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Social Marketing

 Definition

 Social marketing is a process that applies marketing 
principles and techniques to create, communicate, and 
deliver value in order to influence target audience 
behaviors that benefit society as well as the target 
audience.6

 Essential Features for social Marketing:

 It is a distinct discipline within the field of marketing

 It is for the good of society as well as the target audience

 It relies on the principles and techniques developed by 
commercial marketing, especially the marketing mix strategies, 
conventionally called the 4Ps
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Social Marketing

 Applications:

 Social marketing principles and techniques can be used to 
benefit society in general and target audience in several 
ways

 There are four major areas that social marketing efforts 
have focussed on over the years:

 Health Promotion

 Injury Prevention

 Environmental Protection

 Community Mobilisation
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Social Marketing

Health promotion-related behavioural issues:

 These include: 

 tobacco use, heavy/binge drinking, obesity, teen pregnancy, 
HIV/AIDS, fruit and vegetable intake, high cholesterol, 
breastfeeding, cancers, birth defects, immunizations, oral 
health, diabetes, blood pressure, and eating disorders

 Injury prevention-related behavioural issues:

 Includes:

 Drinking and driving, seatbelts, head injuries, proper safety 
restraints for children in cars, suicide, drowning, domestic 
violence, fires, school violence, injuries or deaths to senior 
citizens caused by falls, and household poisons
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Social Marketing

 Environmental protection-related behavioural issues

 Includes

 Waste reduction, wildlife habitat protection, forest destruction, 
toxic fertilizers and pesticides, water conservation, air pollution 
from automobiles and other sources, composting garbage, 
unintentional fires, energy conservation, 

 Community mobilization-related behavioural issues

 Includes:

 Organ donation, blood donation, voting, literacy, identity theft 
and animal adoption
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Developing a Social Marketing Campaign

 Divided into 10 steps

1. Define the problem, Purpose, and Focus

 Marketing campaign for public health needs a  clearly defined public 
health problem

 The problem may be a severe epidemic, an evolving issue or a justifiable social need 
– like increase in teen age smoking

 Adequate background information is provided at this stage to put the public health 
problem in perspective

 After defining the problem, a purpose statement is needed clarify  what 
impact and benefits it would generate when successful

 A focus is determined to narrow down  the scope of the social marketing 
campaign for best utilization of resources available, maximising the 
campaign impact and ensure the campaign feasibility
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Developing a Social Marketing Campaign

 Step 2: Conduct a situation analysis

 A SWOT is conducted at this stage

 A literature review is also conducted at this stage

 Current and previous campaigns with similar focus, their success or failures 
and effects achieved can be studied in the literature review

 Step 3: Select Target Audience

 Target audience is quite like bulls eye

 It is selected through segmentation

 Preferably, social marketing focus on one primary audience

 An estimated size, and informative description is needed at this stage

 The description should be such that this population can be identified easily
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Developing a Social Marketing Campaign

 Step 4: Set Marketing Objectives and Goals

 The campaign needs a clearly defined marketing objectives 
and goals

 The objectives always include a behavioural objective which 
needs change

 A knowledge objective also needs to be included

 These are facts which the target audience need to be aware of

 A belief objective also to be included in the campaign

 This relates to the things which the target audience need to believe 
in order to change mind

 These objectives should preferably be SMART
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Developing a Social Marketing Campaign

 Step 5: Identify Factors Influencing Behavior Adoption

 Before positioning the social marketing campaign, one needs to consider:

 What the target audience is doing or prefers to do

 What is affecting behaviors and preferences

 Specifically, barriers, benefits, competitors, and the influencers need to be 
identified at this step

 Barriers refer to reasons – real or perceived – the target audience may 
not want the behaviour to be promoted, or

 May not think it can be adopted

 Benefits are the “gains” that the target audience could see through 
adopting targeted behaviour

 Competition refers to any related behaviors that the target audience is 
currently practising

 Influences include any “important others” who could have some bearing 
on the target audience, such as family members, social networks, the 
entertainment industry, and religious leaders



Developing a Social Marketing Campaign

 Step 6: Craft a positioning statement

 A positioning statement describes what the target audience is supposed to 
feel and think about the targeted behaviour and its related beliefs

 A positioning together with brand identity is inspired by the target 
audience and its barriers, competitors and influences

 It differentiates the targeted behaviour from alternative or preferred one

 Effective positioning will guide the development of marketing mix 
strategies

 It would ensure that the offer in a social marketing campaign will land 
and occupy a distinctive place in the minds of the target audience 
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Developing a Social Marketing Campaign

 Step 7: Develop marketing mix (4Ps) statement

 Social marketing uses the 4Ps of marketing mix to create 
communicate, and deliver values for their targeted 
behaviour

 In 4Ps, first the product strategy to be developed at the 
beginning and the promotion strategy at the end

 Promotion at the end will ensure that the target market becomes 
aware of the targeted product, its price and its accessibility

 The 4Ps should not be developed in isolation

 The synergy of the 4Ps makes a truly successful social marketing 
campaign possible
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Developing a Social Marketing Campaign

 Step 8: Outline a Plan for Monitoring and Evaluation

 A plan for this is necessary

 This is to be done before budget and implementation 
plans are made

 Goals developed for the campaign has to be referred to

 Monitoring is the measurement conducted sometime 
after the launch of a new campaign but before its 
completion

 This is needed if a midcourse correction is needed
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Developing a Social Marketing Campaign

 An evaluation refers to a measurement and a final 
report on what happened through the campaign

 Following questions need to be answered:

 Were the marketing goals reached?

 What components of the campaign can be linked with 
outcomes

 Was the program on time and within budget?

 What worked well and what did not?

 What should be done differently next time?
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Developing a Social Marketing Campaign

 Measures fall into three categories:

 Output measures for programme activities

 Outcome measures for target audience responses and changes in 
knowledge, beliefs, and behaviour

 Impact measures for contribution to the plan purposes

 For development of a monitoring and evaluation plan, five basic 
questions are asked:

 Why will this measurement be conducted?

 What inputs, processes, nd outcomes/impacts will be measured?

 What methods will be used for these measurement?

 When will these measurements be conducted?

 How much will these measurements cost?
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Developing a Social Marketing Campaign

 Step 9: Establish Budgets and Find Funding 
Sources

 Budget reflect the costs anticipated with 
marketing mix strategies

 Also should include costs of monitoring and 
evaluation

 In ideal objective-and-task budgeting these 
anticipated costs become a preliminary budget

 This is based on what is needed for achieving marketing 
goals

16



Developing a Social Marketing Campaign

 Step 10: Complete the pln for Campaign 
Implementation

 At this step, the social marketing plan is wrapped up

 The specifics to be included are:

 Who will do what

 With how much

 When it will be done

 The marketing plan is aimed at transforming marketing 
strategies into specific actions for participates in the 
action  
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Fundamental Ethical Principles

 The core ethical principles supporting patient care are:

 Respecting patient autonomy

 Supporting and facilitating self-determination in healthcare 
decision making

 Beneficence

 Upholding patients’ best interest and protecting from harm

 Non-maleficence

 No action to be taken that may cause harm to the patient

 Justice

 Treating every patient equally without any bias of economic status 
or cast etc
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Fundamental Ethical Principles

 Autonomy

 This principle is considered  most important in healthcare 
decision making

 Due importance is accorded to patients’ rights, self-
governance, and individual choice

 Autonomy to patients include determination of healthcare 
goals, power to determine what can be done and cannot 
be done on patients’ body

 Only when a patient is incapable of making decision on 
his own, the decision may be taken by another person 
closely related to the patient or by the doctor when none 
is available
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Fundamental Ethical Principles

 Importance is given  to patient’s desire and 
wishes, and personal values

 This is based after providing all related 
information to the patient to enable him/her an 
informed decision

 Patient’s decision should be entirely voluntary 
and without any direct or indirect coercion

 Patient has a right to dignity ,confidentiality and 
privacy
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Fundamental Ethical Principles

 Beneficence

 This principle is based on the healthcare providers’ 
obligation to provide best care as per the 
judgement of a competent healthcare provider

 Cost and benefits need to be balanced

 Benefits may include:

 Prolonging life, restoring function, relieving pain and 
suffering

 This principle is uppermost in the minds of the care 
givers while deciding on delivering healthcare
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Fundamental Ethical Principles

 Assessing patient’s good is not easy

 This is not only based on scientific ground but also on 
patient’s expectations, goals, and values

 This aspect is recognised more and more by the caregivers

 Traditionally doctors have been paternalistic in their 
behaviour to the patient

 Patient’s and doctors’ choice may differ

 Doctors’ increasingly are respecting patient’s choices after 
all pros and cons have been explained to the patient
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Fundamental Ethical Principles
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Fundamental Ethical Principles

 Non-maleficence

 The maxim of “First, do no harm” is the basis of this 
principle

 Purposely, no harm is inflicted upon patients

 But it is not easy to determine which procedure may 
cause harm, though the harm is not intended

 Medical processes always are not totally harmless

 At the time of choosing a treatment the consideration 
is that it  should always do more benefit to the 
patient than it has the potential to cause harm
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Fundamental Ethical Principles

 Justice

 Justice or equity defines what each person in the society is 
entitled to as a member of the society

 Justice has many forms:

 Distributive justice, punitive justice and compensatory justice

 This is based on the notion that similar cases should be 
dealt with in the same manner and dissimilar cases in 
dissimilar manner

 Patient should be treated without consideration of them

 Treatment should be based on clinical consideration and 
not on cast, religion, economic status
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Bio-Medical Ethics in Marketing of 

Hospital Services

 Originally American Medical Association (AMA) prohibited 
advertising by physicians for attracting patients

 Traditionally, physicians and medical societies did not 
support advertising by physicians

 Their views were that that advertising commercialised the 
practice of medicine 

 This practice  did not respect the dignity of the profession

 Physicians were expected to get referrals from other physicians 
and from satisfied patients

 This they were expected to achieve this by providing good 
care to their patients
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Bio-Medical Ethics in Marketing of 

Hospital Services

 In USA, the Federal Trade Commission (FTC) determined that 
the medical profession could advertise to attract patients

 The FTC held that prohibition of advertising by physicians 
imposed by the AMA’s code of ethics was an unlawful 
restraint of competition

 As per FTC, all businesses and professionals have the right to 
inform the public about their services

 This should be based on truthful advertising

 In 1982, the US Supreme Court decided in favour of the FTC
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Bio-Medical Ethics in Marketing of 

Hospital Services

 As per FTC, all businesses and professionals 
have the right to inform the public about the 
services they provide

 Consumers also have the informed choices 
based on truthful advertisement

 The Ethical Committee of the American 
College of Obstetricians and Gynaecologist 
examined whether an advertisement or its 
method is ethical or not
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Bio-Medical Ethics in Marketing of 

Hospital Services

 The Ethical Committee made certain recommendations 
and conclusion as below:8

 It is ethical for physicians to market their practice

 Advertisements must be truthful and not deceptive or 
misleading

 Advertisements must not convey discriminatory attitudes

 Advertising that seeks to denigrate the competence of other 
individual professionals or group practices is always 
unethical

 All paid advertising must be identified as such
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Bio-Medical Ethics in Marketing of 

Hospital Services

 Physicians should consider both the intent and its 
effect on the public’s view of the profession

 A paid advertisement promoting the activities of a 
physician or practice must be clearly identified as 
advertising

 It is not ethical to compensate the communication 
media to compensate in any way for publicity in a 
news item

 Advertisers should be careful not to imply specialty 
training when such has not been undertaken
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Bio-Medical Ethics in Marketing of Hospital 

Services – Medical Council of India 

Regulations

 MCI in their Code of Ethics laid down the following guideline:

 Physicians can display only the authorised suffix to their names

 Advertising

 Soliciting of patients by physicians or organisation is unethical

 A physician shall not make use of him/her as subject of any form 
or manner of advertising as to invite attention to him or her

 Self aggrandisement in advertisement  is unethical

 Shall not render his/her name to be used for endorsing any 
product
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MCI – Ethics Regulation

 A medical practitioner is permitted to make a formal 
announcement in press regarding the following:

 On starting practice

 On change of type of practice

 On changing address

 On temporary absence from duty

 On resumption of another practice

 On succeeding to another practice

 Public declaration of changes
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MCI – Ethics Regulation

 Unethical acts also include:

 Printing of self photograph or any such material of 
publicity in the letter head or on sign board of the 
consulting room are regarded as self advertisement and 
unethical conduct

 Publication in lay press

 A physician should not contribute to lay press articles 
and give interviews regarding diseases and treatment

 This may have the effect of advertising himself of soliciting 
practice
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MCI – Ethics Regulation

 An institution run by a physician may be advertised in 
lay press

 These advertisement should contain only name of the 
institution, type of patients admitted, type of training and 
other facilities offered and the fees

 It is improper to use a large sign board

 On the sign board only his/her name, university 
qualification, name of specialty, registration number

 It is improper to affix a sign-board on a chemists shop or in 
places where he/she does not reside or work

 A physician shall not use touts to procure patients
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