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Disclaimer

U.S. Environmental Protection Agency (U.S. EPA) solicited from compliance assistance providers presentations
aimed at sharing expertise, building skills and networking. The following presentation is intended as a resource for
providing assistance regarding compliance with environmental regulations. U.S. EPA neither endorses nor
assumes responsibility for the accuracy and completeness of non-EPA materials contained herein. EPA does not
necessarily endorse the policies or views of the presenters, and does not endorse the purchase or sale of any
commercial services or products mentioned in this presentation.
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President Bush visits a kindergarten class in Knoxuville,
Tennessee;

McDonald’s offers a free toy with the purchase of a hamburger;

Your secretary asks for a raise;

Inova Fairfax Hospital sends out a press release announcing the
availability of a new state-of-the-art brain scanner;

Your daughter asks to have her nose pierced, saying “just
everyone is doing it!”
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What is marketing?

s the
development of
programs designed
to influence the
voluntary behavior
of target audiences.




President Bush visiting a classroom

McDonald’s offering a free toy;

Your secretary asking for a raise;

Inova Fairfax Medical Hospital sends out a press release;

Your daughter asks to have her nose pierced.
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What Is

s the
design of programs
(using commercial marketing
concepts and tools) to
influence the voluntary
behavior of target
audiences to achieve

objectives




m \Whenever you have
a. A target audience

b. A -- set of behaviors -- you need
to influence to achieve your goals

Answer your father(sug&ﬂl‘é lk

back to your mother.

G achidachancs, CALL 800-520-CHILD hilen's Buseou




Who does social marketing?




m United States
m Canada
m Scotland

m New Zealand/
Australia

m South Africa
m Bangladesh
m Ghana

m Many others




Other signs of maturity:

m Textbooks
m Ajournal

m “Social Marketing”
executives

m /th annual
m Listserver with 850+

subscribers

m Regular workshops
HEEEN
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Oiten negative
demana

Sensitive issues

Invisible benefits

Benefits to 3rd
parties




PUBlIC SCrunY.
Vitltiple publics
Limited budgets

IHUge expectations
Strategy restrictions
Culture conflict




Behavioer ol target

audiences Is the
pottom line
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The requirements for good
social marketing:

Social marketing

The proper An effective Useful concepts
Mindset process and tools




Trig wrorg roircset

ProdUcl/Service
orientation

Selling orientation
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Detecting organization-
centered communications

m Your
recommendations

dre seen as

inherently good

m If you are not
successful, it’s the
audience’s fault
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e PIOCESS:

Marketer

Impl

ement

Customer
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Precontemplation

Contemplation
Preparation/Action
Maintenance
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Behavior drivers:

m Perceived positive
consequences

m Perceived negative
consequences

m Perceived wishes of
others

m Percelved
behavioral control




Behavior Drivers:

enefits
osts
thers Benefits

elf-efficacy et
ustomer

Others Self-efficacy




The Social Marketer's
Challenee

IAcrease PERETits
RedUce Costs
Bring social
pressure to bear

Increase self-
efficacy




Tallor interventions to stages:

[]
B Awareness
m Value change

O
/ m Promote benefits
O
I m Reduce costs -

m Bring social pressure =

m Teach skills :




Tallor interventions to stages:

]
m Don'tlet up
B Remember the

competition
m Make it easy
/ m Maintenance
I m Help fight cognitive

dissonance

m Reward, reward,
reward




Ifhe behaviors you
want always have




Upstreal

or
downstream?

Do}wnstream




Copslelar

INOnprofits
Government agencies

Commercial
organizations
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m Use your archives

m Hold structured
conversations

m Conduct:

m Focus groups
m Low cost sampling

m Piggyback
m Cooperate

m Head for the ivory
tower




Make sure the research Is
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Demoegraphics

Perceptions and
attitudes

Stages




Wriy sedrriernty

Improve efficiency

Improve
effectiveness




Social marketing ’

applies to any.
Situation where you

have a behavior you
want to influence ‘




Behavior Is the ’

pottom line

Keep checking with
your customers ‘

they are the key




You alwaysihave ’

Viake the behavior:
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