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WHAT IS SOCIAL MARKETING?




¢ Social marketing is:

"The application of commercial marketing technologies
to the analysis, planning, execution, and evaluation of
programs designed to influence voluntary behavior of
target audiences in order to improve their personal
welfare and that of society."

* Andreasen, ARMarketing Social Change: Changing Behavior to Promote Health, Social Development, and the Envirddament
Francisco, CA: JosseBass; 1995.
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Social Marketing Phases
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Problem

Description

PUBLIC HEALTH, CONSUMER
WORKGROUP AND SOCIAL
MARKETING



Defining the Issue - Public Health Perspective

cGoal : eéeééToéi mproveeéwomen
pregnancy in order to optimize pregnancy
outcomes

A Pregnancy intention is associated with improved health
behaviors and birth outcomes*

Shah PS, Balkhair T, Ohlsson, A, Scott F, and Frick C. (2009). Systematic Review. Matern Child Health J. Published oblevenfer
2009).



Key Challenges

A Half of all pregnancies are not planned*

A Target audience has a wide age range (184) and is
diverse

A The list of PCH behaviors is long

A Messaging is challenging (language of PCH ; time
period for promoting behaviors is unclear)

A Health disparities

Finer LB, Henshaw SK. Disparities in rates of unintended pregnancy in the United States, 1994 and 2001. Perspect Sex Reprod
Health2006;38(2):966



Defining the Issue - A Call To Action

¢ Recommendations for preconception health and health
care (2006)*

¢ Goals for preconception health initiative

A Improve the knowledge, attitudes and behavior of men and
women related to preconception health

A To assure women of childbearing age receive preconception
services that contribute to optimal birth outcomes

A To reduce risks among women with a previous poor outcome

A To reduce disparities by improving the health of all women before
pregnancy

*Johnson K, Posner SF, Biermann J, Cordero JF, Atrash HK, Parker CS, et al., Recommendations to improve preconceptiorahdalth
health care- United States. A report of the CDC/ATSDR Preconception Care Work Group and the Select Panel on Preconception Care.
MMWR Recomm Rep. 2006;55(F#R 1-23.



Defining the Issue - A Call To Action

¢ Work groups formed (i.e. policy, public health)

A National consumerfocused workgroup
A Comprised of partner organizations

¢ Consumer workgroup focus

A Increase public awareness of the importance of preconception
health behaviors and preconception care services by using
Information and tools appropriate across various ages; literacy,
Including health literacy; and cultural and linguistic contexts

A Encourage individual responsibility across the lifespan

A Each woman, man and couple should be encouraged to have a
reproductive life plan



Defining the Issue - Consumer Workgroup
Perspective

¢ Responding to call to action

A Strategic planning (201611)

ARevisited overarching goals

ADeveloping an actionable multiorganizational
social marketing plan

o Group attributes, gaps, needs
o Sustainable
o Monthly calls among partners to work on plan



Want To Learn More?

¢ Sign up sheet (workgroup information sheet)




Defining the Issue - Social Marketing Perspective

¢ The social marketing process involves

A ldentifying an effective marketing mix
A5¢cPoscc(product,cprice,¢cpromoti on

o What is the preconception health concept we are trying to sell to
consumers? [product)

o What are the costs to consumers ?piice)

o How should demand for preconception health and healthcare
(PCH & HC) to consumers be achieved@rgmotion)

o Where should PCH & HC messages be promotedflace)
o How can efforts be supported and sustained?p@artners®)

A Offering the customer clear and compelling benefits
A Minimal barriers
A And advantage over other options (competition)**

*Luca, ¢cNadinacRalul cacandg¢Suggs, ¢cL. ¢cSuzannec¢(2010) c¢chASketirgt egi es
Quarterly, 16: 4, 122149.

/ .\ **CE Prue, KL Daniel. Social marketing: planning before conceiving preconception care. Matern Child Health J2006;10(5 S&3p434.



B

Ay

Social Marketing Phases

2
Market

Research

RESEARCH TO INFORM SOCIAL
MARKETING STRATEGY



O <O O O O O O O 0O 0

Market Research Conducted or Underway

Literature review (2009 -2010)

Materials evaluation (2009)

Environmental scanning (2010)

Partner assessments (2010 & 2011)

Audience segmentation analyses (2009 & 2010)
Focus groups (2010)

Couple interviews (2010)

Secondary data analysis- underway

Concept development and testing (2011)
Adcept development and testing - underway



Mar ket eResearché(co

c Literature review

A Synthesized research on PCH & HC by audience
(women, ccouplescandcclinic
formative research plan

¢ Materials evaluation

A Analysis of PCH materials to understand what is being
communicated, to whom, and with what clinical
CIEES

A Overarching finding

oSomecmateri al scusedcipreconc
materials covered a wide range of clinical components,
and most materials targeted a general audience of women



Mar ket é Researche(co

¢ Environmental scanning

A Web based assessments across range of areas

A PCH branding, target audiences, existing materials, tools and
campaigns, focus area (preconception, pregnancy, general
health etc.)

A Among a number of sectors: insurance, media (TV,
magazine), foundations, public health, advocacy, web,
business

A Provided insight into the landscape of PCH,
partnership and dissemination opportunities



Market Research- Partner Assessments
c Twoéepartneréassessment secon:

¢ August 2010 and February 2011

A Conducted in order to assess the attributes of the consumer
wor kgroupcincorderctocinfor mgstt
marketing planning efforts, assess gaps and opportunities
A Focused on:
AEachcorganizationoscgoal s
A Their audiences
A Activities (research, evaluation, education, communication)
A Opportunities/barriers
A Partnerships
A Desired role in a national social marketing plan

A Created a partnership database



Market Research- Audience Segmentation Analyses

¢ Purpose

A Explore how women of childbearing age can be
disaggregated into smaller groups so that effective and
appropriate PCH social marketing interventions can be
crafted



Market Research- Audience
Segmentation Process

Entire Population

Determined by

Target Population Groups Epidemiology or
i.e. Women of Childbearing stratification data

Age

}\ Kirby Marketing Solutions
/‘/’ -1
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Market Research- Audience
Segmentation Process
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Market Research- Audience Segmentation Analyses

¢ Data
APort er ¢MNealthStla surveg (2007 & 2009)
¢ Methods

A Classification and regression tree (C&RT) and €bguare
automatic interaction detection (CHAID) to define factors most
associated with level of pregnancy planning

¢ Results

A Factors most associated with pregnancy planning**
A timing,* contraception, marital status*, income

A Insight into segmentation strategies

*Mitchell, E. W., Lewis, MA., Bann, C. et al. Formative Research on Preconception Health for Consumers. Poster presentatien a
National Conference on Health Marketing Communication, Marketing and Media, August 113", 2009, Atlanta GA

**Mitchell, EW. , MiracleMcMahill, H, Levis, D. Opportunities for Preconception Health Social Marketing among Womeh U.S.
Consumer Perspective. Presented at the First European Congress on Preconception Health, October 2010, Brussels, Belgium



Market Research- Focus Groups

¢ Purpose
Ac2 f£SIENY Y2NB o2dzi 62YSyQa (Y29
LINBO2YOSLIIAZ2Y KSIFft 0K 0SKIGJAZ2NAR |
A What do women know, think and believe about PCH and HC?
A What does PCH as a term mean?
A What are the motivators and barriers ?
A How do we communicate with women about PCH and HC?

¢ 10 focus groups (N= 65) in Atlanta

A Segmented by planning status (planner, gganner, interconception)
A By low and middle SES



Market Research- Focus Groups

¢ Overarching findings

A General understanding of PCH behaviors and their importance
ALesscresonancecascacisetcofcser vi

A Women who plan to have children in the near future and those
who do not identify with PCH differently

AWhat cmotivatescthemcgc(healthycbahby
o Term preconception implies planning desire

A Motivators for planners: age, discussions with doctor, health of
baby/mother, contribution to fertility, social support

A Barriers include: addiction, lack of social support (unsupportive
partner or family), expense, rationalization of birth outcomes,
relevance

A Need to position PCH among planners and nosplanners in a way
that will resonate with them

A Implications for terminology, messaging, dissemination



Market Research- Couple Interviews

¢ Purpose
A To understand how couple®nsiderdiscussandsupport each othein
0KS O2yGSE(l 2F LINBO2yOSLIiA2y KSI
A What do couples know, think and believe about PCH and HC?
A What does PCH as a term mean to them?
A What are the motivators and barriers for them?
A How do we communicate with couples about PCH and HC?

¢ Telephone interviews (N = 58 couples), ~5,000 screened

A Women 1844 who were married or in committed relationship with a
partner who was willing to participate in the interview

A Segmented by planning status (planner, gganner, interconception)
A By low and middle SES



Market Research- Couple Interviews

¢ Overarching findings
A General understanding of PCH behaviors and their importance

A Acknowledgement of lack of relevance among norplanners, much
easier task among planners

o Not familiar with term PCH or related terms (reproductive life plan)
A The relationship element is powerful

A Can be a motivator (i.e. doing things together, support, healthy family,
partnership) and a barrier (i.e. financial stability, lack of support, fear of
stigma from partner) for PCH and HC

A Motivators: desire for a healthy baby, pregnancy planning

A Barriers: poor relationship quality, poor communication,
embarrassment, not planning on a pregnancy

A Need to develop a strategy for PCH for couples who are planners
and non-planners in a way that will resonate with them

AStimul ateccommunicationcamongcdey
Initiate conversations)
A Implications for terminology, messaging, dissemination



Market Research- Secondary Data Analysis

¢ Additional data sources triangulated
A PRAMS (200£008)
A Growth from Knowledge/Mediamark Research and Intelligence
(2009-2010)
¢ Accumulation of data streams used to inform
A Segmentation recommendations
A Social marketing plan
A Dissemination opportunities



GFK-MRI DATA




GFK/MRI Survey Of The American Consumer

¢ Methodology
A National probability sample
A In-home interview and mail questionnaire
A Adults age 18+
A N = 26,000/year
A Two-year data set (N = 52,545)

A Oversampling and breakouts for top designated market areas
(DMAS)



What Is GFK/MRI?

¢ Secondary market research data set that CDC has
acquired

¢ 550+ categories with close to 6,000 items

A Brands

A Media (internet, social media, magazines, TV, movies, radio,
newspapers),

A Products (food, tobacco use, alcohol use)
A Lifestyle activities

A Online activity, use of technology, entertainment, shopping,
memberships, social interaction, travel

A Health and medicine

A Medical conditions, medication use, visits to doctors
A Attitudes and opinion items (19 categories)

A Diet, physical fitness, health, medicine, technology, media
A Extensive demographics



Analytic Population (N = 10,461)

¢ Women ages 18-44 who are not currently pregnant

¢ Planners
A Intend to become a parent in the next 12 months (n= 1,429)
A Very likely or somewnhat likely
¢ Non-Planners

A Do not intend to become a parent in the next 12 months (n= 9,032)
A Not very likely or not likely at all
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Cable, Satellite or Fiber Optic Programming
Watched (Last 30 Days)

Planners (%) Non-Planners (%)

25-34 35-44 18-24 25-34 35-44
ABC Family Channel 33 32 40 33 33
CNN 27 33 20 23 28

Comedy Central 24 22 34 24 19

The Discovery Channel 32 34 27 27 31

The Discovery Health Channel 16 16 16 14 14

The Disney Channel 32 26 35 33 28

Food Network 31 36 32 34 33

Fox News Channel 23 33 18 21 30

Lifetime 32 33 34 31 35

MTV 30 17 a7 30 16

TBS 34 30 39 35 29

TeenNick 3 2 9 3 2
TLC 34 26 32 29 28

VH1 24 16 41 26 15

VH1 Classic 5 4 5 4 3

The Weather Channel 27 29 20 28 33
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PRECONCEPTION HEALTH CAMPAIGN THEORETICAL FRAMEWORK: POTENTIAL EFFECTS OF
CAMPAIGN EXPOSURE ON WOMEN OF CHILDBEARING AGE

Influences Intervention Short-term Longer-term Qutcomes
Outcomes

Demographics (e.g.,
current number of
children, age) Perceived susceptibility
of preterm delivery or
having a baby with a
birth defect or low birth
weight

Awareness of
preconception time period

Access to Health
Information and Care

Knowledge/awareness
that behaviors that women Perceived norms about Initiation and maintenance
engage in BEFORE PCH behaviors o of PCH behaviors
conception (during
LEVEL OF preconception time period)

I EXPOSURE can affect birth outcomes ﬂ
TO
Social Network / CAMPAIGN \

Support Attitude toward/ Development of
Knowledge/awareness of perceived importance of Reproductive Life Plan

which individual PCH individual PCH Includes:
behaviors can affect birth behaviors for self and *| - identification of timeframe
outcomes baby for pregnancy

g : - prioritization of target
HavmgLa”z :"l):r)\d v behaviors to improve and
setting behavioral goals
Self-efficacy to perform - development of
PCH behaviors, engage personalized plan for
r/\v;:alr?nesstf)f \M‘lef:é: pariner in PCH behaviors consistent contraceptive use
INSLOHIRHON Q) and ask health care if not ready 1o have a baby
Locus of Control provider about PCH

Relationship Status

A
v

Awareness that women S Develop/Discuss Personal
E’:g:;;:n?;fwltuli all:c':jH can and should ask their @ Ianan\fr:I?:have . Health Improvement Plan
health care provider about P (including PCH behaviors)

behaviors baby : s
PCH -to Initiate PCH with Health Care Provider

l/ \| behaviors

External Influences: Culture, Community Resources,
Family, Media, Health Care System, Health Care
Provider, Policy
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AUDIENCE SEGMENTS FOR SOCIAL
MARKETING PLAN




Women of Childbearing Age - Planners and Non
Planners

¢ Pregnancy Planners
A Women who intend to have a child in the next 12 years

¢ Non-Pregnancy Planners
A Women who do not intend to have a child in the next 12 years

¢ Segmentation based on
A Desire to make concepts and messageslevant
A Increase attention and engagement in messages

A Desire toreachthe audience
A What channels and why?



Planners are Contemplators

More likely to pay attention to and be receptive to
messages about PCH

Al ncthecipregnancyc¢cmindset &8¢

A May be starting to mentally prepare to get pregnant or are actively

trying to get pregnant

Motivated by messages that focus on

A Health of the baby

A Health of mother during pregnancy and delivery

A Prospect of enhancing fertility

Desire to be pregnant is a strong motivator to engage
In PCH behaviors



Non-Planners are Pre-Contemplators

| ower levels of awareness of PCH

Less likely to be receptive to messages about PCH
A Pregnancy is not on their radar

Less likely to engage in and be motivated to engage in

PCH behaviors (e.g., folic acid)

A Viewed as irrelevant to their current life

A More likely to engage in unhealthy lifestyle behaviors (e.g., smoke)
and question need to stop

More likely to be receptive to messages about overall

healthy behaviors/lifestyle

A There is not a trigger event for nonplanners to motivate behavior
change



Stages of Change

Pre-
contemplation

Contemplation

Preparation

Journal of Consulting and Clinical Psychologybl, 390-395.

A Prochaska, J. O., & DiClemente, C. C. (1983). Stages and processes-chaelfe of smoking: Toward an integrative modepbf chage.
-



Short Term Communication Goals

¢ Planners
A Increase awareness of PCH behaviors
A Increase awareness that there is a preconception time period

A Increase awareness that what they do before they get pregnant
can affect the health of their baby

A Increase awareness about where to obtain information about PCH

¢ Non-Planners
A Increase awareness about being healthy (PCH)
A Increase awareness about contraception (RLP)

A Increase awareness about where to obtain information about
womenoschealthcg(PCH)



CREATIVE DEVELOPMENT AND
TESTING




Market Research- Concept Development and Testing

N\

c Purposee(productenPo)
A Position PCH & HC (empowering, engaging, memorable)
A Create an overarching umbrellabrand that can be used by the
CDC and partners
A Link PCH to consumer values

A A relationship between a product, service, or behavior and its
consumers

A Creates a set of expectations in the mind of consumers (brand
promise)
A Create a vehicle for promoting PCH & HC

A One communication channel will reinforce another and increase
credibility (among partners, health care providers, media, web etc.)
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Market Research- Concept Development and Testing

¢ Positioned PCH and HC
AAcuniquecti me¢( WOMANOScWI NDOW)
A An opportunity (CREATE YOUR FUTURE)
A An invitation (Baby YOURSELF, BABY yourself)




BABY

YOURSELF

A woman's window

) 3 .
Ofy OppONtuKity A woman’s window of opportunity,
When a woman's
window opeus,
YOUR WINDOW. YOUR WELLNESS. i\L X [}Uf‘,gl IJV V it ies

ane endless.

Create your Future.

Planning is freedom
Gete ourFtre Your Future Begins Now,

Create your Future.

Even if you're the only baby around.

N

Fias
(ot

YOURSELF.

Your baby will thank you for it.




Market Research- Concept Development and Testing

¢ Concept testing completed in May

A 4 focus groups (N = 32) in Atlanta
A Segmented by planning status (planners vs. noplanners)
A Two age groups: 1830 and 3144
A All low to middle income

¢ Purpose

AGaugecwomenoscunderstanding, ¢ci m
concepts
A Clarity, appeal, motivation (text, images and then PCH context)



Market Research- Concepts, Adcepts and Testing

¢ Findings
A Important feedback
A Creative executions (headline, tagline, images, text box)
ARevi sedc¢ci WomanoscWi ndowdcandc¢ci Ba
ADevel opedc¢ci ShowgcYourcLovedgcconcep
A Developed logos
Ai Creat ecYdawppedFut ur e d

A Instead of inspiring respondents it evoked stress (school, career,
financial)

c Kai ser éWomenodséHeal t heSur ve)

I Approxi matelycacquartercofcwomenc
fromgccareerc(23%),candc¢cfinancial ¢c



D~

Market Research- Concepts, Adcepts and Testing

¢ New and revised adcepts

¢ Positioning PCH and HC
A Nurturing (Show your love)
AAcuniquecti me¢gc( Womanosc¢Wi ndow)
A Self empowering (Baby Steps)




What you w
sh to go, and the people you hog v 2 W =n you get there.

rant to be,
And if

you want to get pr 1ant in the ne: ; th about your preconception

health and start planning your pr

What is preconception health?
« Preconception health refer
« A woman’s health before she ¢

What can you do?

* Choose bel eating Ithy, ng sularly and takin,

* Ge eened and tested for pc ble medical problems like in C r diabetes

¢ Talk with your doctor about how to best mans your medical condition ith pre
Ma sure y ons e up-to-date

For more information on preconception health and planning
your pr ancy, 1ir doctor and visit www.cdc.gov.

YOUR WINDOW. YOUR HEALTH.YOUR FUTURE.

) |

1cy in mind

Preconception
Health+Healthcare
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With good health, your future is open to endless possibilities.

a window in your life when you can see so many possibilities ... What you want to be,
1ere you g0, 1e people you hope will be with you when you get there. Your

health is important in achieving and dreams u set for yourself

What steps can you take to be at your best?

* Choose behaviors like e 1 . g 7 and taking folic acid e
* Ge eened ested for po e medical pr e like infectio or diabe

. about how es age yo medical conditio

. > Sure your v

* Get mentally and emotionally healthy

* Get regular checkups at least once a yes

» Use effective birth control

Your health now can affect the woman you become or more information
on how to be your best, talk with your tor and visit www.cdc.gov

YOUR WINDOW. YOUR HEALTH.YOUR FUTURE. Preconception
J Health+Healthcare




Show your love.

u ea t pregnan nd you'r

iv for pregnancy
de.gov
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YOUR BODY WILL THANK YOU FOR IT.
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You're ready fo get pregnant, and you're thinking about the future. It's the healthy steps you take during your

pi rs that canr all the difference for you and your baby’s future.

What is preconception health?
 Preconception health refers to a an’s health during the years she can have a child
« Awoman’s health before she gets pregnant can affect the health of her baby.

What steps can you take?

o Ct behaviors like cising regularly and taking folic acid every day.

* Get sc and ble medical probl like inf or dia

* Talk wi U ob nana our medical conditions with pregnancy in mind
* Make sure your vaccinations are up-to

* Get emotionally healthy.

Healthy en make hy mothers and healthy mothers make healthy babies. For more information
improvi bur preconception health and taking the steps that can lead to a hedalthier pregnanc

and visit www.cdc.gov

YOUR BABY WILL THANK YOU FOR IT. Preconception
Health+Healthcare




This is the time in your life when many opportunities lie ahead. To take full advar e of these opportunities,
there are positive steps that can help you become the best you can be. With attention and care to both the
physical and emotional aspects of your health, you'll be better prepared to achieve your goals.There’s no
better time than now to take th steps to a healthy lif

What steps can you take to be at your best?
« Choose behaviors like eating health i

* Get screened and tested for possible medical problems like infections or diabetes.
alk with your doctor about how to best manage your medical conditio!

« Make sure your vaccinations are up-to-date

* Get emotionally healthy.

* Get regular checkups at least once a year.

* Use effective birth control

By taking these healthy steps now you'll 1dy for just about anything. For more information on taking

step healthier you, talk with your doctor and visit www.

TAKE STEPS NOW, YOUR BODY WILL THANK YOU FORIT. Preconception
Health+Healthcare







