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The social, economic and moral power of
marketing and markets




The power of liberal democracy:
We do not live in a moral vacuum
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To tackle social
problems, Social
Marketing is
informed by core
values and ways
of thinking....

Source: French &
Gordon, Strategic
Social Marketing.
SAGE. 2019
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The power of markets, entrepreneurs and community action:
The Social Marketing Company; Bangladesh

ABOUT US

OUR PROGRAMS

OUR BUSINESS

OUR BRANDS

Supplies 61% of the contraceptive market and 3.2 Billion affordable ORS sachets



Redefining social marketing:
beyond behavioural change

Social Marketing’s Purpose: Sephen . Sounder

Depariment of Marketing, Monash Umiversity, Berwick, Austraka
- Diani J. Barrington
The International Water Centre, Brishane, Australiz and
Department of Marketing, Monash Untversity, Melbowrne, Ausiralia, and
Srinivas Sridharan
Depariment of Marketing, Monash Umiversify, Caulfield Easi, Austraka

Participatory social B e

role of sodal markeling beyond behaviowr change.
Deesignimesthiodologyiapproach - The paper reviews presenl sncil markeling definitions and then
bolsiers its underlying theoreticl structure with insights distilled from three schools of thought:

]
macremarketing, rnsformative consumers research and the mipability approach.
Findings - Guided by the three theoretical streums, we intriduce cor defimition, namely: socil
marketing is the agpliction of marketing principhs o enable ndividual and collective ideas and
actions in the pursuit of effective, elfident, equitable, fair and suslained socal ensiormation.

Practical implications - We present a st of prctiz] implicGons derived from oer definition of
social marketing. We stness that sur social markeling definition betier reflects the need io halanoe the

]
cffects (efficiency and effectivencss) and the process feguily, Esimess and sustainability) of social
I l marketing practios. By oor definition of sccial marketing, the marketer bemmes a bolinior and
O u S partidpant rather than a befwviour change agent.
Originalityvalse — The paper intodoos into socal marketing three streams of thought that
regnesent. the most conlemporary aspects of economic, markel and consamer philesopéy. We believe
our definition can better puide social marketing in its quest o transform societies o' be mipable, free,

equitable, fair and sustainahle.

n ] ] n
Keywords Sccial marketing theory, Attitudes, Behavicws, Economic,
Markst and mnsamer philosophy, A definition of socal marketing,
Markster as the Esclitaior and participant

Paper type Concepiaal paper

For four decades, social marketing has been the flag-bearer of the marketing disdpline’s
contributions fo ideas of social progress. (For one of the earliest oollective expressions of
interest in the fopic, see the 1971 foterwal of Marketing, Volume 35 Issue 3 special issue].

Since that time, the discipline has guided the ideas and thoughts of many governments,
policy experts and social organisations in programmes that influence consumer

)
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A more respectful, democratic and
~ empowering way to work

-
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6 Lessons we have learnt over the last 50 Years

. Social Marketing works

. The need to apply wholistic understanding of human influencing
processes

. The need for a full mix of interventions

. The power of up, mid and downstream action and cross sector and inter
disciplinary coordination

. The benefits of focusing on citizen driven value co-creation

. The importance of strategic and operational social marketing



1. Social Marketing Works:

Social Marketing Evidence Review 2019

[Compilation of
Social Marketing
Evidence of Effectiveness

Key references 2019

soctal ting A (1sma)

and te and

)

The 102 citations given in the compilation are
organised under the following categories:

1. Generic published peer reviewed papers

2. Topic/issue/intervention type specific
published peer reviewed papers

3. Generic policy papers and good practice
reviews / guidance documents

4. Books, book chapters and websites that
include examples of effective and
efficient case studies

All comments and suggestions regarding this
paper should be sent to:

Jeff French (Jeff.French@strategic-social-

marketing.org) and
Doug Evans (wdevans@email.gwu.edu)



mailto:Jeff.French@strategic-social-marketing.org
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Source: French & Gordon, 2019



2. The need to apply wholistic understanding of
J human influencing processes
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The Information Deficit Model:

Introduced in the 1980s: Belief that much of the
public’s scepticism about science was rooted in a
lack of knowledge.

This perspective persists in the scientific,
governments, community and no-profits.

Public relations texts frequently cite awareness,
attitude, and action objectives. Marketing students
learn that awareness precedes action.

And many of the foremost public relations and
advertising agencies still report results to clients
in the form of impressions—the number of people
who were exposed to the message.

https://ssir.org/articles/entry/stop_raising_awareness_already




\ Wrong mental model informed by reductionist
thinking
J e The human psyche is inherently flawed, beset by biases that distort

information. It is seen as incapable of dealing with complexity,
probability and uncertainty and tending to panic in a crisis.

e The second type of reductionism is that governments adopt is
“psychologism” — when you reduce the explanation of people’s
behaviour to just psychology and individual choice. But we know that
there are many other factors that shape what we do.

e But we know that there are many other factors that
shape what we do and that Humans are very

adaptable (Plasticity) @
SVA


https://implementationscience.biomedcentral.com/articles/10.1186/1748-5908-6-42

The natural science view that free will and self
determination is an illusion

“Even though the necessary work
by psychologists has not yet
been accomplished, one day it
will be and then he will know that
what he is and does is
necessarily as it is, and could not
be otherwise. | believe this
doctrine to be false”

® |saiah Berlin The power of ideas. (2001). Ed H Hady. Pimlico
Press. P 18 -19. London.




Human behaviour: what scientists have learned about it from the pandemic (theconversation.com)

Stephen Reicher, University of St Andrews

J July 1, 2021

“The view that the Human psyche is inherently flawed,
is attractive to those in power. By emphasising the inability of people to govern
themselves, it justifies the need for a government to look after them.

Many governments subscribe to this view, having established so-called nudge units —
behavioural science teams tasked with subtly manipulating people to make the

“right” decisions ..... bUt it is becoming increasingly clear that

this approach is limited. As the pandemic has shown,

it is particularly flawed when it comes to behaviour in

a crisis” i‘sﬁi\



https://theconversation.com/amp/human-behaviour-what-scientists-have-learned-about-it-from-the-pandemic-163666
https://www.instituteforgovernment.org.uk/explainers/nudge-unit

Searchjobs '®Signin ©, Search h UK edition v
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Guardian 19

News website of the year

s crisis Football Business Environment UK politics Education Society Science Tech Global development Obituaries

No 10 accused of sidelining behaviour
experts on latest Covid measures

Exclusive: SPI-B scientists warn of lack of independent advice ata
time when social norms are replacing laws

Coronavirus - latest updates
See all our coronavirus coverage

The weaknesses and
short comings of

psychology exposed
September 18t 2021
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We must recognise, however, that this
is only one of the levers we must use.

"Some problems are just too big to be
fixed by adjusting the

‘choice architecture’. Not a gentle hand
on the elbow, but a muscular kick up
the arse”

Andrew Rawnsley is the Observer's award-winning chief political commentator. He is
also a critically acclaimed broadcaster and author




The future is Fusion

Wealth / Poverty
Inequality
Tradition / Culture / Religion
Social Cohesion
Social norms / Relationships

Social and Economic N :
Influence environment
| Infrastructure
Geography
Internalr !nfluence : Geo events
9% Weather
Temperature
Air quality
Pollution
Behaviour wﬁ
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The power of SHOVE

Why vaccine-shy French are suddenly

rushing to get jabbed

The government’s decision to allow only the fully vaccinated to enter
restaurants, bars, trains and other spaces has caused a spike in inoculations

Jisiee)
A shotin the arm
France, covid-19 vaccination appointments, 2021

June

Source: Doctalib

The Economist

Seven-day moving average
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4. The power of systemic action, cross sector and
l disciplinary collaboration

Macro-level

Environment; social,
economic policy; institutions

Community; public services; education
and health services; family and peer
networks; cultural norms

Micro level

Individual: attitudes,
knowledge, motivation



Systems Analysis

Transformational Maps World Economic Forum https://toplink.weforum.org/knowledge/explore
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Agriculture, Food and Beverage

Industry

Summary Feed Experts Sessions Projects &= -

The giobal population is expected to increase from about 7.6 billion to nearly 10 billion by 2050 - and
demand for cereals to be used as food for humans and animals may grow to roughly 3 billion tonnes
by that year, from about 2 billion tonnes as of 2003. The world's agricultural systems must address
the issue of increasingly scarce water and land resources, while grappling with volatility in terms of
climate and food prices. In addition, food companies must adapt to shifting consumption patterns -
while playing a greater role in promoting health and weliness

_(B: Key Issues

Demographic

Resource Sustainability

al Foo tainable Consumption Technology and Innovation



Private & Public
Partnerships

Private—public engagement initiatives
need to be managed in ways
suggested for public—private
partnerships by the World Health
Organization:

A rationale for engagement should be
defined, then resources should be
mobilised codes of conduct, and a
plan for monitoring, evaluation, and
accountability established.

https://www.ncbi.nlm.nih.gov/pmc/arti

cles/PMC6236421/

Communication
channels:

Direct reach via:

* Dietary guidelines
« Education

* Schools

* Health programs

« Social media
* Mass media
« Community

Private Public
Sector agencies

action

Evaluation


https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6236421/

5. The benefits of focusing on citizen driven,
informed value co-creation

Personal Value

Social Value

Environmental Value ‘

Economic Value




TRUST IN ALL INFORMATION SOURCES AT RECORD LOWS

* Percent trust in each source for general news and information
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The fatal conceit =
The state and experts know best

Policy fails when interventions are
developed according to a rational plan

derived by experts

Policy works when citizens have been
Involved in the process of problem
Identification, solution generation, delivery

and evaluation
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Active respectful listening:

1.

The importance of

" Grenfell

" We demand
the truth

ujusmfﬂenleﬂ

‘Voice’

Opening ( May 2018) begins with
survivors statements and stories
Unlimited time set for personal GRENFELL TOWER FIRE: THE VICTIMS
testimonies

f
[
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Recordings, pictures and video
material encouraged

i

New Conversations
LGA guide to engagement
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Streaming and online sharing of

i

statements and stories




Poverty Impedes Cognitive Function

http://www.sciencemag.org/content/341/6149/976.abstract

J Eldar Shafir, Princeton University

“All the data shows it is
not about poor people,
it's about people

who happen to be in
poverty.

It's not the person, it's
the context”




ZOE symptoms tracker Kings College
University of London

g 74
1

Contributors o
across *® '%

“The more people
who use the app, the country «?m
the better the real-time P g

data we have to combat

the crisis in this country...”

Mapping your symptoms




\ 6. The importance of strategic and operational
J social marketing (Position Social Marketing as a
strategic function as well as operational

Strategic Social Marketing =
“The systemic, critical and
reflexive application of social
marketing principals "

«



Marketing has moved from being a tactical
function to a strategic function informing
what business to be in, how to pursue it and
with which partners
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Engage

2. Analysing situation
and influencing factors.

3. Understanding target
audience(s)

or visions.
which demonstrate a personal
future that (a) addresses
dissatisfactions; and
(b) is in accord with norms.
of the social set

challenge negative beliefs
and support positive beliefs

\

"I want to.”

A
PELEL
u »,

e s

Z Change spaces

https://journals.sagepub.com/eprint/JBG9BJIJYKCBDBPJ9YJTW/full

Satisfying
factors
(which lead to
behaviours being

Where it all comes.
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TABLE § CDCynergy planning model

Phase 2: Market researt
Stop2)  Defin

| Phase G interventions.

sustained)

T satisfaction
The action is perceived to
deliver genuine personal
benefits. fe. it worked as hoped
but also provided unexpected

Social influencers
social pressure that
encourage trial behaviour

“It really worked!” ’

For the design and implementation of behaviourally-focused social mobilization and
communication programmes It is an approach developed for achieving behavioural
impact in the prevention, control and elimination of communicable diseases.

Set out the overall goal
Sett out the behavioural objectives
The situational objectives vis a vis the goal
The overall strategy for achieving the goal
The COMBI action plan

PR

Community mobilisation

COMBI =

Personal selling
Social advertising

5. Point of service promotion

Management plan

Monitoring and implementation plan

Assessing behavioural impact

Time plan
Budget

- Devtosing
=0 [ GCOPE | | TEST
‘marketing v
interventions
( L |
P X A =
i ] LEARN "~ “ENACT
‘building learning
& ACT
Predisposing factors S
(ie. which result in desires) \ Z‘Ranona| know[edge
) - 1 Role models A credible voices that

"1 know | should.”

3

hands-on learning that

‘4 convenience

infrastructure that make

behavioural goals

[Phase 1] « Develop specific citizen orientation and focus on co-creating values for the
\‘ "It’s easy. " priority audience
< « Aim to shift social. attitudinal norms as a pre-goal through specific
s e (behaviour, and
;'::!!ier;"‘! ~ 8 / targeting and positioning (4Cs and 4Ps)
e A R 2 3: Design of the « Design the programme using value proposition through appropriate
OK...I"ll give it a go. ~ intervention mtx and consider potential ethical issues

6. Pre-testing and piloting.

Total Process Planning

) H w M

Enabling factors
(ie. which overcome barriers)

h

Confidence

builds a sense of self-

efficacy

"l can do it.” Phases Activities

Stages

« Conduct consumer research through survey, questionnaire, interview,
focus group and visualisation techniques

« Identify the problem using consumer data, epidemiological data, service
uptake data depending upon the type of social problem

« Use consumer research to identify a social issue and design SMART

services, products,

the action easy to do

Social Programme

« Implement and manage the social programme

Develop two-way communication channels for the priority audience using

social media when appropriate

Use value proposition objectives deveioped in the design stage to build

powerful naratives, nudges and modeliing the desired behaviour, for

example, through advertising and endorsement to educate, engage, listen

and empower the priority audence

« Measure the performance of the social programme and identify
opportunities for improvement

i

<«—|—>Phase 2 l

5: Evaluation

A social programme with short term objectives ends here

Figure 1. '\
G o . pomre » Learn from evaluation of the social programme, for example, what went
CSD-IES planning \ 1 | 6: Sustainabitity in weil and what did not go weil. and analyse the eflectiveness of the
fra sork of social Phase 3| the Changed programme
Tamework ol social i « Assess funding and other resources to achieve long term objectives
mz u'ketin « Identify value Creation, celedrate success stories and focus on developing
e g 3 reward system for adopting or quitting behaviours

Emerald Insight at: https://www.emerald.com/insight/2531-0488.htm



https://journals.sagepub.com/eprint/JBG9BJJYKCBDBPJ9YJTW/full
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Personal Value

Socilal Value

Environmental Value

Economic Value

Co-creation across sectors







To tackle social
problems, Social
Marketing is
informed by core
values and ways
of thinking....

Source: French &
Gordon, Strategic
Social Marketing.
SAGE. 2019

Ethical
Practice

\

Reciprocity Social

Justice

Social Marketing

Mutuality Co-creation
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Many thanks
Join Today

ISVA

International Social Marketing Assoclation

https://isocialmarketing.org/

Members can access all recorded webinars
Currently 42 webinars available in archive.
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Some additional material



The offers

The Behavioural Science Offer: We know through
experimentation how to influence people, if you apply our
tactics your intervention will work better.

The Social Marketing Offer: We know through
experimentation and experience how to develop effective,
efficient and valued programmes. If you apply Social
Marketing principles the probability of delivering a
successful , sustainable and affordable programme will
Increase.

A
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Exchange

Ludwig von Mises [1881-1973

Two types of exchange : Tangible and
Intangible

It is a mistake to separate them as they are
normally consumed together, e.g.:

Food in a restaurant, the lighting, and
standard of service.

For every tangible service or good there e is
also an intangible element.




Active

e.g.: A reward for Decision e.g.: A Fine
Coming to a CliniC Conscious / Considered

lSmack

Incentive Disincentive

e.g.: Sales Tax

e.g.. A dEfaUIt Automatic / Unconscious
saving scheme Passive
Decision



Svstems Thinkina Skills

Overcome obvious solutions
with unwanted side effects

DONE feciiss ethars

Mind mapping

Hard structure é Physical world

SYSTEM AS To find a problem cause,

ConeesLmpens uncover the systems’ Mental models
Lateral thinking Hiee Newinus Supparieg ~ ACAUSE | structure first | Seftstructure
tools and methods r:% o ~ Poli
i Seek for opportunities to learn and change.

TRIZ and ASIT | ‘

Surprise others and have fun ,‘ Overcome the influence of situation

Problem boundaries
%) 10 MILES vmr% Expand your perception
ime
Quantify and measure SCIENTIFIC
Try to see both trees and forest
Formulate and test hypotheses 1L THINKING Y
In time
Action and Reinford
In space reaction nead not Find feedback Iogps of ‘ ang
T to be closely linked NONLINEAR CLOSED-LOOP  causalrelationships | gajancing
n strengt = L

THINKING TH!ME@_:‘ Search for feedbacks in both

Use policies as a leverage policies and mental models

Try to find small changes with big effects é

Search for recurrent patterns
of behaviour over time

Think in the same vay as

things are already happening OPERATIONAL DYNAMIC . . S
Be consistent in THINKING s s e _ THINKING »
units of measurement L=b- Think in Try to perceive impacts
! http:/ fwww.ywasystems.cz | i
voptko@vivasystems.cz ___continuous terms of small changes

Based on thoughts of Barry Richmond and George




Vision Zero Sweden

A paradigm shift of responsibility for road safety from the
individual to those who design the transport system. The

responsibility of the road-user is to comply with laws and

regulations.

Traditional road safety management has been to create the
humans who always do the right thing . If an accident

happens, the blame is put on a road-user in most cases.

Vision Zero challenges this approach. It is assumed

that humans make mistakes.

Effort is put into designing the transport system. The focus
is on the roads, the vehicles and the stakeholders who use
the road transport system, rather than on the individual

behaviour

For example: Reduce impact of side collisions by changing the
speed and angle of collisions = replace cross roads with

roundabouts

World Health

G Government Offices of Sweden ‘-& " Organization

About the conference A Programme Pre- and Post-Events « General information

Road safety conference

Vision Zero - no fatalities or serious injuries through road
accidents

Vision Zero is an ethical stance stating that it is not

acceptable for human mistakes to have fatal consequences.
52
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https://www.roadsafetysweden.com/about-the-conference/vision-zero---no-fatalities-or-serious-injuries-through-road-accidents/#:~:text=The%20goal%20is%20that%20no%20one%20should%20be,acceptable%20for%20human%20mistakes%20to%20have%20fatal%20consequences.

