Skills Training for and Practical Application of Social Marketing
Online continuing education mentored self-study course

Course Objectives

	General Information


	Instructors: 
Jim Grizzell

E-mail:                jim@healthedpartners.org
Phone:
909-856-3350 (cell, please call from 8 am - 9 pm Eastern Time)

Project Tools:
All materials will available online

	Project Description
	The course assignments are designed to increase skills using evidence-based and cost-effective health promotion theories, models and social marketing principles. The assignments give real life experience to cause health improvement through behavior change, to develop team and program planning skills to achieve their organization’s vision and mission. 


Session Title: Problem Description (Phase 1)
As a result of this event, participants will - 

A full, clear problem description and analysis will help participants decide whether to undertake a social marketing effort. If participants do, the problem description will help participants keep participants main goal in mind. 

In this Phase, participants will: 

· state participant’s health or safety problem and the groups it affects

· identify the major causes of the problem 

· draft a list of possible audiences for participants program 

· learn about and describe previous efforts to address the problem 

· list potential members who would form a strategy team 

· identify issues and aspects of participants situation that could affect the program’s success 

Participants will rely on existing statistics and easy-to-find literature during this phase. If they leave some problem description or analysis gaps, participants will fill them in with findings from the market research that participants will conduct in Phase 2. 

VERBS TO USE:  describe, explain, identify, compare, contrast, recite, define, differentiate, list,  discuss

Session Title: Market Research (Phase 2)

As a result of this event, participants will - 

In Phase 1, participants defined participants health problem, collected information about it from experienced colleagues and the published scientific literature, and drafted a preliminary definition of participants target audience. 

Now, in Phase 2, participants will conduct market research to understand the audience better and refine its definition. Participants will:

· spell out participant’s market research questions

· select research methods to answer those questions

· take full advantage of data that were collected for other purposes

· collect supplementary data

· summarize participants research results 

Market research has two basic parts:

· audience research 

· assessment of participants program’s environment 

Participants can conduct the research in-house or seek outside assistance. (See Market research in Definitions)

Participants market research priorities should be:

· filling in gaps in Phase 1 information

· confirming key findings from Phase 1 

· gathering practical information to inform participants marketing strategy 

Participants will use these market data later, in Phase 3, to make final decisions about which audience segment(s) to target, behavioral objective(s) to pursue, and intervention(s) to implement.

Don’t skip this phase even if the budget is limited or there is pressure to mount a visible campaign quickly. Market research is the backbone of social marketing. Basing participants planning decisions on market research will make their program more effective and save time and money in the long run. 
Session Title: Market Strategy (Phase 3)

As a result of this event, participants will - 

With their research done, it’s time to make the big decisions that will shape the broad outlines of their program. These decisions can be tough to make and to justify to stakeholders because they involve narrowing their focus to particular audience segments and a limited number of activities. 

The more firmly the decisions are grounded in the research from Phases 1 and 2, the better everyone is likely to feel about the decisions and the more effective their program will be. 
In Phase 3, participants will: 

· select their target audience segment(s) 

· define the current and desired behavior for each segment – increasing levels of the desired behavior is their program goal 

· identify the benefits of the desired behavior to “doers” in each segment 

· clarify the exchange participants will offer and encourage 

· apply a marketing mix analysis to select the interventions participants will develop for their program 

· write subgoals for each intervention that will add up to their overall program goal 

Session Title: Interventions (Phase 4)

As a result of this event, participants will - 

In this phase, participants intervention plan evolves from a broad outline to a very specific operational blueprint. Participants will continue to translate their marketing strategy from Phase 3 into intervention tactics and activities.

At the end of this phase, participants will: 

· describe what their services and products will actually look like,

· how their program will phrase its messages, and 

· how their various offerings will be tied together into a cohesive, mutually reinforcing whole.

In this phase, participants will:

· Assemble their planning team and assign roles, 

· plan their interventions in detail, and

· test and revise their interventions.

Then, in Phase 5, participants will plan monitoring and evaluation activities and mesh them with the plans participants made in this phase.

Session Title: Evaluation (Phase 5)

As a result of this event, participants will - 

Now it's time to make decisions about how to evaluate their program. Essentially, in Phase 5 participants will ask if participants are doing:

· the right things 

· the right things right 

· enough of the right things to make a difference in outcomes 

Answering these questions usually entails monitoring their program on a continual basis and conducting one or more time-limited outcome evaluation studies. 

Rigorous program monitoring and evaluation can require a lot of resources, but participants can collect some data that will be useful even if their resources are limited. 

In this phase participants will: 

· determine which program components should be monitored and/or evaluated

· decide how to gather the information 

· decide how to analyze and report the data

· get IRB approval for research with human subjects if necessary 

As CDC’s Framework for Program Evaluation in Public Health stresses, participants should pay close attention to the questions that stakeholders have when participants make these choices. (See Evaluation Framework) If the data aren’t used to make improvements in the program, why spend program time and money to collect them? 

The Framework lists four standards for evaluation. Evaluation activities should be:

· useful (i.e., responsive to stakeholder information needs)

· feasible given time, resources, and available expertise

· accurate enough to inform the kinds of decisions to be made

· proper/ethical 
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Session Title: Implementation (Phase 6)

As a result of this event, participants will - 

In this final phase, all their planning and preparation come together.

Phase 6 explains what participants need to implement their intervention and evaluation effectively. 

Among the activities critical to their program’s success are: 

· planning the program’s launch

· holding a news event to publicize their messages

· taking advantage of unexpected opportunities

· defusing potential threats to their efforts

In Phase 6, participants will:

· Describe how they will execute intervention plans 

· Describe initiation of monitoring and evaluation activities 

· Explain how they will modify program components based on feedback 

· Recite how they will share evaluation findings and lessons learned

VERBS TO USE FOR OBJECTIVES:  describe, explain, identify, compare, contrast, recite, define, differentiate, list, discuss
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