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‘From magic bullet to comprehensive
and sustained citizen centric solutions’
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Decide which shape
best represents
how you operate at work?






Jeff.french@strategic-social-
marketing.org

Twitter:

Twitter.com/jefffrenchSSM or
@jefffrenchSSM

Linkedin:

http://uk.linkedin.com/pub/professor-
jeff-french/14/998/582

Academia.edu:
http://vpweb.academia.edu/JeffFrench



Social Marketing principles can help
develop and deliver more efficient
and effective programmes aimed at

increasing walking.




* The need for more value creation and co-production to
promote social good

* What Social Marketing is and how it can contribute

Part Two (15 mins)

* Three opportunities / challenges
1. Beyond the usual suspects building a big coalition
2. From transaction to co-production of new social norms
3. Proactive learning







mode of transport, a decrease from 24% in 2016

* Use of public transport has shown significant decline in
Scotland with 420 million bus journeys in 2012/13
reducing to 380 million in 2017/18

*In 2016, 64% of adults met the Chief Medical Officers’
guidelines for moderate or vigorous physical activity




FIGURE 10 — Net change in participation in walking in last 5 years by demographic
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QO003. Compared fo 5 years ago, has the frequency thal you walk increased, decrease or stayed the same? {All respondents
N=1,001)



* A body of research exists problematising
individualist behavioural approaches

* Focusing only on changing individual
behaviour will have limited impact

* Effective interventions need to go beyond
‘individual behaviour change’ to address
SyStemS inﬂ uences (Maller and Strengers, 2015; Spotswood, 2016).

Shove E., Pantzar, M., Watson, M. (2012), The Dynamics of Social Practice: Everyday Life and How it Changes, Sage: London.




* Understanding
* Attitude change
* Priming

* Trust building

* Agenda setting
* Social Norms
* Desire

* Emotion and physical association









S.P.L.ATE.R.S.

Some Posters
Leaflets, App’s, TV,

Education, Radio &
Social Media
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STRATEGIC
SOCIAL MARKETING










Trusted to tell
the truth?






you want it




| do not believe you
| do not trust you
Listen to me

| am in control now

Help me solve the problems




Citizen
DESIGN Expertise
Expertise






What Works?
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Recommended
February 2001

Individually-Adapted Health Behawvior Change Programs

- . - - - Recommended
Social Support Interventions in Community Settings Februa 2001

Insufficient Evidence
February 2001

: " Recommended
Enhanced School-Based Physical Education

College-Based Physical Education and Health Education

Family-Based Social Support

February 2001

Classroom-Based Health Education to Reduce TV Viewing and Insufficient Evidence
Video Game Playing October 2000

Campaigns and Informational Approaches

) ) : Recommended
Lommunity-viide L.ampaigns
Community-Wide Campaigns February 2001

Insufficient Evidence

Stand-Alone Mass Media Campaigns March 2010

Classroom-Based Health Education Focused on Providing Insufficient Evidence
Information October 2000

Environmental and Policy Approaches

Recommended

Community-Scale Urban Design and land Use Policies June 2004

Creation of or Enhanced Access to Places for Physical Activity Recommended
Combined with Informational Qutreach Activities May 2001

Recommended

Street-Scale Urban Design and Land Use Policies June 2004

Insufficient Evidence
ebruary 200

Point-of-Decision Prompts to Encourage Use of Stairs Recommended
June 2005

Transportation and Travel Policies and Practices




. Informed by Evidence
2. Informed by citizen Insight

3. Informed by Science

4. Clear objectives

5. Embedded learning systems

6. Stakeholders involved

7. Strategic focus and congruent tactics



Some
Examples



Differences in the design of neighbourhoods
contribute to health disparities, limited access to

parks or safe recreation.

Placemaking can address health disparities and
other positive community outcomes such as
increased social capital, civic engagement,
economic development, and improved safety and

crime reduction.




Incentives such as free
bus travel, subsidised
cycle journeys and bikes



|

AR MAWNOR




Community Wide Programmes



programme

Switzerland

Social support interventions in

communitl settinis



How do we deliver it?






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

Jeff French (Jeff.French@strategic-social-marketing.org) and
Doug Evans (wdevans@email.gwu.edu)




“Marketing is the activity, set of institutions,
and processes for creating, communicating,
delivering, and exchanging offerings that have

value for customers, clients, partners, and
society at large”

/\ NV

AMERICAN MARKETIN
ATIO




but what the people value

* Different groups will believe and act in different
ways, we need segmented interventions

*The need for data, theory and insight about what
is valued and what is not




*Free / low cost

*Easy

*Good for you

*Good for society

* Good for the environment
*Good for the economy



e Difficult

* Hard

 Uncomfortable

* Not for people like me
* Socially challenging
*No time

*Boring

e Unsafe



Research
has
identified 30
elements of

vaiue you deiliver tne

bigger the response

Emotional factors often
have a bigger impact
than functional factors

http://www.bain.com/infographics/EOV-B2C/

2018.




It’s about the
Intangible as well
as the tangible
value that you get




through relationships:

1. More profitable / effective

2. More satisfying for
companies & customers



FIGURE 13 — What would encourage increased walking participation

Having someone to walk with

Feeling safer when walking at night ||| GGG 0
g g at nig 28% 21% 359%
Having better paths in my local area ||| GGG 272

25% 29%
More public toilets N 5%
o, o,
Having better lighting on paths in my local _ 239 22% 29%
(v
area
Having shops and facilities closer to where _ 20% 19% 27%
| live o
) . 18% 21%
More seating along paths in my local area |||} @BEEEEE 19%
Having more information about places I 15 17% 19%
where | could walk o
Having less traffic in my local area ||| N 17 % 17% 18%
Having more _safe places to cross the road _ 16% 12% 20%
in my local area
Having more 5|gnp§:‘ggd paths in my local _ 14% 13% 16%
Limiting vehicle speeds to 20 mph in m

None of the above/ don't know || N 239 259% 20%

Q013. Which of the following, if any, would encourage you fto walk more often? (All respondents N=1,001)




Building relationships
and adding value



Bk

Bologna. Mobilita sostenibile

https://exploring-and-observing-cities.org/2018/10/24/bicycling-and-free-beer-in-bologna-a-winning-combo/







*Selecting
* Developing
* Applying
* Evaluating

Programmes focused
on influencing social
behaviour

European Centre for Disease Control (ECDC) Technical Guide to Social Marketing (2014). French J, Apfel
F. http://ecdc.europa.eu/en/publications/Publications/social-marketing-guide-public-health.pdf




Participatory social
transformation

not just

Individual behaviour
change



in, how to pursue it and with which partners



Strategy I\|naf rketi n(?
nrorme

Not just

tactics and
operational
delivery




Explicit Social
Goals and
Objectives



*Cut CO2 emissions
*Improve health

*Improve air quality

*Build community capacity.






Citizen Orientation
and Focus






*32% decline in the number of sedentary 9 — 10 year olds
eGirls demonstrated a 37% decline in sedentary activity
eLower middle households, 25% more physical activity
*38% decline in sedentary children from low-income homes




* What they value:
*Social interaction

eAction based fun
*Creativity



oncep

Competition / Barrier
and Asset
Analysis & Action



We need more holistic ways of understanding
challenges and new systems for crafting solutions




Competition keeps evolving



d Strat
. Who are they?
. What are they doing?
. How effective are they?
. What are their strengths?
. What are their weaknesses?
. How can we reduce their

influence?

OO U1 A WIN =



A

a federative approach

National initiatives

The city is at the heart
of the initiative




Concept 4

Theory, Insight, Data &
Evidence Informed
Segmented Strategy



Tesanaingy

Intention



Not hard to reach but easy to miss



Continuous
Data
Tracking



FIGURE 5 — Walking in the last month amongst all adults and by key

demographics
63% 61%

B ==

To local shops For leisure or To visit family or Dog walking To work Walked children
or services exercise friends to school

64% 64% 57% 40% 32% 9%

60% 58% 42% 32% 29% 24%

65% 64% 37% 30% 19% 7%
65+ 61% 57% 29% 23% 3% 5%
Working 62% 64% 41% 33% 32% 14%
Not working 64% 7% 37% 27% 4% 10%
Children 63% 60% 45% 39% 26% 38%
No children 63% 61% 38% 28% 19% 4%
Rural 52% 66% 32% 32% 13% 10%
Urban 67% 61% 41% 29% 22% 12%

QO03? Which of the following, if any, have you done in the last month, where walking was the main part of the journey? (Respondents who ever walk N=970)




Demographic
male
born 1948
British

2"d marriage
affluent |

well known
family




Geographic

‘\Who?

Where?

SEXUdIILy Generation LUCTIIDILY — ulivall tuiai
Income Nationality Home type
Occupation Home ownership
Climate
Psychographic
hav oural

OccaS|ons regu ar, social)
Bene1

‘What?

Readiness stage
k Attitude towards product

Social Class

Why?

Attitudes

Personality j




and increasing participation for
these reasons — especially
health. Walk in many places
including town, countryside and
coast.

Would like to be able to walk
more and supportive of
improvements which make it
easier and safer.

Found across a range of
demographics but more likely
than norm to be under 65, fairly
affluent, older families living in
urban areas.

S— -
shopping and dog walking. Most

often on roadside pavements
and to public transport. Not
particularly positive towards the
health, & environmental benefits
of walking but most aware of
communications.

Would like to be able to more
easily walk to the local places
they need to reach.

Often younger (GenZ or
Millennials), pre family or with

young kids, living in urban areas.

especially for health benefits. A
larger than norm share have not
changed participation in last 5
years.

Would like to be able to walk to
local shops and services. Would
like someone to walk with, better
signage and to feel safer.

Found across a range of
demographics but have the
highest level of car ownership of
all the segments

potential benefits of walking.

Nothing would encourage many
in this group to walk more while
many would like to see more
convenient car access to retail
parks. Half decreased walking in
last 6 years. Unlikely to have
seen communications.

More likely to be found amongst
older (55+, baby boomer) age
groups and lower socio
economic groups and IMD,

UILE U DY d
related issues. Attitudes to
walking suggest a lack of
interest/relevance.

Some might walk to a local shop
for necessities but they would
prefer to be able to drive in town.
Limited use of public transport.
The least likely to have changed
walking frequency in last 5 years
and unlikely to have seen any
communications.

Largely older, retired people.




Value Proposition
Delivery
via an Intervention Mix



INto

Short term policy, systems and

COSTS behaviour




* Environmentally-friendly fitness.

* The hashtag #plogging on Instagram delivers great examples of how plogging
communities have emerged around the world, including the UK.




Paris Parking fines March 2018

* People paying to park up from 7% to 17%

* New incentivised private company warden scheme
with electronic scanners

* Fine up from 17€ to 100 €




needs are empowered to find solutions which will
improve their health and wellbeing e.g.:

Exercise, art and mind workshops, financial
advice, music lessons, dance, singing, walking.

Impact ROI £1:10
28% fall in GP visits

24% drop in attendance
at A&E.



Don’t!

Reducing value
destruction



Control

Inform

Design

Educate

Support

olice egulate Legislate
Treat Screen Incentives Dis-incentivise,

Communicate Advise Highlight Signal
Make aware Remind  Trigger

Physical environment Systems, Policy, Service
Technology Products

Engage Motivate Inspire Critical consciousness
Mobilise Build skills (analytical & practical)leach

Assist Provide service Care Support
Advice Advocate Nurture




hitting a walking PHTENETC
target walking target

Hug Smack

Incentive Disincentive
Nudge | Shove
e.g.. yi\ default walk Automatic / Unconscious e'g": Hyp0thecated
to school scheme Passive Environmental tax

Decision on car fuel




Driven by:
Theory, science, evidence,
data, insight, and ethical
considerations

Delivered through:

I Systematic and Systemic
| planning




OCial media

Apps

Geo-location
Predictive profiling
Big-data:

Will solve all our
problems.



Creation:

Chinese “Step
simulator cradle



steps?

The origins of the 10,000-steps
recommendation aren't exactly
scientific.

Pedometers sold in Japan in the
1960s were marketed under the
name “Manpo-kei,"” which
translates to "10,000 steps
meter



Critical thinking,
reflexivity and

ethical practice



*Individual

* Microsystem level

* Mesosystem level

* Exosystem level

* Macrosystem level

* Chronosystem levels




Underpinned by:
Systemic analysis
and systematic
planning



Summary Part 1






Understand What People Value
and use this to

Create Value






The Six Social Marketing Design Principles
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Three
challenges



1. Beyond the usual suspects, building a
bigger coalition

2. Co-production of social norms

3. Proactive sharing of learning and
development



1. Beyond the usual suspects:
building strategic coalitions



* Companies must take the lead in
bringing business and society back
together.

* This new model is not about charity,
but rather self-interested behavior to
create economic value by creating
social value.







PRU HEALTH 0800 012 1328

It pays to be healthy

Home » Reduce premiums with Witality » vour chaoice of gyms
Horme

Choose your cover Your choice of gyms - find your local gym

Why choose PruHealth

To locate PruHealth partner gymes in your area, enter your details below,
Cost examples

Quote & apply

about health insurance Enter your postcode I IWithin'I mie =] Select gym |2l gms |

Reduce premiums with
Witality

How does it work?
Vitality partner savings
Vitality partners
Your choice of gyms
Vitality activities and paints
Status

our choice of hospitals

Win/win solution where people are encouraged to exercise more by: - FREE / discounted gym
membership - Lower insurance premiums the more they exercise



. First campaign focused on just removing ties
. Use digital media and social networking (My
cool biz)

. Celebrate success ( Awards)

. Work with fashion industry

. In 2011 Super cool Biz is launched Wear
anything e.g.: flip flops T shirts.

. Work with trendy companies to model the
approach




Public sector

Private

Public Sector
Sector

NGO/
Foundations Private sector
Third Sector

NOW FUTURE




+

Physical Health
+

Environmental Impact
+

Economic Value



1.

http://www.oecd.org/gov/innovative-government/embracing-innovation-in-government.pdf

Harnessing the power of citizens’ ideas and the
people behind them

Building open, transparent and trust-based
relationships with citizens

Enable connections and coordinated action across
and beyond government

Systemic use of data and evidence to inform
programme delivery and evaluation




2 Co-production of new
social norms



Social relationships and support
have a strong and persistent
influence on behaviour

Mark Earls

We are biologically and socially
disposed to copy behaviour of
those around us




over time

Even long held and deeply rooted attitudes and
behaviours change

Its not a smooth continuous positive change
Change is often not evenly distributed

Often it’s intergenerational




*Co- design
Co-delivery

Social media marketing
*Viral marketing
‘Permission Marketing
‘Prosumers
‘Relationship Marketing
Joint value creation
*Etc:



Experience is overtaking product and price as the most important
factor in influencing behaviour




Tell Sell & Control

Relationships

Co-production



3. Proactive sharing of
learning and development



on instinct, or special
interests, when deciding
how to invest taxes (Our
money)

Billy Beane, general manager of the Oakland A’s,
transformed baseball by ignoring the scouts and using
data

5 K L 1§










1. Beyond the usual suspects, building a big
coalition

2. Co-production of social norms

3. Proactive sharing of learning and
development



easy but we
can do it



Jeff.french@strategic-social-marketing.org



