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Welcome to lecture 2 of Topic 1.5.  In this lecture we are going to look at the 
principles of social marketing.



It has long been understood that business skills can be used for selling and 
marketing social causes.  

In 1952 Wiebe asked the question - Why can’t you sell citizenship and 
community participation like you sell soap?

Since Wiebe’s observation in 1952 (cited in Kotler and Zaltman, 1971, p. 3) 
there has been a change in the world of business, businesses have moved 
away from selling and moved towards marketing (Kotler and Zaltman, 1971, 
p. 5).

The difference is summed up by Kotler and Zaltman (1971, p. 5):

‘A sales orientation considers the job as one of finding customers for existing 
products and convincing them to buy these products……The marketing 
concept on the other hand, calls for most of the effort to be spent on 
discovering the wants of a target audience and then creating the goods and 
services to satisfy them.’
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social marketing can be defined as the design of projects, programs, plans 
and practices using commercial marketing principles to encourage specific 
groups in the community to voluntarily adopt practices or ideas that will be of 
benefit to them and to the broader community.

It assumes that nobody is impossible to reach, it just depends on the 
approach taken.
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Social marketing can be used to:
Increase interest in a particular community problem or opportunity that people 
do not currently have an interest in, or
Increase participation in decision making and/or taking action related to a 
problem or opportunity that people already have an interest in but are not 
participating in

Some authors suggest that using social marketing to get people interested in 
a cause that they currently have no interest in may not be ethical (List, 2006).

Community Capacity Builders focuses on the second use of social marketing 
– increasing participation for an issue or opportunity that people already have 
an interest in but are not participating in, due to the variety of reasons 
described in the previous lecture.
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The principles of commercial marketing that are usually used in the design of 
social marketing campaigns include:
Target Markets
Exchange
Competition, and
The Marketing Mix
We will look at each of these
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A fundamental principle of marketing is knowing who your customers are - the 
market for your products and/or services.  For most products and services there is 
more than one market or one group of customers.  There are groups of people 
who have common characteristics/needs that differ from the characteristics/needs 
of other customers.  The commercial world of marketing refers to groups of people 
that have common characteristics/needs as a market segment.
As we saw in the previous lecture the reasons people do not participate in 
community decision making and action are diverse.  There are groups of people 
who have common characteristics/needs with regard to participation that differ 
from other groups of people.  For example the characteristics/needs of the creative 
class are quite different from the characteristics/needs of people that are suffering 
from social exclusion.
The first step in developing a social marketing strategy aimed at changing 
individual behaviour, such as increasing participation, is to segment the 
market/community into market segments – groups of people that have common 
characteristics.
Once the market has been segmented, one or a couple of segments can be 
chosen and a social marketing strategy can be developed that focuses on 
matching the participation opportunity to the characteristics, needs and wants of 
the particular market segments.
The commercial world of marketing refers to a market segment that is chosen to 
focus on as a target market.  A target market is considered an homogenous group 
of individuals who share common characteristics, needs, wants and perceptions.
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The following groups of people could be considered separate 
market/community segments for the purpose of developing a social marketing 
strategy to increase participation in a community activity, as each group has 
different characteristics, needs and wants:
The creative class
People who have had previous ‘storming’ experiences working in groups
People who believe community participation is rhetoric
People who distrust government
People who are socially excluded
People who have practical barriers such as transport and childcare
People who are time poor
A specific community of identity
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In Topic 1.1 ‘Community Building’ we defined ‘communities of identity’ as 
communities that consist of groups of people that share a distinct identity 
within society such as a social class, ethnic origin, disability, gender, religion 
or age.  We noted in Topic 1.1 that communities of identity can be broadly or 
narrowly defined.

The following are examples of broadly and narrowly defined communities of 
identity:
Indigenous people (broadly defined) – could further segment into communities 
or families (narrowly defined)
People from culturally linguistically diverse backgrounds – could further 
segment into different cultures
People with disabilities – could further segment into specific types of 
disabilities
Young people – could further segment into categories such as youth or early 
childhood, and
Older people – could further segment into baby boomers or the aged
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Baby boomers and the ageing population are community segments which are 
of increasing interest.  In Topic 1.3 ‘Trends & Paradigm Shifts’ we explored the 
trend of an ageing population in Australia. Baby Boomers are individuals born 
between 1946 and 1963.

In 2001 the Western Australian Government undertook a research project to 
discover how they could encourage baby boomers to volunteer.

Their final report stated:
‘As the Baby Boomers march steadily on towards the conventional retirement 
age, their numbers can be expected to swell the volunteering market……The 
good news for Western Australian non-profit organisations that utilise 
volunteers is that the Baby Boomers are out there, in large numbers, and they 
can see themselves involved in volunteering in the future……Understanding 
the characteristics and aspirations of Baby Boomers is the first of seven 
strategic focus areas on which organisations will need to concentrate to be 
successful in recruiting Baby Boomer volunteers.’
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The marketing concept of exchange is based on the belief that people change their 
behaviour because they get something of value in return.  In order for people to give up 
their current behaviour of not participating in a community activity they need to be 
offered something very appealing in return.  In order to know what is of value to a 
target market the social marketer must undertake research to understand the wants 
and needs of the target market.
In addition to the problem being addressed or the opportunity that is being provided 
being very appealing to the target market, the participation experience itself needs to 
be very appealing.  For example:

To satisfy the wants and needs of the Creative Class participation opportunities 
would probably need to be creative, technological, innovative, involve the 
formation of weak ties and occur in environments where diversity and tolerance 
are valued.
To satisfy the wants and needs of people who do not currently have an 
attachment to the vision participation opportunities would probably need to be 
created that give people ownership or buy-in of the vision.
To satisfy the wants and needs of people who have had previous bad 
experiences with ‘storming’ groups the participation opportunity would probably 
need to be facilitated and have rules and structure in place.
To satisfy the wants and needs of people who have previously believed 
community participation is rhetoric participants would probably need to feel that 
they had some control over the participation opportunity or there would need to 
be transparent processes in place - participants informed about how their input 
will be used and kept informed of progress towards goals and objectives.
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To satisfy the needs and wants of people suffering social exclusion 
social partnerships would probably need to provide interrelated 
services to overcome their complex barriers and empower these 
individuals to participate.
To satisfy the wants and needs of people who distrust government 
participation opportunities would probably need not to be controlled by 
government but be established through tripartite partnerships or 
community governance structures that monitor results against 
predetermined targets and disseminate information to ensure 
accountability and transparency.
To satisfy the wants and needs of people who have little time due to 
work and caring responsibilities the participation opportunities would 
probably need to be episodic or enable families to volunteer together.
To satisfy the wants and needs of people who have practical barriers 
such as childcare, transport, wheelchair access, and prior 
commitments, participation opportunities would need to make 
transport, childcare and wheelchair access available and offer 
participation opportunities at different times.
To satisfy the wants and needs of communities of identity participation 
opportunities would need to be created based on the wants and needs 
of the specific community of identity.
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In addition to understanding the characteristics of the Baby Boomer 
generation, the Western Australian Government (2001) identified the following 
needs and wants of the Baby Boomer generation volunteer:
They want the organisations they volunteer with to be organised, professional 
and well managed
They want openness and a supportive organisational environment where 
volunteers are truly valued
They want meaningful, interesting, creative and challenging volunteering 
opportunities
They want volunteering opportunities tailored around their individual needs
They want relevant, meaningful and well presented training that focuses on 
developing the individuals full potential rather than training related to control, 
regulation and fear of litigation
They want episodic, family, online and employee volunteering opportunities 
(Baby Boomers wont necessarily retire)
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The concept of competition is based on the belief that the social marketer is 
competing against the benefits to individuals of their current ideas and 
behaviours, which in our case is the benefits associated with not participating 
in community decision making or action. 
Competing ideas can include discouragement from other people to the 

individual that is considering participating.

In order to increase participation the social marketer needs to satisfy 
customers wants and needs more effectively than the competing ideas, the 
reasons why they are not participating.  
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The final marketing concept is the marketing mix, which is commonly referred 
to as the four P’s of marketing.  The marketing mix consists of the following 
four elements:
Product 
Price
Place, and
Promotion

When social marketers develop a marketing strategy they use the four P’s of 
marketing to reach their target market and create the behavioural change they 
desire.  Whilst social marketers use the same elements of the marketing mix 
as commercial marketers the nature of these elements is different in social 
marketing than they are in commercial marketing.  
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The product in social marketing is the behaviour and associated benefits the 
social marketer is selling such as the participation opportunity and the 
associated benefits to the individual and the community from that 
participation.  

The social marketer must design the products specifically for each target 
market based on what the target market values.  In the decisions associated 
with shaping the product; the participation opportunity, the social marketer 
needs to keep focused on the products benefits to the target market, the 
features that satisfy the target markets needs and wants.
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In social marketing the price is usually what people give up for the product, 
such as their time, their prior beliefs and financial, emotional and 
psychological costs.

The social marketer needs to:
Understand what the desired behaviour (participation) will cost individuals in 
the target market
Determine how to reduce the price people pay to change their behaviour 
(participate)
Ensure the benefits for individuals in choosing the behaviour change 
outweighs the cost

Family volunteering and episodic volunteering opportunities have been 
specifically designed to reduce the price of time that individuals pay to 
volunteer.
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In social marketing the place is how people in the target market can learn about the 
new behaviour and where people can perform the new behaviour, which in our case is 
where people can hear about the participation opportunity and where people can 
undertake the participation activity.  The social marketer needs to ensure that it is easy 
for the target market to learn about the participation opportunity and to undertake the 
participation opportunity.
Place considerations include:
•The accessibility of the location for the participation activity
•The systems through which the messages about the participation opportunities flow to 
the individuals in the target market
•The quality of the service at the places where the participation opportunities are 
offered
People suffering from social exclusion and/or not having access to the communication 
routes by which participation opportunities are offered may require the participation 
opportunities to be offered through helping professionals.
Communities of identify may prefer messages to be communicated through word of 
mouth by people of the same identify using techniques such as snowballing.  
Snowballing is where a contact provides the name of another, who provides the name 
of another, and so on.   In some examples, the contacts are trained to take the 
message into the targeted community.
People experiencing practical barriers such as lack of childcare, lack of transport, lack 

of wheelchair access and prior commitments will need to have these barriers removed 
in order to undertake the participation opportunity.
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In social marketing promotion is the tools used to inform or educate the target 
market about the product, the change in behaviour and associated benefits -
in our case the participation opportunity and the associated benefits of 
participation.  These tools include the traditional promotional tools we 
identified for public education and public information in the lecture on 
stakeholder participation in Topic 1.4 Participation and Collaboration.

The promotional tools that are used need to be adapted to correspond with 
the characteristics, needs and wants of the particular target market in order to 
reach the target market.
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