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Basic Principles
What is marketing?

Consider something you have bought recently 
– an item of clothing perhaps or an electrical 
appliance. Think through why and how you 

bought it.  What made you think of it in the first 
place? What encouraged or discouraged you? 

Would you buy it again? What did you like / 
dislike about it and the process of buying it?



Basic Principles
What does this tell us about marketing?

1. Needs and wants
– Listening
– Understanding and empathy
– Segmentation and targeting



Basic Principles
What does this tell us about marketing?

1. Needs and wants
2. Reputation

– Time
– Trust
– Emotion matters branding



Viral Campaign
Help website (in 22 languages)

Television

Passive smoking

Prevention

Cessation

Events





Help

After nearly 4 years of the campaign:

• 152 million Europeans recall the TV campaign 
incl 59% of young Europeans

• 75% of all Europeans (82% under 25s) like them

• 6.4 million visits to the Help website 

• 700 events Europe-wide (inc 280K CO tests)

• nearly 130,000 subscribers to the e-mail 
coaching programme
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• Building a brand
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Basic Principles
What does this tell us about marketing?

1. Needs and wants
2. Reputation
3. Availability
4. competition
5. Advertising?
6. Ultimately its about understanding and 

influencing our behaviour



Basic Principles

A means of influencing human behaviour

Consumer behaviour

What is marketing?



human 
behaviour

What have the following 
got in common?

• Racism
• Binge drinking
• Speeding
• Democracy
• Crime
• Climate change
• Teen pregnancy



Basic Principles

A means of influencing human 
behaviour

What is social marketing?

A means of influencing 
human behaviour

What is marketing?

We can sell brotherhood like soap (Wiebe,1951)
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Theory

1. Change takes time (Stages of 
Change)

2. Social context matters (Social 
Cognitive Theory / Social Norms)

3. Quid pro quo: voluntary 
behaviour (Exchange Theory)



so

Empirical and theoretical 
support for sustained, multi-
stakeholder social marketing
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Situation Analysis

Define your problem, its 
causes, potential solutions

(Strengths, Weaknesses;
Opportunities and Threats)



Situation Analysis

Market Segmentation 
and Targeting

whose behaviour 
has to change?

(consumers
stakeholders)



Situation Analysis

Market Segmentation 
and Targeting

Set Objectives

realistic and 
measurable
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- Promotion (message)



Situation Analysis

Market Segmentation 
and Targeting

Set Objectives

Formulation of Strategy

- Product (what)
- Price (how much)
- Place (where)
- Promotion (message)

“the marketing mix is a 
multi-faceted & flexible 
means of responding to 

client needs”:
Appealing 
Affordable
Available
Appreciated



every step is research dependent

research is your map and compass

An essential navigational tool



Social Marketing Planning

Situation Analysis

Market Segmentation 
and Targeting

Set Objectives

Formulation of Strategy

- Product (what)
- Price (how much)
- Place (where)
- Promotion (message)
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every step is research dependent

research is your map and compass

An essential navigational tool

social marketing planning makes sure 
you use it
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Conclusion

1. Commercial marketing can influence 
eating, smoking & drinking behaviour

• smoking (Cochrane Collab, 2004)

• their drinking (JPHP 2005)

• their diet  (WHO, 2006)
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Conclusion

1. Commercial marketing can influence 
eating, smoking and drinking behaviour

2. It takes time, resources and dedication

3. Social marketing can also succeed, but it 
needs to be equally strategic, 
multifaceted and broadly conceived 



social marketing is not a magic bullet, 
but it if carefully deployed it could 

offer a way forward



This paper was produced for a meeting organized by Health & Consumer Protection DG and represents the views of its author on the
subject. These views have not been adopted or in any way approved by the Commission and should not be relied upon as a statement of 
the Commission's or Health & Consumer Protection DG's views. The European Commission does not guarantee the accuracy of the data
included in this paper, nor does it accept responsibility for any use made thereof.


