egit 

* Syft dU 

* pcu3 

RESULTS 

Inorder to get results, 
social marketers must 
lookat... 

http:bitarTllon.bg.ed


picture 

Big Picture 

* StMAb dnito d 
o Elcatlon 

* Pvofic folures 
* Reqiitiaii 
* iltvasgrucswro 

* ACce894b 

Efficiency
 



Bad social marketers 
don't necessarily 
become extinct. 

Gc'illa, "LZndanqered species"
 



.The Marketing Mix
 

"Product" 
s"e olfw Sa1 exc&anged 

Exchange
 

Graphic: 
Mouse and Mousetrap
 



social ! ting 

Montage of target audience
 

Talk to the consumer, not about 
the product 

"Products" 

Intangible 

Emig; " A , C. 



--

Social Markeffng "Products" 
•cog"ft mn
 
0 Adwx d"
 

* 60h@WDWdcage 
* Vaiu cwge 

EXAMPLES TO DEMONSTRATE TANGIBLE.INTANGIBLE 
CONTINUUM
 
Tanqible product--ORS
 

EXAMPLES TO DEMONSTRATE TANGIBLE-INTAWGIBLz CONTINUUM 

Tangible product 
-- condoms 

TANGIBLE- INTANGIBLE CONTI'flTMU
 

Service (patLent care) 

doctor and nurse by hospital bed, Egypt
 

EXAMPLES OF TANGIBLE-INTANGIBLE 

Practice (breastfeseding) 
mm 

wmm brastfeiinV child, nonduras 

'lt
 



EXAMPLES 0. TAfGIBLE-INTANGXBLE
 

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

EXAMPLES OF TANGIBL-NTAJIGIBLE
 

Practice(making 
sex safer) --

EXAMPLES OF TAGIBLE-INTANGIBLE
 

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

EXAMPLES OF TANGIBLE-INTANGIBLz
 

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

AUNl JtJNj
d htwon. You cO. 

RPnso laundry detergent
 



Intangible products
 

When the "Product" IsaPractice 
,pStart doeor sowmt*g - exercise 
*S101odobigsiig 
-~ smokis'g
* Swltc" ?O 8onwtlng - safer sex 

Exercise Poster
 

Quit Smoking Poster
 

Safe Sex Poster
 

"Prics" 

Amonnty ezV erw an 
LototW" 

* Fwaxiety. otc_ 



Concept of Exchange 

BSens 

* SaOfcorft.M~fY0a 
IRo ed wudey - nen* Cons~ienc * p6es 
* Pro(ectbn of oved ones *Lmofoftmacy 

* S WOMh 
0 F artWRoplmnt benefs Soci qv 

"Cost"
Benefit 

Place
 
The cNIMMs 3MMO Wt~c
 
a s'ftq"m~ to vwlv
 
am ft 04"s
oII 



Product Flow
 

Product coe 

Point of Offering 
IldOUU8 C80 

Product
 

C~fltht 

EXAMPLES O PLACE -- Family planning outlet 
Women buying Contraceptiveo, Bangladesh
 

EXAMPLES OF PLACE -- Radio in hoeW
 
Mother with baby and 
radio in home 



EXAMPLES OF PLACE-- Pharmacy
 
Woman buying Contraceptives 
over ths counter in Mexico
 

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

EXAMPLES OF PLACE -- Market
 
Distribution of samples from atop a vehicle
 

Service 
Promotf (Communcaktn)
 
Acftom of OW 
 , 

Promolion 
Hw Nna 
dmi e cualed or

sustad few
h "pojcf"
 



Promotion 
Whit iste ofu gdms d 
for the pro"c? 

* Nsgat8 fvo' 

oFahw~oig? 
oIrreoa?
 

,th Fm -A.
 

"Product" 
* Whatis" ogfof* t Meconsumw) 

o *at do w wat to 

o Iic 1n1wE Us "lreimir 
@cop I cariml,
 

• . atf* gIs ' a fak N&OwPmPaqOtnfitthe pou~" ,
 



.PlaCe 

O whore ft c mw obuin•e rofet' 7 

b ift accgh? 
HOWwe e 'Prows"et to go

conw?
 
Istf system sdsiquate?
 

Promotion 
•Whitft cvCmdm for*t - cRat.? fj g
 
m~ fo i p~u
"M vof &gdwWWn We MINf of 

Montage of target audience
 

BASIC MARKETING STRATEGIES
 

Productc 

Plce Promto 



Push vs. Pull Strategies 

aJ! Outlet r
 

Consumer/user user Seller/ 

provider 

PUS vs. PU 
* 
The essence of a pull strategy In 

Creatinq damnd among ipotential users 
STie essence of a "push" strategy is encouraging 

selling among providers 

si2 



"Pull" Strategy 
Cfsr dwamI, d5I fumcbio ()f
MO R"S8~oarid MO~IVgg~l 



PERSUASION & MOTIVATION ARE BASED UPON:
 

0 
 Providing benefits
 

* Overcoming barriers
 

* Reducing risk
 

THERE IS A BIG DIFFERENCE BETWEEN GIVING
 

INFORMATION AND SELLING AN IDEA.
 

"PUSH" STRATEGY
 

Encouraging selling is 
a function
 

of incentive and training.
 



Product Price 

Strategy Strategy 

"Product" Iaoning 
Tho mWN Or'mkf *tm. 
croiar pforptPctor 
prat. go, d1"1u N 4
tram CWOs!Nq oduts Of OHL 



POSITIONING SLIDE --
 products directed at woman
 

POSITIONING SLIDE *2 -- Woman thinking of inmunization
 

POSITIONING
 

* Based on use
 

* Based on who uses
 

* Based on competition options
 

Positioning Based On Use: 

" How Isitused?. 

" What isItused 10? 

• Whnl is t u 

EXAMPLES OF POSITIONING
 
VICL body lotion
 



EXAMPLES OF POSITIONING
 

Caress moap
 

EXAMPLES OF POSITIONING
 

Ferrari
 

EXAMPLES OF POSITIONING
 

Honda Civic
 

Posonlg Baed On Who Urn: 

0 How dotomm 

0 mmw do am.,o
ffuw9 



m~ ______o 

EXAMPLES OF POSITIONING #1
 

Marlboro
 

EXAMPLES OF POSITIONING #2
 

Virginia Slims
 

EXAMPLES OF POSITIONING #3
 

Camel
 

EXAMPLES OF POSITIONING #4
 

Benson and Hedges
 

Condom ad 
-- Professional 
man, *Live life the way you
 

Want to.'
 



posh-f 

fo w"f OL ~ 

Positioning Based On 
Competition/Options 

" How isNdifrnl? 
* How does i compere? 

"D 0 Ly. Oow 

&n 



PwltlOrng
* 'Comtre to an NJD. 

conIm are -

Stpo
 

Trendy 

Key Point: 

*" Mo nfotl 
" kin ...
 

"MnI 1gold"c 



Product- Positioning
 

..I me?
 

S.aIMong Ofti "ProJCts"v
 

Awell positioned 
aproduct" islike a
 
strong personality
 

PERSONALITIZS -- HIitler 

PERSONALITIES: 
 John Wayne
 

PRSONA 
TIES -- John F. Kennedy 

PERSONMZ;Z.. -- ARLYN Nonroe 



FAST FOOD C1IAINS -- Wendy' 

FAST FOOD CHAINS McDonald's 

FAST FOOD CHAINS -- Hardee's 

FOOD TRHAINSFAST 
-- Burger King 



VIDEO: 
 Past food chain personality clips
 



Making Social Market1g Woi
 

Three Keysto Success 
qU C 

Culture 

Illustration: 
 cloud bumping building
 



Areas of Conflict
 

Social Service Culture: 
 Marketing Culture:
Target Market: 
 Harder 
- most in need 
 Easier - ready to ado;
Role: 
 Do the whole job; 
 Focus on "product,­
education to 
 p
distribution 
 practice, or service
 

Growth: 
 Reach tougher markets; 
 Increase revenue 
-provide additional 

produce extensions


services
 

"The need for a comon language..
 ..0
 

Construction of pipeline
 

Picture of man pulling two cables together
 

Illustration: 
 two fingers reaching to touch
 

Marketing effectiveness
 
reles on a
 

marktingcuture. 

Obtaining social goals

relies on a
 
social consciousness.
 

.k
 



-Illustration: 
cloud embracing building
 

Organize for 
Success 

Change
 

Illustration: two men looking at figures on floor 

DYNAMIC 



9 

Illustration: 
 crisis clinic going over waterfall
 

Plan for
 
Change
 

- 6A 



People 

Silent 

Illustration: 
Consumer at the Center
 



Service
 

Make
 
People
 
Count
 

Three Keys for Success:
 

J Organize for success
 

Plan for change 

LT Make people count 



SOCIAL MARKETING WORKSHOP
 

August, 1990
 

INTEGRATED SOCIAL MARKETING COMMUNICATIONS 

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

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

To encourage workshop participants to think through allpossibilities before selecting the communication tools to be used. 

To increase sensitivity of participants regarding the different role
and value of each major communication tool. 
To encourage both creative and systematic thinking In selecting
communication tools and developing communication formats. 

To reinforce 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)
 



INTEGRATED'SOILMRETING COMMUNICATIONS 

Why an integrated approach to communications is essential. Things toconsider in.selecting communications tools. 

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

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

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

Personal eag 
The critical role of interpersonal communications in social marketing.
Examples from a variety of social marketing programs.

*Eneinment: 

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

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



INTEGRATED SOCIAL MARKETING COMMUNICATIONS
 

Selecting the right communication tool for the right job at the right time willhelp 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 followingbefore selecting communication tools and tactics. 
1) What is the stated social goal? 

Social marketing objectives must be consistent with National goals. Itis always useful to look at the big picture first and determine wherethe social marketing effort fits in. 
2) What audience influences represent opportunities for delivering aproduct, service, or message? 

Mass Media are only 1 influence in the life of the target audience.Religion or community organizations might be more accessible,provide greater exposure, or carry greater weight with the targetaudience. It is helpful to brainstorm the communication opportunitiesinherent in all spheres of target audience influence: family, politicalorganizations, retail or commercial establishments, peers, leisureactivities, the medical system, community activities, the educationalsystem, the workplace, the financial sector, and religiousorganizations. This brainstorming process will provide an array ofpossible communication channels to choose from. 
3) What is the nature of the social "product?" 

Tangible products offer specific communication opportunities such aspackaging and displays as well as mass media. Intangible productsmay require other communication tools and channels. Lowinvolvement "products" may actually be "sold" through single massmedia efforts whereas high involvement "products" will most likelyneed the additional support of public relations programs and personalselling. "Products" which have a negative demand may require alarger communication effort than those for which a positivepredisposition already exists. 



4) What is the ilfecycle of the "product" or what is the readiness stage ofthe consumer? 

These 2 questions refer to the same basic principle: anything newgoes through an adoption process. While that process is never trulylinear, it does have different stages and each stage requires adifferent communication response. In the early stages,communication efforts may focus on building awareness or callingattention to an issue or offering. The mass media may be the mosteffective 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 communicationeffort can focus on other issues such as overcoming complacency orother barriers and arousing appropriate levels of concern about theissue. Again, mass media may be an impactful tool, but the focusand approach for the effort will change substantially. Promotiontactics may also be useful at this point to provide periodic points ofhigh involvement among the target audience. 

And, of course, even high awareness and high motivation may not besufficient to bring about and sustain a difficult behavior change. Atthese stages in the process interpersonal communication Dle vcritical role and mass media may simply be used as a reminder 
a 

vehicle. 

5) Who is in the selling chain? 
Not all communication goes directly to the target consumer.instances, it is some other element in the selling chain that is

In many 
critical--such as the pharmacist at a retail outlet, the communivolunteer, the hotline counselor, or the health center worker. Whenthis situation exists, mass media may play a role In directingconsumers to intermediate points and the critical "selling" is done bythese intermediaries. Communication efforts which are directed tothe intermediary target audiences will probably be quite different fromthat which goes straight to the potential consumer. The channels,tactics, and even the tone will most likely change substantially. 



WHAT ADVERTISING CAN DO 

* Reach many people quickly
* 	 Call attention to an issue* 	 Evoke feelings, emotions
* Create an impression* Persuade, motivate, Inform, remind
* 
 Ci %Pe "seeking" behavior 

WHAT PUBLIC RELATIONS CAN DO 
Create a receptive environment
Enhance message credibility
Communicate in depth
Crisis managementInfluence 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 messageEnhance credibility and conviction* Permit problem solving between user and provider* Provide depth and repetition of the message 

WHAT ENTERTAINMENT CAN DO 

* 	 Popularize the issue* Create empathy sr!d identification* Provide appropriate models 
* Enhance Involvement
* Deepen feelings/emotional response 



Integrated Social Marketing
 
Communications 

Eything communicates 

Integrated Communications
W Public

relations i
 

Pricing PrdLh 
 - "ocakm L' 
prac ,"e Promotion d 

d ,---r'*-!, 
.splV 

Direct '" P "on 
response 4iljng 

ft. Soof NM 



Advertising 
Public relations 
Sales promotion 
Personal sellinjg*Entertainment 



THREE KEY STEPS
 

1. Review the situation
 

2. Establish ubjectives
 

3. Select Communications tools
 

I.Review the Situation
 

Iteti f Slhnd 

*lW of isab Ofeorer
 

M
mat IC* fs t Ig. PPMrawg 

o Whoismdff OugW P*s~ftrd 

SociGo 

IMM 0%aSai t 10uy7M" " 



Sodal cad 

&aN abta 30%5 A prim intI*mfunft ol
 

do t duw wM"n de 
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n 

SocW Goal 

" P0UMiO %aP byPe 
t yw 20M.0
 

L Review the Situation 

* SoCd d 
"Audience IMoeIo n 

Target 
R udenc ft 

Fkag i i ft" 



Poster from Tatiana and Johnny contest
 

EXAMPLES OF SPHERES OF INFLUENCE 
-- Educational institutio
 

Children in school
 

Examples OF SPHERES OF INFLUENCE -- Community 
Education in the marketplace
 

LRevIew the Situation 
SSOC go 
*Auref b'tfti u
 

"Products" 

: "Intangible 

, .. 

wzltNo. tiF7 



The Involvement Continuum
 

Lm Iwumit 
"Lwn-, FW 
Obm .-- ...- el 

Rlnso laundry detergent
 

$am - .. an=.401 

High involvmnti-- child survival 



High involvement -- hair loss
 

LReview to Sitlon 

" Natueof lpo lcV 

•Sejng &j 

Selle Consumner i 

uoj~et0 



Retail Outlet 

CBD 

LReview the Situation 
•S~Mtgom 
* Aujenct iftmnc.,t oooortg~t 

Wture of prdu " 

SLitawi of ts Oprojc" 

Health Behavior Change Continuum 
AFramework for Measurement 

T Olt 



Threshold Stages 

Couple talking over table
 



IISet Objetives 

Objectives 

TyPIcW Obj*. 

*Enhmg kimg 



TyPIWa Objctives (Cont'd) 

* Encurpag, bWvpyja 

* Einiic Co~nipwce 

Typica Objectives (Cont'd) 

*Conve WkIE Wkifin 
*ovoum" a ec negifr 

* Encourage a sc acuio 

Infterated COimmicalom 
FksI .Rpa,;" 

rth.. 
0Soobpcbwu 

AN...OAMRUW a 



II.Select Communication 

Tools 

Zftoes 



Advertising 

Advertising 

"Salesmanship inprint"
 

'Truth well told.' 



me w =WO~erai=mmnicom of 'nfwion.
wuly ond fo, &Wd wuly WRersue 
pn.e tou MvdUCK, sef~e or kIe... 
ttvo* bie vwom new 

EkySS and Awem 

MdaTactics 

e TduvIgi 

*L1g POP 

What AdvrIsMg Can DO 
*Rumi IuWl peopl qwiCid 



Wh Adverting Can Do 
SReach MwWpoq*qci 

* Cdanm Ioan bue 

EXAMPLE
 

WHO AIDS Poster: "A worldwide effort to stop it"
 

EXAMPLE
 

sDruga: Cocaine
 



Videos: 
 Call Attention
 

* Shut It Out
 

* Deficit Trials
 

* 
 Like Father
 

What Advertising Can Do 
* Rm~n nwypls qticc 

* Cl alwdIo wDSn mj 
* Evoke %drgs wwbmo, 

EXAMPLES 
Scarface: 
 "Not everyone who drives drunk dies*
 

EXAMPLE 

Children's Defense Fund: Pregnant timn paster -- OIF you'rembarrassed by a pimple, tzy explaining this* 

Videos: 
 Evoke Feelings,. Eotion
 

a Anti-Fur
 

0 Depression
 

0 Family Album
 

a Dad Reading
 



Wha Ady rNing Can no 
* Reich n"i Poo* W"cl 
eCd W Iflosr fan 

* Evolm 1s8&btgs, com
 
*on a in e p-u n o
 

EXAMPLE
 

Fear - AIDS pouter from Uganda
 

EXAMPLE
 

Containment -- *Know about AIDS*
 

EXAMPLE
 

Control --
Condos ad, OLive life the way you want to* 

ZXAMPLE
 

Eroticizing -- Safer Sex Poster*
 

"Safer Sez. 
 Do it."
 

EXLAPLE 

Intimacy -- condom poster from Mexico 

44 



Videos: 
Create an Impression
 

* 
 Teen-age Pregnancy from Jamaica
 

" Angel Soft
 

* Natural Born Smoker
 

* Roseland
 

WWa Advertsig Can Do 

* Ciit -oa i 

* Pwm .ens 

Vide.*8: Persuade/Motivate
 

* Mother
 

Whaat ig Co Do 

* E WW and 
O a*kw" 

• W~uL NO* 
• 



EXAMPLE OF INFORM
 

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

Example of Reminder
 

Not Rubber with Street Signs Ad
 

EXAMPLE
 

Rubber Ducky 
billboard 

EXAMPLE
 

Rubber Ducky air trailer
 

Videos: 
 Inform/Remind
 

* Riddle
 

* 
 Say Goodbye
 

* Junkyard
 



What WWIrilg Can Do 

mhnm ORW
 

° Pn. ml
 

EXAMPLE 

Patti Labelle poster 

Videos: 
Create Seeking Behavior
 

* Lea Salonga
 

* Excuses 

* Lost Girl
 

oEfim *lMuot 

eftndc *Non Pem, 
oLook"u 



Public Relations
 

hWaka du Ebi omn 
dxapo u n 



P.R. Tactics
 

NM OWWM (M kOWl* Nm ma m 

EXAMPLE
 

Press kit --
"For a better life"
 

EXAMPLE
 

Advertorial -- working mothers
 

EXAMPLE 

Event -- START March 

Videos: lews Coverege
 

* NADD March Announcement
 

* news Coverage of HADO March 



Pubk ROgN= a Ad rg 

The Basc kUiaif 
* Shit y irdelebmlu 
* C8Mw drlbm 

The Basc Wffbrgnc 

What Pubic Relations Can Do 

What Pubic Rdlo Can Do 
Crog remof e 

EXAMPLE 

male panel: raiy of the Future Symposium
*No Oral Pill introductiong 



Wh1t Pubic Relations Can Do 
t"oarc Wve vwawne 

•Eice messw ae bity 

EXAMPLE
 

Authority figure, Indonesia
 

Video
 

* 
 Hop Eat Right Segment
 

What Pubk 11ateOS Can DO 
0*no-arvwf tbm*U" 

* Oemmuicasii .p 

EXAMPLE 

Nagazine article on cholestrol
 



What PAb RaWtons Can Do 
° Or"%o arawo**v WMW 

eEmbo weep uedly
* Ccemiunt. bIn
 

EX.MPLE 

Crowd scene, press conference
 

EXAMPLE
 

Small group discussion, first world
 

What Pubic eltio Can Do 
* a0.9" ahmv~ "* m
Emm nsop n
 

* O pgms 

EXAMPLE
 

"For a better lifeg pamphlets
 



EXAMPLE
 

Walking event, seniors
 

What Public Relations Can Do 
* CreCAj arc"Jiv Oneriw"mgOl 
"* c@-.ss-~je cred6fy 
* Cwm'rnmate masom 

" Cnms "imwen
 
" OiIftjg cWNWs behavors
 

" Extend an advhnau~g iea
 

Example
 
DuaLima Po'ter, Male Responsibility
 

Ezample
 

DuaLine 

Video: Integrated PR Effort
 

* 
 Lea Salunga Campaign
 

mailto:c@-.ss-~je


Videos: 
 Promos, Personal Selling, and Entertainment
 

* 
 *Pop Persuaders-


Public Relations 
- weaknse 

* CM0city Lk of cwo 
• Eiemewfo snise 
• Omr'mak 



Sales Promotion
 

Sales PromoU,on
 

i Consumer
 
* Trade (provider) 

Cosumea, Pomotion 

Agy tok VIaidigaunce anOud" kicW* 10 SdoV the heath bdioror pmduct 



Tr"d (Provkde) Promotion 

Antdcdwoffers MW"ier 
an incntie to promote

Uff'prout to ==mm.
 

Consumer Pronotons 

Tactics 
.s"" 

e 0i 



Tactics 

*eq" 

Ezample of Premium
 

Christmas Tree Ornament, Thailand
 

Tactics 

*Preunsm
 

Doeys
 

ECAMPLE 

Display -- DuaLima
 

Tactics 

*.IA. 



EXAMPLE 

Point-of-Purchase 
-- Panther display cane 

Tactics 

*PitsIlmLwa~ 

Diplays 
* PoWt-of-t chele adv.,uighm 

SSpecial events 

EXAMPLE 

SWeepstake/Contest 
rvelor Blinds 

Other Tactics 
* C3ocns 

* Swowslair. and conitest 

* Coopefailve events 
BBuy one. get om Ie 

SBonus OCKS 
* Tracing stanqs 



illustration: coupon in cereal
 

Trojan gold card
 

What Consumer Promotion Can Do 
9 Ad mo mPr ohpw w a 

Print ad: Cuisinart cookware
 

Snuggles storybook and cassette
 

Wht Commmer Promoton Can Do 

"AN YawioW or psrc w a 
" 7WOft dawraCNto WOWyjW

kMI 



FPie Soup: 
 Lipton and JohnsonaJohnson
 

What Conaumer Promotion Can Do 

*" P rAn to ow or n dw out ad"lg in
pht~e
 
0 T"ieI*e Wxo"u or Vacim to wrowrVWUed
 

im
 
* CrOma rebas 10uyor b 

EXAHPLE 

Lottery: man with mailbox 

What Consumer Promotion Can Do 
" AMd tste 10 IParxdWl or pnfc mhx a 

in
* f' rcnpftod
" TWo ft PrO"~ Or iredto famftw vvud 

klm 

* SMi"nprbehwi 

Pharmacy &- woman purchasing over the counter, Mexico
 



What Consumer Pmmolion Can Do 
" ANd ftek to MlXkW or pst waoW a 

" re I* wo"c~ or POW to mwtw wue 
ilm 

" CnM S w1 b oyy 
" SUMdmf rq)W iehm w 
.e Chumpg urchs paftm 

Buy three, get one free
 

Consumer Promoton 

SCronr • may WMgs 

Trade (Povider) Pmmoton 
f"wamm 

0 Mmm dk •pd ml 
0 g-m t 0 M 

boe*w 



Personal Selling 9
 

Interpersonal 
-- graphic of handshake
 

W hP mnal Seling Can Do 
Grou oftw en is xvO cu on por
rmmge 

Group of wmn, discussion on porch
 



What Peronal Selling Can Do
 
" AlowkrpsoizlIn--and Isdbilky in
 

* Entmic. cfty w4 onMOn 

Ezecutive and client in office environment
 

What Personal Selling Can Do 

*Alowiapom wdffe in~ 

• Enhwu redlb WcwAckn 
• Pfte, WOm $o bst~ uw and 

Woman demonstrating growth chart
 

'hm PersOna Seo" Can DO 

* Albw 10 iw1isxitfyiampo 

* atwauibt &wonbon 
Is*Pa m softn wa,aimn bni 

*PI&'widru mpif -offt mosp 



Woman practicing ORT in marketplace
 

Consider Integrating Personal 
Selling Yo: 

vu te I fO f or wef* Jo tw awl usn 
3afm w Wlr dmu* can
 

STadl su lo speciI needs
 
•Doa YA a fntW mt, of u~sma 

The Critical Ui 

Cx:)O 

,iF* 
4/
 



0 

What Integrated 

Communications Can Do 

Deliver Greater... 

Illustration of impact: 
 fist 	hitting face
 

Deliver Greater Impact
 

* 	 Repetition
 

* 	 Credibility
 

Complexity
 

* 	 Personality
 

Extend Your... 

Illustration of reach: 
 bakketball player
 



ExtW Your Reach 

" woeqh" 
SPoiiM ofipwch 

*CWMKoW 

*DLehur miMgg 

Add...
 

Illustration of muscle: 
 little boy vith muscles
 

Add M MTo YOUr SpendkV 
Scmogkmu 



Keys to Success 

Start with 
clear objectives 

Ke~is to Success 

Select the right
tool for the 
right job 

Nan trying to: catch elephant with noose 



Keys to Success 

Be sure all 
the tools
 
work together 

Conductor
 

Four Men Working Together
 

*Pops
 



SOCIAL MARKETING WORKSHOP 

August 1990 

DEVELOPING A CAMPAIGN STRAIEGY 

To provide workshop participants with an overview understanding of whatgoes into the preparation of a campaign strategy. 

GALS 
To encourage workshop participants to think through strategicdevelopment in both a systematic and creative manner. 
To enhance participant's ability to effectively focus a campaignstrategy by tightly defining the campaign's purpose, target audienceand desired action. 
To reinforce the principle of focusing on the end user by developing akey message which presents benefits, barriers, and consequencesthat are m!aningU 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. 

KEYLNCEPTS 

Campaign
 

Strategy
 

Benefits, barriers, consequences
 

Tone and manner
 

£ 



DEVELOPING ACAMPAIGN STRATEGy 

Why a written strategy is important. The 5 key questions that go into astrategy statement. 

Whatis the Purposeof the Campaign? 
A look at defining the campaign's purpose and how to make Itprecise. Illustrations from commercial and social marketing.

* h i h-xaAuiv 1 
Why vague target audience definitions don't work. How to make thetarget audience "come alive" for management and the creative team.Examples from commercial and social marketing. 
WhatMessage Should be Delivered?
 
The role of benefits, consequences and barriers in choosing a
message approach. K\eeping the message simple and relevant to thetargct audience. Examples from commercial and social marketing. 
WhatTone andManner Should beUsed? 
The creative possibilities: How tone and manner work together tosupport and enhance the message. Examples from commercial andsocial marketing. 

WhatMeiWi Deliver theMessage? 
Different media for differeni purposes. How to get the most mileagefrom media choices. 

Bringing itall together. When is a strategy complete? 



HOW To WRITE A CAMPAIGN STRATEGY STATEMENT
 

Good communication campaigns require rigorous strategic thinking. Athoughtful strategy provides a type of "road map" for reaching programgoals. The campalgn strategy statement resents,? synthesis of themost critical strategic issues, It addresses 5basic questions. Althoughthe questions look relatively simple, they cannot be answered WAl wthouta careful review of everything known about the issue, the target audience,and the environment. And they are hard because they cannot beanswered 1 at a time. They must be "juggled"--held up in the air--until thestructure is complete. The answer to any 1 of them must fit with theanswers to the other 4. 
Furthermore, the answers must work in a real and changing world. Ifthestrategy is to lead to relevant communication, it must be responsive to
what the target audience is doing, thinking, and feeling and must be
mindful of what they might do next. It mutt also be mindful of the realitiesof the environment in which they live and work. 
These 2 requirements--internal consistency and responsiveness toexternal realities--add up to a demanding task. Effective strategies can behard to write.
 
The following paragraphs present the 5 key questions to be answered In
preppring a campaign strategy statement. A brief summary of each is
provided.
 

1) What is the purpose of the campaign?
 
The purpose is the p~r~jj_ 
 you want the target audience totake after being exposed to the campaign. It answers the question"exactly what do you want the target audience to do ribtn.Qw."may sometimes also refer to a specific thought or feeling you want

It 
the target audience to have as a result of the campaign. Again,w;ether an action, a thought, or a feeling, the purpose should bedefined in precise terms rather than vaguely. 

http:ribtn.Qw


Some possible campaign purposes for AIDS prevention could include:
 
" USE condoms every time* TALK to your partner about sex* DELAY sex until marriage* REDUCE the numbor of different partners you have* AVOID prostitjter
" STICK TO 1 safe partner
* GET TESTED for HIV" CALL a hotline for mora information• VISIT your doctor for a check-up" FIND OUT more about HIV prevention* ASK your partner to use condoms
* STOP having sex aftogother
* SUPPORT your friends in having safe sex 

2) To whom will the campaign be addressed? 
The target audience is the group of people to whom the mes.;age isprecisely aimed. Target audiences are best defined narrogw andviidly. Narrow descriptions help to sharpon the aim of the campai nand make itmore relevant. Vivid descriptions make the writers andcrafters of the campaign more able to understand the target audienceand "hit home" with the message and approach. When possible thetarget audience definition should provide a demographic, behavioral,cognitive, effective, and psychographic profile of the target audience. 



-- 

Some ways to define the target audience include: 

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

" 	 Behavior
 
-- Sexual activity
 
-- Sexual partners
 
-- Sexual practices
 
-- Condom usc
 
-- Etc.
 

* 	 Cognitive State 
Knowledge 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 

" 	 Psychog-aphic
 
-- Lifestyle/habits
 
-- Values
 
-- Psychological barriers
 
-- Desires/aspirations
 

3) What message will be delivered? 

When possible, the key message should offer the target audiencesome meaninaful benefit. With many social "products" this may meanfocusing on a positive alternative to some barrier or on the positivevalue ot avoiding some consequence. In all cases, the messagemust be personally relevant and meaningful to the target audienceand must address them directly. It is important to focus on 1 keymessage in a single-minded way if it is to be memorable and 
impactful. 



Some possible directions for AIDS prevention messages include the
following: 

Key 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 intiracy
 

* 	 Barriers to Overcome
 
-- Denial (not me)
 
-- Misconception
 
-- Fear of rejection
 
-- Embarrassment
 
-- Loss of pleasure
 
-- Complacency
 
-- Macho image
 
-- Peer pressure
 
-- Social disapproval
 

4) What tone and manner will be used? 

Tone and manner are aspects of the creative approach that supportthe message. They make it believable, memorable, and impactful tothe target audience. They must suit the type of "product" beingoffered as well as the objectives and the target audience. Some
possibilities include the following: 

Tone
 
-- Serious
 
-- Factual
 
-- Humorous
 
-- Dramatic
 
-- Light hearted
 
-- Empathetic
 
-- Sophisticated
 
-- "Hip"
 
-- "Folksy"
 



Manner 
-- Authority presenter
 
-- Demonstrations
 
-- Celebrity presenter
 
-- Image
 

Musical
 
-- Vignette
 

Slice of life
 
-- Jingle


Testimonial
 

5) What media will deliver the message? 
Indeciding what media to use, consider the most Affigient times,places, and vehicles (TV program, magazine, comics, etc.) to reachthe target audience. Consider which media big accomplishes thepurpose of the campaign and consider the fit betweon the mediavehicle and the creative idea. Some possible media vehicles/tacticsinclude: 

• Television 
* Radio 
• Print 
• Billboards 
• Signs/posters
• Transit 
* Cinema 
* Leaflets 
• POP 



Developing aCampaign Strategy 

Acampaign isnot... 

Sh term 

$hit"ye 

St*utwft 
me in m* W U'arei 8gm
cwabi procdstuffe4ogb$.culg 



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 

AwtrteIIIymotni s.!l .
 

ASlrstly IsI wllnl Somel~ it.$* 

Rev"ml an wiftl. 



AStrategy IsImportant Because it.. 
"hovi~s an oMW 

* Cowa,1a1e$ elf orIs 

Crowd scene, Roman orqy
 

AStrategy IsImportant Because it... 
* haftg an gift 
* CWhingl$ efloi
 

M@ameVW41
ial ujataan
 
PWS are N01 aied
 

Three Blind Men and 
an Elephant
 

A STRATEGY IS IMPORTANT BECAUSE IT...
 

0 	 Provides an outline
 

• Coordinates efforts
 

0 
 Helps ensure that important
 
points are not missed
 

* 	 Helpsupreven, false starts and

wasteful digressions
 



Cartoon boss and subordinate
 

A STRATEGY IS IMPORTANT BECAUSE IT...
 
0 Provides an outline 

0 Coordinates efforts 

0 Helps ensure that important
points are not missed 

0 Helps prevent false starts and
wasteful digressions 

0 Provides cnntinuity 

* Future 

Campaign Campaign' Camaig 

* Goals 

T
 



EFFICIEnCy 

Astrategy requires
 
making decisions.
 

Defigion Pyramid
 

A=MPoo bGMo omnWW4Mm~ @to 
'u ee to beld on M~oo~~c 

'Strategists Working Latew
 



Five Key Questions 

I.Wht !s the pWos of the canmign? 
I 	To whom wI tf car1fIgn be afgs5(d?
 

Wat "41suage 
 wE be Ceverd? 
IV What two and ftfwmer w be useod?. 
V What mKe wE doever tme massage'. 

The answer to these questions 
_alwaya interlock. 



I.What 18 the Purpose of the Campaign.
 

The campaign pur 
istied to the social 
marketing ob 

IsThe Campaign Heant To. 
Raise awareness
 

[ Siuiat. tr~id behavior
 

Fncawag. cE ne 

Wae knowledge 



IsThe Campai Meant To 
Provoke aspecific actin 

Ovefcae aspecific negative 

Create Itspecific unress or feewig 

Cared a"isconepteon 

I.The Purpose of the Campai 
ExucYwtf is ft c&Wnp
'r"Wg to dol 

BUY 



Direct marketing, contact long wearers, Hotline
 

SEND
 

-Hallmark ad: 
 "Ho to be someone's Valentinew
 

STOP 

McDonald's ad: 
 National landmark ahead
 

APPLY POR 

American EZpress ad: Gold Card, "The credentials 
speak for themselves" 

ASK 



Pamphlet: Medicine, "Before you take it, talk about ita
 

VISIT 

.Philippines measles'campaign, calendar
 

WRITE OR CALL 

AIDS: 
 OFor advice, pick up the phone*
 

CORRECT 

AIDS: 
 "Sme people think you can catch AlS from a glass" 

I"EMINO 



*Tink Panther" billboard
 

USE 

Use condoms: 
 "You won't believe what we like to wear to bed"
 

SUPPORT 

Print ad on recognizing drugs in your kids
 

Employer support: 
 "Only a few people can help a drug addict"
 

NMhd Actm 

AKelt 



LThe Puwpose of the Carpai,
 
1IIbetter to be sp4o*c 
 llulnto be VV. 

I.The Purpose of the Campaign
 
Exaco,. "a rdo you wNW 
 Me ..&11Ce10 do 'V# now? 

Sometimes the purpose
 
of the campaign isto 
evoke certain thoughts 
or feelings. 

. Plmw of t Cmpn 
Mow mdo yow, 
ft a*" WA.as 
ejwmmow
 



I. Who Isthe Target Audience 

" W 
"Rovw 

Joint Decision
 

II.The Target Audience 

1.The Target Audience
 
B as VIcOC as PUSio
 

Young, upwardly mobile adults who want
 

"the good life" and who consider
 

cigarette smoking an part of
 

this life.
 

Print ad for Benson and Hodges
 



We0. *Wwans aaly afsw.rwlugp Ogw'cy wimoulVIVAV a docor 

Print ad for E.P.T.
 

Femal 18-49
 

Feraa 
 of

Reprod ive Age 

of
XNo Under
Childr 
5Ye f Age
 

11,
 



Create aVIVID description 

of the target audience. 

SeentatIon 

11w Audince 

THE AUDIENCE
 

* Demographically
 

o Psychographically
 

Slide of Side of Head
 



THE AUDIENCE
 

* Demographically
 

* Psychographically
 

* Behaviorally
 

Female prostitutes, age 15-34,
who know that condoms areimportant to prevent HIV but
who are inclined to 'play the 
odds" because condoms seemlike anuisance. 

*Poster of Prostitute,
 

Homosexual men, age 18.34,
who are looking for that "special
relationship" and who are hesitant 
to suggest acondom to their 
partner for fear it will spoil
the romance of the moment. 



Print Ad for condoms, Mexico: 
 "Two men"
 

Homosexual men,age 18.34,

who are interested inhaving

sexual encounters with new
"short term" partners and
 
who often forget about using

condoms.
 

Print Ad for ccndons, Mexico: 
 "I want you"
 

Bulls Eye
 

Illustration of narrow

audience: 
 thin people
 

IfI concentrate my fire, 

I'll leave someone out. 



Evm when the target awmnce isnalow, * message will appeal to

others who resnll 
 e the target in
 
relevant ways.
 

Bulls Eye With Holes
 

Agood campaign isa
 
hily Monal communication
 
between two people ..
asender
 
and areceiver. The sender
 
says...
 

7know tC7o 
understand ypu pretty well and I
understand Y/e fr.m nd your
aspratio your ne "
 



" What Iwa .ell 
 y about 
is a "product"that eleve 

thusias about
and that I fnestythi 

U 

you'll
value an nft4f ." 

Women of C.D,and Edass who
 
live inMetro Manilla and have at

least one c* under 12 months
 
of age
 

Theswomen visit local health
 
centers for chId health care but
 
often do so ina reactive, not pro.

active manner (when the child isill)
 



E-~ ~ hAIA bVUMc~k 

Philippines Measles Campaign Poster
 

I've got so many things

( to do: measles vaccination
 

, can wait.
 



VIDEO:

Cigarette Smoker Talking Head
 

3usch Garden Spots (Distinct Target Audience)
 



ILWhat Mesage Wi Be Delivered?
 

iTOa IBARRIERS
 

Consequences/I
 

Barriers 

Key Bariers 
enws US. o01u0 Wd 

' gglstwlGl ,61ff5*. 



Key Barriers 
* Plhyuuca 

* SOc"/ C4AIIr 

Barrier 
:MoWcyC rgus ae rouo,, 
ey -W romy PIq* most Awe 

Hell's Angels biker
 

"Nice people ride Honda
 

Results: sales doubled in2 years. 

Barrier 

Coldcem fw breakffut 
was )vt rnchio 

VIDEO:
 

Wheaties 
- Sports Star
 



BARRIER
 

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

VIDEO:
 
Do it for the loved ones in your life
 

Counter. BarrierStrategy 

Some barriers are tied to specific
 

fears or perceived risks,
 

Banler 
Womgnm afrak to pate
rmOut so oUntW Ocais 

Print ad: 
 '8 out of 10 breast lumps are not cancer"
 



Barrier 
Sexuuly active young female adults 
were Atr d to sugest a conroOn to 
Ii0er partner for fear me woiM reject
If'er 

VIDEO:
 

Condoms "Talk About Ito
 

Barrier 
WW 1111tfM 505 were afraid rut 
caming tiew wolcd relsif
 
Insocial daa ovaf, lockmg
 
chw or mkcliL
 

Clairol ad from the '508: 
 Does she or doesn't she?
 

Risk.Reduction Strategy 

Cos qrnj. 



MyV hum SocIa of ternPrOve SWiton to aconsume, 

Problem Areas 

* Tiafic safety a iOh Wood ussUe 
0 ChtOv iaseases 0 Wleracy 
SUnwoted preancy e Drug ovoose 

* Effect of wickng 0 CIt OWNarrbga 
@Fire safey 

,The imri j udlMc May be 
unawae conwtued, or gi enlf 
to Me ploirdI7, 

STIM bw "my we poor /) bem 

Problem Recognition Strategy. 

VIDEO:
 

Problem Recognition
 

"Line" (Cocaine)
 

Fleavy Weight (Seat-Belt Usage)
 



berwoon aspects ol Me
PoOgm iniCOnsequnces IoMe
 

Scarface, "Not everyone who drives drunk dies"
 

Print ad: 
 Mom driving kids
 

VIDEO:
 

* 
 "Stroke" (Physical deformity, loss of facilities)

* 
 "Judy Smith" (Economic disaster, loss of
self-esteem)
 
* 
 "Happy Birthday" (Not die, become a vegetable)
 

"AIDS Patient- (Deterioration, suffering)
 

Consequne Strategy 

* FWaug-agrj so•Con~nm.gj =m
 

http:Con~nm.gj


0 Counml-burw strategy
0Rik raIctgm strategy 

* PfOON4codViO $tralegy 

* Concirn.arowai 

Campaigns that address 
barriers often focus on 
positive alternatives. 

Campaigns that address 
consequences often focus 
on negative outcomes. 

hm lts 

The Key Benefit 

* itwoslng 

* DcfwtCU to dmtfy a 
recognb. 



Key Benefit 
* The right key benefit isthe 

answer to acomplex puzzle. 11 is 
the solution to a mystery with 
suble, comvicated and often
 
misleadng clues.
 

Key Benefit 

* Distin.ish betweer, an attrbute 
and a benefit.. 

of the Or ct. service or 
ractice ism 

A isinf Wm Of thk ImMl 

target iudece 

Condom Allrbutes 
* G@omn n- g 
* crjcJ tul 

* 41m *9 

M" dalox 
•Iwslmd 



ORS Attributes 
* bInxpeZg 

* Powdred lorm 
o Easy io ,wx 

* eaNy avaiaft
 
@Ni 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 fibre than the cereal"
 

Sears Hanner: Lasts longer, saves money
 

Weight Watchers', 
new chocolate mousse on a stick
 

Think you can't? Yes, you cana 



Some highly motivating benefits
are not traceable to attributes
 
at all.
 

Print ad for Ramy: 
 single woman
 

Print ad for Virginia Slims
 

Print ad for Babe perfume
 

End benefits or underlying benefits
 

Underlyng Benefits
 

'Lovo Pove slnmap
* scowim • Sa ccwWCO•IM 
 0 Cwnwet 
*i ~ 
 * Fre 

* SUCCs 0Poeto.w.m 
.So 



End knefits 
* BIWitS fOCuS Mn posiwe 

O*Nws.
 
EM bmimneis ottlo carry Ifus to
 
adWIper rWo f*aAlingtU and 
porsolal level. 

Print Ad: 
 Allstate, 
 If you're smart, you may never have to
worry about life insurance again.
 

Print ad for Remy: couple
 

Print ad for Soloflex: 
 "NO pain, no gain"
 

Benefits often rely on 
inference --a 
conclusion made from 
the campaign by the 
target audience. 



VIDEO:
 

O
"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,
 
They are frequently imlied.
 

Abenefit isa rois.se, 

Itprovides apyoff 
to the audience. 



VIDEO:
 

Night Blindness
 
Sarah's Birthday

Aviaice Night
 

.Abenefit isnot 
acopy line. 

Ok to put inthe 
strategy statement. 

9engejs snaua alwas oe 
aftessd d1iectly IoOhelargo! sawce 

you rei 

Cannon quilts: "Comfortable-


Mae you hlwopy 



- A diamond is forever"
 

Make you more beautiful.
 

'L'Oreal
 

Make you 96.9 secure
 
Mhat your baby ts
 
protected from mfeasies. 

Manila Measles Campaign
 

I wwl tos Droaic Srwce or
 
oracuce affct 
 my oved 
ones? 

Isit W4eat"id lo t Igt
tudIrce, 

Berdfis. barners or conumele 
Mat Seem VONl 10 nwageme my
Seem InViw or rmOte tO it 
Ipl auifico. 



How many ' ? 

IE 

Find one key benefit, sequence 
or message that best the 
target audience and t purpose of 
the campaign 



USuN#y. less isrue. 

Volkswagen: 
 "Think small"
 

Which tse
 

L 



Select the best choice
 
to achieve the objective.
 

IV.Tone and Manner 



How will the*. e age
 
be s ed
 

The Tone
 

* Serious * Empathetic 
* Factual eSophisticated 
* Humorous 0 "Hip" 
e Dramatic 0 'Folksy" 
* Light hearted 



VIDEO: illustrations of TONE
 

S "Symbols" (Humor)
 

* 
 "Mr. Oblivious- (Light-hearted)
 

* "Circles" (Serious)
 

* 
 "The Joneses" (Down to earth, personal)
 

* "Smoking Kisses" (HJp)
 

IV.The Manne 

• C4"m~ in*p 
* kiuguy *T ur 

Print &44., Sylvaniar-cat, canary, and TV
 

Print Ad for glue (billboard with car):
 

"It also sticks handles to teapotsO
 

Testimonials 
 *Life after cancer is worth living"
 



.VIDEO: Illustrations of MANNER
 

Support/Manner
 

* 
 "Meryl Streep" (Celebrity: straight forward)
 

* "Michael J. Fox" 
(Celebrity: humor)
 

* "Backwards Hospital" (Drama)
 

• "Shoe" (Demo)
 

" "Forget It" (Slice of 
life)
 

0 
 "Mercury Morris" (Celebrity testimonial)
 

* "Spiderman" (Cartoon)
 

0 "Koop on Condoms" (Farce)
 

Ton and riew wok to tr to•190l Cr~ibiy to ft messg . 

"Reason Why" 

"Reason Why, 
Often No I0tackoa SImeMs 
matkeMe message crewe 

-Permission to Believe"
 



"Permission to Believe" 
Often t Io crea,ve CeVICes 
t113 make rn message creod e 

VIDEO: Illustration of "Reason Why"
 

Nutrelle Soap 
-- Vitamin E
 

VIDEO: Illustration of "Permission to Believe-


Silkience: 
 *Infrared Photography-


Telt For "Reason Why" 

wd_
 

"IffUse Crea IW1IGet Fewer 
CAWfies Becaue 1 Has Fluorde." 

Print ad for new Crest gel:
*Xidu love the flavor, Moms love the fight" 



"IfIGet My Baby Vaccinated, I
Will Rest Easy, Because He Is 
Protected From the Dangers of 
Measles." 

Measles Spot
 

How to self 
tone and nner
 

Choosing the "right* 
tone and manner is

closely tied to the campaign


strategy & objectives.
 



Tone?
 

The answol w4 1ot luM uand 
bt" yOUaInf Dottoe many 
alswers "I Stqes tfamSeves. 
arla most Ie wers wd be 

wrong." 

-anonymous 

Finding the Answer 

Finding the Answer 

* Wiicf 



Finding Ithe Answer 

* Ieco 
0 Watch 

# Tat to 

Finding the Answer 

* Wloc/in 

* Tat t 

* SD-y 

"THE BIG IDEA" -- LightbU1b 



V.What Media Will Deliver the Message? 

Media Considerations: 

R03CIcS 

Resources 
• Mon ? 

Media Considerations: 

SEficancy 

E iency 
• 'ow ma/YwE be MI&hed? 

• Is1100 much? 



Media Considerations: 

* lsuOIICis 

* Eficiency 
* Tumng 

Timing 
W r8wect It audlaw
 

0 TheY ame Mad ruceptwv
 

40 Theyvae 9Wto meoo?
 

Media Consderatlons: 

* Efftc' y
• Tiug 

,ca­

9I to bgIIto 

* Ib1 dW - nvliG 

* Rdb. - h w~cU4 erOfjfnd' 



Media Conderations: 

* RealOwco$ 

" Efficiency
 

" Tkmng
 

*Capacety
 
" Added vlko
 

Added Value
 
Wflmutwce I* message

i som"WWI 

Media daperture" 

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



Five Key Questions 

I. Whoa! is the purose of the camsn? 
I To wnm wii ms camaign bs aftessod? 
5 What messag W be dobveired?
 
IV Wat #re an minder wil be us@V
 
V What MPa wE JNVer the Imssageo
 

Illustration of *Consumer at the Center-


Montage of Target Audiences
 

Wh i
 
strategl lete
 

rnr 



anATIVI. 



Astrategy
is a
 
living
 
document 

HOW DO YOU PRESERVE
 

THE VALUE OF A CAREFULLY
 

CONSTRUCTED 9TRATEGY AND
 

STILL HAVE ROOM FOR THE
 

BRILLIANT CREATIVE LEAP?
 

Write a
 
new strategy 



* a ­

stil 2
 

The best strategies will provide
 

breakthroughs in our thinking
 

about the entire tealth issue.
 

"THE BIG IDEA* -- Lightbulb
 


