This book is a quick and easy guide to social marketing.
It is far from comprehensive. This is not the only book
you should ever read about social marketing; it may
simply be the first. The goal of this little book is to give
you a foundation in the field, so you can begin applying
this way of thinking in your own work. If nothing else,
it's a good starting point for asking the field’'s most basic
question: How do | get people to change their behavior?

This book was produced by SalterMitchell, Inc.,
e itale book on social marketing a national social marketing firm that builds

behavior-change campaigns and provides training in
social marketing. To find out more about SalterMitchell,
go to www.SalterMitchell.com.
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That didn’t work too well with us. We eagerly volunteered our
broccoli so it might be shared with those in Chad and, as far as health
went, it was not exactly our top concern. Not at age five. It'd be
another 40 years before we were popping Lipitor. We were unmoved.
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Which brings us to a very, very, very important point: You are weird. Weird.
Odd. An outlier. You have been chosen to work on a specific issue - let's
pretend it's recycling - because you feel so strongly about it you want other
people to change. You are not trying to decide whether recycling is worth it.
You are a recycling evangelist, studying the numbers on plastic containers

and scouring the earth for converts. So when it comes to recycling, something
about you is askew, different, a little off. Otherwise, you wouldnt need a social
marketing effort at all. Everyone would already be recycling. Just like you.

When we began working with environmental organizations to protect
North America’s Chesapeake Bay, we got a page-long list of actions
people should take. We worked with them to prioritize. Often, groups
cannot even name a behavior — they want people to be more “aware”
or “concerned”. These are not social marketing objectives. To affect
outcomes, actions need to change. A true social marketing objective
needs to have:
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* A target group of actors. This is a specific segment of people who
need to act differently. If you are putting “general public” on this
line, think again. Does EVERYONE need to change? Even if that's
the case, can we change everyone at the same time?

pay
student
loan

carbon
neutral
credits

grocery

* An observable action you want that target to take. This is not
what goes on inside someone’s head (for example, supporting
protection of the environment). It's something we can see and
measure objectively (for example, cleaning our a septic tank
every five years).

endangered
species
list

General Public
* The context in which you expect that action to take place. This Recycler

is where you add some details about when and how people

need to do this action for it to matter. For example, public health
advocates encourage people to use a condom every time they
have sexual intercourse, not just that they use a condom when it's
convenient (like it ever is).
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So_ get cpmfortable with it. Say it aloud: I'm a freak. | am way, way too into
this subject. | read more about my subject than | do about other critical

issues in America, such as what Paris Hilton is wearing these days and who
the finalists are on American Idol.

r. B

Also remember that people are not just different from you. They are
different from each other. What's more, they're probably not “shopping”
for a solution to your problem. They are probably focusing on other things,

like making ends meet or simply pursuing happiness. You may think you are

offering them what they need. But let's face it: They seem to be surviving
without it.

finding the So that's deciding what we want. Then there’s the other
right dessert end of the exchange — what should we offer people?

..__....__.

The big complication here is this: People are different. Some kids
actually like broccoli (not ours, unfortunately). Some hate chocolate.
Some kids yearn to survive entirely on processed cheese. It's hard
to say what everybody wants, because everybody includes a lot of
people. Even you.
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Figuring oyt What people want and how your program or behavior can
fulfill that need is the cryy of every marketing

assignment,
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