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SOCIAL MARKETING FOR HEALTH AND WELL-BEING 
 

DR. SHAUKATH AZIM* 
 

*Professor, Dept. of Sociology, Karnatak Univeristy, Dharwad, India 
 
ABSTRACT 
 

Social marketing concept is a relatively new concept in social science 

literature. Even though the father of social marketing is a Marketing expert, its 

popularity gained in recent times and incorporated into the sociology curriculum in 

most of the universities in India and the world. Social marketing concept was 

introduced by Marketing Guru Philip Kotler and Gerald Zaltman in the year 1971. For 

the first time they wrote an article entitled “Social Marketing: An Approach for 

Planned Social Change’ which published in ‘Journal of Marketing’.  Since then this 

concept has been extensively used to promote healthy behaviour among the people. It 

focuses on influencing behaviours that will improve health, prevent injuries, protect 

the environment and contribute to communities. It is now realized that promotion of 

healthy activities depends on health education, lifestyle modification, behaviour 

change, environment modification. Particularly in 21st century there has been a shift 

in focus of health care experts toward the role of positive aspects of social marketing 

in diseases prevention. Through social marketing one can focus on the impact of 

individual actions such as unsafe sex, smoking, or failure to get one’s child 

immunized. Through this paper an effort will be made to highlight the relevance of 

the concept of social marketing in bringing healthy behaviours among all categories 

of human beings irrespective of age and gender. Because medicine and medical 

experts alone cannot control the diseases and ill-health prevalent in our country 

People have to modify their current behaviour pattern to maintain and sustain the 

health and well being. Role of social marketers (sociologists)  is most important in 

convincing and highlighting the behaviour modification which will bring overall- 

health among general public.  In this background this paper has been prepared. It is 

based on secondary sources only.  

SOCIAL MARKETING FOR HEALTH AND WELL BEING 
 

Health is one of the vital aspects of every living organism on this earth. While 

birds and animals have their own means of safeguarding health, human beings have 

created heaps of method to protect and sustain their health status. In fact maintenance 
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of sound health status of has become the major challenge not only to government but 

every individual in the 21st century in the world. It is heartrending to note that we are 

living in the age of environmental catastrophe, population explosion, socio-cultural 

conflicts, and tensions.  Most of the developments have been instrumental in inviting 

a number of social evils and unhealthy consequences. They are causing unintended 

effects on the health and well-being. Business and profit oriented food and cosmetic 

products causing serious damage not only to the health but also the social fabric of 

our society. Advertisements in all sorts of media are attracting people to become 

consumers and customers rather than human beings. Therefore one should keep in 

mind ‘whatever we plan is for the society, whatever we produce is for the society, 

whatsoever we market is for the society’. Therefore llifestyle modification has gained 

impetus for averting non-communicable diseases. Predominantly in modern and post-

modern society there has been a shift in focus of health care professionals toward the 

role of positive aspects of individual personality in maintain and sustaining stable 

health. They are realizing the need of socio-economic and environmental factors in 

preserving  the overall health of society. In fact they have become most important 

than medicine and hospital. Therefore there is an urgent need for the behaviour 

modification for the prevention of ill health, disability or premature death.   

It is in this background of late social issues are gaining more and more importance in 

the national and multi-national corporations. Now their marketing decisions begin to 

concentrate three elements e.g. Profit generation, customer satisfaction and social 

orientation. Profit generation used to be the goal of industries. However in recent 

times these industries are giving importance to social interests. Social marketing one 

such issue gained prominence in modern times used especially to influence human behaviour. 

 

THE CONCEPT OF SOCIAL MARKETING:  
 

Social Marketing began as a formal discipline in 1971. The first article about 

social marketing published in the Journal of Marketing entitled “Social Marketing: An 

approach to Planned Social Change”. This article was written by marketing experts 

Philip Kotler and Gerald Zaltman in1971 published in the Journal of Marketing.  

Social marketing focuses on influencing behaviours that will improve health, 

prevent injuries, protect the environment and contribute to communities. According to 

Philip Kotler and Gerald Zaltman(1971:5) “Social marketing is the design, 
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implementation and control of programmes calculated to influence the acceptability of 

social ideas and involving considerations of product planning, pricing, 

communication, distribution and marketing research” 

Philip Kotler and Nancy Lee (2008) have defined ‘social marketing as a process that 

applies marketing principles and techniques to create, communicate and deliver value 

in order to influence target audience behaviours that benefit society as well as the 

target audience’. 

Alan Andreasen(1995) viewed “Social marketing is the application of commercial 

marketing technologies to the analysis, planning, execution and evaluation of 

programms designed to influence the voluntary behaviour of target audiences in order 

to improve their personal welfare and that of their society” 

The National Social Marketing Centre, U. K.(2006) defined “social marketing is the 

systematic application of marketing principles to achieve specific behaviour goals, for 

a social good’  

BASIC CHARACTERISTICS OF SOCIAL MARKETING 

According to Philip Kotler and Nancy Lee (2006) some of the salient features of 

social marketing are  

1. Social Marketing focuses on Behaviour:  

Similar to commercial sector professionals, who sell goods and services, social 

marketers are selling behaviours. Change agents usually want to influence 

target markets to do one of the following things: 

a) Accept a new behavior (e.g composting food waste) 

b) Reject a potentially undesirable behavior (e.g. starting smoking) 

c) Modify a current behavior (e.g. increasing physical activity from 3 to 5 days of 

the week) 

d) Abandon an undesirable behaviour (e.g talking on a cell phone while 

driving).These can be achieved through proper education and effort should be 

made to alter existing beliefs, attitudes, or feelings. Then only social marketers 

can influence people to ‘buy’ behaviour. For e.g a specific behaviour among 

the youngsters of chewing gutka. Social marketer should influence and 

convince youngsters the negative effects of chewing gutka like mouth ulcer, 

oral cancer etc . Social marketers in the end measure success if the youngsters 

abstain from chewing.  
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2. The Behaviour Change is Voluntary: 

 The most challenging aspect of social marketing is that it relies heavily on “ 

rewarding good behaviours” rather than “punishing bad ones” through legal, 

economic or coercive forms of influence. Social marketers cannot promise a direct 

benefit or immediate payback in return for adopting the proposed behaviour change. 

For example, the task of increasing voter turnout-especially among youth 

3. Social Marketing use traditional marketing principles and techniques: 

 Customer orientation is an important aspect of marketing. The marketing 

process begins with marketing research to understand market segments and each 

segment’s potential needs, wants, beliefs, problems, concerns and related behaviour. 

Marketers then select markets where they can best affect and satisfy. They establish 

clear objectives and goals. Then product is positioned to appeal to the desires of the 

target market. 

4. Social marketers select and influence a target market:  

Marketers know that the market place is a rich combination of diverse 

populations. They have distinct set of wants and needs. They know that what appeals 

to one individual may not appeal to another. Therefore they divide the market into 

similar groups (market segments), measure the relative potential of each segment to 

meet organizational and marketing objectives. They chose one or more segments 

(target markets) for concentrating their efforts and resources. For each target a distinct 

mix of ‘P’s (product, price, place and promotion) is developed. Each designed 

uniquely to appeal the targeted segment.  

Social Marketing benefits primarily society: 

 In commercial sector marketing the primary beneficiary is corporate or 

MNC’s. But the primary beneficiary of the social marketing program is society. It 

aims at bringing social change. Accept of correct behaviour benefits each and every 

individual.  

Thus Social Marketing attempts to bring about changes in … 

 People ….      Individuals; groups; populations; …. 

 Products …   ‘sin’ products; unhealthy products; healthy  products; … 

 Places …        settings: recreational, work, school, residential,  

                                    Institutions; physical environment; … 

 Public institutions … law; education; employment; health … 
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Distinction between Social Marketing vs. Commercial Sector Marketing 

It is quite obvious that a regular reader might be confused with social 

marketing is like the existing market system. But there are differences between the 

two. Even though social marketers use same techniques of commercial sector 

marketers, there are visible differences between social and commercial marketing. 

Some of them are (Kotler & Lee, 2006) 

 1. One of the major distinguishing factors lies in the type of product sold. In 

the case of commercial sector marketing, the marketing process revolves primarily 

around selling goods and services. 

 2. In the case of social marketing, the marketing process is used to sell a 

desired behaviour (i.e eating low fat foods) or idea(i.e eat five fruits(non-chemical) 

and vegetables for better health) 

 3. In commercial sector, the primary aim is financial gain; in social marketing 

primary aim is societal gain.  

 4. Social marketers strive to change the unhealthy behaviours of a large 

percentage of the target audience; commercial marketers are usually concerned with 

small increases in market share. 

 5. It may take months or years for health benefits offered in social marketing 

campaigning to result; in commercial marketers product marketers offer benefits that  

are realized soon or immediately after the purchase of the product. 

 6. Social marketers must strive for information and avoid over selling the 

benefits of recommended changes; but with product marketing, over selling and with 

some deception, consumers are compelled to accept. 

 7. Social marketers must usually attempt to achieve their goals with small 

budgets; commercial marketers attempt to achieve their goal with big budgets.  

8. Social marketing is more difficult than commercial marketing. The 

challenges of social marketing are to influence people to do any of the following: 

• Give up an addictive behaviour(stop smoking) 

• Change comfortable lifestyle(reduce thermostats) 

• Resist peer pressure(Be sexually abstinent) 

• Establish new habits(exercise 5 days a week, wash  hands, currency notes, key 

boards,  use plastic gloves,) 

• Reduce the use of cell phone(use land phone) 
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• Ride safely(use helmets) 

• Learn a new skill(compost food waste) 

• Remember something(take your bags to the grocery store and reuse them) 

• Drink more water(drink 4-5 liters of water) 

• Concern for a social issue(global warming, domestic violence)  

Similarities between Social and Commercial Marketing 

According to Philip Kotler (2005) similarities are: 

A customer orientation is important: The marketer knows that the offer (product, 

price, place) should appeal the target audience. It should solve their problem and 

satisfy their want or need. 

Exchange theory is fundamental: The target audience must perceive the benefits. 

They should either be equal or exceed perceived costs. 

Marketing research is used throughout the process: Only by researching and 

understanding the specific needs, desires, beliefs and attitudes of people, marketer can 

build effective strategies. 

Audiences are segmented: In both Social and Commercial Marketing audiences are 

sub-divided on the basis of socio-economic demographic variables. 

All 4 P’s are considered: The principle of marketing mix is used in both.  

Results are measured and used for Improvement: Feedback is valued and effort 

will be made on how to do better next time.  

PRINCIPLES OF SOCIAL MARKETING 

Social Marketing is the practice of utilizing the philosophy, tools, and practices of 

commercial marketing for health and/or social programmes. It encourages us to accept 

a new behaviour, reject a potential behaviour, modify a current behaviour and 

abandon an old behaviour. Success of marketing depends on the implementation of its 

principles. Some of the important principles of social marketing are:  

1. The principle of marketing mix or marketing framework 

Social marketing relies on commercial marketing’s conceptual framework to guide 

programme development and implementation. This framework places consumers at 

the centre of exchange process in which they act primarily out of self-interest. Social 

marketing identifies consumer wants and needs and then develops way to satisfy them. 

The marketing mix includes four components. They are known as four P’s-Product, 

price, place and promotion (McCarthy 1968)  
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Product: In business marketing, sellers study the needs and want of target buyers and 

attempt to design products and services that meet their desires. If well-designed and 

affordable, these products will be purchased. In social marketing, sellers (sociologists 

or social workers) also to have study the target audiences and design appropriate 

products. They must “package’ the social idea in a manner which target audiences 

find desirable and are willing to purchase.  

However product design is typically more challenging in the social   area than it is in 

the business area. For example the problem of marketing “safer driving’ the social 

objective is to create safer driving habits and attitudes in the population.                          

 The product may also be service such as pre-natal care or immunization 

(polio-drops) with the objective increasing people’s utilization of the services. A 

product may also be a commodity such as condom. 

Promotion: It is the communication strategy and tactics that will make the product 

familiar, acceptable and even desirable to the audience. Social marketing Relies on 

health communications to inform and educate consumers.(e.g. Indian family planning 

has poor promotional strategy) Birth control methods-only male domination etc.)  

Place: The third “P” in marketing framework is place. It is the location where services 

are provided, where tangible products are distributed (condom) or where consumers 

receive information about new products or behaviours(railways, bus-stop/highways)  

Price: Price is the amount of money charged for a product or service or the sum of the 

values that consumers exchange for the benefits of having or using the product or 

service. To make the exchange more attractive to consumers, social marketing seeks 

to lower costs and to maximise benefits.  

Four more Ps to the social marketing mix 

1. Publics  

To be most effective when planning and managing a social marketing 

campaign, one must take into account all of the people who can affect the success of 

the program. This includes the external publics—the target audience, groups that 

influence the target audience, policymakers, the media, and others outside the 

organization. Just as importantly, non-profit social marketers must involve their 

internal publics in the development and preparation for the program implementation. 

These are the people within  organization—everyone from  Board members and 

management staff who must approve  plans, down to the receptionist who answers the 
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phones and needs to know what to do when someone calls in response to the 

campaign. 

2. Partnership  

Many social marketing issues are so big that one organization cannot address 

them alone. Potential partners include organizations (other nonprofits, government 

agencies and businesses) that have one or more of the following attributes: similar 

goals, access to the target audience, credibility with the target audience, interest in 

sponsorship of program, or resources that fill gaps in  organization's capabilities. 

3. Policy  

Governmental or organizational policies can act as a catalyst for social change 

on a large scale. When policies are put into place that provides an environment of 

support for a particular behaviour, individuals are much more likely to sustain that 

behaviour change. For example, workplace non smoking policies make it easier for 

smokers to quit by ensuring that they do not see others lighting up around them and 

removing those social cues to smoking. 

4. Purse strings  

Unlike businesses, many non-profit organizations are not able to automatically 

set aside a certain percentage of their revenue for marketing activities. Social 

marketers must be creative and proactive in seeking funding for their campaigns from 

sources such as corporate partners, foundations, donations, and government agencies 

2. Consumer Orientation:  

  A central principle in the social marketing is a commitment to understand the 

consumer and to design products to satisfy consumers’ wants and needs. Those 

applying social marketing methods need to know about the people whose behaviour 

they want to change-their aspirations and values, their relevant beliefs and attitudes 

and their Social marketers believe that the behaviours being promoted should 

contribute to the consumers’ and society’s well being. Even though people have their 

own aspirations and desires or their own health practices, there is responsibility 

inherent in health promotion and education to design and deliver offerings that 

preserve and enhance social health.  Thus marketing techniques do not escape from 

this responsibility. Social marketers also look at the broader social and cultural factors 

that influence consumer behaviour. They must recognise that behavioural change is 

influence by a combination of environmental as well as personal and interpersonal 

factors.  
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3. Consumer Research: 

 A consumer orientation requires an examination of consumer perceptions of 

product benefits, product price, the competitions benefits and costs and other factors 

that influence consumer behaviour.  Marketing healthful behaviours relies on the 

social and behavioural sciences to guide formative research and subsequent program 

design. Programme planners use consumer research findings to identify the factors to 

address in promoting behaviour change of the people. Most of the research studies 

concluded that the mix of internal and external factors have the greatest impact on 

people’s health behaviour.  

4. Audience Segmentation: 

 Audience segmentation is the process of subdividing a market into distinct 

subsets of customers that behave in the same way or have similar needs. Commercial 

companies usually segment according to one or more key criteria: Geography, 

Demographics, Psychographics, and Behavioural characteristics   

PROCESSES OF SOCIAL MARKETING 

The social marketing approach differs greatly from public health programmes. 

These agencies have typically gone about developing programs or materials. In the 

past, health educators often focused on providing information to the general public 

about a particular topic. They expected that the people who needed it would realize 

they are at risk and change their behaviour as a result.  

In contrast, social marketers know that there is no such thing as "targeting" the 

general public. To be most effective, a program must precisely specify its target 

audience and use much customized methods to reach those people. In addition, social 

marketing does not rely solely upon educating people about an issue, but uses 

persuasive messages developed through research with members of the target 

audience. The participation of the people for whom the program is intended is critical. 

Five Stages of Social Marketing Process 

1) Planning;  

2) Message and materials development;  

3) Pretesting; 

4) Implementation; and  

5) Evaluation and feedback.  
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 However social marketing is not necessarily a clear series of linear steps but 

rather a process of feedback and adjustment that might require revisiting past stages to 

make changes based on new information. 

1. Planning 

The planning phase forms the foundation on which the rest of the process is built. 

To create an effective social marketing program, we must understand the problem that  

are to be addressed, the audiences that are targeted, and the environment in which the 

program will operate. Research is used to analyze these factors and to develop a 

workable strategy for effecting behavior change.  

2. The message and materials development  

This phase (Step 2) uses the information learned in the planning phase to design 

the messages to be conveyed as well as the materials that will carry the messages to 

the target audience.  

3. The pretesting  

This phase (Step 3) involves using various methods to test messages, materials 

and proposed tactics with the target audience members to determine what works best 

to accomplish the program's objectives. It is not uncommon to go back and forth 

several times between development and pretesting as you make necessary changes in 

the messages, materials or overall strategy and explore whether the new approach works. 

4. Implementation: 

  In this phase (Step 4) the program is introduced to the target audience. 

Preparation is essential for success and implementation must be monitored to ensure 

that every element proceeds as planned. 

5. Finally, the evaluation and feedback  

This phase (Step 5) assesses the effects of the program as a whole as well as the 

individual elements of the strategy. Evaluation occurs throughout the process of 

program development. It is  not just at the end, and feedback is used at each stage to 

improve the program. 

STP IN SOCIAL MARKETING: SEGMENTATION, TARGETING AND 

POSITIONING  

What is Market? PEOPLE 
• BUT - not just ANY people, they have to have 

•  Willingness to buy 

•  Purchasing power (money) 



JIARM VOLUME 1           ISSUE 6             (JULY 2013)       ISSN : 2320 – 5083 
 

266 
www.jiarm.com 

•  Authority to buy  

What is Social Market? PEOPLE 

 BUT - not just ANY people, they have to have 

•  Willingness to Accept 

•  Willingness to change 

•  Willingness  to modify 

• Willingness to Alter  

An entire market rarely has the same tastes and preferences. It is difficult to handle all 

preferences too (Maruti cars for example: 800, Alto, Swift, Swift-Dezire, and SX 4- 

TATA cars: Nano, Indica, Indigo etc.)  

Segmentation 

A central tenet of social marketing is audience segmentation. Segmentation is 

based on the recognition that not all consumers are alike. People have different tastes, 

problems and attitudes. Grouping of audience into meaningful segments will allow 

people to design efficient and effective strategies to reach the people. Segmentation is 

defined as ‘the process of subdividing a market into distinct subsets of customers that 

behave in the same way or have similar needs.  

Commercial companies usually segment according to one or more key criteria. They 

are Geography, Demographics, Psychographics, Behavioural characteristics. 

Segmentation in Social Marketing 

In Social Marketing also variables used to segment the market are like commercial 

marketing. They are  

Demographic Segmentation: Demographic segmentation divides the people on the 

basis of variables common to census forms-age, gender,  marital status, family size, 

income, occupation, education, religion, race and nationality. These are also known as 

socio-demographic or socio-economic factors and are the most popular basis of 

grouping markets for several reasons: First, these are some of the best predictors of 

needs, wants, barriers and behaviours. Second, this type of information about people 

readily available than it is for other variables such as personality characteristics or 

attitudes. Finally these are often the easiest ways to describe and find a targeted 

segment.  

Demographic: age: under 6, 6-11, 12-19, 30-34, 35-49 Gender: male & female, 

Family size:1-2, 3-4, 5-7 etc. Occupation: private, self-employed, govt. Edn: illiterate, 
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literate, primary, college, Religion: Hindus, Muslims,  jains, Christians, Nationality: 

Indian, north-American, British, French, Japanese etc.  

Geographic Segmentation (G.S): G. S. divides people into geographical areas such as 

continents, countries, states, regions, cities 

Psychographic Segmentation(P.S): P. S. Divides the people into different groups on 

the basis of social class, life style, values or personality characteristics Social class-

lower, upper, working class; Life style: achievers, strivers, strugglers;  Personality: 

compulsive, ambitious  

Behaviour Segmentation (B.S): B. S. divides market on the basis of knowledge, 

attitudes and behaviours relative to the product being sold.  

Targeting in Social Marketing 

After the process of segmentation the next step is for the organisation to 

decide how it is going to target this particular group.  Target Marketing involves 

breaking a market into segments and then concentrating your marketing efforts on one 

or a few key segments. 

Target marketing can be the key to the success of social marketing. It makes the 

promotion, pricing and distribution of our social products and/or services easier and 

more cost-effective. Target marketing provides a focus to all of our social marketing 

activities.  

There are three targeting options for social marketers (sociologists), social  

workers/researchers/ organisation can adopt. These are typical for commercial sector 

markers and are also useful for the social marketers.  

1. Undifferentiated marketing – This is also called as mass marketing and influence 

the most people at one time.   In this social marketers should use the same strategy for 

all segments. They should focus on what is ‘common in the needs of consumers rather 

than on what is different.  

Undifferentiated campaigns include those promoting issues of concern to a large 

section of the population: drinking eight glasses of water a day, wearing seatbelts, not 

drinking and driving, sun protection, flossing teeth, water conservation, voting etc. 

2. Differentiated Marketing: Here the social marketers develop different strategies 

for different audiences/people. This approach often includes allocating more resources 

to priority segments. Some campaigns benefits to those who have different needs and 

wants as well as behaviours. This approach might be used for campaigns promoting 

water safety, physical activity, breast cancer screening.   
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Concentrated Marketing: In this approach, some segments are eliminated 

altogether. In this resources and efforts are concentrated on developing ideal strategy 

for one or only a few key segments. For example campaigns for promoting folic acid 

to women in childbearing years. Developing AIDS prevention outreach programs to 

drug abusers etc. Slogan for example:  

“You know him, But you can’t know everything” Get a Free HIV TEST  

Positioning in Social Marketing 

In marketing, positioning means the process by which marketers try to create an 

image or identity in the minds of their target market for its product, brand, or 

organization. Positioning is important because it is the means by which goods and 

services can be differentiated from one another and so give consumers a reason to 

buy. Positioning encompasses two fundamental elements 

Re-positioning involves changing the identity of a product, relative to the identity of 

competing products, in the collective minds of the target market. 

De-positioning involves attempting to change the identity of competing products, 

relative to the identity of your own product, in the collective minds of the target 

market. Social marketers also should follow the idea of ‘positioning’ strategies to 

communicate their social products. They should understand the mindset of the people 

to whom they target  

ROLE OF 4C’S SOCIAL MARKETING (Cause, Cost, Channel and 

Communication) 

Causes of Social Marketing 

Commercial sector marketers before selling a product try to find out the 

reasons for manufacturing a product.  They do research on the problems haunting the 

people of different categories. For example dandruff shampoo, cough, 

headache/acidity, readymade masaala mix etc. Everybody does not have same 

problems or tastes. Therefore they segment the market and sell the product. Unless 

they find out the cause of a health or other tastes, selling of a product may be difficult. 

Therefore the success of social marketing is depends of finding out the unique 

problems of the people. One can find out the cause only by research and investigation.  

Cost of social Marketing 

Marketing cost - the cost of marketing (e.g., the cost of transferring title and 

moving goods to the customer) Cost is the total spent for goods or services including 

money and time and labour. Social Marketing programme requires relatively lower 
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cost than commercial marketing. In order to be successful social marketing with low 

cost one has to: 

 Create Partnerships With Other Organizations 

 Outsource it When you Can’t do it Yourself  

 Join Local Clubs and Organizations 

 Build a Website of social marketing issues 

 Engage in Frequent Communication with local people/community.  

Channels of Social Marketing 

Use of different marketing channels is very essential to reach a customer. 

Commercial marketers use channels like a retail store, a web site, a mail order 

catalogue, or direct personal communications by letter, email or text message. The 

objective of the companies doing the marketing is to make it easy for a consumer to 

buy from them in whatever way is most appropriate. 

There are two channels of marketing: Direct and Indirect  

A "direct-marketing" channel has no intermediary levels. In this case the 

manufacturer sells directly to customers. An example of a direct marketing channel 

would be a factory outlet store. A “indirect-marketing channel” is an intermediary. In 

consumer markets, this is typically a retailer. 

Another type is two intermediary levels - a wholesaler and a retailer. A 

wholesaler typically buys and stores large quantities of several products and goods 

and then breaks into the bulk deliveries to supply retailers with smaller quantity  

Some of the important channels for social marketing issues are: Commercial 

publishing, Radio interviews, TV appearances, Advertising, Speaking, Electronic 

newsletters, Word of mouth-oral persuasion, Print newsletters, Print interviews, Teaching  

Communication in Social Marketing 

Oral Communication is an essential tool when attempting to reach members of 

the community. Written Communication can also be a very successful tool at reaching 

the desired demographics and participants of social program. Written communication 

can be visually posted as a consistent reminder to an individual about the importance 

of healthy message e.g. Brochure/pamphlets Use personal contact. 

 Get the message out by speaking to people who can help influence others. 

 Making specific message and easy to remember. 
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It should be easy to remember WHAT to do, HOW to do it, WHEN to do it and 

WHERE to do it. 

• Provide program targets for individuals and the community.  

 List your goals for recycling in the local newspaper and in your program 

materials.  

 List personal goals for each individual/family/household, to give people 

program targets to work toward. 

 Knowing the audience - including their beliefs, attitudes and behaviour 

understand the audience. This will help determine how best to communicate 

with people.  
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