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WViWhat is Social Marketing™>

Social Marketing is a process that uses

traditional marketing principles and technigques to
influence citizen behaviors that benefit society

as well as the individual.

Changing Citizen Behaviors
Marketing - Law

Education -
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(Social Marketing)
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(Exchange Theory) A& * wi U

(Competition Thinking) C o z weé %
(Consumer Orientation) ¢ A~ U3 y O
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Table 1. Comparison of Planning Models Used in Social Marketing

Meiger & Thackeray Bryamt Andreasen Walsh eval. Lefebvre & Flora Weinreich
1998 (SMART Model) 1998 1995 1993 1988 1999
Preliminary Planning Formative Research Background Analysis Research & Planning ConsumerOrientation Planning
Consumer Analysis Strategy Formanon Marketing Mission Strategy Design Audience Segmentation Message & Materials
Goals and Objectives Development

Marker Analysis

Channel Analysis

Develop Materials
B P retest

Implemeutatiﬂn

Evaluarion

Program

Implementation

Program Monitoring
& Revision

Program Evaluarion

Ma:keﬂugﬂrgmiutiﬂn.
Procedures, Benchmarks,
& Feedback Mechanisms

Pretesting
Program Elements

Monitonng
& Evaluarion

Implemematiﬂn
& evaluation

Channel Analysis

Strategy

Process Tracking

FrEtEﬂillg

Implementation

Evaluation
& Feedback
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PRELIMINARY PLANNING
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