








Social Marketing Past, Present, Future
- Professor Gerard Hastings, Institute for Social Marketing, University of Stirling, United Kingdom

Let’s start with a quiz

Speaking of free market capitalism, who said:

“We have unleashed a monster that no one can
control, even that minority that profits from it.
Unashamed self interest is a vice, not a virtue. We
must recognise that the usefulness of an activity is
not necessarily measured by its profitability, and
that what someone earns is not an indicator of their
talents and abilities, still less of their moral stature.”

Karl Marx?
Fidel Castro?
Naomi Klein?
No i
E. M. Forster
It was a Professor of marketing: e e g
s 2
Michael Thomas ! ‘t
“go and read the literature”

So | went and read E M Forster
(1908)
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E M Forster: Only connect

» The logic of business: “I| complain about the
quality of his sultanas and he answers in one
breath that they are the best sultanas and how
can | expect the best sultanas at that price?”

* We require business to be single minded, so they
see “life more steadily, though with the steadiness

of the half-closed eye”

* We must beware: we need tough & independent
regulation if we are to avoid “the inner darkness in
high places that comes with a commercial age”

sctsolarly Rewea reh in Marketing: Exploring the =4 Eras™
ol Thowght Development
Willism . Wilkie and Flizsbeth 5. Moo

The business
literature

Those who do not

learn from history

are condemned to
repeat
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Well before the second world war marketers were
interested in how the relationship between
consumers, marketers and Government could
“facilitate the maximal operations of the system for
the benefit of the host society” (wilkie & Moore, IMPP 03: p118).

Box 8.6 Marketing and society

Wider social issues have always been a concern of marketing
thought, as Wilkie and Moore’s summary of the broader ques-
tions early marketers were addressing shows:

e Are there too many middlemen? Does distribution cost too
much?
Does advertising raise or lower prices?
What control, if any, should be exerted over new combin-
ations in distribution?
Of the total costs paid by consumers, which elements are
desirable? Indispensable?
What about 'non-essential’ services such as credit availability -
should these be eliminated?

Source: Wilkie and Moore (2003)

Arnold & Fisher
(Jnl Macro Marketing1996)

Three strands to marketing thought:

1) ‘Apologists’ Take a traditional view: marketing is good
because it helps the economy. Its domain is, and should be
limited to, the firm. (eg. Luck)

‘Social marketers’ Turn the power of marketing to social
good, thereby compensating for its deficiencies with better
outcomes. (eg. Kotler, Levy, Andreasen)

‘Reconstructionists’ Critical of marketing concept and
process, not just outcomes. The ‘human concept’ — “more
responsive to human needs in their totality than the marketing
concept” (Dawson, Lazer & Kelly)
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“In the councils of government, we must guard against the
acquisition of unwarranted influence, whether sought or

unsought, by the military industrial complex”

(Eisenhower's Farewell Address to the Nation January 17, 1961)

Arnold and Fisher conclude that the apologists have
stood the test of time:

“Despite these semantic battles won by the
Reconstructionists and Social Marketers, the
vantage point of the 1990s suggests that the

Apologists’ more circumspect view of marketing
has been validated .... For the marketing
academicians, it appears to be business as usual.”

A bad mistake

Like the discipline’s founders we have to

“facilitate the maximal operations of the system
for the benefit of the host society”
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A definition:

“Social marketing is concerned with the
application of marketing knowledge,
concepts, and techniques to enhance social
as well as economic ends. It is also
concerned with analysis of the social
consequence of marketing policies,

decisions and activities.”
(Lazer & Kelley 1973: pix)

Written back in 1973,
but even more apposite today

why critical analysis matters

1. Itis in our DNA
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structure

* Present

— The post GFC wake-up call

— What's the big deal: marketing 101
* Future

— Fully critical social marketing: continuous
learning

e Conclusions

INSM 2010
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[+] 120 recent

Bhopal gas leak & BP oil spill: Indian lives cheap?

Agencies Posted on Jun 08, 2010 at 13:11 | Updsted Jun 08, 2010 at 15:14

New England College
Earn a M3 in Banking & Financial Mgmt Onling at Nevy England College. MSBFM OnlineMEC.com
Ads by Google

New Delhi: Eight people accused of criminal negligence in the Bhopal gas tragedy of 1984 on Monday
were jailed for two years but promptty got bail and walked away. If that's outrageous, then the
compensation paid to victims of the gas leak will have you fuming

About 2,000 more deaths were directly attributed to the gas leak from the Union Carbide chermical plant,
and government records indicate that 578,000 people were affected. Union Carbide India Ltd (UCIL) paid
$ 470 million to settle with the victims, with each getting an average of § 550.

55
9

am Mosey Cunas Eoscriuase

[BLIC CAMPAIGN

the Wire Voter Blog  Donate  Join
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military industrial complex

(Eisenhower's Farewell Address to the Nation January 17, 1961)

10



Social Marketing Past, Present, Future
- Professor Gerard Hastings, Institute for Social Marketing, University of Stirling, United Kingdom

THVE COEANLIND ) = dsesgrastint o

And then there are the terrible triplets of public health

PALCD CONTROL MONOGRAFH SERES

_ The damaging impact of the
marketing of all three on

omoting and
Reducing
Tobacco Use

Feitd by

Workd Health Ramakd M. Darves, MO

Diganizatron ENzabeth AL Gilpen, M5
e arbara Lok

Melass A Walsbehl PhD
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The
Economist

We cannot ignore the competition

The
Economist

“This has been a year of sackcloth and ashes for the
world's business schools. Critics have accused them of
churning out jargon-spewing economic vandals.
Many professors have accepted at least some of the
blame for the global catastrophe. Deans have drawn up
blueprints for reform. The result? Precious little...for the
most part it is business schooling as usual. The giants of
management education have labored mightily to bring

forth a molehill....
(The Economist, September 26, 2009)

INSM 2010 12
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“Business schools need to make more room for
people who are willing to bite the hands that feed
them: to prick business bubbles, expose
management fads and generally rough up the most
feted managers. Kings once employed jesters to
bring them down to earth. It's time for business
schools to do likewise.” (ibid)

i
- '}

_A\‘q

| hereby volunteer

But there is a of course. they're a

c . giant evil corrupt
problem with hatmg organization that

Haliburton ] profits from insider

you hate haliburton deals and no-bid
right? contracts.

INSM 2010
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But there is a all the more
problem Wlth hating reason. theyre all

abowut profits. the

better off without
those crooks.

lots of people and
make good money.

V

H al | b urton but they employ ] world would be

. [ but...but.. that
But there is a means we can't tax

proble m Wlth h ati n g well, they must them. i mean
. have heard you they're depriving
Haliburton loud and clear. america of much
they're moving needed tax
their hq to dubai. I revenues..

V

Business creates
the taxes that pay
most of our wages
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The editorial in a special issue British Journal of
Management shows the way forward:

“Given that the business school is complicit in the
current financial crisis, we feel a degree of discomfort
with the anti-performative emphasis of some CMS
literature. Instead, whilst remaining critical and
reflexive about our practice, we feel obliged to offer
some way forward....

(Currie et al 2010)

“we hope we can help business schools, deans and
faculty, and the users of business schools (students,
clients), become more reflexive in considering how to
respond to economic events that may prove a tipping

point in what the world expects of business schools
and, indeed, business.” (ibid)

We understand marketing can and
should be at that tipping point - pushing

INSM 2010
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why critical analysis matters

2. It responds to the current crisis of
confidence in business

3. We understand marketing; we know its
power; we can turn it to good uses

structure

Past

— The origins of (social) marketing our critical
DNA

Present

— The post GFC wake-up call

— What's the big deal: marketing 101
Future

— Fully critical social marketing: continuous
learning

Conclusions

INSM 2010
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Competitive analysis is standard
marketing practice

mass media

advertising

cinema press
billboards

standard marketing practice

other marketin
communications

+ display MMEINIIE) S2mples
advertising
WCHER cinema  press QUSEING

billboards
sponsor- product
ship placement

packaging

INSM 2010
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standard marketing practice

consumer
marketing

other marketin
communications

sponsor-
ship
packaging

Distribution

standard marketing practice

stakeholder
arketing

consumer
marketing

other marketin
communications

sponsor-
ship

Kadi
f— packaging

ention
Distribution

corporate

social
responsibility

INSM 2010
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Stakeholder marketing

Greenveace | EXXONSECRETS

Big

\t\" () R L D ‘ Seareh me W Hetwars

Stakeholder Marketing

Like any other form of marketing:
- understand your customer
- deliver to their needs
- communications alone won't do
- strategic; build relationships

Just that the target is a cabinet minister not
a recalcitrant teen

It's what we do

19
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why critical analysis matters

4. It's marketing 101

structure

Past

— The origins of (social) marketing our critical
DNA

Present

— The post GFC wake-up call

— What's the big deal: marketing 101
Future

— Fully critical social marketing: continuous
learning

Conclusions

INSM 2010
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It will strengthen our brand
and improves our offerings

Its very depredations prove its power

The alternative is uncritical acceptance and
guilt by association

It iIs a fantastic teacher
a. hearts and minds
b. the power of community

It will strengthen our brand
and improves our offerings

Its very depredations prove its power

The alternative is uncritical acceptance and
guilt by association

It iIs a fantastic teacher
a. hearts and minds
b. the power of community

INSM 2010
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Health Select Committee Enquiry

Internal marketing planning documents: Client/Agency Contact
Reports; Client, Creative and Media Briefs; Media Schedules; Advertising
Budgets; Market research reports

The Sources of the Documents
PRODUCERS BRANDS COMMS AGENCIES

Beverage Brands WKD (an Big Communications
alcopop) Bray Leino PR

Five by Five (digital)

Diageo Slullileli AKQA
vodka JWT

Halewood Lambrini (a ~ BJL
. perry) Cheethambell JIWT
International Sidekick

shots
Molson Coors Carling Beattie McGuinness Bungay

Brewing Company (BMB)

Health Select Committee Enquiry

Internal marketing planning documents: Client/Agency Contact
Reports; Client, Creative and Media Briefs; Media Schedules; Advertising
Budgets; Market research reports

British
Medical
Journal Jan
2010

Ll i el i g gy ot i s L i Ll i o 9 sl Mg oo 20 i ™

)| TS AMLARY 2000 | WILLIE 40
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Brief

You are part of the brand management
team for Carling the UK’s leading beer
brand

Listen to the brief from the consumer
research team and think through how you
might use it to help enhance the brand

What is the big idea?
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The ‘Problem’ With Britain’'s
Biggest Beer Brand

cvirg ol d

From Leadership.To-Dominance

INSM 2010
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But It All Starts
With ‘Who’'s Got
The Biggest
Insights?’

o

"Men wanted for hazardous
journey. Low wages, bitter cold,
long hours of complete darkness.
Safe return doubtful. Honour and
recognition in event of success.”

Ernest Shackleton The Times
1912

Leaders invite
followers
to join them

o
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To own sociability
is to dominate
the booze
market

Carling is Britain’s
most sociable,
most
sessionable
pint
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Young drinkers

live, think and

drink together
in packs *

Do what you

say and say Tell people

what you do what you do
and why
you do it

INSM 2010
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Confirm what the
Northern pack believes,
Invite the London
pack into the
bigger
group

It’s time to
start a new
club

LW AR sty st
TN acsssnet el VWA RHERG
CHEARETTES CAN SERBOLUSLY DANLAGE YOH/ R HEALTH

PG I
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Confirm what the
Northern pack
believes, Invite /
the London #

Brief

You are part of the brand management
team for Carling

Listen to the brief and think through how
you might use it to help enhance the brand

What is the biqg idea?

sociability
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When I Becomes We

Invite the Individual Into The Group

o

k4

Strategic ldea

Carling cele_bf‘étes,ir’éitiateé“apd promotes
the tog€therness oof the pack, their
_~“passions and their pint
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o ol d

Beer drinking is not about hops and
flavour, its about mates and friendship

Forget facts and statistics this is hopes
and dreams territory

Hints, nudges, associations and
images

Branding
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But for Carling there is another
problem

The self-regulatory codes state that
alcohol can not be linked to the social
acceptance or the social success of
individuals, events or occasions. More
specifically, advertisements must not
imply that drinking can enhance an
individual’s popularity, confidence, mood,
physical performance, personal qualities,
attractiveness, sexual or social success.

The magic of branding provides an
enchanted solution...
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Branding

Image

Feelings

Stories we can tell about our selves

INSM 2010
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HAVE YOU GOT 4 ¥ BIDE!
R
L
S

If your life doesn’t have |
much in the way of
excitement or hope,
these are likely to be

% particularly evocative

7 tavevou ot X
o= )

-
ol oo
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Our look at Carling provides three key
lessons on branding:

v'It is much more about image than reality
— it often defies definition (and regulation)

v'It matters enormously: it helps define
who we are; beyond the individual -
social norms

v’ Its about being there

Social marketing has singularly failed to
learn these lessons:

x It is perennially short term

X |t insists on being didactic, if not crass

x Coke is a hundred years old, Marlboro
fifty; where are our brands?

INSM 2010
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It will strengthen our brand
and improves our offerings

Its very depredations prove its power

The alternative is uncritical acceptance and
guilt by association

It iIs a fantastic teacher
a. hearts and minds
b. the power of community

The Story of Helen

e Setting: the King’s Head

* Characters: Dave, my pal; Catriona his
wife and Helen the landlady

“remember, Catriona has
had her hair done”

INSM 2010
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The essence of marketing

Consumers needs, not product
characteristics: Helen sells marital
harmony (and beer)

Her customers define her product; her
focus is on relationships

In a malevolent, manipulative way, this is
what the tobacco industry does. They
don’t sell nicotine to young people, they
sell hope, adulthood, rebellion...

The power of community

The Kamayogs

The Andes: the lives of the Quechua and the work

of ITDG, an international development NGO
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The Kamayogs

Animal husbandry

* To begin with, people were mistrustful. They were
used to a vertical relationship with state agencies, even
with development agencies. For them, a vet was
someone who turns up in a car wearing good boots and
a new jacket and says: ‘This is what we’re going’.

What most characterises ITDG’s work is our great
emphasis on local culture. We think change has to be
rooted in campesino institutions otherwise it won't be
sustainable.

Trained local innovators in animal husbandry —
kamayoqs (Quechua for ‘knowledge bearers’)

The Kamayogs

The power of kamayogs is palpable

“l used to take orders from my husband and
sometimes he was violent. In the past women
didn’'t have rights. | began to think this has to
change. | started to respect myself more. My

husband got very uncomfortable. He said:
‘Whatever you're learning, it's no good for this
household because you're answering me back.

You're not respectful any more since you've been
running around.” In a friendly way, | told him I’'m
taking better care of the animals. | don’t waste

money getting them cured. Now he says carry on.”

INSM 2010
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The Kamayogs

Three great strengths:
— Effective (‘one of us’) = trust
— Efficient: local labour + lower costs

— Sustainable: stay in the community — a
movement, not an intervention

* We need Kamayoqgs

» All these lessons can be applied in social
marketing....

“‘communities have addressed the

E AMNESTY problems of obesity, diabetes and
INTERNATIONAL smoking so successfully that adult
e | ortality rates have consistently been
T  40% lower than among aboriginal

people in the NT generally”

Healthy homelands

INSM 2010
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| Three drivers of this success:

E AMNESTY * “mastery and control over life
INTERNATIDNAL : )

circumstances is a fundamental
il elalietee. (/T Minant of good health”

VOO W ORE- WO

“the region’s health service is
Healthy homelands community controlled”

“people can pursue (their own)
cultural and economic activities”
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The name of this enlightened place?

E AMNESTY :
INTERNATIONAL Utopia
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Healthy homelands
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In the ‘developed world’ we have bequeathed
Utopia to the marketers

They are the ones who give us:
v Respect (“Because you're worth it”)
v Empowerment and control (“Just do it”)

v’ Happiness (“I'm Lovin’ it”)

v'Even social connectedness (retail therapy)
Sad but true

This links directly ‘Community-based
Prevention Marketing’ gryant et al 2007)

Combines community development: mobilization;
working with people to define problems + assets; build
capacity to deliver and monitor change

with social marketing ideas: “satisfying exchanges
and an integrated strategy based on marketing’s four
Ps — product, price, place, and promotion), competitive
analysis, audience segmentation, use of formative
research to make strategic decisions, and ongoing
monitoring and evaluation”

Takes Helen and the Kamayogs to scale

INSM 2010
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structure

Past

— The origins of (social) marketing our critical
DNA

Present

— The post GFC wake-up call

— What's the big deal: marketing 101
Future

— Fully critical social marketing: continuous
learning

Conclusions

conclusions

Six reasons why critical analysis matters:
1.1t is in our DNA
2.Post GFC it's a no-brainer

3.We understand marketing; we know its power;
we can turn it to good uses

4.It's marketing 101
5.1t boosts our brand
6.It's a great teacher
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conclusions

Marketing is a powerful and pragmatic discipline

It has the potential to unlock behaviour and
solve some of the world’s most intractable
problems

But to reach this potential it needs the robust but
constructive criticism only we can give it

And we need the learning and independence
that results

conclusions

Without critical analysis marketing will continue
to be seen as a ruthless juggernaut turning us
all into fat, drunken wheezers

...and social marketing its weedy, ineffective
lapdog

With critical analysis social marketing can save
the world

So my final reason why we should get critical...

INSM 2010
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conclusions

..It's bleeding obvious

INSM 2010
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