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Members can access all recorded webinars

Currently 42 webinars available in archive.



Source: French J and Gordon R.

2019, Strategic Social Marketing. Second Edition. Sage
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1. Social Marketing works

2. The need to apply wholistic understanding of human influencing 

processes

3. The need for a full mix of interventions 

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

disciplinary coordination

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

6. The importance of strategic and operational social marketing



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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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.



Wrong mental model informed by reductionist 

thinking

● 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.

● 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. 

● But we know that there are many other factors that 
shape what we do and that Humans are very 
adaptable (Plasticity) 

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


“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. I believe this 
doctrine to be false”.

● Isaiah Berlin The power of ideas. (2001). Ed H Hady. Pimlico 
Press. P 18 -19. London.



“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”

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


19

The weaknesses and 

short comings of 

psychology exposed

September 18th 2021





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 
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Macro-level 

Environment; social, 
economic policy; institutions  

Meso level 

Community; public services; education 
and health services; family and peer 

networks; cultural norms

Micro level

Individual: attitudes, 
knowledge, motivation





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/

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



Active respectful listening:

1. Opening ( May 2018) begins with 

survivors statements and stories

2. Unlimited time set for personal 

testimonies

3. Recordings, pictures and video 

material encouraged

4. Streaming and online sharing of 

statements and stories



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”



https://covid.joinzoe.com/post/mapping-your-symptoms-uk
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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



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

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

https://journals.sagepub.com/eprint/JBG9BJJYKCBDBPJ9YJTW/full
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Members can access all recorded webinars

Currently 42 webinars available in archive.
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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.



● The more elements of value 
you deliver the bigger the 
response.

● Emotional factors often have 
a bigger impact than 
functional factors

● http://www.bain.com/infographics/E
OV-B2C/



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. 
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Vision Zero - no fatalities or serious injuries through road accidents -

RoadSafetySweden

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

At the start of the programme in 1997 the number of fatalities caused by road 
accidents was 7 per 100,000 inhabitants. The number of traffic fatalities in 
Sweden has been more than halved, at the same time as the volume of traffic has 
increased dramatically. Vision Zero is an ethical stance stating that it is not 
acceptable for human mistakes to have fatal consequences.

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.

