STRATEGIC QUESTIONS TO ASK BEFORE BEGINNING
A SOCIAL MARKETING INITIATIVE - WORKSHEET

& What is the problem | want to address?

Idea Preventing the spread of cold and flu germs in your locality.

4 What action do | believe will best address that pro  blem?

4 What is reasonable to ask people to do?

4 Who is being asked to take that action?
Who do we reach now?
Who would be impossible to reach?

Who has the biggest reason to care?




QUESTIONS TO ASK BEFORE BEGINNING
A SOCIAL MARKETING INITIATIVE — EXAMPLE

& What is the problem | want to address?

ldea  Save the Chesapeake Bay.

@ What action(s) do | believe will best address that
problem?

* Getting people to stop using lawn fertilizer.

% What is reasonable to ask people to do?
* Not to fertilize their lawn (?reasonable?)
e Ask them to fertilize their lawns in the fall.

& Who is being asked to take that action?
Who do we reach now?
Who would be impossible to reach?

Who has the biggest reason to care?
* Now reach environmentally minded citizens.

» Impossible to reach - ? Don't know?
* Reason to care - everyone in the greater Washington DC

area who likes to eat crabs.




REAL LIFE. REAL TALK.
L. OoGIC MODEL

“Wishful Thinking” New Voices
Parents unconsciously equate New segment of parents joins
abstinence talk with abstinence public discussions about sexual
lifestyle, though they believe health and sex education. New
most kids have sex. Pretending voices force the realities of sex

to be accepted in public sphere.

kids don't have sex is easier
than addressing uncomfortable
issues.

Parents Consider

Action
Parents feel a need for someone
(maybe not them) to engage in a
more honest public dialogue
about sexual health.

Honest T hought
Parents face reality: Admit their
discomfort with the topic. They

realize this discomfort leads
them to fool themselves. New
thinking positions them to accept
that honest talk about sexual
health (and honest curriculums)
are probably needed.

TCTP by CAI — SOCIAL MARKETING TRAINING FOR STAFF AND PARTNERS

Honest Policies
More honest debate forces more
realistic policies and practices
around sexual health. Builds a
new norm of real talk.

Better Outc ome
Fewer STDs
Less Teen Pregnancy.
Healthy Sexuality




ADOPTER SEGMENTS

Adoption Life Cycle

Zroups are distinguished formm each other based on thelr characteristic
response to discontinuous innovations created by new technology

Mainstream Markets

Early Markets

\ | Late Market
= i Fragmatists:
Visionaries: _ :
‘ Get ahead! Stick with the herd! /
Conservalives: Skeptics:
I Hold on! Mo way!
first! \

@ hasm Group

Innovators Eary Early Majority Late Majority Laggards
2 2% Adopters 34% 34% 16%
13 2%

Source: www.acuity-mi.com




TCP GUIDANCE ON SOCIAL MARKETING

This training builds upon what was covered in Making the
Most of Media foundation course. Social Marketing is a
process that will take time for both partners and staff to learn
and incorporate into the New York State Department of
Health Tobacco Control Program. This training is not a
comprehensive course, but focuses on some key elements of
Social Marketing. This training will assist partners to learn
Social Marketing theory and practice steps, and how to apply
them to their work. This is the intention of this and future
Social Marketing trainings.

For more questions, you can contact Lisa Kelly, at 518-474-
1515.




TARGET AUDIENCE WORKSHEETS — PAGE 1

TCP Goal:
Objective:

Who do we already reach?

Who has the biggest reason to care? (Probably in Pr  eparation Stage of Change?)

Who are my Early Adopters/Opinion Leaders?

Who are my credible sources?




TARGET AUDIENCE WORKSHEET — DEMOGRAPHICS — PAGE 2

Describe in terms of demographics:
Age:

Gender:

Ethnicity:

Education Level:

Income level:

Geography:




TARGET AUDIENCE WORKSHEET - PAGE 3

Describe in terms of psychographics:
Values Attitudes

SUMMARY: My TARGET AUDIENCE is:

Lifestyles

Now begin to think about: What do they NEED__ to change their behavior?




BENEFITS STATEMENTS EXAMPLE :
SAVE THE CRABS

Target Audience: Homeowners

4 What do we_want?

Save the Bay by having homeowners not use lawn
fertilizer.

4 What do Homeowners _ (our Target Audience) want?

To have pretty lawns and crabs to eat too.

Connecting Statement:

Save the crabs by fertilizing in the fall.




BENEFITS STATEMENTS - WORKSHEET

Target Audience:

4 What do we_want?

4» What does our Target Audience want?

Connecting Statement:




