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I n t r o d u c t i o n 

The S o c i a l Marketing process involves a set of 

highly i n t e r r e l a t e d , sometimes continuous and over­

l app ing , s t e p s and a c t i v i t i e s tha t together help 

bring about a succes s fu l program. Often th i s rui-eco-

i s measured by the degree to which a soc ia l markutit^ 

program te ccneareh ' b^gu^d—aud attuned to specific 

audience needs and resource c a p a b i l i t i e s . This 

impl ies the need for ca re fu l planning and organisation. 
A 

As presen ted in the module, the stages in the 

process fol low a l o g i c a l sequence: from pre-planning, 

to p l ann ing , implementat ion, ii:q-2 u:n- ir. r-inn, then 

e v a l u a t i o n . JSach of the s tages requ i res an adequate 

unders tanding of b a s i c communication p r i nc ip l e s , 

market ing t e c h n i q u e s , and s o c i a l research methodology. 

Any program r e q u i r e s cons idera t ion of i t s main 

elements s y s t e m a t i c a l l y , and of ten , simultaneously 

in order for i t to be considered e f f e c t i v e . This 

module i s an attempt to guide p lanne r s , implementors 

and r e s e a r c h e r s through the whole gamut of program 

development & d e s i g n i n g , execution and cont ro l , as 

well as moni to r ing and eva lua t i on . The tasks 

involved a re g i g a n t i c , aid the magnitude enormous, 

e s p e c i a l l y a t the p lanning s t a g e . However, as in 

a l l o ther a c t i o n program* a wel l thought out and 

r e a l i s t i c p l an of ten sugges ts t h a t more than half 

the work has been accomplished. In t h i s sense, this 

module becomes a f r i e n d l y guide for any social marketer
 

I . 
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II. Objectives ci" this Module 

After going through this module, the 

1 oaraer should be able to: 

* identify the different stageS'in the 

social marketing process; 

* describe the activities involved at 

every stage of the social marketing 

process; 

* aoquire skills needed to design, 

implement, and evaluate a social 

marketing program; 

* develop a specific social marketing 

program 
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- h i s nodule c e n c i s t s c_ four (4) unite that 

:::--i'ru.:;Oa: TC the ^ t a ^ s s of th-i = oci;..l mc rhetinc 

- r o c c r s , nai-sly: 1) p r e -p l ann ing 2) planning, 

^) implementa t ion ; end 4) eva lua t ion . 

- 'his u n i t s e rves as b a r i c f i r any roc ia l m=.ri:£tinj 

l-rogram. I t p rov ides p l a n n e r s -with basel ine dt.ta 

tha t he lp cot the c i r e c t i o n r.r.d coals of the program. 

- p c i i i c o l l y , t h i s s t a r e i n d u c e s such ecc-enticl 'e.c-

tiv^."uies as needs assessment , problem: definit ion, iden­

t i f i c a t i o n of "uarget aud iences and communication 

netv.ro*rks, and r e s o u r c e i n v e n t o r y . 

lu y OonceTus & x h e i r d e f i n i t i o n : 

hey Concepts: Needs assessment, problem definition iden­

t i f i c a t i o n of target audience, communication 

network, resource inventory 

1 . Seeds Assessment 

Shis r e f e r s to the process of identiying the 

f e l t -nnd not j u s t the perceivsd-needs of the target 

community for the purpose of determining the best 

approach -©£- market ing^he s oc ia l r̂ vr"1 opn-'nnt gxagjaa»—**• 

'Ihis i s premised on the assumption that social 

marketing can only be e f f e c t i v e i f i t i s perceived 

to offer a product the people f e e l they need. As 

a f i r s t s t ep in the pre-planning stage, the im­

portance of t h i s process in ensuring the success 

of the s o c i a l marketing program therefore cannot be 

under::c-":-^3 f^r i t bea r s upon a l l the other components 

A. 

" I I . i r . i t r of -.T'rir ----- -~ 
— — -
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of social marketing, particularly en the iden­

tification or the boot ccmiruniceticn strategy. 

In assessing the needs oi' the target community, one 

nus'L distrluguioh betv.-een perceived end ;t:a1iual needs. 

Perceived needs ere tnose identified icr th= people by an 

outside agent, e.g., by a planner, vdiile felt needs are 

those identified by the people themselves. ..'bile these two 

"&oy coincide in ?oiue instances, in many ethers, they do not 

and hence the need to maize the distinction. 

-he same distinction must be made between needs and 
; 

v;an1£. i t i s nctev;orthy to point out that in most, n not in 

a l l cases, soc i a l marketing has to do v/ith converting needs 

into wants. Pe l t needs may be soc ia l , cu l tu ra l , psycho-

logical or economic in nature and data on these may be 

generated, from any or a l l the a c t i v i t i e s specified toward the 

end of the u n i t . Having iden t i f i ed the needs the nest step 

i s to- p r i o r i t i s e these to see v/'nich ones can be effectively 

addressed hy the development program. I t i s these prio­

r i t i s e d needs t h a t can then be highlighted in designing the 

social marketing program. 

2. Problem I d e n t i f i c a t i o n 

-h i s r e fe r s to the process of defining the 

p o t e n t i a l r e s i s t a n c e and acceptance points given 

the assessed needs of the community. Again this 

i s c r u c i a l in determining the t o t a l social mar­

ket ing s t r a t egy in so far as i t provides in­

formation as to the best entry point for the 

_ o 
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unnciLlo/ry 

*~iven tbe l i s t c : p r i o r i t y neecs i d e n t i f i e d , decide vriiic 

ci i l o s e , a s i d e i ' ro^ t he s p e c i f i c need being t a rge t ed , - i s 

J-,- rectly relevant to the particular development program 

being marketed, -nese needs constitute the possible accep-

tance poinds which can later be maximized in designing the 

social marketing program, i^ext, identify those needs v;hich 

are not only peripherally addressed by the development program 

but actually pose conflicting or even contradictory demands 

to the development program, e.g., the felt need of mothers to 

help in augmenting the family income by v/orking vis-a-vis a 

breast feeding campaign. Such needs can be labelled as the 

potential resistance points whi-eh c a n Is^e^ be considered in 

planning the design of the social marketing program. 

3. Identification of Target Audience 

This refers to the process of identifying 

the intended receptors or beneficiaries of the 

social marketing product. It involves a 

comprehensive description of the socio-cultural 

characteristics of the target audience as well 

as a thorough analysis and understanding of 

*~ ^ *~ 

vro^ruL; r s v e i l c.e j i v e the planners tbe op­

p o r t u n i t y -uc e.nticip^-^e t;:e d i i f i c u l t i e s thct 

i::v.et be overcome. IT; oloo ea^blee planners to 

d i ' c i re or. the p o e e i e l e focus 01 the Bis.rl:eting 

e r r o r * j i v e n vhe r rn^e of niseis ident i f ied ur:3er 
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the l e v e l of the p e o p l e ' s awar enecs-knowledge-

a t t i t u : ? e - p r a c t i c e (-11.r) . A proper iden­

t i f i c a t i o n of the t a r g e t audience i s an im­

p o r t a n t f a c t o r not only in determining the 

p r o j e c t e d market share out a lso in designing 

an e f f e c t i v e r e c e p t o r - o r i e n t e d marketing 

Lcthodolory: 

i-Iiset cf the da ta needed in t h i s step can "be generated 

iron the a p p l i c a t i o n of r e s e a r c h methods, "both qualitctive 

and Quanti tat ive , -o obtain the xJGuP l e v e l of . the target 

group, focus groups, unstructured interviews and other 

qual i ta t ive techniques may be used. 

4 . I d e n t i f i c a t i o n of Communication Network 

Shis re fers to the process of deter­

mining the natural "built-in channels of com­

munication whereby information "is disseminated 

to community members. Spec i f i ca l ly , i t has to 

do with the network of informal kinship and 

non-kinship re la t ionsh ips which serve as 

conduits for t h e transference of knowledge, 

b e l i e f s , and a t t i t u d e s . This i s an important 

resource to the project planning because it 

provides a c o s t - f r e e and readily available 

mechanism by which information can be disse­

minated and as such, can be tapped in designing 

the project/campaign s trategy . 
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Lethocolory: 

_ — — — — — — — _ 

communication networks can be identified oy checking 

on the soc io -cu l tu ra l data on the nature of the target 

audience generated from the uni t research ac t i v i t i e s . The 

questions most helpful a t t h i s point may be: Who are the 

i n f i uen t i a l s , opinion l eade r s , anc decision-makers among the 

target audience? V.Tho do people go to get information on?.-.., 

What are the ex i s t ing formal and informal organizations in 

the community? "what i s the s t ruc tu re of 'social kinship or-

r Resource Inventory: 

This refers to a survey of all available 

resources for the purpose °f determining project 

costs as well as financial and other constraints. 

Included in such an inventory are cost estimates 

for project staff, consultants, logistics 

support, market resource, media time and 

materials development. Also included are 

built-in resources in the community such as local 

manpower, community networks and physical 

facilities. In certain instances, the budgetary 

allotment has been fixed beforehand and as 

such dictates the limitations within which 

planners must work. However, the planners must 

be creative enough to be able to tap other 

alternative sources. 

- 5 -

ganisat ioa of the community? 

Lethocelory: 
—.————————— 

-oimiiunication aetv:crl:s can be identified oy chec::ing 

on the soc io -cu l tu ra l cat?, on the nature of the target 
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or agency uX|J.n 

ae useiul in unuer i.a::in~ the p ro jec t , e .g . , rre - : 
u 

joajv._v;a-:;, l o g i s t i c Purport , o » c , In the c_sc cf iciea-

t i iyiug --he loca l resources ava i lab le in ~~he comauaity, the 

folio--i^g questions may be asked possibly in field survey: 

Does ":he coomrauity v;herc the project takes place have access 

5o appropriate l oca l t echn ica l expertise? Are radio, te le­

vision, and p r in t media government owned (and thus potentially 

available Tree o^: a t reduced cost)? "Will the project have 

access to e s s e n t i a l support services such as office supplies, 

cop3ring f a c i l i t i e s , veh i c l e s , and gasoline? are there t ra ­

di t ional forms of media tha t can bo tapped in product 

packaging, e t c . ? 

Activity I - Ocular Inspect ion 

I n i t i a l l y an ocular inspect ion may be undertaken 

-:o get acquianted with the geographical and physical con­

ditions of the t a r g e t a r ea . This w i l l also help determine 

other factors important in planning a program such as ac­

cess ib i l i ty and resource a v a i l a b i l i t y . 

Pield In s t ruc t i on : Vis i t the s i t e and observe: 

a) means of t r an spo r t a t i on (access ib i l i ty) 

b) cl imate 

c) t e r r a i n 

d) water supply and other health f a c i l i t i e s 

e) t}'T>es o£ houses/buildings 

f) other re levant data 

f-

--U _LI:. .L.'.'.J. ri.r;ov.rwc i-iivctilery v.'ouLC o tit "..11 s j .^sti i i^ 

e~" rvli r^coi.:rcei; a v a i l a b l e i n t h e p l r .nning o l f i c e 
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activity I i - jecoudary -Data ^n&lvris 

« i ta l demographic inform: tir>n ^ry he obtained 

iihrough exis t ing ccnrus and c t ^ t r archival data readily 

'•vorumc.r:t centers , e ,g . , municipal available in d i f f e ren t 

: : a l l / l i b r a r i e s , _:_^., -UISLU 01 .ei_u^ and otatis-oics, Ltd 

population cer:t;:rr. -- l o t of e l i c i t m?y be s-vec by checking 

out these information centers l ire": before conductiag other 

::esearobes. i 'ata to ~oc g-: t h e r e ! la xhis ac t iv i ty may 

-include s iae number of pogulc t i on , lane arec, socio-economic 

profi le and h i s t o r i c a l background. 

Activity I I I - Fie ld Survey 

Field Ins t r t i c t ion : Go book to the s i t e . Make a random 

house -to -house sampling. Conduct informal interviews 

and draw up household p ro f i l e s that wil l yield data relevant 

to the p a r t i c u l a r s o c i a l marketing program you are planning 

to set up-.- a l so t ry cf= much as possible to get data on 

levels of AXA? on c e r t a i n i s s u e s . 

Activity IT - Focus Group 

Focus group in te rv iew i s e. qua l i t a t i ve research technique 

which makes use of an informal group se t t ing to e l i c i t 

spontaneous information not otherwise given instructured 

individual i n t e rv i ews . A good focus group sise ranges from 

S-12 members. Se sure to choose members who are comfortable 

with each other and are able to give original spontaneous 

responses. As moderator, t ry to create related atmosphere 
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where members of the group can chare freely and without 

inh ib i t ions . Your task as f a c i l i t a t o r i s to "understand" 

the issues being researched, and help s tructure the interview 

to meet those ends by s t imula t ing the discussion, drawing 

the respondents in to the d iscuss ion , encouraging positive 

group i n t e r a c t i o n , con t ro l l ing negotive interaction and 

keeping the discuss ion "en t r a d : . " Once the interview has been 

completed, the moderator must be able to in terpret the res­

ponses and observations obtained from the" session and inter­

pret them to those who are conducting the research. 

-, 

Activity Y - Out of the data gathered from ac t iv i t i e s 1-4, 

go through each of the s teps in the pre-planning stage and come 

up with your ovm output on needs assessment, problem de­

f in i t ion , i d e n t i f i c a t i o n of t a rge t audience and communication 

network and resource inventory. 

/ 
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-• '•""}" - r --̂  i^ l -or tr r.t „o i i e n t i l j the f e l t ueeis of the 

t e r c e t cceiuueity before plermiuc cut the sociel ffie.X-

i:c - in r .? . r eue ry r 

2. "Li'ct i_-: y i;arpea i f SL T--lc.au.ers coacifier only perceived 

eke i a t c ccecuat the f e l t needs of the ^ue and fe.il -JC 

people? 

-5. .;hat is t ue advantage of converting neode into wants " 
•so s:-:? 

4. In whet wa37 i s problem iden t i f i ca t ion important in 

planning;? 

5. Hov docs problem i d e n t i f i c a t i o n differ from needs 

assessment? 

5. "v'liat i s the r o l e of t a r g e t audience identif ication in 

the t o t a l £51-1 s t ra tegy? 

7. What Ic-i-n'? of information or dr ta i s needed to be able 

to iden t i fy the t a r g e t audience? 

8. In your own words, s t a t e the meaning of "communication 

network." 

y. vfhat i s the importance of identifying the communication 

networks in the t a r g e t community? 

10. V7hat are included in resource inventory? 

11. How does a resource inventory help in planning an SH 

pr ogram? 

L^.-iicr ' : : Iv : l u e t i c s 

_ O _ 
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This unit Bakes use or data genera*<*~ 

of tho pre-planning stage to laaiga a concrete program of 

aotioQ to promote the identified social development goal. 

It is at this stage that the planner defines the parameters 

of his task ia terms of what he has to attain, who he will 

address, how he will operate and for how long, sad how ho will 

assess his performance. 

Specifically, this stage includes: 

1. Obieotlre Setting 

2. Audience a/mentation 

5. product Definition 

4* Project/Campaign Designing 

a. Message formulation 

b. Media Mixing 

0. Coaoeptualising/designing/Pre-teating of 

Campaign Materials 

d• Drawlng Up t he Distrioution/fcedla Jlaoement 

Sohemo 

0. Training of Change Agents 

t« fiatablishittg KetworksAinkagee 

5. Designing the Monitoring and Eraluation Scheme 

•• * # * e w r t n ^ ^ 
7. 3oheduling/2ime *rame 

A careful consideration of each step wi l l help ensure 

I success of the soc ia l marketing program . 
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1. lev Concents and Their ^US^USM 

1. Objective Sotting 

this defines the epecifio output expected upon 

the completioo of a program. Specifically, it iden­

tifies the kind of behavior change that la aimed at 

in a developmental intervention, the planner hae to 

act hi a obi actives in coaaultation with the target 

coawuaity. Shie mean* that the oomaunity aanbara 

should understand and accept the need for change and 

are willing te work te bring about the change. this 

can happen If the community members realise that the 

expected change ia for their m m interest and hot 

simply something imposed oa then by aa outside entity. 

the planner must realise that ha cannot introduce all 

deBirable interventions 1U his community, She 

problems that are "readily amenable to intervention 

are those which wan he under a tood and acted upon by 

the target population within its cultural frame of 

reference and within the limite of the resources th* 

the/ can mobilise for chau««u" from the Vary start, 

therefore, the social marketing, program is oriented 

towards What the target population needs, understands, 

aooepta, and can do something about. The obJaotivea 

should refloat these considerations• 8inoe the 

ob^eotive is the basis for designing the operational 

and evaluation compoaenteof the program, It should 

be worded in much a way that it imt 
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* clear and specific 

* meeourable 

* attainable 

* realietio 

* time-bouaded 

Methodology* 

The # Draft Curriculum Guidelines for «•»•«'•" pies* 

eribee aa approach to consulting a community about sotting 

behavioral object ives . The process of setting behavioral 

change object lyes for aa educational intervention involves 

taking the knowledge acquired through i n i t i a l research sack to 

the target community, eetablishing a dialogue with oembsrs 

about their perceptions of the problems, sensitizing them 

to the poBBimit/ of improving their well-being through 

behavioral change, and negotiating with them an interpreta­

tion of rea l i ty that w i l l enable them to work together with 

the project s ta f f to bring about the kind of change envisioned 

ty trying out new, naturally acceptable behaviors. 

In structuring the statement of objectives, the 

planner should^ 

•indicate the target date ha expects to produce his 

output 

• indicate the »ain resources available for the ' 

campaign 

•indicate the frebaTioral change axpepted * 

•prOYide a o^uaatitative est inate of preduet 

acceptors 
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£xespl*at 

At the and of U o . of year*), ueing b A » W health 

rtrk*re ae aotiiratoro an* cuppa*te* lijr print HO aaterialo, 

tlit ©aapai*a obeli have b««n able to i t t « m i t ay (ao.) per tent 

tbf number of aothere who have thai* babiee isenalsed. 

U Aadleaoe Segmentation 

la a given oooaauni ty, the planner l a faoed vita a 

populatioe of dlveree aooio-oconoaio, rel ig io-cult oral, and 

tBographic prof i le* . iievitt* Idea* i f loo the deelred bohaYioral 

.•lunge, the planner hna to dotewaifte wno aaeag th* population 

tit boat reopend t o and wi l l benefit aoot fro« his in-urvention. 

An aetnal aadleant etgoentatioa «x«roi«e Went if loo 

t e n t a t i v e l y the re lat ive importance of each of the raxicre 

ntdleaee greopo that the caapeiga w i l l bo eddreaead to. tola 

teUitatea the priori t iz ing of 9**$**$* budgeting end program 

lag. 

However, the quantitative approach fa audience ecgaenta* 

lea oar be too tedioua, end a?aft aneoeeeearllr eappniatieated 

«r a plaanar of a eoeial *arketiag program. Another approach 

*ald be to .imply break down Tariono groapinge in a eoaaanity 

ilia eael ler unite• Saw the meshera of a population will be 

tUaeifled iato fvaagm depeeda oa the ebjectivee of the rregrasu 

I.. I t * example, a prOeTam aft araaatfoedlag will ncccee&rily 

fefga* mathere la the ceatmnity. * * am ****•*«#eegaentatieo 

•r tbie group would bar 
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ine example given l l l u e t r a t e e that by oegaenUng an 

audience, the planner becomes aware of the differeat unit 

groupings that coapose a larger group. th ia way, the planner 

taowa that whi le hie mala target audience axe the married women 

in the community, the unit group* e a l l for e ; e c i f lo messages 

that would help def ine the behavior change required per unit 

group. 

She example given a l s o ehows a d i e t i n c t approaches 

difference between s o c i a l marketing and commercial marketing 

approaches. Commercial market planner a address their messages 

Ireotly to end-users , e * g . , those who w i l l buy a eoap or tooth­

paste brand. Soo ia l marketers on the other hand* make sure they 

address mot only the prospect ive acceptors hat a lso the groups of 

persons who may be able to inf luence the decis ions of the mala 

target audience ft* ths s o c i a l development programs. This ex­

plains why s o c i a l marketing programs hare primary target audien-

« as well am secondary target^audisnoes. Primary targetaere 

anally the aotoa l targe t s of a campaign, e . g . . married couples 

Hf a family planning campaign or adolescents for a campaign on 

i flayed marrlags. Secondary targets are the opinion leaders, 

iBformal community l e a d e r s , community elders mag others persons 

to may be able to inf luence the dec i s ion of the primary an-

ienos to aocept the suggested brbavicral change. 

In s o c i a l development programs, breaking down the target 

(roup into eeveral segmmnts may mat b* too pract ical due to 

budgetary mad manpower l i m i t a t i o n s . Identifying several a ag­

ents of the targe t group implies the need for developing cam-

=iga materials and even applying d i f f e r eat atrategiea for each 

•egaent*. 
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ii*aco, tbia i s aot practical in a l l progseaa* 

AatBOlOgys Zhc procoss oX aui ioac* »eg«eaiaUaa •tarte 

wita tba plaaoar'a UoatUioatioa o* Uo parUottH* g»«np bt 

wants to aadraa* la bis oaapalfa* xht group say D« tht aarrirt 

»«a, ttotaor»t as «ua t»s iaflsaaUoX* la too ooaa-uoitj. Earing 

t>iap*iatao tao t*rg«t group, tea plaaaa* r»rtb*r oUisi f lu toe 

aeetora la hi* target group aopaoala* oa too ob$«cttY8 of alo 

oanpalga* 

Aa ox**i*lo# ***** a****** feta axe too aaia t&rgtte. S**» 

*>%rf oaa aaa to fortoar quaiif/ aaa ***** too a*r*J*4 ata ht 

really v&ata to off*r vaaaotoa? *•• 2>*f ia i te l / , ifet plasoo* 

oaaaot adcroao hi* a****** aa raeactossy to al l fctsried aaa in 

hit aaafaiga araa. Ha aa* taarafer* t* eitoraica vbo taoog **»• 

isarrieg uao would e« open to vc*«cto=qr **a ***** vauK bo oarrled 

aaa with tar** or aoro oaila**fU yoU***** tfclo ex&aple, to* 

plaaao* would tea** dlohotoaisod ala taret* grasp tint* 

Karried aaa r^*ja**t*a a«n vita ao r not* -

la «oaamaityA\ ofelldroa 

X «a***a* aaa wita 1 

\ aa t c&jUdrea 

* ^MtfHaa aaa with 

o**/ ******** 

aoUTate 

ar« currently ttaiag a 
teaporaxy aathoda 
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5. Product 3>eflaition 

Def in i t iont She product for a soc ia l marketing 

program mey be a s p e c i f i c Idea, nanufaotured good, service* 

or a behavioral pat tern that the planner wante hie identi­

fied audience to understand, accept , and adopt• 

In def in ing the product, the planner should sake an 

informed Judgement of what the audience needs, what i s 

would f ind acceptab le , end what I t has the practical 

a b i l i t y to under take* The planner vhouid keep in aiad 

that the prod not should be compatible with national culture. 
a l s o 

The product should A e coex i s tent with tho defined behavior 

change o b j e c t i v e s , 

Sxaspie of products for a s o c i a l Marketing prograa avet 

serv ioe - h e a l t h oheclc-upt Inoualaatioa 

manufactured good - contraceptives 

idea • tho concept o f planning one»s £as l ly 

behavioral pattern *• washing*a hand before a seal 

Methodology* 

The d e f i n i t i o n of the product resu l t s fros a series 

of a c t i v i t i e s c o n s i s t i n g Of idea generation, screening, concept 

development, and t e c t i n g . 

page 16 
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the planner nay generate ideas for a product fro« a 

T*riety of sources including tho t&rgat community, program 

cagagere, documents on other aoolal marketing experiencea, 

ite. the "product ideas- ara aoraanod to aaaaaa which hast 

utiefy the campaign objectives and ara feasible within the 

{Ivan atruetuxa and resources. 

Sua screening trim* the oholoaa to just a faw ideas for 

itralapsant Into * prod net concept. A product oonoapt provide* 

idescription of tho product practice, specified what its beat-

fits are, and what noeda it la designed to aeet. 

Suese product concepts are tooted among members of the 

target population in terms Of acceptability and relevanoe. 

IbS tasting process include asking the respondents to rank 

to* alternative concepts in order Of prefereaoe. ffc* test 

results help the planner, determine prodnot oonoapt ehould 

st offered in tho campaign. 

4 
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Campaign Design 

The campaign des ign provides the structure for the 

ent ire campaign operation* The planner orystal l i se the 

direot ioae act by hia defined objee t ivee , identified target 

audience, eod product aa he undertakes the following steps* 

4*a. Kesaageaformulatlon 

Def in i t ions 

The message l a the e x p l i c i t statement of what 

product the planner wants hie target audience t» adopt 

and the b e n e f i t s tha t await him i f he aooepte the pro­

duct, the message l a structured l a a way that wil l 

make the audience l i s t e n , understand* and accept i t . 

According to the Draft 8mkB3&mU t i M» 

wood messages* a t t r a c t the titteotiOB of the tar-

Set audience, bold t h e i r i n t e r e s t , i n s t i l l in then a 
•a i re f o r the bene f i t* associated with the hew pre* 

*«ot or behavior , and i n s t i g a t e too* to undertakettfche 
<Tcti»6B naoiseary t o t ch ieva these benefits* 

While a g iven a s o c i a l ma^kstlng campaign nay 
s t r i v e t o promote a whole complex of related behavior 
change o b j e c t i v e s ( e . g . d i f ferent feeding practices for 
d i f f eren t f a a i ; r w b f r o j f p j y g t t a l pay*|{*f gjffiftf ffip 

e s ^ o l A l l y thro«4Th maae media, to get an audienot to 
absorb mora than one major concept a t a t ine, for that 
reason messages should be keyed to the promotion of a 
p ivo ta l behavior i d e n t i f i e d as a reoult of project re* 
search i n v e s t i g a t i o n s . Where poss ible the message should 
be repeated wi th in the context of % single Material Of 
in a aer iea o£ complementary material*. 

Ef fect ive messages arei 

- b r i e f and ooneise 

• b e l i e v a b l e and understandable 

• contains a a i n g l e idea 
- c u l t u r a l l y rolovwat 
•» p r a c t i c a l 
- A t t r a c t i v e and i n t e r e s t i n g 

4. 
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A planner aay need to develop norc than the aeaeagO 

depending on the needs o£ the epecirio segments Of the 

target group, v* 

Methodology: ij 

lo be able to foceralata the aeseage, the planntr 

•not fira* have an xa-depth understanding *f too •••1*1 

development problem he is concerned with, fhia waft at 

will bo able to formulate tbe message in too context«©f 

how the intervention oan solve tbe identified probls* in 

the comtraaity and in light of the identified acceptance/ 

resistance of the target audience. Che message should 

always ho pro too tod with a sampling of the target audience 

to determias the degree to which it will be understood and 

aeoeptadV 

4#b« &eala cix 

2efinitioat 

l a any canpaicn, the planner will 

need to use various f0VO» of tsedia to reach hie au­

dience. I t i a important for the planner to identify 

exactly what Koala ho wi l l act and to what extent each 

medium w i l l ho used. Zu identifying the aeflia mix, 

the planner may a** hiawalf the following questions* 

•Sow oa« X heat ooaounioate ay aeesage? 

•What w i l l ho my aaia media* for communicating 

lay message? Ho 2 n-ed aay support media? If yee, 

what support OOdla do X need? 

*fio what extent w i l l I w o each modi**? 
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5he eholoe ef madia for the campaign should take into 

ooaeideratio* the f e l lov iag factorsi 

•mtdl* available in th* campaign ajca 

*media habit* of the tercet audience 

•media reach/frequency 

•fttftda available 

IttfcoAologjt 

Tbe planner *a»t f i*et decide oe the media mix he will 

tee for the campaign before he develops any material* »inee i t 

is the selected media that to & certain extent fhepee the dtcl» 

itan of the campaign. 

In selecting the media for hie ofcr.yaifn, the planner ana* 

Ijzea hie audience, fcis object ive, the costa ant ch&recteria-

tlee of media avai lable in the coanunity, and the production 

ncilltiee and equipment available to him* 

i.c Concapt, Bosigc, and Pre-tcst of Cac.^lgn Katerialo 

The r s t er ia l e are the concrete evidence! of any en-

(OlBff canpalgn. Katerlalu mar b« i o print form (leaflets* postere 

l/«rs, ad v e r t i c e s cte to newspaper©:, etc*) or 111 *ttdlorisual 

term (elide-and-tape presentation*. f l l l » » TO*, e t c ) . Other 

atericls are c lass i f i ed mm cp«cial Dcdia—billboardc, t-shirta, 

ape, etc . the concept and design of the s-ateriala ehonld be 

iWelstost with tjh« soo lo eccnosdo, rel igion-pol i t ical eirenne-

iaoee Of the target audience, an© aeolgftS** prototype oopiee 

ihoald ho p*e-to«tooyfiml* tested mmong a ammplimir of the target 

idieaae to detssmiae the l e v e l of acceptability (format* desUft), 

i 
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anderataoeVeoility U a a s a a g e , toae , oooteat foraulatioo), 

a t t ree t iveoeee , ead re levaoce or the *ater l* i to the target ee 

aadletice* 

Xu aeve lopiag mt^eriAle, too planner has always 

the target aua., uc* i o « i o d . Xhus, the oaoioe of s ty le , 

iagmtage, *oae» aa4 tfca aatuce of toe material i taoU v l U 

be baseS cm tu* *uii«uc;e euarAGseriatieOt 

aft* n i s t r i b u t i o a 3aae&e# 

S&Oi&Ug&i 
Cattpaiga acviariala ere of no u*e aaleaa they ere 

properly a i o t r i o u t e J euaoaa she i a e o t i i i e d «ud*«6iis»« 

"he pl&aaer shoalo ideatifj? the apcaiXic a**r of aaca 

material aoa pi«%a (.fee Se l lvex j eoheae far each cateriaX« 

The eohoso 8-houjm be airtaaed to the available delivery 

ayetens to the cfeiap*iga *yea. la BO** eaeee, tfcc e l e t r i -

eat ioa eehesae or u a o c i e i c&rfcetiufc F$X>£E** say alee 

refer to tUe proper picoeir.eut of the product—goo£e or 

serv ices — oo that the** ore eas i ly aceecaible to tb* 

target cu<tieBOO. Thix t<u> icc luuc , for <uuaple, aekiag 

care that 'he hea l th eerv ice beiio* promoted together with 

the reoairod medioio* oro avai lable io the health eeater 

serv ic ing '-be omBSpfcitfO. « « * • °*» ** **? **«o inoUAe the 

uac * f coam*rciol o u t l e t * for too prciact , aach ee MkiOf 

eoatreeeptlv** a v a i l a b l e i n s a r l - s a x i c tcr ta . 
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ObO-tOTer d i s t r i b u t i o n ucfceae 1* requir«d by tbe campaign 

tbe planner obould reneber t t a t the optioaalTaarkeUng etre-

tegy i s the oae that dellYora the good, Bervicte. and iaior-

nation material* ftoet errect iTe ly and e f f ic ient ly la terae 

Of t h e COapaitfa ObJOOtiVe, a u d i e n c e MOdS, «Bd Withift Offci-

lable reeourcec. 

*0* Staining Of Oahnge Ageate 

Quango agenta are thooe person* who ceo play & 

d i s t i n c t r o l e l a r i o t i n g tbe target auaicace or to* eas-

paiga . A campaign aay have oft* or aore group* of change 

areata . A wus aiga on aeai^'a stay note oaraa^ajr health 

worfcere and the health cantor por»ooael wonting together 

as change a g s a t s . Shoe* chango agnate have to be oriented 

on %ha campaign sad oven givaa tbe a k i l l e seeded to belp 

the» perform tbair i d o a t l f i a d ro le* l a tbe caapalgo. 

*he planner pro par ae orient at ioa or training program* 

for the change areata t o bo iavolrad 1ft the caapaiga. Boob 

training prograst obould bava l t o owa deaiga vbich would 

Spoi l Ottt the objectIvan Of the particular training program, 

duration, ttttabax of paurfciaipaatft par program, eto. She 

s o c i a l ear Ira t plaaaer would a«od tbo expertise of a training 

a p e c i a l i a t t o deaign tbe program. 
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stvorxing/Littk&seB 

Bafialtlaa,» 

ftstvork* or l iax*g«* iE*y be la*ra aad/o* 

l a t e r e s e t o r a l ooll&horatloa -^osg and between 

Individ a*l8 , ooxsmaicat loos , aad »2«sci«e la plac&lag, 

iup icaeat .Dg , a ad/or avaiaatiag a projeot ox a ?ro-

irao* 

Hetworka a l lakagea ecek to feats* coHnuaity 

lnvolve^eata which 1« eeaee t ia l for laatiag suceees 

l a aay program* Shay atiamlatee aad eaeoura^ee Is* 

dividu&la aad a**s&ol«s vorklag ia tht ccsaraclty to 

see the ioportaaoa aod need for joiat action la 

i den t i fy i n g t h e i r pr ior i ty or l e f t e«ede» problaa* 

oaa poaaible s o l u t l o a e to taeas . Hetwnrkiag ia 

v i t a l In » p e « a t l e a « l i e l a g an/ coolal aarfcstlag prog ran. 

the program pl*naar abthld therefore consider tapping 

the par t i c ipa t ion Of a l l sectors (gOTeraaeot or private; 

as n«ad«dr par t i ca lur ly a t the pre-planning stages* 

the decree of OOtWfltiag varies i a eocial dere-

lop^feGt pro^rasa. rro jee t resource re^ttireaeate aay 

aeod ooly aa latr«t«*a^oao/ aed ceaaaaity layolveaeat 

aa l a the p i l o t ia$le**«t*Uott of projects* Other 

f o o l a l development p r o j e c t s , however, say at id S M I U -

aieftor an* i a ta reoc tora l col laboratloa. So determine 

the f e a s i b i l i t y ot netverkiof or linkages* dialogue 

*%%h leaf o f f i o i e l e itt the eovaraalty should he conducted 

at the oat s e t , Soolo l preparation aad tralniag are 

bas l e a t t h i s s tags* 
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Methodology* 

Identify a l l **«ot*roa» *a<i sactore/agencies waioh can be 

tapped for the project . 

•Arriut^e for a ooaealtotio* g a t i n g with heads ef 

pzt ie i fat ia* o**naiea to plan *ai dleetica aotivitiee/Un**«-ea 

'Dialogue with key omoiaJLa in the coeeunity tt, ether 

rttfe heada/represteutativea of particijwktios a^reocies/sectors. 

*i*inttli«:« plan of networking operation* 

5. iSvaluation ;? " > 

Definition 

•Evaluation ia the prcoesa of £*tne*iof and sea-

Ljreiô  *at» en too i»poot ©X the aaapai.tfti in the target are* 

VbUa in going* &B en* w«n i t tuic *«ded* too ooto eaalysie is 

ilvera dene io 4b* ooetext of ike e*o$Kiga chjeovivee. 

toltt^geJMZi 

2ae planner dosi^-aa two foyvt* o f evaluation ehceseei 

11ernative ruad a jrunnatl** evaluation, *ooo*Ailig to the firait 

arjriculaa, fotsjfctivo av-luation i s t&e esoeess need to r*$rOod 

55 igeftes eurro'««Jar lr*?rov<*2ent» tn the fuacxiona of existing 

rojeote. Ihore ar* two oajov t/^ee of i3prove*ent daeiaieoa 

« taafettiv* evaluation ia aocial »arV«ti«? prtrjeete - - the 

•Irit 1» iatosoveeent of tk* jyrocoaa en? a project* the eecona 

It the ittQ******** QT t tH? ©ootoat ostd format of aeeea^es dlese* 

dieted by the i«to*vo**io*« 

SttBemttTf evaluation, Ott the ©the* hand, ie defined ea 

It aaeeaeaect Of the extent to wfclo* * project ia achieving 

ta deaiFed ittpoet, ©oft whether I t 1* &ooo*pl inning i t e eoaia 

4th ea aocoptahlo o* opt i c* ! l eve l of officienor. 
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^•eourco ro^uirettootB arc input* needed for 

tii* i^t^ccv csuipei^ti of tho psograe to achieve tt* 

^cal*,. t e s c u t c e a aay bo cat«forlaod into 5 a'e eaft 

Vawu^rfotj, soaoj (bad/jet), machinery (faoil iUtfl* 

oquijtatouoj a » a t t r i a l s Mid nocente t i ae . In plauclog 

wouial aevjckcviog yi'O^raa oa Isportoftt concise r*Uon 

to i o u i xaio l « th* ovdc*« a l l o t t d for tha ptojeet *• 

v o i l *a oral l t to lo rosourooo bocaue« too coot of ejooial 

fa;*-ECGVjL.it; oa&cot »• recovered from the ooceysaer of 

t*r tfct oi icftt* u t l i k e in cocrsJOJrctfeL ftatfceU&g, 

l a id«otifj?5.og resource reauirOT.cQte, tb« placuer should 

raview w c data tfatka*** i u tKe $.re~plAetxi of st*g« ana look for 

a-rallebio roaource* i n tfcOi cetstmaiity *•»* otfcer r**0«ree« outside 

I he cOw**uu**y wMon coo be tapped, Hoet important, be tax to 

iAt&ttr; ^osslfeX* eouroo of rucdibg for tho preset* 

tko fa l lowing oo.as-le ctioclrliBt *ar feolp tfco placner la 

prep*xi&£ ceaoura* j-eoulroaooto for «oy project., 

&. «*AO. i*aa?ew«r) 

«• consult eat 9 
- -fcraJ.m>ro 
- renottrcQ parse&a 
- roeearoh opaoia l l i s t 
» health personnel , Other profeee locals oto, 

* ceorstary 
- tcohniolaao 
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ha&lth peraonooi, oth-r a l l i e d p>jfaiTd«oioaal wr£erfl oto, 

• Baret»g&7 Ho&ith work era 

- Yoluatoere 

S. Kor-ey (?ta£.aei«a) 

- *iel« tri^a 

- î iiteri.«&i6 dtvylopaifctU 

•» media pXtcesieufc 

- £r*inlB£ exponas* 

• research 

• realtorlag & av&luAtioa 

• QjfJCisa supplies 

- ISO materials 

- }>©«**#» 

» pesaphlcts 

- conIas 

J, Kasfcittesy (FnoUlt toa • £<mip*<mts) 

- Audio* i»ual eauipaaata 

* TOWt/*ail&ttff «>* jfaoiXiHaa 

•> vehicle 
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_ Schedule for project a c t i v i t i e s (refer tc U I I X V U N ) 

?iw« i'r&aie 

•P$f i u i t i o c t 

line trace r e f e r s to the period of time daring 

wttiob hU9 ^Ictaaar intends to carry out the oa^paiga, 

'I he ylaaiier should schedule sow wuch tiaia ho lateads 

to a l l o t l o r each phase of the oaapalga strategy fsoa 

pl&aaiag to eva lua t ion . 

-he duration Intended Tor « soc ia l marketing project 

to achieve i t s o b j e c t i v e s requires careful planning te 

avoid l o s s of raluufcle* t l a e , aioo^y aaa ef fort . All 

a c t i v i t i e s to he uua'erteJcea should he re&sOH&olj *ad 

r e a l i s t i c a l l y scheduled. Scheduling should take into 

coneidcrutiori s o e i o - c u l t u r a l l i f e - s t y l e , re l ig ious 

f e s t i v a l s , or hol idays as v e i l as seeecu or climate 

( A e t h e r dry oj? wet)* 

~ay kind of on-going progrsja isust ensure that i t s 

scheaule i s r egu lar , frequent and convenient for the 

tar*,*t populat ion . £he targe t audiehce/el ieata parti­

c ipat ion or acceptance of a program depends largely 

SUBQ What "tltt* Of the day" a certa in campaign/activity Is 

scheduled, f l e e therefore i s aft important element which 

must not be overlooked* 
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'£hd planner l l s t e project a c t i v i t i e s in ee»jueoce« 

He alno i n d i c a t e s the duration of each eot iv i ty vithio toe 

sot period ror the oat ire project In terms of weefca and 

Hoatua of tna year . 

AfttWy.Mft 
X* Individual Case Study 

Assumption: /. case study on a soc ia l »arketing experience 

i s g iven <is nn exerciae of this sn l t . 

« Zzepuse a. c r i t i q u e by analysing the caee in terse efi 

o b j e c t i v e (a) ee t 
- audience Segmentation 
- product definition 
- campaign design 
** oYal-iatioa uctaasc 
- time frame 
- eataxHsbjuent vf Xiaifc&£as 

• f r a s o u t / d i s c u s the cxi tl£\>«« 

XX* Srjeoup 2Laxi&& 

Ask ;a<i gro^p tVWuaiuo, tfc* c l tce /etss iot i to react 
t o the c r i t i q u e of the case study presented* 

IXX« Korkaaop 

•*orm small groans of 5 or 6 aecibare, 
*friv« a s i t a a t i c n e r or caee to each group 
•iiot the® i d e n t i f y the *pee i f io problem to be addressed to J 

i n the ease g i v e n . 
•Ask them to prepare a project campaign plan using & 

s o c i a l marketing s trategy* 
•formulate message ( s ) f^r the campaign plan. 
• Ident i fy the modi* to be need for each messages developed. 
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war ix 

I . tha t f a c t o r s obould you c*Kafc4er i n s o t t i n g an objective for 

a s o c i a l fc&rVetlag proyreR* 

2» How would you e t e t c your o b j e c t i v e s ? 

5. How would thfe aud i ence segmentat ion help you io ple.nr.iBg ft SH 

pxo^rs^v:* 

4» What does producx re i 'or t o i n & s o c i a l ourJcotiafi .»ro$raa? 

Gave exac t t l ee . 

p. What Ghould £. neesags / o r s o c i a l a a r k e t i a g e f for t cantata? 

6, Kov do you doterntitie nedie-iiijiV 

7# Why should a meotsa^o oe p r e - t e « t e d ox f i e l d - t a s t e d ? 

8. What i s forruvt ive ev.-.luafcion? *hy i s i t JLapGft&at to 40 

& forjasttive e v a l u a t i o n ? 

9# What i o a. auawat ive e v a l u a t i o n ? Whet i s i t s purpose? 

10* How vould you a» ft p l anne r determine year resource require-

aea te? 

I I . What i s t h e key f a c t o r or reason fo r drawteaoks regarding 

t h i s Iciud of caispaijjaV 

12» tfhict docs Lime i'roio© r e f &r to? 

13, l a p l a a a i t i i a p r o j e c t o r a campaign, what faevcr* should 

be cons idered t o avo id wastage of resources? 
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m a n THREEX iMEiiEMEMTiaxiQCirsxaGE 
( 

Thi s u n i t o p e r a * i ona I i z e s t h e " p r o j e c t "design. Ft TuTs~in t oTTV K 
a c t i o n and a t t e m p t s t o i n t e g r a t e t h e main components of a 
p r o j e c t , namely": s o c i a l p r e p a r a t i o n , f r a m i n g , men ? toTl ng 'and ( 
f o r m a t i v e e v a l u a t i o n , d e v e l o p m e n t and d i s s e m i n a t i o n of m a t e r i a l s 
and r e s o u r c e mob f l i z a t i on".'" 

A. KEY CONCEPTS AND THEIR DEFINITIONS 

Key C o n c e p t s ^ Soc i a l p r e p a r a t i o n " , T r a l n T n g , Development and 
Dissemjnat ion of M a t e r i a l s , M o n i t o r i n g and F o r m a t i v e eva lua t i on 
and "Resource Mobfl I z a t f o n . 

T. SocxaX" Ece&anaTiXan ~" ~ 

•: 

i 

a) D e f - l n l t i on ; 

P r i o r t o f u l l , i m p l e m e n t a t i o n of a p r o j e c t * implementors 
are a d v i s e d T o " c o n d i t i o n t a r g e t ~ c " l i e n t e T e ' T o " a c c e p t and" act 
a c c o r d i n g t o p r o j e c t p l a n s . ( 

SocTal p r e p a r a t i o n i n c l u d e s meet ? ng_itiT"th"'ld"ca I gbvernmen ttit|| ; 
o f f i c i a l s of̂  a i m m u n i t y t o g e t t h e i r a p p r o v a l and f u l l suppor t . 
It a l s o i n c l u d e s o r i e n t a t i o n ~imeeting's w i t h members of the { 
barangay c o u n c i l s in o r d e r t o e s t a b l i s h a c t i v e community 
invol vemenf a n d pa r t" i"c"i pa t ion I n a I I a s p ec t s / pha se s oT the" 
p r o j e c t . ( 

b) tdelhadaLog:* 
" STfa~teg~Te~5 eriipTcTyecf Tfi " s o c i a l prepafaTlorT fnclude r— 

p o s t i n g of p o s t e r s and s t r e a m e r s in s t r a t e g i c a r e a s of t h e t a r g e t 
"commuriTTy s u c h as"" s c h o o l s i c h a p e l s i s i r i - s a r i s t o r e s and the 

( 

The following steps are to be taken in social preparations 
V. Conducft coffsul ta tTve" meet i ngs ~w i th: 

* local government officials 
* communi ty l e a d e r s 
* key i n f o r m a n t s o r " s t a r " members of t h e community ( 

"2l S e n s F t T z e " t e a der"s"""b"yT fjj'jj |j 
* p r e s e n t i n g s o c i o - e c o n o m i c ( e . g . , income levels> 

educa tTonaT . a t t iT i nment) , demographic da ta ( 
<e. g. » f am i I y s i ze>communi ty p o p u l a t i o n ) and 
ep i dem i o l og i ca I daTa ( e . g. , h e a l t h , p r e v a l e n t 
a i l m e n t s ) ^ . . ( 

* p r e s e n t i ng p r o j e c t p l a n s witf i emphas i s on agency , 
a n d c l i e n t s / c o m m u n i t y c o u n t e r p a r t s 

i r r i c ' u s T T n g - " T e T T 1 * " n e e d s of t h e t a r g e t community/ ( * 
aud i ence ___,___._, 

Con cruet commun71y assembIy to: 
sens i t i ze community/target audience 

* validate "felt" needs of target audience 
* orient the community/target audi&nce on the 

project plans 

ILL 
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i n a j . n i . a s 

a) • e f i n i l i . a n 
T r a i n i n g a i m s t o e q u i p t h e p r o j e c t i m p l e m e n t o r s w_f_th 

knowledge a n d s k i l l s t o e f f e c t i v e l y c a r r y o u t . mon'Tlor'"a fT<T a s s e s s " 
* h e _-E.roJ.ec."t.v T r a i n i n g a l s o e s s e n t > a'. I y p r e p a r e s p r o j e c t a c t o r s 
for t h e i r r o l e s in p l a n n i n g - ma na g i n g a n d "coord i n a t i ng o v e r a l l 
I m p l e m e n t a t i o n e f f o r t s t o i n s u r e t h a t p r o j e c t g o a l s a r e r e a c h e d . 
A f u l l - f l e d g e d o r g a n i z a t i o n a n d t r a i n i n g e f f o r t i s g e a r e d '"'to war a 
i d e n t i f y i n g r e s o u r c e s , o r g a n i z i n g a p p r o p r i a t e t r a i n i n g a c t i v i t i e s 
and i n s u r i n g e f f e c t i v e u t i l i z a t i o n of a va i X a b I e""re s o u r c es~.~~ 

b) t d e t h a d a l c i a j 

T r a i n i n g c a n e i t h e r b e I i v e - i n o r I i v e - o u t ~ d e p e n d i ng on fhe 
p r o j e c t n e e d s a n d c a n b e c o n d u c t e d a t two l e v e l s — one f o r t h e 
p r j e c t s t a f f a n d t h e o t h e r f o r f i e l d w o r k e r s . TrPEoTh" c a s e s l fh~e~ 
p a r t i c i p a n t s ? v e n u e a n d d u r a t i o n s h o u l d be d e c i d e d upon 
b e f o r e h a n d . r 

A. For p r o j e c t s t a f f 
NJo. of p a r t i c i p a n t s ! 
V e n u e ! 
Dur ajt j o n ! 
1. Training Components: 

o Strengthening the capabilities of the project staff 
^o train and~ provTde suppoTT l"o the "71 eid workers 
during the formal training sessions 
Sessions on supervision and monitoring of project 
activities _ _ _ _ _ _ ^ _ _ _ ^ _ ^___ 
FormuTatTon of "syTTab ; Tor the tra i n i ng of field 
workers including schedule of training? tools for 
supervision and project monitoring 

2. Strategies! 
~ o CecTu r e- d i s c u s s i o n 

o Case Studies 
o Group Sharing 
o Workshops 

B. For Field Workcr/P.ro j ect Imp I emejntor_t_ 

No. of participants: 
Venue! 
Durati on: 
1. T r a i n i n g C o m p o n e n t s : 

~o S e s s i o n s on how t o e f f e c t i v e l y a n d e f f i c i e n t l y 
i mp I emen t a p r o j e c t ^ 

__ " " ^ L e c t u r e s o n A r e a s o f S p e c i a l I n t e r e s t - e . g . , s i m p l e 
h e a l t h / n u t r i j U o j n _ ^ u b J e c t s , t r e a t m e n t of s i m p l e / 
common a i l m e n t s 

o N e e d s a s s e s s m e n t t o i d e n t i f y f i e l d w o r k e r s ' w e a k n e s -
^ e V T n t e r m s " of ' KAS" t o p e r f o r m t h e t a s k s e x p e c t e d 
of t h e m a f t e r c o m p l e t i n g i n i t i a l t r a i n i n g 

" Q — s e s s i o n s on d e v e l o p m e n t o f c a p a b i l i t y t o o r g a n i z e 
a n d s u s t a i n ^ t u j _ Y _ j r o u P 5 f o r h o u s e h o I d t e a c h i n g and 
TnVormaVTon d i s s e m i n a t i o n , t h r o u g h m e d i a 

1797U 
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Strategi es : 

o Lecture-discussions 
° G r o u p e>-'erc i ses/group shar i ng 
o Simulations/role playing 

Field practice/practicum o 

:. T r a i n i n g f o r T a r g e t A u d i e n c e s ( R e f e r t o P l a n n i n g Stage) 

5. _ _ jsJa len ia ls Develop caenl and D±sss=:txi±na±±an 

a) De£±n±±Aan 
M a t e r i a l s p r o v i d e t r i e s t y l 1 s t i c 'To rma t and con tex t 

f o r p r e s e n t i ng t h e message t o the t a r g e t audience. 
M e s s a g e s des f g n must r e f I e c t " tTie v a r i o u s s tages of t h s 
campaign.- i . e . - c r e a t i n g awareness- e f f e c t i n g 
b e h a v i o r a l change- e t c . " N a t e f T a T s dTlsemTnat i on 
s h o u l d c o n s i d e r d i s t r i b u t i o n channe l s fot •••'••• .••.•:i>-:.?s. 
I t s h o u l d a l s o i n c l u d e " t rTe - fou r C*T~ b"a"sTc"~''form's"" of 
med iaJ b r o a d c a s t ? p r i n t ? i n t e r p e r s o n a l and ..:;u."i i *y 
med TaT 

o B r o a d c a s t i n c l u d e r a d i o and t e l e v i s i o n 
— F ' r ' n t i n c l u d e s a w i d e r ange o f m a t e r i a l s 

f r o m f f y e r s 
t o b o o k s and f e a t u r e a r t i c l e s i n newspapers 
I n t e r p e r s o n a l med ia i n c l u d e one -on -one •_ .-ulaict 
by message p r o v i d e r a n d / o r peer w_i t h the t a r g e t 
aud i e n c e 
Commun i t y i n c l u d e s a w i d e r a n g e of b o t h t r a d i t i o n a l 

~aind gFoup" commTmTca t i on_chahn~eT~s such" as theatre>"" 
puppe ts? s t o r y T - t e l I i ng» e t c . and o t h e r communi ty-
p r o d u c e d m a t e r i a l s . 

FrcTJecl r m p Y e ^ e l r t o r s s h o u l d also~~bear i n mind t h a t the" 
c h o i c e o f s e r v i c e d e l i v e r y p o i n t s de te rm ines the 
p roduc t . * s [mage and co r i sequen tTy makes t h e p roduc t " 
a c c e p t a b l e o r n o t a c c e p t a b l e t o t h e t a r g e t aud iences . 

^P roXec l TTrtpTementors mus 'Tbe remTnded t h a t fFe t a r g e t 
a u d i e n c e and t h e t a r g e t communi ty a re two impor tan t 
f a c t o r s t o be- c o n s i d e r e d when d e v e l o p i n g and 
d i s s e m i n a t i n g m a t e r i a l s . 

b) tHeth.ado.Lo g* 

Messages need t o be packaged i n a p p r o p r i a t e m a t e r i a l 
f orrnlr t a n d " t r a n s m i t t e d t h r o u g h commun i c a t i on channels 
t h a t e n s u r e t h e _ g j r e a t e s t r e a c h and f requency of 
c o n t a c t w i t h t a r g e t a u d i e n c e . Media su rveys and 
q u a l i t a t i v e r e s e a r c h s t u d i e s o f t h e way i n which 

TnTo rmaTTon g e l t r a n s f e r r e d i n a community. ~5eTP 

i m p l e m e n t o r s _ j e f j j g c t ^ i v e l y package and t r a n s m i t 

messages . 

? 
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T h e i d e n t i f i c a t i o n o f t a r g e t a u d i e n c e and ' a r g e i 
c o m m u n i t y h e l p i m p I e m e n t o r ? d e c i d e on wha t t y p e s o f 
m a t e r i a l s t o d e v e l o p a n d w h a t m e d i a t o u T T U ' z e . 

1. Componen t s 
o S e s s i o n s on e d u c a t i o n a l messages J f ^ r j n u j j a t j o j n ; 

e d u c a t i ona I c o m m u n i c a t i o n . m< ••! hi .<io? ogy J 
d e v e l o p i n g an e d u c a t i o n a l m a t e r i a l and campa i gn 
d e s i g n . 

o S e s s i o n s or, m e d i a p l a c e m e j v t s 
o S e s s i o n s on c h o o s i n g d i s t r i b u t i on" o u t l e t s " 
o I n s t i t u t i o n a l i z a t i o n a n d a p p l i c a t i o n o£ 

KAS ga i n e d 
2 . S t r a t e g i e s 

o A n a l y s i s o f p r i m a r y a n d s e c o n d a r y d a t a , f i e l d 
s u r v e y s - e t c . 

o P r e l i m i n a r y m e e t i n g on m e s s a g e c o n c e p t u a l i z a t i o n 
o P a c \ a g i n g o f m e s s a g e ; 
o C h o o s i ng m e d i a m i x 
o P r e — t e s t i n g o f ma t e r i a I s 
o R e v i s i n g o r i m p r o v i n g m a t e r i a l s 
o D i s s e m i n a t i n g m a t e r i a l s t o d i s t r i b u t i o n o u t l e t s 

-ample*. Ea___x _ e l _ a c e Ecasnamme 

Jtep 1 : _ C o n c e p t u a l i z a t i o n o f a n O v e r r i d i n g S l o g a n -RESPONSIBLE ; 
'ARENTHQOD 
Itep 2 : D e v e l o p m e n t o f T h e m a t \_c m a t e r i a I s — •_ 

I a _ . o e ± Ib_?_e M e d l u _ 
M a r r i e d S p a c i n g / H e a l t h / N e w s p a p e r s / 
C l a s s C S m a l l F a m i l y S i z e M a g a z i n e s / 

R a d i o / T V 

Marr i ed Spac i ng/Heal th/ Magazi nes/ 
Class D-E Small Family Size Komiks/Radio 

Engaged Planning/ Newspapers/ 
Class C Small Family Size Magazines/ 

Radio/Tv 

E n g a g e d " P l a n n i n g / N e w s p a p e r s / 
C l a s s D-E_ SmaJ I Fam i I y S i z e K o m i k s / R a d i o 

Step 3 : D e y e l o p j n g c o l l a t e r a l m a t e r i a l s - b r o c h u r e s ? s t i c k e r s , 
p o s t e r s " a n d " b i l l b o a r d s t o s u p p o r t p r o m o t i o n a l a c t i v i t i e s i n t h e 

f i e l d . 

Step 4 : P r e - t e s t i n g t h e j n a t e r i a l j s - T h e s e w e r e a i m e d a t 
teTsurino t h e e f f e c t i v e n e s s o f s e l e c t e d p r o t o t y p e p r i n t , r a d i o 
*<L TV " m a t e r i a l s iJL t . e r t f s ....of., r g c a t l_.._. j j n d e r s t a n d a b i l , L i y a n d 
Persuas i v e / r e i nf o r c e m e n t va l u e . 

Step 5 : I m p r o v i n g a n d / o r r e v i s i n g t h e m a t e r i a l s 

-•i -7 n 7 ' 
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Step 6: D i s s e m i n a t i n g m a t e r i a l s ' t o ' d T s T r l b u t i on ouTIeTi" 
and/or media . 

4. M a n i l a c i n a and E a n o i a l l v e E v a L u a i i o n 

M o n i t o r i n g and f o r m a t i v e e v a l u a t i o n a r e n e c e s s a r y to give 
p ro jec t i m p l e m e n t o r s f eedback so t h e y can improve, r e t a i n ~6r 
a l t o g e t h e r c h a n g e t h e p r o j e c t p l a n . 

The need t o a n a l y z e p r o j e c t r e s u l t s w i l l a l s o he lp shat-< ihe 
p a t t e r n of r e s o u r c e m o b i l i z a t i o n . 

Moniiur i r i f l in t h e i mp I emeh t a t ForT stage"~ r e f e r s to the 
c o l l e c t i o n of d a t a from t h e p r o j e c t b e n e f i c i a r i e s s p e c i f i c a l l y on 
current o u t p u t b a s e d on s e t ' ob j ec~tTves> ~" pr75j~ecff p r o g r e s s " and 
other s i m i l a r i r«f orma t i on . • 

EuE.tiiali.ve E v a L u a t i o n s i m s t o t e s t pTa~ri n Tng as¥umpt i ons "and" 
measure t h e p r o g r a m ' s o n - g o i n g i m p a c t . T h i s t e c h n i q u e w i l l 
give t h e p l a n n e r / s o c i a l mark e ' t e r ~a\~\i~Upd"a te~"on tTSe- proceTs of 
imp lemen ta t ion , i . e . - w h e t h e r o r n o t t h e p r o j e c t i s be ing c a r r i e d 
out a s p l a n n e d . I t w i l l a l s o e n a b l e -The p I arinef" / soc TaT~ ma rk: eTer 
to i n s t i t u t e m i d - c o u r s e c o r r e c t i o n s and a d d i t i o n s t o t h e program 
as i t p r o g r e s s e s and w i l l p r o v i d e them w i thTan opportu>> i \ >• To ; 
think t h e i r s t r a t e g i e s . 

b) [Helhud&Lasij: 
The a c t u a l c o n d u c t of mon i tdr'Tng and forma tTve™ 
e v a l u a t i o n i n v o l v e s i m p l e m e n t i n g t h e scheme drawn up in 
t h e p l a n n i n g s T a g e . MonTtorTng and Tormat i ve eva luaTl on 
s h o u l d be c o n d u c t e d w i t h t h e f o l l o w i n g c o n s i d e r a t i o n s 

"TfPmTnd!" a") " expec t ed out~puTs7 ED t ime frame of "The 
p r o j e c t ? c) l e v e l s of AKAP c h a n g e , and d) DCIPP. 

. FoTl owi ng are" some o?"The v i t a I i nf ormat ion an'c!Tor" 
q u e s t i o n s t h a t i m p l e m e n t o r s s h o u l d f i nd • out in 

"hVoni^TorTn'cT "and f o r m a T i v e " e v a l u a t ions " 
o I s t h e p r o j e c t p r o c e e d i n g a s p l a n n e d ? 

_6__ U h a t - a r e t h e " " s t r e n g t h ' s and' weaknesses of fh"e~~ 
p r o j e c t ? 
o "How"many p e o p l e a r e r e a d T n g t h e m a t e r i a l s ? 
o Has t h e a w a r e n e s s l e v e l of t h e t a r g e t a u d i e n c e / s 
i n c r e a s e d ? d e c r e a s e d o r been r e t a i n e d ? 

5. ~Wesourc£ taoblI-Lza±-ior> 

^ 

a) Dellnlllon 
F i r s t l y ? p r o j e c t iffipj.ewentors s h o u l d have management 

^ k T T T s " T o e n a b l e them t o k e e p t r a c k of th"e p r o j e c t ' s 
p r o g r e s s . P r o j e c t i m p l e m e n t o r s s h o u l d b e a r in mind t h a t 
ful idsT t e c h n i c a l - " a n d o t h e F forms of a s s i s t a n c e a r e 
a v a i l a b l e from a jtva j o r ^ponso j r i ng agency a s we l l a s from 

_ _ _ _ _ _ ^ _ _ _ _ _ _ . - I t ^ t h e r e f o r e ? becomes e s s e n t i a l to 
e s t a b l i sh I i n k a g e s _ w i t h a l o t of p h i l a n t h r o p i c and 
socTaT "deve lopment o r g a n i z a t i o n s . ^ 

More impo_rtant_ly_, p r o j e c t i m p l e m e n t o r s should a l s o be 
Tt.fe" to" h a r n e s s t h e i n d i g e n o u s r e s o u r c e s a v a i l a b l e in a 
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community, e .g . , credi t cooperatives/ barang*y health 
centers, e tc . 

Even if a Projject is fully funded by a specific agency, 
project implementors are advised to l ink up with other 
agencies which, may be wi I ting to assist the project. 

b) HslhadoljOMX 
Resource Mobilization can be done by identifying and 

. U S ting down I oca_L.AHd J nternational funding agenc i es 
and their priority programs as well as the indigenous 
resources in a commun i ty. A__Pro jj?ct̂  Proposal for co-
f inancing- indicating how much funds or what types of 
as_sj.s_tajice are requested from the agency should then be 
submitted. In the case of tapping of indigenous 
resources, project staff can arrange either co-financing 
agreements with them or iap^ Them""' as proponent-

c-rgan i zat i ons that will do direct commun i ty work. 

1. Components 
o Sessions on how to acquire management skills 
o Sessions on accounting procedures 
o Process orientation on establishing linkages 
Strateg i es __ 
o Readings on management and accounting 

-0- Lecture—d i scuss i ons by profess i onals and 
experts 

B. ACTIVITIES 
Activity 1 - Lecture—Discussion 

Social marketing experts or pract i t i o ners can be invited to 
discuss and share thei r experiences in the field. An oven 
forum/discussion could follow to allow part icipants to interact 
with the lec turers on the factors for success and failure. 
Activity 2 - Practicum 

The practicum or f ield prac t ic ac t iv i ty hopes to expose 
part ici pants to different aspects o_f_ implementa t ion, namely t 
p l a n n i n g , o p e r a t i o n s * m o n i t o r i n g and e v a l u a t i o n . 
Ac t i v i t y 3 - Group S h a r i n g 

After* exposure to the various phases of implementation, 
participants wi t t be encouraged to share their experiences 
regarding problems encountered as well as the solutions proposed 
to address those problems. 

,C. LEARNER'S EVALUATION 

1. How do you go about soc ia l ly preparing a community? 

-3. 

2. iHow del yoTi identify and va l ida te "fel t" needs of target 
aud i ences? 
How do you establish rapport with the community? 

+. What, are the necessary sk_ij Is Ah_at__should_be_acgu i r?d_by_: 
a) Project staff 

L b) Project <"• •.t- L îfealQ£S_ 
c) community volunteers 
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8. 

10. 
11. 

What factors should he considered 
out lets for ma t er i a Is^ 

i n ch oosi n g d 1 sTFTbul i ori 

Which of t h e communiC3 
e f f e c t i v e in a dvoca t i n g b eha v 

r a d i o 
p r i n t 
face-to-face 

Why"? ________ 

on channels would you say the most 

i or i a n g e 

What types of materials can t 
_____ leaflets 

flyers 
pamphlets 
theatre 
puppets 

How can communication networks be established? 
What can project implementors derive from mon 1 for ing? 

problems encountered project outcome 

deve I o p e d ? 
r a d i o— s c r iVT i 
- '•: i t s 

-••c umenta"r"i es 
*.«-ri i e 

5 O r. Q S 

project sta tu< 
efficiency 

Wfia t does f 6rma t i ve 

._ o'b j eel i ves • 
__ goals attainment 

evaIuation accompIi shT" 
Why i s resource mob i I i zat i on i mportant? 

For possible alternative funding sources"' 
For establishing linkages with other agencies 
T o r project" i mpVementors to Tc eerp fracTc ol proj ect" 
costs 

lii 
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INTRODUCTION 

d 

-The Social MarJceiJ n_B—proce^s_ijiv.olves a ^ t of b i gt±ly_ 
in te r re la ted , somet i wes cont inuous and overlapping. steps and 
*c4 . vt t4 es - t ^ M o g e t her - t ,e 1 P br4 ng-^bout-a Bucces^uUpr-^ram, 
Often t h i s success is measured by the degree to which the program 
is research-based and -a t tuned ta - tpec - i - fk - . - aud ieace -needs - .^ad . 
resource c a p a b i l i t i e s . This implies the need for careful planning 
nd- o r g a n i z a t i o n . A-soc i a I market ing- program must- cons i der i t s 

main elements s y s t e m a t i c a l l y , and often, simultaneously in order 
for it to be cons idered e f f e c t i v e . - — 

—The- stages—-in- trie- p roces s - - -as present-ed—i-n—-tni-s—^-i'ller--
fellow a log ica l sequence: from pre-planning, to planning, 
impl-emen+a t̂ ion^-arYd—t-h-en—evaluation, - Eadv-of-the sta-^- ^*-l<--*s-
an adequate unders tand ing of bas ic communication principles, 
mar-fcetj ng-Jec±un-Lques-»--^and sac La l._ research methodology,. 

Jh-i-£ mo-du-L&_Ls— axi_ a t tempt f. guide pi'annfrsi imp! ementors 
and r e s e a r c h e r s through the whole gamut of program development 
and -desi gnin-g-, e*ecu44^€Mv^a-n4--eo-«tr-Jsi, as -wel l as monitoring and -
evaluation. The t a sks involved a r e g igan t i c , and the magnitude 
eP€*rmous-—es^eeia4Hr--*^--4ne- pi-ann Ln-g-s4a-g-e, However, as in a 11-
other ac t i on programs, a well thought out and r e a l i s t i c plan 
he I ps-gtra fvanleo success-^ In -t-h i o sense, t in s modu I o becomes -
friendly guide for any s o c i a l marketer . 

OF THIS MODULE 

After going through t h i s module, the learner should be able 

* i den t i fy t he d i f f e r e n t s t ages in the social market i ngj. , 9 / 3 C 
• " " -process? - — — _ — — _ . . . . . . . 

* d e s c r i b e the a c t i v i t i e s involved a t every stage of the 
— s o c j-qrt—(Yrarkett-n-g—proc-es-s-J 

* demonst ra te s k i l l s acquired in designing, implementing, 
and e v a l u a t i n g a—s-otrra-l- irtar4t-gjH-ng program! 

* develop a s p e c i f i c s o c i a l marketing program. 

I I I . UNITS OF THIS MODULE 

This module c o n s i s t s of four u n i t s that correspond to the 
•st*-g«s-—erf t+te^—soc-hal ma-r4<-et i ng—process? namely! |-> pre­
planning, 2) p lann ing , 3) implementation, and, 4-) evaluation. 

Un i t I . EjcerrELajajQlfli S±a«je 

This un i t s e r v e s a s b a s i s for any soc ia l marketing program. 
-t+—provides p4-*rvrrer~s wi th basel i ne data *+HH;—he+p—s-e*—%ne-
d i rec t ion and goa l s of the program. Spec i f i ca l ly , this stage 

-Lnci-tid«s such e s s e n t i a t a c t i v i t i e s as needs assessment, problem 
de f in i t i on , i d e n t i f i c a t i o n of t a r g e t audiences and communication 

:kcr and resr.urra—invantopy, r 
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Key Concepts -and- the i r Oef i n i t i-o 

Key - -Concept-1 

ons 

Weeds -assessment* problem -def_Ln4-t_ion»-
i d e n t i f i c a t i o n of t a rge t audience? co«-
fftyn4-c5ti-on network — - -resource—i r-vent-or-y-

1. Needs Assessment 
i j 

a) D e l i n i l i o n 
This r e f e r s - t o t h e K o c e s s of 4-den44-f-*4ng -the 

ac tua l or sometimes the perceived needs of the target 
€ommufvi-tf f OF the purpose-»f- <Jet«rm4 n-i-ng—the -hesi 
approach to s o c i a l market ing. This is premised on the 
assumpt t on —that- se€4-al--#apk-et-in« can-only be effective 
if i t is perce ived to offer a product the people feel; 

- they- need , - A s - a - f i r s t step- •-hrr—the-- pre—plann4^vg -s4a-g\eC-
the importance of t h i s process in ensuring the success 
o-f th-e—s-oc i a-l—ma-F-k-et-i-n-g-
underest imated for it bears upon all the other 
components of —soc 4 a t marke14-ng,— .pap t4-c4i4ar_Uy on the 

7C- ! 

i d e n t i f i c a t i o n of the bes t communication s t r a t e gy. 

to MelhadaLos* 
1-, Pr i or i t4-z-e- 4 d«n44-f i ed needs 
2. Conduct c o n s u l t a t i v e meetings and 

i n t e r v i ews—w4-th—l-oca-1 l u d e c i 
focus group 
other-

L'L' 

i n f l u e n t i a Is to confirm or va l ida t e 
pri or i t ized ncads^ 

3 . Input v a l i d a t e d needs into the program plan. 

Problem I d e n t i f i c a t i o n 

a) Del-l-D-i-l-taja 
—Thi s-—refers to the process o-£ de f i n i ng and 

prioritizing the specific concerns of the community 
_that .a-soc i a4—ma-rk-et i ng program-mutt and can—address. 
Sometimes* this requires an analysis of the potential 
-r-es i stance—a-»dZor-— acceptance—points to—a proposed 
program. For example* the felt need of mothers to 
help in augmen+'"g -t̂ ^3 family—Lncome by working may he 
in conflict with the demands or expectations of a 
breastfeed i ng campa i g n — a n d — a s — such 1 ahel t ed—as—a_ 
potential resistance point. Again, this is crucial in 
determi ng the total social marketing strategy in—so_ 
far as it provides information as to the be 
poi nt—for tho program—as well—a-s- g 
opportunity to anticipate the difficulties that 
-be overcome. It also enables planners to decide 

^ntry 

must 
on-

p o s s i b l e focus of the marketing effor t given the 
i i den t i f i C f < nnripr^assessment. 

"K 

10 
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b ) _t!3eibcud£ji.o^x 
R e v i e w a l l a v a i l a b l e communi ty d a t a . 
D e p e n d »ng--on a v a i l a b l e r e 6 0 u r c e s » - - C o n d u c t 
f i e l d s u r v e y t o a s s e s s AKAP l e v e l s of t a r g e t 
a u d i e n c e . 
D e t e r m i n e f i n d i n g s r e l e v a n t t o t h e d e v e l o p -
fficnt-progr-aw. _ 

— 3 . I d-en-t4-f-i cat-i-ojo—o-f__Ta-cget_ Aud-i ences— 

T h i s - - - r e f - e p s - + . © - 4 h e - P - r o c e s s o f - 4 - d e n t i fy4 -ng- the i n t e n d e d 
r e c e p t o r s o r b e n e f i c i a r i e s o f . t h e s o c i a l market i7n£ 
p r o d u c t . I t i n V e - W e s a -cofflpretvens i v e d e s c r i p t i o n of t h e 
s o c i o - c u l t u r a l c h a r a c t e r i s t i c s of t h e t a r g e t a u d i e n c e a s 

- w e l t — a s a thor-ough--a-na- ly-s4s a n d — u n d e r s t a n d i ng -of -the- l e v e l -
of t h e p e o p l e ' s a w a r e n e s s - k n o w l e d g e - a t t i t u d e - p r a c t i c e 
-(-AKAP) - o f t h e p r o g r a m e-©mp<ments. '-—A p r o p e r 
i d e n t i f i c a t i o n of p r i m a r y a n d s e c o n d a r y / i n t e r m e d i a t e 

-aud+efve-es - -4 s—-an i m p o r t a n t - f a c t o r - 4~n- - p r o j e c t ing —«&pk*i 
s h a r e s a n d d e s i g n i n g e f f e c t i v e m a r k e t i n g s t r a t e g i e s . 

b ) fcle±hjjdo.±£i.8¥ 

M o s t o f t h e d a t a n e e d e d i n t h i s s t e p c a n be g e n e r a t e d 
-f rQtn t-he- ^app-l i c a t i o n o f — - r e s e a r c h m e t h o d s . , both—qua4 4-ta-t-i-ve 
a n d q u a n t i t a t i v e . To o b t a i n t h e AKAP l e v e l of t h e t a r g e t 
gp-CHjp-i. f o c u s — g r o u p s . u n s t r u c t u r e d — L n t e r v i ews-^aad o±hen_. 
q u a l i t a t i v e t e c h n i q u e s may b e u s e d . 

4 . I d e n t i f i c a t i o n o f C o m m u n i c a t i o n N e t w o r k s 

a ) • Def i n i t i on 

T h i s r e f e r s t o t h e p r o c e s s o f d e t e r m i n i n g t h e n a t u r a l 
b u i 11— in-cha-nf>e4-6—o-f—commun i c a t i on whereby—inf ormat ion 
i s d i s s e m i n a t e d t o c o m m u n i t y m e m b e r s . S p e c i f i c a l l y ? 

_4_t -h-as—t-o do—w4-th—4he-network—o-f-—i n forma I—k i n s h ip—and 
n o n — k i n s h i p r e l a t i o n s h i p s w h i c h s e r v e a s c o n d u i t s f o r 

.^ the t r a n s f e r — o f — k f l o w I e d ge^ b e l i e f s a n d — a t f i ludsts^-
T h i s i s a n i m p o r t a n t r e s o u r c e t o t h e p r o j e c t p l a n n i n g 

- b e c a u s e i4—p-rov4-des o c o s t - f r e e a n d r e a d i l y a v a i l a b l e 
m e c h a n i s m by w h i c h i n f o r m a t i o n c a n be d i s s e m i n a t e d and 

_as s u c h * ca-n b e t a p p e d \M designing tbe-
project/campaign s t ra tegy. 

b) Melhodoloox 

Communication networks can be identified by 
check i ng -on the soc i-o-cul tural data on the nature—of-
the target audience generated from the unit research 

Hic-t i vi t i os-. T4>e-quest ions most helpful at this point 
be: Who are the inf luent ia ls , opinion leaders. 

may 

1 1 
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and d e c i s i o n - m a k e r s among t h e t a r g e t aud ience? Who (46 \ bC 
p e o p l e 90 t o f o r commun i t y - r e l a t ed informat ion? What 
f f e _ _ t h e e x i s t i n 9 fo rma l and informal o r g a n i z a t i o n s in 
t h e crmunun i try? What - i-sr (rhe —srcmnrture -of—s-oc-Hat 
k i n s h i p o r g a n i z a t i o n of t h e -community? 

R e s o u r c e I n v e n t o r y • 

a) Def i n i t i on 

T h i s r e f e r s t o a s u r v e y of a l l a v a i l a b l e 
r e s o u r c e s f o r t h e p u r p o s e of determtTrhrg p r o j e c t cobls 
a s w e l l a s f i n a n c i a l and o t h e r c o n s t r a i n t s . Included 
1n s u c h an I n v e n t o r y a r e c o s t e s t i m a t e s ~for—project 
s t a f f ? c o n s u l t a n t s . l o g i s t i c s support* market 
r e s o u r c e . . media t i m e . t a l e n t s . and matertaTs 
d e v e l o p m e n t . A l s o i n c l u d e d a r e b u i l t - i n r e sources in 

~The communi ty such a s t o t a l "wa'rTpiFGrer; rr^tiun"! ty 
n e t w o r k s , p h y s i c a l f a c i l i t i e s and a s se s smen t s of t h e i r 
c a p a b i I i t i e s and p o t e n t i a I ef f e c t h /ene^sr ITI c e r t a i n 
i n s t a n c e s ? t h e b u d g e t a r y a l l o t m e n t has been f i x e d ' 

tref crrehand and a s -such -d-ict-ft^es—t+re—LUmi t a t I ons 
w i t h i n wh ich p l a n n e r s must work. However? the 
p l a n n e r s must be c r e a t i v e enough txr-be—arbtre—to—t*p 
a l t e r n a t i v e r e s o u r c e s . 

b) fcle±b.od0l.o.8*: 

An i n i t i a l r e s o u r c e i n v e n t o r y would e n t a i l a 
t'TsrtTrrg" of a l l r e s o u r c e s available—TTT ttre—planii i ny 
o f f i c e o r a g e n c y wh ich may be u s e f u l , in under tak ing 
tTTe P r oj"ecT t". F o t Tow1~rrg~1 s a sample -Resource Inventory 
Check I i s t : 

SesflUrcfiS A v a i l a b l e Mol A v a i l a b l e 

1. S t a f f 
—o—Muffiber 

o Qua I i f i c a t i o n s 
2. Fac i I 11 i e s £ equ I pav&TVt 

o L i b r a r y 
o—Te I ep l iunys 
o H e a l t h C e n t e r 

~o~ ~Cerrvf erreTncre~HaT-trs-

o A u i d o - V i s u a l e q u i p m e n t 
a~E+CT-

B. ACTIVITIES 

A c t i v i t y 1 - O c u l a r I n s p e c t i o n 

I n i t i a l l y an o c u l a r i n s p e c t i o n may be under taken to get 
' a c q u a i n t e d — w i t h t h e ~ g e o g f a p n i c a l a n 3 ~ p h y s i c a l c o n d i t i o n s oT tTfe-
t a r g e t a r e a . T h i s a l s o h e l p s d e t e r m i n e o t h e r f a c t o r s important 
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in p l a n n i n g a p r o g r a m such as a c c e s s i b i l i t y and resource 
avraH-atr-rl-r+rr- D u r i n g - - t h e - - - o c u l a r — - r n s p « c + i - o f * observe—the— 
fol I oui i ng: 

o means o f t r a n s p o r t s i o n ( a c c e s s i b i l i t y ) 
o. c l i m a t e - . . _ 
o t e r r a i n 
o-- W e r t e r - s u p p l y a n d - o t h e r hea I t h f ac44-4 t4-es - — 

types of houses/buildings 
o t + t e r r e l e v a n t - - ^ ) *4^ 

r. 

A c t i v i t y 2 - S e c o n d a r y D a t a A n a l y s i s 

M4 t * { demo-groptv i -c 4-n-for-ma t i o n - - m * y b-e ob-t~a i r.ed t h r o u g h 
e x i s t i n g c e n s u s a n d o t h e r a r c h i v a l d a t a r e a d i l y a v a i l a b l e in 

-d+f-^-ereTvt g e v e ? n m e n 4 e n t e r s , e , gT . , - - m u n 4 - c 4 - p * 4 — £ * - U 11 i b r a r i e s , 
N a t i o n a l E c o n o m i c a n d D e v e l o p m e n t A u t h o r i t y (NEDA) , N a t i o n a l 

-Census * f id- -&fca44-s- t - fcs—9f f - ice-CNGSOJ-^- — -a-nd—popula t i o n s e n i o r s . A-
l o t o f e f f o r t may b e s a v e d by c h e c k i n g o u t t h e s e i n f o r m a t i o n 
c e n t e r s - f i r s - t - b e f o r e c o n d u c t i n g a n y f 4 e t d — r e s e a r c h . T h i s 
a c t i v i t y may p r o v i d i b a s i c p o p u l a t i o n d a t a and o t h e r i n f ormat ion 
s u c h a s - \ a r v d — * r e a . - s e e 4 o - e c o r > o m 4 c - pr-o- f44o a n d h i s t o r i c a l 
b a c k g r o u n d o f t h e t a r g e t c o m m u n i t y . 

Ac t i v i t y 3 - F i e l d S u r v e y 

T h i s may b e d o n e t h r o u g h i n f o r m a l i n t e r v i e w s o r t h e use o f 
- s t r u c t u r e d — s e l f—adfn4-n4s t e r e d-^qi- tes14onrta4 r e s - . These—i n s t r u m e n t s 

can h e l p g e n e r a t e h o u s e h o l d p r o f i l e s u s e f u l i n p l a n n i n g s o c i a l 
ma-rk-et-fn-g—-pT-ergre<-ms-; A K - A P — s w v e y s - o n - e e r - t - a 4 n i s s u e s - a I s o — f a l I 
u n d e r t h i s c a t e g o r y . ( S a m p l e h o u s e h o l d p r o f i l e t o be p r o v i d e d 

-4-arterw) — 

A c t i v i t y 4 — . F o c u s G r o u p 

+-. I n v i t e 8 - 1 2 commun i t y i n f l u e n t i a l s f o r — a group 
s h a r i n g / i n t e r v i ew. 

-2-i A m o d e r a t o r — g u i d e s t h e d i s c u s s i o n — t o w a r d s — i d e n t i f i c a t i on 
o f n e e d s a n d p r o b l e m s . 

-3T O n c e t h e — i n t e r v i e w — i s - c o w p l e t e d ? t h e m o d e r a t o r must be— 
a b l e t o i n t e r p r e t t h e r e s p o n s e s a n d o b s e r v a t i o n s o b -

• — t a n n e d — f r o m t t x 

-Sy^n-t-hesi s 

GK*4 enf t h e - d a t a — g a t h e r e d f r o m a c t i v i t i e s l - 4 » g o — t h r o u g h 
e a c h o f t h e s t e p s i n t h e p r e - p l a n n i n g s t a g e and come up w i t h y o u r 
own ou tpu t^ e^n n e e d s a s s e s s m e n t ? problem def i n i t i o n . -
i d e n t i f i c a t i o n o f t a r g e t a u d i e n c e and communica t ion network and 
resource—i -nven to ry - i 

t 3 -
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C. LEARNER'S EVALUATION 

1- W h > i s i t important to ident i fy the actual needs of the 
4*-r-9et-co«wttun-i-ty b__f_&r._- pLaojU-ng-out -the social-<n-J^__--iJi8-* 
s t ra tegy? 

, 2T—-What way- happen- 4-f—SM-- p. Ianners-cons i-der -o«4y -per _e4ved -needs 
and fa i l to take into account the f e l t needs of the people? 

-3.---Vba-t-i s t he advan4_-ge- of convert Vng need., 4-n4-_—uarvts--to--SM? 
4-. In what way is problem i d e n t i f i c a t i o n important in pi: M i ng? 
5. +taw- does prob I ew 44ent i ft c a t i on differ- from needs-AfrtM-^ 

ment? 
6. - -Wha-t is the --r.aLe_.xif_.tar as audience i dent i f Lea t ia n _J_a_±h.e 

to ta l SM s t r a t e g y ? [ 
,7 What k-ind_ of- ix»f ormat ion or data. i.S-_e___cL.t____ AMP ±_ 

identify the t a r g e t audience'? 
fl_ Ln-yxiur _oi_ru words >._ s t a t e the meaning oi " c____un i cai i rm net-

work?" 
-5— What i s the_i-mp-or±ajice of i d p n t i f v i n c thp coxomun-LmlLofl n e t ­

works in t h e t a r g e t cofnwun i ty"? 
10. What a r e i n c l u d e d i n r e s o u r c e i n v e n t o r y ? -
11. How does a r e s o u r c e i n v e n t o r y h e l p in p l a n n i n g an SM program? 
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UU1T IV. BVALUATIOM STAGE 

As the f i n a l stafce i n the project cyc le , thie unit 

aims to a s s e s s the o f f eo t iveneee and impact of the social 

marketing program. More concre te ly , i t attempts to 

measure the succes s or f a i l u r e of the project in terms 

of spec i f io i n d i c a t o r s . These include such variables as 

audience reach, changes in l e v e l s of awareness, knowledge, 

att itude and behaviour, project res is tance and/or acceptance 

points, as we l l as c o s t - e f f e c t i v e n e s s . Taken together, 

these fac tors c o n s t i t u t e the summatiye evaluation for the 

program which may serve as b a s i s for pol icy re--. . ,~csiio, 

jinegirenft Hre—program re-planning and a l ternat ive courses 

of act ion . 

A. Key Concepts and Their Def in i t ion: 

1 . SUKKATIVE gTALUATIOH - E v a l u a t e - i s the common 

concern of funding sources or project sponsors, 

po l i cy makers, projec t planners k project im­

plement or s . Usual ly , sponsors are after results 

that would he lp them make decis ions on the spon­

sorship Of s i m i l a r / p r o j e c t s , while plaune** and 

implementors are usua l ly a f ter transferabi l i ty of 

exper iences , or technology. Overall , evaluating 

the pro jec t i n the end enables the project to 

generates g u i d e l i n e s in the development of future 

p o l i c i e s , programs and s t r a t e g i e s . 
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Suaaative evaluation aa differentiated 

Iroa formative evaluation (periodic assessment 

dono during implead tat ion phaaê ewMao4U*t-'-

it+-L*-**r2mwema») refers to review/assessments 

doao at the end of the project. Its eoverage 

Is often more extensive A comprehensive than 

that of formative evaluation which fecu*a* on 

specific stages op Aspects or activities 

Of the project. She ft«sdd to analyse project 

results alas helps shape the pattern of similar 

future program*. If the project for instance 

seeks to demons Irate its ability to change 

behavior or improve proffraa status, then a 

significant amount of research effort needs to 

be directed, at impact assessment, this say 

require • thorough survey design, and frame­

work for* data processing * analysis. *oae 

project; ""•** Rirois expensive cr-luatioo design 

by relying on available documents, i.e., 

secondary review of results of formative eta* 

1 nation* or so as times rely OH experts' assessments 

of the way the project was conceived a iepleaented. 

Other projects settle for single evaluation 

designs that aeks use of limited random sampling 

and concentrate on selected variables, e.g., 

audience reach, media exposure, training 

effeotiveooss, eto.) 
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Sbia refera to both the quantity (e .g . , 

number) and quality ( • • « . , typa, characteristics) 

of audiences reach ad by a eooial marfeeting 

profirt^ 'p ro j «o i.. 

For exaapie, audiences reached My include 

- worried couplers of reproductive 

*ge (I-tCius) who became faaily planning 

acceptors 

• aonwunity load era aobiliaed 

• out-ox-3eaool youth* trained 

- extension workers given re­

orientation 

- fsft i l loa who received the eervice, eto. 

• AJU* - Stands for awarwwe, knowledge, attitude, 

and practice 

*—:»ottogai rofora to t*v» ..-"lallca•, fa-

s i l l a r i t y with concepts or terra 

used in the prograa/project 

whlob arc often vague or Tory 

general, e .g . , awareness of 

tha pnrase "faaily planning" 

without really knowing what i t 
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&&S&2d2&s as contrasted froa awareaeaa, 

i a p l i e o unaerstand iog/ccnpze-

hensiwn, not aare famil iarity. 

(IfOS exoaple , knowledge of faaily 

planning oould mean a b i l i t y to 

naao birth control nethoda & 

describe t h e i r uae. I t can also 

inc lude an understanding of too 

population problea) . 

A t t i t u d e ! 

togoiai' 

i s an indicator of too indiv iduals 

nxadoopooitloo to s-ct/befaave as 

manifested by h i s pos i t ive , 

nagativa (oosotimoa indifferent) 

f o a l i n g towards an idea/object/ 

to the actual praotice or 

adoption of r.n idea, innovatioa, 

OS s o r v i o e ) . I» bobsrioral terms 

t h i s could «ean e v i s i t to tho c l i o i c , 

use o f family planning cat hod, 

•tof JTJrot exaaple, a jromsire ^ 

a t t i t u d e towards family plaaainj 

aay be seen i n • couple*a willingness 

to rsootva a homo *\*l\-**tm i#r^/ 
h e a l t h / * ? worker.) _^"' 
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4* PROJSCT RBSIgTANOS POIHts - this refers to aepecta 

of OS are*s l a the project that the target audi eases 

dial ike , reaiat OS reject , A* such they oould he 

considered indicators of fai lure or weaknesses/ 

l imitat ions of the pragrajs/projeOt* 

9 . ?lWm AOTffffMCT WVm - ***• refers to aspects 

of or areas in the projeot that the target audiences 

l ike moat, prefer, or adopt. *heee awy be eon-

sidered lodloatora of euoeeas or atrengtaa/aesets 

of the program/projact• 

6« Cua^>.gy?30?ITgjrK33t refers to ouch measures Of 

pregraat/projeot success as the attainment of goals 

«a planned. Increased fcncv/ledge, pesitiTe 

a t t i tudes , adoption of praotioe or technology 

as weH aa eff iciency factor* etteh as n&xjj»» use 

Of supplies A aa ter ia l s , adherence to workplace 

A t i a e t a o l e s , e t c . 

• one ehet aarrey (erfroot faot*> 

• dtatic group ooapariaoa 

• **e-teaV'**»*-*<>0t Sarrer 
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» On* group (pre-taat/poat-teat design) 

* 8ooparlooa of treatsaont ft control 

groupB (post-tsat only) design 

* Comparison of treatment ft control 

gXOttps (pro-test ft poBt-teat design) 

* *tonography • as a Of participant oo-

sesvations uno^trueiro 

measure 

* IQOUB group (Hoy in fenate 9 client 
A 

panels) 

* Unstructured internev» • to uacorer 

£eelinga and ettitudee by 

allowing respondents a great 

deal of latitude in deciding 

what and now to answer. 

* Procoso documentation 

3 . Act iv i t ies 

ASSXT11X I . UKOUP WGHi (2/2 4a/) 

In groups of 5-5» learners wi l l OS asked to 

discuss the possible indicators for sucaeee/fallure 

of a sample s o c i a l narkoting program* 

Too indicators w i l l co aa*& to draw up a pro* 

totype evaluation instrument for ths said program. 
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*aoh group w i l l present *£ U r output to tho other 

participants, In a v a y , ± h i s w i l l bo a kind of pro-tort 

of tho instruments to ^r*»i-uttV*ho val idi ty of tho 

aaostions/ltett* Included in too s e t . 

Ihe group wi l l thoa bo asked to make tho revision 

as necessary. 

ACIIVITT I I , PIKLD WORK (1 day) 

Learners will visit 2-3 different organisations 

or institutions with social marketing programs that have 

boon completed. 

2ney will conduct interviews- (or bo given a lecture-

discussion) with tho evaluator(a) of tho program, 

Sho session will f ocuc on: 

ry r93earoh metbod and instruments need 

b) schedul- and duration Of tho evaluation 

o) findings Of tho evaluation 

4) probleod/dlfflOttXtioa •neountairod 

0) how difficulties wero avercoae 

C. Learner's Evaluation (Knvlow Questions) 

1) Briefly describe tho evaluation stage of tho 

social marketing process. 

2) Differentiate sunaative froa formative evaluation. 

5) What does AJU* stand for? 

4) How 4o /on meaaurt tho cost-effectiveness of 

a program? 

5) What are soae Of the indicators of success of a 

program? **h*t about inaioatora of ©allure? 

Give 3 or for each. 
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€) I » one o ^ 2 eantenoee, define tha following 

eottoootos 

Audioaoe reaoni . 

Pro^eot iiaai stance pointai . 

Project Acceptance pointst — m^m m 

• i • i • i 

7 ) Vnat aotbode a r t ooanonly used by e**luat©rs 

t o aa»e«B progr&a? Hone end describe tat 

one* you know. 
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