


Social Marketing Planning Process

Step #1:  Establish Goals and Objectives
Step #2:  Determine Research Needs
Step #3:  Define Desired Behavior Change
Step #4:  Target Audience Identification
Step #5:  Message Development
Step #6:  Identify and Recruit Partners
Step #7:  Create the Communications Plan
Step #8:  Design Evaluation Methodology



Social Marketing
Step #1: Establish Goals and Objectives

“If you don’t know where you are going, 
any road will get you there.”

- Alice in Wonderland



Social Marketing
Step #1: Establish Goals and Objectives

• Determined up-front
• Goals are broad – what is success?
• Objectives are specific and measurable –

how will you know when you’ve achieved 
success?

• Need a baseline from which to measure 
change

• Ideal is to measure outcomes, but in some 
cases can only measure process



Social Marketing
Step #2: Determine Research Needs

• In order to improve something you have to 
be able to change it.

• In order to change it you have to be able to 
understand it.

• In order to understand it you have to be able 
to measure it.



Social Marketing
Step #2: Determine Research Needs
Requirement for building effective programs
• Don’t make the mistake of thinking that people 

will change behavior because it’s the right thing 
to do

• Don’t reinvent the wheel—look for and use 
interesting sources

• Quantitative and Qualitative
• Surveys, focus groups, intercept interviews, one-on-one 

interviews
• Online surveys

• Let the research guide program development



Social Marketing
Step #3: Define Desired Behavior Change

Behavior Change Process:

Awareness

Interest

Consideration/Education

Understanding

Trial

Successful Experience

Habit



Or…
Trial

Unsuccessful Experience

Seek Further Information

Repeat Trial

Successful Experience

Habit



Or…

Trial

Unsuccessful Experience

Target Lost



Social Marketing
Step #3: Define Desired Behavior Change

• What behaviors do you need to change to 
achieve your goal?

• Behaviors should be as specific as possible.
• What stage is your audience at on the 

behavior change process?
• If multiple audiences, each audience may be 

at a different stage.
• Are there alternate behaviors that will need 

to be adopted?



Social Marketing
Step #4: Target Audience Identification

• Identify all potential audiences
• Categorize audiences

• Primary audience (that you want to change their behavior)
• Influencer audience (that can influence your primary audiences to 

change behavior)
• Prioritize audiences
• Audience profiles

• Demographics (Who are they?)
• Psychographics (How do they feel?  What do they think?)
• Stage on behavior change process model

• Barriers and Motivations
• Barriers (what is preventing the audience from changing its behavior?)
• Motivations (what would get the audience to change its behavior?)



Social Marketing
Step #5: Message Development

Fact:

The public is exposed to 2,000-3,000
marketing messages per day



Social Marketing
Step #5: Message Development

Fact:

You have 3-5 seconds to catch
someone’s attention



Social Marketing
Step #5: Message Development



Social Marketing
Step #5: Message Development
Benefits not Features



Social Marketing
Step #5: Message Development

Benefits not Features



Social Marketing
Step #5:Message Development

Benefits not
Features



Social Marketing
Step #5:Message Development
Making an Emotional 
Connection:

TRUTH campaign: 
Created rage against big 
tobacco among teenagers



Social Marketing
Step #5:Message Development

Making an 
Emotional 
Connection:

Got Milk:
Determined that the 
only time that 
people think about 
milk is when they 
are out of it



Social Marketing
Step #5:Message Development

Making an Emotional 
Connection:

Michelin tires: 
Made tires about safety



Social Marketing
Step #6: Identify and Recruit Partners

• Who else will benefit from this effort?
• Who can help leverage campaign resources?
• Who can help carry campaign messages?
• Consider private companies, public sector 

agencies and non-profit organizations
• Look for those with a history of community 

involvement
• Look for partners whose “customers” are the 

same as your target audience



Social Marketing
Step #6: Identify and Recruit Partners

ENERGY STAR 
Partnership with 
McDonald’s
√ Partner benefit?
√ Leverage resources?
√ Carry campaign message?
√ Complimentary customer    

segments?



Social Marketing
Step #6:  Identify and Recruit Partners
1. BWC 

partnerships 
with local TDM 
agencies

2. Dare to Care 
about the Air 
Partnership 
with local 
businesses

√ Partner benefit?
√ Leverage resources?
√ Carry campaign message?
√ Complementary customer    

segments?



Social Marketing
Step #7: Communications Plan

• Biggest mistake in planning a social 
marketing campaign – people start with this 
step

• Steps 1-6 are the foundation of the 
communications plan

• Strategies and tactics – how you are going to 
communicate with your audiences

• All strategies and tactics should help achieve 
the campaign objectives



Social Marketing
Step #7: Communications Plan
Strategies and Tactics Toolbox:

Friend to Friend, Face to Face
• Most effective form of communication
• Utilize existing networks
• Ask people to make commitment (pledge 

forms)



Social Marketing
Step #7: Communications Plan

Friend-to-Friend, 
Face-to-Face 
Example:  
Trusted advocate 
brochure from 
kids.health.2001 
program



Social Marketing
Step #7: Communications Plan
Strategies and Tactics Toolbox:

Public Relations
• Third party credibility
• Need real news – what is your hook?
• Holding a media event does not mean the 

media will come
• Provide facts and figures
• Create a visual (for broadcast)
• Cannot control message



Social Marketing
Step #7: Communications Plan

Print coverage for 
Hacienda and 
Bishop Ranch 
Business Districts

Public Relations 
Example:  Best 
Workplaces for 
Commuters media 
coverage

Broadcast coverage for Yahoo!



Social Marketing
Step #7: Communications Plan
Strategies and Tactics Toolbox

Advertising
• Print, broadcast, web, direct mail, 

outdoor
• Can be expensive
• 100% control of message
• Choose placements with best reach to 

your audience
• Invest in good creative



Social Marketing
Step #7: Communications Plan

Advertising 
Example:  
Office of National 
Drug Control Policy



Social Marketing
Step #7: Communications Plan

Advertising Example:  
Marketing leave-behind 
for King County “Get in 
the Loop”



Social Marketing
Step #7: Communications Plan

Strategies and Tactics Toolbox

Community Outreach and Events
• Establish a community leadership 

position
• Direct contact with audiences
• Leverage into media relations 

opportunities



Social Marketing
Step #7: Communications Plan

Community 
Outreach and 
Events Example: 
Volunteer 
Stenciling



Social Marketing
Step #7: Communications Plan

Strategies and Tactics Toolbox

Internal Communications
• If trying to influence an audience within an 

organizational structure
• Utilize existing communications channels 

(e.g. newsletters, e-mail, meetings)
• Create buzz, then sustain
• Utilize internal advocates



Social Marketing
Step #7: Communications Plan

Internal 
Communications 
Example:  Newsletter 
for members of the 
Washington Education 
Association



Social Marketing
Step #8: Design Evaluation Methodology

• Plan strategy up front
• Measure and quantify behavior 

change
• Track over time
• Look for trends
• Learn from results



Social Marketing
Summary

• Eight step planning process

• Can be applied to any social 
marketing challenge

• Use regardless of budget 
limitations
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