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OVERVIEW

This Proceeding contains the papers and works in progress presented at the 9™ International Congress of
the International Association on Public and Nonprofit Marketing, organized by the National School of
Political Studies and Public Administration (NSPSPA), in Bucharest, Romania, on 10-11 June 2010.

We highly appreciate the interest expressed by the international academic environment towards the
issue of the public and nonprofit marketing. The fact that, at this year’s Congress, there were
represented 145 authors and coauthors from 40 universities or institutions of 16 different countries
leads us to conclude that there is a constant development of the Congress of the International
Association on Public and Nonprofit Marketing as well as of the organizers’ effort.

Should you be interested in going in-depth of 2010 IAPNM Congress, please do visit our website
http://www.admpubl.snspa.ro/iapnm_congress/

Obijectives

1) to compile and edit the latest developments in the field of research in Public and Non Profit
Marketing;

2) to gather in a discussion forum professionals and academics interested in this area of the
marketing discipline.

Topics

1) Social marketing

2) Marketing in Public Administrations

3) Reviving and Reinventing Public Marketing

4) Marketing fits Local Development

5) Marketing and Health Institutions and Social Assistance

6) Transferring Public and Nonprofit Marketing Best Practices to South-Eastern Europe

7) The Path to Corporate Social Responsibility (CSR)

8) Marketing in Nonprofit Organizations

9) Marketing and Higher Education Institutions

10) Marketing Communication Decisions— Above (advertising) and Below-the-Line (promotion,
PR) in Public and Nonprofit Fields

Paper submission

Submitted papers will be double-blind peer reviewed by the International Scientific Committee of the
Congress.
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aims at encouraging and promoting inter-university coordination between academics and researchers
in this field of study or area of expertise. IAPNM conveys to the various bodies and entities, both from
the public and private sector, as well as to the general public, the specialsts’ thoughts and issues in this
field of knowledge.

Within its corporate purpose, and under international treaties signed by its host country (Spain), some
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FOREWORD

Organizer, Professor Dr. Lucica Matei, Dean of the Faculty of Public Administration, President
of the 9th International Congress of the International Association on Public and Nonprofit
Marketing (IAPNM 2010)

Imatei@snspa.ro

Dear participants in the Congress,
Dear guests,
Distinguished Audience,

In the very beginning | would like to express my great satisfaction to chair the opening of the 9"
International Congress of the International Association on Public and Nonprofit Marketing and to wish
you a friendly WELCOME at the National School of Political Studies and Public Administration in
Bucharest.

Your presence here as representatives of prestigious European and international universities and of
course national universities represents an additional reason of satisfaction, revealing the recognition
of our university and faculty, its activities oriented to promote the inter-academic cooperation in
modern and actual fields of social and economic sciences, such as that of public and nonprofit
marketing.

Dear participants in the Congress,

I have carefully studied the Congress Agenda, its design and organisation as well as the programme.
Being already the ninth edition, I assert that our organisation has developed.

In my view, that fact triggered the programme of this event, the interest and diversity of the topics in
discussion.

The topics on agenda concerning social marketing or marketing in public administration, nonprofit
organisations, higher education, local development or health systems represent topics of great interest
for research in marketing. 70 papers will be presented in the Congress, with 145 authors, representing
40 universities from 16 countries.

The Congress programme meets a pressing need for developing the public marketing research in
South-Eastern Europe. Both in Romania and in other states in the mentioned region, the practices of
public and nonprofit marketing have not yet been established. In this context neither the regulations
nor the rules are settled. Therefore, my assessment is becoming more consistent.

In other order of ideas, the Congress agenda inscribes into the practices of know how among the
European Union Member States.

Herewith, | refer at the session concerning the transfer of the best practices towards the South-Eastern
European states.

Fostered by the Congress organisation and participation in IAPNM activity, | have reflected recently
on the significance of developing the programmes of research and education in the field of public and
nonprofit marketing within the framework of our university.

My finding is that we have expertise and learning environment specific to develop successfully the
above mentioned programmes. Thus our former goal will be achieved on strengthening the
interdisciplinary size within the overall teaching and research activities of the university.

12
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In this context | am convinced that we could benefit of a strong support of the International
Association on Public and Nonprofit Marketing and we could also strengthen the inter-academic
cooperation with the universities represented in this Congress.

Dear colleagues,

Last days | reviewed a series of arguments pro public marketing, stated by Kotler in his book
»Marketing in the public sector”. Some arguments sustain this event, as well as in my opinion, the
reason of being of the International Association on Public and Nonprofit Marketing.

With your permission | will reveal some of them. Kotler, even in introduction, asserted: “marketing is
one of the fields most ignored and misunderstood by the employees in the public sector”.

We strongly agree with that attitude, even though the situation is continuously evolving, due to
insufficient marketing knowledge of the public employees, its association with promotion, one of its
instruments, its excesses in the private sector as well as ignorance towards its capacity to turn into
account the opportunities to meet the citizens’ needs.

Public marketing slogan “satisfaction and value for citizen” gains specific connotations for us, the
trainers of public administration specialists.

Herewith 1| reveal important works of public management, speaking about *“reinventing
administration” or “how the entrepreneurial spirit changes the public sector”.

Of course you recognised the famous authors Osborne and Gaebler, who in their proposals on
,,Customers’ needs-based administration”, ,,Market-oriented administration” etc. sustain our mission
and efforts, as well as Kotler’s ideas who is concluding a chapter with ,,Keep going”.

That ,,Keep going” would mean the change of public administration from a traditional institution,
having a low contact with the audience, into a modern institution, with a powerful contact with the
audience, providing added value issues for the taxpayers’ money.

To that ideal we dedicate the event we are opening today as well as many daily efforts.

Dear guests,

I am convinced that the Congress activities will develop in optimum conditions. Our National School
has always been a very good host. The Congress will be a great opportunity to strengthen the networks
and relationships of cooperation with the International Association on Public and Nonprofit Marketing
as well as with the other universities represented in the Congress.

We express our kind thanks to all our collaborators, sponsors and my colleagues for the organisation
of this edition of the International Congress as well as to all participants.

| also wish success to the International Association on Public and Nonprofit Marketing, its President,
José Luis Vazquez Burguete, and | ensure him of our future availability for collaboration. | address
each of you the same kind thoughts.

13



OPENING SESSION

Guest speaker, Dr. Andrew I. E. Ewoh, MPA Program Director and Professor of Public
Administration, Master of Public Administration Program, Co-Director MBA-MPA Dual
Degree Program, Department of Political Science and International Affairs, Kennesaw State
University (USA)

aewoh@kennesaw.edu, aewoh2@gmail.com

The Role of Public-Nonprofit Partnerships in the Delivery
of Public Goods and Services

ABSTRACT

While collaboration between public and nonprofit sector has a long history in the United States,

such partnerships around the world have proliferated with the emergence of new public management
that dates back to the early 1990s about a few years after the Romanian citizens gained the right to
form nongovernmental organizations. Most scholars see the evolution of the nonprofit sector as a
response to the failure of government to provide public goods and services. The purpose of this
discourse as it relates to the 9" International Congress theme is to explore the role of public-nonprofit
partnerships (PNPs) in accomplishing public purpose. On the basis of lessons learned from best
practices across the globe, | will begin with a discussion of the theoretical framework for nonprofit
sector. This will be followed by an exploration of the role that nonprofit organizations played in
handling the aftermath of Hurricane Katrina in 2005. I will conclude with recommendations on how to
promote PNPs in the twenty-first century.

KEYWORDS

Public-nonprofit partnerships, Collaboration, Partnership, Nongovernmental organizations

14



Opening Session 15

1. INTRODUCTION
Madam President, Professor Matei, Ladies, Gentlemen and Organizers,

Thank you very kindly for inviting me as the guest speaker of your 9" International Congress. The
topic of my presentation today—the role of public-nonprofit partnerships in the delivery of public
goods and services—synchronizes well with your conference theme “Regulation and best practices in
public and nonprofit marketing.”

While collaboration between public and nonprofit sector has a long history in the United States, such
partnerships around the world have proliferated with the emergence of new public management that
dates back to the early 1990s about a few years after the Romanian citizens gained the right to form
nongovernmental organizations. Most scholars see the evolution of the nonprofit sector as a response
to the failure of government to provide public goods and services. The literature of both business and
public administration is replete with reasons why public-nonprofit partnerships exist, or are being
deployed, as global phenomena in the provision of public goods and services. When Hurricane Katrina
ripped through the United States Gulf Coast on August 29, 2005, nongovernmental actors such as
private businesses and nonprofit organizations were the first responders in providing relief and
recovery services to the stranded residents when emergency plans at all levels of government came up
short. The same story is the case with the devastating flood that affected more than 500 Romanian
villages in 2000 (CORA 2000), and the fierce quake that killed more than 250 thousand people and
displaced over 3 million individuals in Haiti on January 12, 2010 (Humanity First 2010). In fact, most
recent studies show that nonprofit organizations contributed successfully to the Hurricane Karina relief
effort irrespective of government obstacles, and with no direction or support from government (Pipa
2006; Bolton 2006). Recent natural disasters and their aftermaths have revealed significant
weaknesses of governments everywhere to deal with emergency planning and response without mutual
cooperation and partnership with nonprofit organizations.

The purpose of this discourse as it relates to the 9" International Congress theme is to explore the role
of public-nonprofit partnerships (PNPs) in accomplishing public purpose. On the basis of lessons
learned from best practices across the globe, | will begin with a discussion of the theoretical
framework for the existence of the nonprofit sector. This will be followed by an exploration of the role
that nonprofit organizations played in handling the aftermath of Hurricane Katrina in 2005. | will
conclude with recommendations on how to promote PNPs in the twenty-first century.

2. THEORETICAL FRAMEWORK

Various theories of the public sector contend that public partnership with nonprofit organizations is a
unique form of division of labor in the provision of public goods that coordinates each sector’s
strengths and weaknesses. The relationship between government and the nonprofit sector is described
as complementary and symbiotic in nature. According to the third party theory, the nonprofit sector is
conceptualized as the preferred approach for the provision of collective goods (Salamon 1987). From
this framework, solving new and expanding socioeconomic problems is mostly and effectively
accomplished on a voluntary bottom-up approach (Lipsky and Smith 1989-1990). The failure of the
voluntary sector, Salamon (1987) argues, is the reason for government involvement. Since the
nonprofit sector cannot solve the free rider problems in the performance of various public sector
functions, government steps in through its regulatory function to tax. Societal dependency on the
nonprofit sector for performing public services allows the government to promote general welfare
without stretching its administrative mechanism, thus achieving overall efficiency, however defined.

The logic of the third party theory is reversed by the public goods theory that posits that while
government is responsible for the production of public goods, it fails to finance goods and services to
satisfy the demand of a whole population of individuals with diverse needs. In this situation, the
nonprofit sector steps in to meet the demands of collective goods and services not funded by the
government (Weisbrod 1988). Whereas these two theories make different assumptions about the
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mutual dependency of public and nonprofit sectors, they acknowledge that such relationship is optimal
in contemporary industrialized economies and should be encouraged.

Most nonprofit scholars (Moulton and Anheier 2001) agree that nongovernmental or nonprofit
organizations avail to the government a flexible, localized method to respond to “emerging or
entrenched” socioeconomic problems. Government turn to these organizations to perform functions
that require special services to either underserved groups or remote areas of the population because
they are more responsive than government agencies in creating long-term, client-service relationships
without bureaucratic red tape (Boris and Steuerle 2006; Halseth and Ryser 2007).

In United States, for example, the three levels of government provide grant monies to nonprofit
organizations through public-nonprofit collaborations for performing public functions in a win-win
policy situation. According to the National Center for Charitable Statistics, “Federal, state, and local
government spending directed to nonprofits amounted to $207.8 billion in 1997, including Medicare,
Medicaid, and government grants. Excluding health services, the total falls to $70.1 billion” (Urban
Institute 2010a). Total revenue for all reporting public charities in the United States grew from $207.8
billion in 1997 to $1.1 trillion in 2005 of which 9 percent ($102.9 billion) came from government
grants (Urban Institute 2010b).

3. THE POLITICAL ECONOMY OF PARTNERSHIPS

In their chronological analysis of the public-private partnerships in the United States, Moulton and
Anheier (2001) contend that the Great Society programs of the 1960s and 1970s contributed to the
foundation as well as the growth of nonprofit organizations in the decades that follow. For example, in
1989, nonprofit organizations received more than 50 percent of federal social services expenditures
compared to their dismal funding figures in the 1960s. The importance of money to the sustainability
of nonprofit organizations (NPOs) has prompted them to form coalitions, advocacy groups, among
others, whose main or partial goal is to lobby government for more funding for various types of
socioeconomic welfare programs (Moulton and Anheier 2001; Oliver 1999).

Despite the declining support for reducing socioeconomic programs and services in United States, for
example, there are increased demand for such services and programs in other countries such as
Canada, Hungary, and Romania, to mention but a few (Halseth and Ryser, 2007; Jenei and Kuti 2003;
Osborne et al 2005; Bidu and Orhei 2008; Nistorescu 2008). While partnerships facilitate the
provision of public goods and services that require different types of expertise, multiple services,
coordination, and public support; some NPOs lack the institutional capacity to function under such
condition due to devolution, government cutbacks, lack of government support, or declining human
resources (Scott 2004; Halseth and Ryser 2007). What exactly is a partnership? Partnership is an
agreement formed by two or more organizations with compatible goals to work together in a mutually
beneficial way, to accomplish a mission that will not have been possible by one entity. Some scholars
(e.g., Googins and Rochlin 2000) have argued that while financial contributions made by a donor may
not be a sufficient condition for a partnership to materialize, partnership exists only when both the
donor and the recipient benefit from their mutual relationship.

Accountability has been a major issue in public and nonprofit partnerships especially as it pertains to
either the quality of collective goods produced or services rendered. The problem becomes even
daunting when government provides the money as opposed to an individual or corporation. Meyer
(1996) reminds us that nonprofit organizations can play crucial roles in the production as well as
provision of public goods once transparency and accountability are maintained through a monitoring
mechanism. Using a case study approach, Meyer (1996) showed how the Costa Rican National
Biodiversity Institute collaborative through complex contracts with international parties provided
partial solutions to public goods problems in the absence of private property rights over genetic
resources.

Based on the Meyer’s (1996) study of institutional alternatives to property rights, it is apparent that
through partnerships, an organization may acquire new knowledge or skills, or even adopt new
technologies as well as new management techniques. Partnerships come in different ways, such as in-
kind services in the form of volunteer hours, or in building institutional capacity because it helps in the
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development of leadership, information sharing, networking, expertise and acquisition of resources,
however defined. In some situations, partnerships may lead to increased awareness of best practices
elsewhere that can be deployed for mutual benefits of the actors and stakeholders.
Governments at all levels may partner with universities and other groups to formulate a mechanism for
stable social interactions or even search for new approaches not only for economic development but
on how to enhance the quality of education in the community as well as the best way to improve the
well-being of the community through healthcare services, among others. Scott (2004), and Berman
and West (1995) have suggested that local governments can facilitate partnership building and
networks through dialogues by sponsoring public meetings, community forums, workshops, formation
of local advisory board, and developing policy that encourages collaborative decision making.
The idea of resources acquisition in public-nonprofit partnership was echoed in Gazley and Brudney’s
(2007) study that examined the reasons why local governments and nonprofits choose to collaborate
especially when the partnerships are not governed by formal contracts or grants. While the Georgia
government leaders and nonprofit administrators surveyed in the study noted that legal requirements
were the major reason for their partnerships, they disagreed on the usefulness of the collaborations.
For example:

Nonprofit executives place a greater emphasis than government managers on using

partnerships to gain new resources and to build the relationships that presumably help

them to gain resources ... government respondents are substantially more likely to

agree about other cost benefits of collaboration: to express interest in gaining

professional expertise through partnerships and to view partnerships as a means for

avoiding competition (Gazley and Brudney 2007: 393).

Caldwell (2003) summed up five arguments for public-private partnerships which equally apply to
public-nonprofit collaborations as follows: failure of the public authority to meet expectations,
securing higher levels of funding, a “third way” in the delivery of services, the building of social
capital, and transformation of public sector in a knowledge society. While it is not necessary to discuss
these arguments here, governments in developed and developing nations have various types of
contracts with nonprofit organizations (NPOs) to help either in the implementation of public
policies—such as education, economic development, and other social services—or in the delivery of
services that would have been provided by the government (e.g., nursing homes, community centers as
well as shelters, etc.). Let me turn to NPOs and their networks using the response to Hurricane Katrina
of 2005 as a reference point.

4. NPOs AND THEIR NETWORKS: ALLIANCES OR COLLABORATIONS?

The chaotic response to Hurricane Katrina by government agencies at the three levels of government
and the American Red Cross, the primary nonprofit organization charged by law with providing relief
in national emergencies, has prompted researchers and concerned citizens alike to question the vital
role that NPOs play in our contemporary society. When Hurricane Katrina loomed in late August of
2005, local media outlets carried information about the evacuation plan, and a number of public and
nongovernmental organizations posted information on their websites to help spread the word about
evacuation plans. During its meetings of August 21 and 22, 2005, respectively, the Louisiana
Association of Nonprofit Organizations discussed the idea of creating a formal statewide network
through which local NPOs can collaborate and function together but the idea did not flourish because
of the differences among these agencies (about 1,000) as it pertains to their mission and institutional
capacity to act (Pipa 2006).

On August 29, 2005, when the New Orleans’ levees broke, the local NPOs had no choice but to find
innovative ways to work together. For instance, the Baton Rouge Area Foundation (BRAF), through
its special relief fund for the immediate human needs of evacuees and long-term rebuilding efforts in
New Orleans, recruited the International Rescue Committee to assist it in assessing the area’s shelters
as well as to draft grant-making priorities and criteria. The BRAF also formed ad-hoc program teams
comprising its foundation alumni, representatives from other area foundations, and their own
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employees to visit local NPOs and identify urgent needs for funding, and set up a makeshift office for
evacuated staff of the Greater New Orleans Foundation. The benefits from these arrangements
support the importance of building social capital through networks and collaborations.

5. COMPARATIVE ANALYSIS OF NPOs INSTITUTIONAL CAPACITY

The poor response to Hurricane Katrina by government agencies and nonprofit organizations (NPOs) has
raised a serious question about the institutional capacity and funding abilities of these organizations,
when confronted with a historic national disaster. Many public and nonprofit organizations either closed
down or did not provide regular services to thousands of people because their infrastructure were
inadequate or were too small to provide aid by themselves or in collaboration with the federal and state
governments.

According to Smith (2006), Katrina severely exposed the fiscal weakness of the State of Louisiana and its
local governments, a problem that had a corresponding effect on the capacity of NPOs in the area. Before
the hurricane crisis, there was a steep decline in Louisiana’s expenditure on non-health social services
despite the rise in such expenditure in other states. Smith attributed New Orleans’ lack of government
support for NPOs to its low per capita expenditures, which is reflective of the deep-seated poverty in the
crescent city in particular and the state in general (Urban Institute 2005). The obvious implication of a
statewide poverty problem in Louisiana is that it affects not only the ability of local NPOs to attract
charitable donations, but it also discourages the formation of new organizations. It is no surprise to most
people why large national NPOs reported in Table 1 below, except for the Baton Rouge Area

TABLE 1

List of 18 Hurricane Katrina Fundraisers
Name Location Amount
1. American Red Cross Washington, D.C. $2.12 billion
2. Salvation Army Alexandria, Virginia $362 million
3. Catholic Charities, USA Washington, D.C. $154.46 million
4.Bush-Clinton K. Fund Washington, D.C. $130 million
5. Habitat for Humanity Americus, Georgia $124.4 million
6. United Methodist C.R. New York, New York $ 64.5 million
7. United Way of America Alexandria, Virginia $46.9 million
8. Baton Rouge Area Baton Rouge, Louisiana $41.5 million
9. Samaritan’s Purse Boone, North Carolina $36.89 million
10.America’s 2" Harvest Chicago, Illinois $33.8 million
11. United Jewish Comm. New York, New York $28.5 million
12. Humane Society of U.S. Washington, D.C. $25 million
13. Evangelical Lutheran C. Chicago, Illinois $23 million
14. Southern Baptist C.D.R Alpharetta, Georgia $20.1 million
15.AmeriCares’sFoundation Stamford, Connecticut $15 million
16.FoundationforMid South Jackson, Mississippi $11.6 million
17.World Vision Federal Way, Washington $10.9 million
18. Mercy Corps Portland, Oregon $10 million

Source: Compiled from Newsweek’s July 3-10, 2006, p. 71 and materials from Foundation for Recovery at
www.foundationforrecovery.org. Accessed August 8, 2006.

Foundation, tend to dominate local services with, of course, some supporting role coming from small
community-based and local faith-based groups.

In times of disaster, citizens generally give money to NPOs that have national reputation. Seventeen
out of the 18 NPOs listed in Table 1 used their national name recognition to raise substantial amount
of private donations, much of which came through their respective websites.

These national NPOs usually distribute a significant percentage of their raised revenue to their local
NPOs in Louisiana and the Gulf Coast region. For example, when thousands of people were forced to
evacuate, more than 110 Catholic Charities USA (CCUSA) nationwide reached out to help and
comfort those truly in need because of its knowledge of the most vulnerable population coupled with
the presence of an affiliated local organization, the Catholic Charities of the Archdiocese of New
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Orleans (CCANO). CCUSA and its member organizations have been outstanding stewards of
America’s trust and the very nature of its network enables it to use nearly half of more than $154
million in donations and other funding to provide over one million people with food, shelter, basic
necessities, counseling, and other relief and recovery needs to move on with their lives (Catholic
Charities USA 2006).
Unlike other NPOs reported in Table 1, the American Red Cross mobilized the largest relief effort in
its 124-year history by raising 2.12 billion dollars to aid the victims of Katrina disaster, but received a
significant amount of criticism from the public, media and the government for its slow response in
distributing funds to hurricane victims, especially in minority communities in rural Louisiana and
Mississippi. Other reasons for much of the American Red Cross’s criticism come from its lack of
collaboration with local NPOs, and its difficulty in providing basic aid and relief needs. The problem
encountered by the American Red Cross stems from its lack of integration with local networks of
social welfare organizations and public and private NPOs. Because of its focus on blood donations,
temporary assistance after house fires, relief from smaller-scale natural disasters, and health and safety
course, the American Red Cross does not work in concert with local NPOs. Conversely, however,
other multiservice NPOs like CCUSA, the Salvation Army, and Habitat for Humanity are known for
constant collaboration with various funding agencies and local NPOs. The New Orleans Habitat for
Humanity, as an ecumenical Christian housing ministry, collaborated with local Baptist churches to
build about 400 homes for dislocated Hurricane Katrina victims (Smith 2006).
The fact that over 56 percent of all donations for hurricane relief came from faith-based organizations
is very impressive. However, a substantial number of these organizations do not have the institutional
capacity and resources to provide long-term services, such as job training, mental health counseling,
childcare, substance abuse, and after-school programs for at-risk students. Similarly, faith-based
groups irrespective of their size are not in the most privileged position to coordinate case management
for hurricane victims. As of March 7, 2007, over 1,100 local interfaith groups received grants for their
own recovery and rebuilding efforts from the Bush-Clinton Katrina Fund (BCKF). The allocation of
the $130 million raised by the BCKF is as follows:
e $30 million to 33 institutions of higher education, including universities, colleges,
community colleges and technical training institutions;
e $40 million for recovery funds set up by the governors of Louisiana, Mississippi, and
Alabama to fill unmet needs in their states;
e $25 million to religious organizations throughout the region, and
e $35 million for projects focused on health, housing, education, community and
infrastructure needs (Bush-Clinton Katrina Fund 2007).
Resolving the problem of institutional capacity concern, as revealed here, calls for governments in all
countries to create national coordinating organizations or multifaceted agencies to effectively connect
citizens from different fields of human endeavors with appropriate services during periods of complex
natural disasters such as Katrina and Rita hurricanes. The State of Louisiana has taken a lead role with
the creation of the Louisiana Family Recovery Corps (LFRC), a public NPO with the mission to
coordinate and mobilize a network of providers, and government agencies to deliver aid and services
to displaced citizens in temporary housing throughout Louisiana. The LFRC has subcontracted much
of its work to the Volunteer of America of North Louisiana, Catholic Community Services of
Louisiana, and a consortium of well-organized NGOs in New Orleans for case management and long-
term disaster relief and assistance (Louisiana Family Recovery Corps 2005). Also, the Baton Rouge
Area Foundation, the Foundation for Mid South, and other regional foundations have given grants to
local NPOs such as the Catholic Charities for case management. Similarly, the United Way of New
Orleans funds various organizations for case management and coordination services, including the
American Red Cross, Catholic Charities, the Salvation Army, and Jewish Family Services (Smith
2006; Foundation for the Mid South 2006).
The aftermath of Hurricane Katrina has shown that national and local NPOs can improve the
effectiveness of national-level aid efforts through collaboration with grassroots organizers and new
charities that incidentally emerged across Louisiana and elsewhere in response to specific relief and
recovery needs of Katrina victims. Since 2005, there have been public dialogues to increase public
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awareness and knowledge about the impact of Hurricane Katrina. One of such dialogues that |
participated in was sponsored by both the Rutgers University and the University of South Alabama
(USA) on March 15-16, 2007 on the campus of USA.

6. NPOs AND PUBLIC SERVICE DELIVERY IN THE TWENTY-FIRST CENTURY

The general consensus among scholars after Hurricane Katrina is that effective crisis response requires
closer partnership between government, private sector, and nonprofit organizations; accomplishing that
goal requires a new thinking about the relationship between these actors (Morrissey 2006; Moore 2006;
Joseph 2006; Boris and Steuerle 2006). The quest to accomplishing the goal of closer cooperation among
actors in emergency response compels scholars to rethink, more than ever before, how to conceptualize
the role of NPOs in public service delivery in the twenty-first century and the public policy implication
of this role on the future of NPOs in the United States of America, and elsewhere.

Pipa’s (2006) report showed that neither the huge outpouring of charitable support nor supplies of
federal government filtered down to the NPOs, leaving them vulnerable to closing or reducing
services. The problem of delivering aid to those in need can come from several factors such as
network coordination and information sharing, to mention but a few. The importance of NPOs in the
U.S. economy became obvious with the relief efforts for Hurricane Katrina victims because all the
three levels of government relied extremely on their services. However, many scholars, lawyers, and
concerned citizens have questioned whether the proliferation of new charitable organizations
immediately after Katrina and Rita disasters was really beneficial to the victims or merely a waste of
time and resources, since people who have no experience in service delivery learn to operate new
NPOs. These concerns emerge from the fact that crises usually bring out many con artists with the
desire to help others (Morrissey 2006). In fact, many NPOs have been found to engage in financial
improprieties. Some reputable NPOs like the United Way of America, the Nature Conservancy, and
Adelphi University have wrongly diverted funds to insiders. Even the American Red Cross was
criticized for diverting donations specified for victims and victims’ families of the September 11,
2001, terrorist attacks to other uses. The implication here is that any unsavory behavior of one NPO
may cause a decline in charitable giving to other NPOs (Kelley and Anderson 2006).

Notwithstanding the aforesaid concern, the bright spot for NPOs is that they can come up with ideas
that fill voids left by the other actors in emergency response, and without new NPOs, some victims
may not get help with their basic human needs. Unlike government agencies, NPOs can most
effectively request for more donations, both cash and in-kind contributions, from the private sector.
The ability of NPOs to reach out to other agencies for help prompted international NPOs to respond.
In fact, Katrina has been documented as the first time that international relief organizations such as
International Rescue Committee, Mercy Corps, Oxfam America, AmeriCares, Christian Reformed
World Relief Committee, UNICEF and International Medical Corps dispatched their own employees
and resources to a domestic crisis (Pipa 2006).

While it is very important that NPOs must maintain the public’s trust in order to raise funds to
accomplish their missions, it is not generally clear to whom these organizations must be accountable.
Usually society expects NPOs to be accountable to the donors, to clients and beneficiaries, and to the
public at large. Being accountable to the public requires NPOs to establish and maintain workable
collaborative relationship with government that safeguards both their ability and independence to
function as legal entities. Similarly, NPO directors and staff are now required to adhere to three fiduciary
duties under the law: the duty of care, loyalty, and obedience (Kelley and Anderson 2006).

Besides service delivery during natural disasters, the proliferation and dominance of NPO provision of
public goods in the United States has been supported by supply-side subsidies in two forms: grants and
guaranteed loans. For example, there are federal grants to higher education NPOs and loan guarantees
supplied for institutionally targeted loan programs for the provision of education that dates back to the
creation of federal Guaranteed Student Loan in 1965. In addition, demand-side subsidies such as Gl Bill
(for veterans) and Pell grants (for students from low-income families) were awarded to individuals,
rather than schools, to help make the cost of higher education in both public supported institutions and
private nonprofit schools affordable.
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7. CONCLUDING REMARKS

It is now obvious that nonprofit organizations (NPOs) played a vital role in helping hurricane victims
in all aspects of relief, recovery and rebuilding of the United States Gulf Coast region through the
generous donations from individuals and corporations around the world. Based on the problems
encountered by national responder groups and NPOs in the Hurricane Katrina, it is very imperative for
governments everywhere to take the leading role not only in providing much needed revenue for relief
and recovery efforts during natural disasters, but also in promoting collaboration among public,
private, and NPOs in their jurisdictions. Governments anywhere in the world can do this by creating
national coordinating agencies in their jurisdictions to assist, as an information clearing house for all
the actors, in critical emergency response plan.

In sum, both the government and NPOs are required to partner more than ever before in developing
and implementing effective relief, recovery and rebuilding programs for helping disaster victims.
Recent examples of natural disasters in countries like Chile, China, and Haiti reveal the obvious
demand for more public-nonprofit partnerships in the provision and delivery of public goods and
services in the twenty-first century. While governments in developing and underdeveloped nations
should create tax incentives to encourage charitable giving, local NPOs should strive to enhance their
institutional capacity to meet their missions by partnering with reputable international NPOs. Despite
their multifaceted roles in many jurisdictions, NPOs not only facilitate the relations between the
citizens and their government, but they have the ability to create conditions by which government and
market imperfections can be held accountable by the attentive public.
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SOCIAL MARKETING

Chaired by:
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The session aims at emphasizing the use
of the marketing principles and
techniques in order the influence a social
behavior. As a central instrument for
bringing to market certain mass-
behavioral issues, the social marketing
needs to be properly tackled in the
framework of outlining the major
influences affecting people behavior.
Thus, the session explores the aspects of
social marketing strategy and draws
implications for our understanding of
social marketing from different
experiences, case studies.
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ABSTRACT

Models as the Protection Motivation Theory (PMT) aim to understand those data and variables
considered by individuals when facing the challenge of a behavioural change, as well as the more or
less important they are. It is a key issue for social marketing responsibles, as they need a better
understanding of the reasons for compliance or not with a suggested new behaviour. Research was
conducted on three TV spots aiming drug-fight sponsored by the Ministry on Health and Consumption
in Spain. In spite of the limitations of the study —due to its exploratory character—, obtained results
question the effectiveness of used arguments, perceived as one-sided and more focused on the threat
coming from current behaviour than in the advantages of coping appraisal and behavioural change.
Moreover, a requirement of self-conviction for a real behavioural change is stated, as well as the
doubtful effectiveness of —even counterproductive— penalties or external pressures on individuals.

KEY WORDS

Social marketing, anti-drug campaigns, individual decision-making process
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1. INTRODUCTION

Morbidity and mortality associated with drug dependence affect a sizeable number of European
citizens and constitute major problems for public health in Europe. According to current estimates, the
prevalence of problem drug use in the European Union Member States and Norway varies between 2
and 9 cases per 1 000 of the working population, indicating a large population at risk for serious health
consequences. Risks related to injecting drug use are the transmission of blood-borne infections, in
particular human immunodeficiency virus (HIV) and hepatitis B and C, fatal and non-fatal overdoses
and other morbidity.

But this is not only a medical problem, drug use is a serious and complex problem. It impacts on
individuals, families, communities and the economy. Each year drug use contributes to thousands of
deaths, significant illness, disease and injury, social and family disruption, workplace concerns,
violence, crime and community safety.

The UK Home Office estimated that the social and economic cost of drug abuse to the UK economy in
terms of crime, absenteeism and sickness is in excess of £20 billion a year. In Spain we can find
different data but Garcia Altés et al. (2002) estimated more than 800 million only in drugs and Portella
et al. 1998 determined more than 3,6 billion in alcohol, finally Lopez Nicolas, 2001 calculated 3,6
billion in tobacco.

It does not however estimate what portion of those crimes are unintended consequences of drug
prohibition (crimes to sustain expensive drug consumption, risky production and dangerous
distribution), nor what is the cost of enforcement. Those aspects are necessary for a full analysis of the
economics of prohibition.

Among the number of diverse questions under analysis in the social marketing arena, researchers are
long intending to determine those factors influencing an individual’s behavioural changes, not only
from a Marketing view, but also from other related disciplines (e.g. Behavioural Psychology, or
Labour Sciences, when issues are related to workers’ performance). Thus, useful information could be
provided in order to improve persuasive power and effectiveness of communication messages.

As stated by Cismaru and Lavack (2006), some contributions could be underlined in the literature, as
the “Theory of Reasoned Action” developed by Fishben and Ajzen in 1975, the “Social Cognitive
Theory” by Bandura in 1977, or the previous but more specialized “Health Belief Model” by
Rosenstock in 1966. However, the “Protection Motivation Theory”, or PMT, by Rogers and
colleagues (1975, 1983, 1997, 2000) is undoubtedly one of most influential contributions, and not only
in the academic sphere (as the basis for further developments), but also as starting point for research
work and advertising campaigns design.

According to PMT model (see Figure 1), individuals are supposed to be influenced by either external
(or environmental) and internal issues when making decisions on continuing, changing or intensifying
a concrete behaviour according to their expectation about positive consequences and/or awareness of
negative ones, either for themselves (direct consequences), related individuals (close) or other social
groups — including the society as a whole — (generic).

What is more, key variables influencing on individuals’ attitudinal and behavioural response could be
grouped into the five categories of perceived vulnerability, severity, response efficacy, self-efficacy
and costs of adopting a new behaviour (i.e. performing in a different way).
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FIGURE 1
Changes in consumer’s behaviour as explained by the model of Protection Motivation Theory

External (environmental) information: Internal (intrapersonal) information:
- Verbal / non verbal persuasion HDE:> - Personality variables
- Observational learning - Prior experience

! Iyl |
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Source: Vazquez, Gutiérrez and Garcia (2007), based on Floyd, Prentice-Dunn and Rogers (2000)

Summarily, perceived vulnerability variables are related to the individual’s subjective perception on
the risk of a negative event itself, meanwhile perceived severity issues refer to awareness on the
seriousness of possible negative consequences. Thirdly, perceived response efficacy variables concern
individual’s belief on the effectiveness of a suggested behaviour in reducing or eliminating a concrete
danger or an inadequate performance. In a similar way, perceived self-efficacy is related to the
individual’s belief on his/her ability/capability to perform in the “right” way. Finally, perceived costs
are all those barriers that the individual expects to face when following the suggested behaviour (not
only monetary ones, but also including other ones, as in terms of required time and/or effort,
inconvenience...).

According to standard formulation of PMT, individuals’ behaviour could result on adaptive or
maladaptive coping (i.e. following or avoiding suggested patterns) as a direct result of their diverse
assessments on adaptive alternatives responses and consequences. However, we suggest considering a
set of three options, as follows: i) voluntary adaptive coping (i.e. following suggested behaviour due to
the self-conviction on its goodness —a case of adaptive coping—); ii) coactive adaptive coping (as
consequence of awareness to negative consequences, social repulse, punishment... —an adaptive but
forced coping—); and iii) maladaptive coping (as considered in standard PMT formulation).

We could even go further by considering the chance of sustaining or intensifying the now “conscious”
and “wrong” behaviour. This last and undesirable option could be due to diverse issues, as a
“saturation” effect from the media campaign or a bad design of message contents (as risks in any
communication campaign), an excessive “additional” social pressure (from family, friends...). Thus, an
extra effort on avoiding this chance should be advisable.

There is an extended agreement in the literature on the real influence of either internal or external
circumstances on individuals’ performance, including variables from all these five categories
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previously stated. However, there is little evidence on the concrete way of such influences. What is
more, even when a real number of research works point to the absence of variables on all five
categories in most situations, concrete effects of this lack of information in individuals’ choice are not
determined (Kivetz and Simonson 2000).

To be precise, a real number of social marketing anti-drug campaigns are mostly focused on awareness
messages, the individual expected to fulfil gaps on other variables. In Spain, e.g. short messages as
‘you are going to give it all””, “it’s better don’t take this train”, or ““are you going to play?”” are usual
in drug campaigns, just in other EU countries. These constitute a short sentences focus on perceived
vulnerability and severity.

Taking in mind all this background, as well as considering the relevance of ““drugs trouble” at present
time, an exploratory questionnaire was designed in order to highlight some issues on effectiveness of
anti-drug campaigns. Thus, three TV ads were presented to a total sample of 74 students from different
groups in Faculty of Economics, University of Leon, in a range from 20 to 29 years old. Data were
collected in December 2008.

TV ads were considered as expecting that elements of TV supported campaigns are more well-known
than other in papers, radio, etc. messages. Moreover, these three ads were selected as they both were
supported by the National Ministry on Health and Consumption (and so broadcasted at national level),
as well as including concrete (more or less explicit) references to more than one PMT categories of
variables, allowing individuals to access either external (including ads themselves) or internal
(including own experience) data sources.

Specifically, the first one of the ads under analysis, what was identified with the slogan ““are you
going to play?”, was directly related to risk perception (that is, trying ). On the other hand, the second
ad, what was identified with the slogan “it’s better don’t take this train” aimed to show risks for a
long time consumption. The third one, ““you are going to give it all’, it’s trying to get that people can
think in friends and families when are alone after problems with drugs. This advertisements were 25
seconds long, and all of them are available at the web site of the Ministry [http://www.msc.es/], just as
some other audiovisual materials from previous or later campaigns (in 2007).

Regarding to the research sessions, firstly a short and general questionnaire was presented to
participants in order to know their opinion on the real likelihood of a change in individuals’
performance, as well as the real possibility of a spontaneous (similar to a play or entertainment
reaction) or a more reflective basis under the new behaviour.

Then, ads were presented to attendants from the Ministry website (then dependence of TV broadcast
was avoided). In every case, a specific questionnaire was presented to the attendants in order to make
a clear idea on their opinion about perceived importance of drug problem, perceived (expected)
effectiveness and emotions raising from every ad, and suggested ways for an improved presentation of
the problem and/or the message in future TV campaigns.

2. RESULTS AND DISCUSSION
Perception on the possibility of a change in individuals’ performance:

The perception on the possibility of a change in individuals’ performance was assessed by means of
two groups of statements including 10 and 3 items, respectively. The first grouping consisted of
several general ideas on change behaviour that were presented to respondents for their appraisal
according to a five-point Likert scale ranging from “1” (*“total disagreement™) to “5” (*‘total
agreement’).

Obtained average values in all cases were located over the central “3” value. However, as shown in
Table 1, more generic sentences scored clearly higher (the first sub-group of 6), meanwhile scored
values were lower for statements related to motives for change (the remaining 4). Moreover,
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dispersion in results (according to standard deviation values) was lower in case of those statements
related to ““generic change” that in case of those related to “induced change™.

The second group of 3 statements aimed first intuition on the perceived spontaneity or reflection
required for change, as well as on the capacity of communication campaigns to induce a change in
behaviour. As shown in Table 2, it seemed to be much more a reflective question that a consequence
of communication campaign or a game.

Thus, results from the first and generic part of the study point up to the agreement of respondents on
the possibility of change in individuals’ performance, as well as on the likelihood of and induced
change in behaviour, especially in case of a reflective thinking. The idea is trying to get new questions
that are going to help us for developing a new scale but perhaps we are going to find some questions
that we will have to change.

TABLE 1

Perception on the possibility of a change in individuals’ performance

Statements [1] [2] [3] [4] [51] | AV. | SD.
1. Individuals change during their life 1.4 2.7 2.7 50.0 | 432 | 431 | 0.78
2. Individuals change behaviour according to habits 0.0 5.4 4.1 71.6 | 189 | 4.04 | 0.67
3. Individuals change behaviour according to likings 1.4 2.7 122 | 689 | 149 | 393 | 0.71
4. Individuals change behaviour according to habits 0.0 1.4 5.4 67.6 | 25.7 | 4.18 | 0.58
5. Individuals change behaviour according to ideas 1.4 10.8 | 16.2 | 54.1 17.6 | 3.76 | 0.92
6. Individuals change behaviour according to circumstances 0.0 1.4 4.1 419 | 52.7 | 4.46 | 0.65
7. Others can induce a change in an individual’s behaviour 2.7 189 | 17.6 | 446 | 162 | 3.53 | 1.06
8. Change requires own conviction 1.4 21.6 | 203 | 27.0 | 29.7 | 3.62 | 1.17
9. Other can beguile to act as they want 1,4 12,3 164 | 63.0 6.8 3.62 | 0.84
10. Public supported campaigns aim social welfare 2.7 9.5 35.1 | 419 | 10.8 | 349 | 091

Scale: [1] Total disagreement; [2] Disagreement; [3] Indifferent; [4] Agreement; [5] Total agreement. A.V.: Av. Value. S.D.:
St. Deviation.

TABLE 2
Perception on the basis for the change in individuals’ performance
Statements M [ 21 [ 31 ] 4 | (5] [AV. ] sSD.
1. Change is like playing or a natural ability of individuals 1.4 149 | 36.5 | 338 | 13.5 | 343 | 0.95
2. Communication campaigns can induce change 0.0 2.7 37.8 | 54.1 5.4 3.62 | 0.63
3. Reflection is required to solve a problem 0.0 2.7 4.1 37.8 | 554 | 446 | 0.71

Scale: [1] Total disagreement; [2] Disagreement; [3] Indifferent; [4] Agreement; [5] Total agreement. A.V.: Av. Value. S.D.:
St. Deviation.

Perception on effectiveness and emotions induced by ads:

After some questions on the importance of the drug problem in which requirement of self-conviction
was clearly stated and considered much more effective than communication campaigns or punishment
to consumers (concrete details on results regarding these issues not being provided in this paper due to
space specifications), participants were asked on their perception on effectiveness and emotions
induced by TV ads.

As shown in Table 3, ads inside the same campaign ““you are going to give it all””, “it’s better don’t
take this train” and “are you going to play?”’), what were devoted to shown risks for consumers
themselves, were considered to be specially “memorable”, “persuasive”, “‘convincing” and
“emotive”. Theirs capacities to induce or contribute to an anti-drug performance were perceived as
questionable, as well as theirs effectiveness or “dearly loved” characters.
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TABLE 3
Perception on effectiveness/emotions from ad (i) “drug campaigns”

The TV ad that I have just seen... [1] [2] [3] [4] [5] A V. | S.D.
1. ... is persuasive 14 162 | 21.6 | 48.6 | 12.2 | 354 | 1.07
2. ... is convincing 14 122 | 203 | 50.0 | 16.2 | 3.68 | 1.18
3. ... is effective 1.4 149 | 554 | 27.0 0.0 3.09 | 0.97
4. ... is attractive 8,1 20.3 | 189 | 419 | 10.8 | 3.27 | 1.21
5. ... i1s memorable 1,4 5.4 5.4 50.0 | 37.8 | 4.17 1.02
6. ... is emotive 10,8 | 16.2 | 149 | 40.5 | 162 | 335 | 1.05
7. ... is dearly loved 39,2 | 243 | 243 6.8 14 2.02 | 093
8. ... is disagreeable 18,9 | 33.8 | 29.7 | 122 54 2.52 | 1.10
9. ... encourages me to not consume drug 4,1 122 | 243 | 405 | 189 | 3.58 | 1.11
10. ...contributes to an anti-drug behaviour 5,4 10.8 | 31.1 | 36,5 | 16.2 | 347 | 1.12
11. ... is not to influence my performance 18,9 | 203 | 324 | 162 | 10.8 | 2.79 | 1.32
12. ... is not related to me 23,0 | 12.2 | 20.3 17.6 | 27.0 | 3.13 1.61

Scale: [1] Total disagreement; [2] Disagreement; [3] Indifferent; [4] Agreement; [5] Total agreement. A.V.: Av.
Value. S.D.: St. Deviation.

Additionally, and according to individuals’ experience and perception, ads were said to be “a good
support to transmit the right message™ (2.82). Its content was perceived as ““easy to communicate”
(2.5), especially through ““this sort and style of ads (2.82). “Difficulty to solve the drug problem”
was also mentioned (1.58), or to do it “with TV ads” (2.24). Difficulties to design creative and
effective campaigns at this purpose were highlighted.

This is the beginning of a future research about this subject. We have a small sample but we will try to
research the relation between some questions through Chi-square analysis.

3. CONCLUSIONS

As this was a prospective study, further research and more representative samples (in number and
characteristics of respondents) should be required to make any definite conclusion. At any case, some
preliminary ideas could be stated, and so:

a) It is possible to induce a change in individuals’ behaviour through social marketing
campaigns, even when it is not clear the nature and importance of the real number of external and
internal factors beneath it. A reflective process is almost ever suggested as a requirement.

b) The drug problem is perceived as a very difficult to solve. Furthermore, consumers’ self-
conviction is stated as a clearly more effective way if compared to the doubtful effectiveness of —even
counterproductive— punishment, penalties or external pressures.

¢) On the other hand, the drug problem is perceived as more severe if considered from the
families and friends point of view. In that case, social campaigns are perceived as more effective.
However, the need of self-conviction is also pointed up.

d) Finally, some suggestions could be made for future anti-drug campaigns, as introducing more
and more diverse stimulations in messages. To be precise, the ads under analysis were perceived as too
much focused in threat arguments (vulnerability, severity), and a lack of facing issues was also
mentioned (response efficacy, self-efficacy, low costs of the change), even when individuals’ use to be
more receptive to positive arguments, as part of the self-conviction process that is required for a
effective and sustainable behavioural change.
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ABSTRACT

The increase in various social problems has caused practitioners to review fear appeals in order to
influence behaviour. The Aids pandemic is a major concern and some advertising campaigns do not
seem to be producing the expected results. This study used structural equation modelling to investigate
whether the use of fear increases the likelihood of adopting appropriate behaviour pertaining to
HIV/Aids prevention. Fear, attitude towards the advertisements, severity, susceptibility and efficacy
were examined to ascertain the influence of fear appeals on a specific market segment. The findings of
this paper indicate a relationship among susceptibility, fear, attitude and behavioural intent.
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1. INTRODUCTION

Social marketing programmes address various pandemics and anti-social behaviour, where citizens are
not acting in-line with accepted social conduct and regulations, to bring about social change. The
proliferation of several social problems has caused a revisit to the effectiveness of fear appeals. Given
the increase in social-issue related communication in South Africa, and a population characterised by a
wide variety of different cultural groups, advertising in South Africa is often targeted at a
heterogeneous audience with a standardised message. The HIV/Aids pandemic in South Aftrica is a
major concern and the main advertising campaign loveLife, based on informational appeals, does not
seem to be producing the expected results.

A number of previous fear appeal study models (Arthur and Quester 2004; Witte 1992, 1994) aimed to
clarify the role of fear in establishing the effectiveness of advertising when using fear appeals, and
also examined the moderating role of coping appraisal in determining consumers' response to fear
appeals. Fear, attitude towards the advertisements, severity, susceptibility and efficacy were examined
to ascertain the influence of fear appeals. This study used structural equation modelling to investigate
whether the use of fear increases the likelihood of adopting appropriate behaviour pertaining to
HIV/Aids marketing communication within a specific target segment. A model to measure fear appeal
effectiveness within a specific target segment are discussed, and findings provide encouraging
evidence for the persuasive power of fear appeals. Fear appeals can be a strong motivator if
accompanied by high efficacy messages, to improve knowledge and to influence attitudes about
HIV/Aids. Susceptibility to the disease among adolescents also influences behaviour.

2. THEORETICAL BACKGROUND

Fear appeal literature denote that fear can be described by mood adjectives, including feeling
frightened, anxious, or nauseous, and also via ratings of concern or worry (LaTour and Tanner 2003;
LaTour and Rotfeld 1997; Henthorne, LaTour and Nataraajan 1993; Rogers 1983). Fear thus
motivates actions aimed at reducing these unpleasant emotions (LaTour and Zahra 1989; Tanner, Hunt
and Eppright 1991), it also relates to risk-taking behaviour which is now often addressed by social
marketing efforts (Tudor 2003). A number of approaches are used for advertising campaigns and
promotional efforts to influence or change behaviour. These appeals range from humor to self-
idealisation to the use of fear (Belch and Belch 2004).

The use of fear as an advertising appeal raises the question on the appropriate severity of the threat. As
a result many marketing researchers, believing that it is too difficult to implement properly, have
questioned the use of fear appeal advertising messages (Rotfeld 2000). However, the increase in
various social problems and behaviours has forced many practitioners to reconsider the use of fear
appeals in social advertising, because it seems that other types of advertising appeals are not having
the intended behavioural effect. Different models to improve the effectiveness of fear appeal have
been proposed. Tay, Ozanne and Santiono (2000) recommend the utilization of fear appeals should be
segment specific as fear appeals have been found to influence various population segments differently
(Quinn et al. 1992; Burnett and Wilkes 1980; Burnett and Oliver 1979 cited in Tay et al. 2000).
Segmentation may be based on a variety of variables including age, sex and their involvement in the
behaviour under investigation (such as smoking, drunk-driving or unprotected sexual contact).

Individuals need to be encouraged, reinforced, and supported to change their high-risk behaviour into
healthy behaviour in order to prevent the spread of HIV/Aids (Fishbein 2000; Lee and Green 1991).
Three variables in narticular. namelv attitude. norms and self-efficacv. are the function of underlving
determinants. These determinants include beliefs about the outcome of behaviour, social and
normative prescriptions within that population, and specific barriers to these actions. External
influences should be included when evaluating these beliefs: cultural background, perceived
vulnerability to infection and personality traits may have a mediating influence on attitudes, norms and
self-efficacy beliefs (Fishbein 2000). Culturally sensitive interventions have been found to more
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effectively create behaviour changes in high-risk populations such as adolescents. This finding implies
that interventions which are based on sound theoretical knowledge of behaviour change (e.g. social
learning theory, the health belief model, and self-efficacy theory) and which also take into account
cultural beliefs and attitudes are more likely to succeed (Levinson, Sadigursky and Erchak 2004).

Based on Leventhal's danger control/fear control framework, the Extended Parallel Process Model
(EPPM) is an expansion of previous fear appeal theoretical approaches (Janis 1967; Leventhal 1971;
Rogers 1975; Rogers 1983; Witte 1992). According to the EPPM threat motivates action, and
perceived efficacy determines whether the action taken controls the danger (protective behaviour) or
controls the fear (inhibits protective behaviour). Individuals typically weigh their risk of actually
experiencing the threat against actions they can take that would minimize or prevent the threat (Witte
1992, Witte 1994, Witte 1998). Efficacy is an environmental or message signal that may lead to
perceived efficacy, which relates to an individual’s cognitions about efficacy. Messages that portray
efficacy focus on the effectiveness of the suggested response (i.e., response efficacy), and on the target
audience's ability to carry out the suggested response (i.e., self-efficacy) (Rogers 1983). Similarly,
perceived response efficacy refers to an individual's beliefs that a response effectively prevents the
threat (i.e.” I believe condoms prevent HIV contraction"), and perceived self-efficacy refers to an
individual's belief in his or her ability to perform a recommended response (i.e. "I think that I can use
condoms to prevent HIV contraction") (Rogers 1983).

If results indicated high threat and low efficacy, theory indicates that the intervention was failing,
because it was promoting fear control responses. Conversely, if the results of a survey indicated high
threat and high efficacy, then the intervention was producing the desired actions (Witte and Allen
2000). Individual differences however influence the assessment of threat and efficacy. Individuals
evaluate the components of a message relative to their prior experiences, culture, and personality
characteristics. Differing perceptions in different individuals influence consequent outcomes (Witte
1992). Marketing communication has to take into account the cultural and economic fabric of society,
with different types of people from different races (Lane, King and Russell 2005). Research on race
and marketing communication interventions suggest that race groups differ in responses to
communication, advertising effectiveness and attitudes towards messages (Dines and Humez 1995).

A study by Arthur and Quester (2004) aimed to clarify the role of fear in establishing the effectiveness
of advertising when using fear appeals. They also examined the moderating role of coping appraisal
in determining consumers' response to fear appeals and whether these processes apply equally to
different segments or individual differences of consumers. Witte’s (1992) Extended Parallel Process
Model assessed perceptions of severity, susceptibility, response efficacy (the degree to which the
recommended response effectively inhibits the threat from occurring), and self-efficacy (the degree to
which the audience perceive their ability to perform the recommended response to prevent the threat)
(Witte 1992; Witte 1994; Witte 1998). Growing evidence suggests that well-designed, well-targeted,
theory-based behaviour change interventions can be effective in reducing the spread of HIV/Aids
(Fishbein 2000).

The Aids pandemic in South Africa is a major concern. According to Avert (2008) research shows that
about 50 percent of HIV infections in South Africa are transmitted to people before the age of 20, with
more than 5 million HIV positive people in a country with 48 million people. LoveLife is South
Africa’s major multi-million dollar HIV/Aids prevention campaign (US$12 million/annum), launched
in 1999. It follows an informational appeal approach and is an educational campaign that emphasizes
condom use and ‘‘positive sexuality’’ (Green 2004, cited in Green and Witte 2006). LoveLife does not
seem to be producing the expected results, and became the world's first organisation to have its
funding discontinued by the Global Fund to Fight Aids, Tuberculosis and Malaria, during December
2005. The cut reflects debate about the effectiveness of loveLife's HIV-prevention programme and the
viability of behaviour-changing HIV/Aids education (Peng 2006).
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3. RATIONALE OF THE STUDY

The main objective of this research study was to measure the influence of fear-based advertising
appeals pertaining to HIV/Aids in terms of the impact on behavioural intent and whether the use of
fear increases the likelihood of adopting appropriate behaviour within a specific target segment.
Structural equation modelling was used to investigate fear, attitude towards the advertisements,
severity, susceptibility, response efficacy, and self efficacy to ascertain the influence of fear appeals
on behavioural intent.

4. RESEARCH METHODOLOGY

A qualitative study was utilised to explore in-depth responses via four focus groups. Following the
focus groups a quantitative experimental study was conducted.

4.1.Sampling

The sample for the qualitative (40 respondents in total) and quantitave (360 respondents in total)
studies included adolescents between the ages of 18 and 24 years, from the three main racial groups
within South Africa. Mid-year estimates (2008) of the South African population (48,8m) indicate that
the Black African race make up the majority of the country’s population, 79%, followed by White
9.3%, Coloured 9.2 % and Indian or Asian 2.4% (Statistics South Africa 2008). The HIV prevalence
in the adolescent population, aged 15-24 years, is 7.6% amongst males and 27.8 % amongst females
(Avert 2008), thus a group representative of those affected strongly by HIV/Aids.

Respondents drawn represented educated, middle to upper income groups. The focus on this specific
population group can be explained based on their similarity to South Africa’s major HIV/Aids
advertising campaign loveLife’s target audience, as well as that this group is sexually active. They
have income levels of R 6 880 to R 19 974 per month that enable them to acquire media like television
and magazines, they are also educated and literate with a matric (completed high school) or higher
education, which enables them to understand advertising messages aimed at them (Saarf 2007).

4.2. Methodology

Nine print advertisements and ten television commercials, tested for face validity by marketing
research and advertising specialist, were used as experimental stimuli to be pre-tested in the focus
groups. Each advertisement was rated according to the level of fear appeal perceived by means of a
questionnaire based on a 5-point Likert scale (LaTour and Tanner 2003; Witte 1998). Three
advertisements including low, medium and high fear appeals for print and television were selected
based on the ratings from the qualitative research. A pre-test post-test, 3 X 2 between subjects,
experimental design was used to collect data from 360 respondents. A convenient quota sampling
method was employed. The presentation of various fear appeal advertisements was the experimental
intervention while the likelihood of changing behaviour based on fear, attitude, susceptibility and
efficacy was measured as the outcome. Respondents were given a self-completion questionnaire with
questions based on a risk behaviour diagnosis Likert scale (Witte 1998) prior to any intervention and
the same behaviour scale post-intervention. Fear arousal was measured post-intervention by having
respondents rate mood adjectives. Attitude towards the various fear appeal advertisements were also
measured post-intervention by using summed scales (LaTour and Tanner 2003; LaTour and Rotfeld
1997). Efficacy measurements included response efficacy (effectiveness of suggested response, i.e.
“Using condoms is effective in preventing HIV infection”) and self efficacy (ability to carry out the
suggested response, i.e. “l am able to use condoms to prevent getting HI'V infection™).

Based on the results from the experimental study as well as evidence from the literature, a proposed
model to measure the impact of fear appeal on behavioural intent was constructed. The new proposed
model in this study focuses on the equivalence of the Proposed Revised Protection Motivation model
(Arthur and Quester 2004) and the Extended Parallel Process Model (Witte 1992). It proposes that if a
threatening stimulus (fear appeal) maximizes fear experienced by individuals, and the coping response
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will be effective in eliminating the fear, whilst individuals is capable of undertaking it, the stimulus
will be effective in changing their attitude towards the stimulus and behavioural intent. The threat-
appraisal variables, susceptibility and severity, will therefore indirectly influence behavioural change
through the mediating variable fear, whilst the coping appraisal variables, response efficacy and self-
efficacy will have a moderating influence in determining individuals’ response to fear appeals.

5. DATA ANALYSIS AND MAJOR FINDINGS

Structural Equation Modeling (SEM), a technique that measures a set of dependent relationships
simultaneously was used for the proposed model to measure the behavioural effect of fear appeals in
this study (Malhotra and Birks 2007; Hair, Black, Babin, Anderson and Tatham 2006). Structural
equation modeling (SEM) and a path diagram were used to depict the relationships among the
constructs of the proposed model. Multiple regression analysis was used to analyse the relationships
between the dependent (behavioural intent) and the various independent variables (Hair et al.
2006:176). Structural Equation Modeling was done in LISREL to estimate the dependence
relationships in the model. The combined model used data of all experimental groups to determine
goodness-of-fit indices.

An estimated covariance matrix was calculated to assess the degree of fit to the observed covariance
matrix. Goodness-of-fit was indicated as the degree to which the actual correlations (or the covariance
matrix used as input) were predicted by the model. In this instance the model produced an estimated
covariance matrix that was within sampling variation of the observed covariance matrix and therefore
illustrates a good model that fitted well (Malhotra and Birks 2007; Hair et al. 2006). Table 1 illustrates
the goodness-of-fit indices for the model.

The p-values for the Normal Theory Weighted Least Squares Chi-Square and the test of close fit of the
RMSEA resulted in no statistically significant (p<0.01) differences indicating that the fit is good. The
Root Mean Square Error of Approximation (RMSEA) was 0.057 which indicated good fit compared to
the acceptable 0.05 to 0.08 range (Hair et al., 2006). The Normed Fit Index (NFI) and the Comparative
Fit Index (CFI) is above the 0.9 level and indicate a good goodness-of-fit. The Goodness of Fit Index
(GFI) and the Adjusted Goodness of Fit Index (AGFI) also resulted in values greater than the
acceptable 0.9 level (Hair et al., 2006).

TABLE 1

Goodness-Of-Fit Indices for Model
Goodness-of-fit indices Values
Normal Theory Weighted Least Squares Chi-Square 19.31 (P = 0.023)
Root Mean Square Error of Approximation (RMSEA) 0.057
P-Value for Test of Close Fit (RMSEA < 0.05) 0.33
Normed Fit Index (NFI) 0.93
Comparative Fit Index (CFI) 0.96
Goodness of Fit Index (GFI) 0.98
Adjusted Goodness of Fit Index (AGFI) 0.95

Figure 1 illustrates the results obtained from SEM analysis. Based on the SEM analysis interpretations
were made of each relationship in the model. The probability that estimates were significant (i.e. not
equal to zero) were used to make estimates of the values of constructs in the model (Malhotra and
Birks 2007; Hair et al. 2006).
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FIGURE 1

Structural Equation Model of Fear Appeal and Behavioural Intent

Chi-Square=19.31; Df=9, P-Value=0.2265; RMSEA=0.057
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The estimated coefficients of the first two relationships, namely susceptibility (0.25) and severity
(0.01) illustrated that susceptibility had the greatest impact on fear, and severity was insignificant.
This was in-line with the findings of Arthur and Quester’s (2004) study which also reported a causal
relationship between susceptibility and fear, but not between severity and fear. They conclude that fear
is an emotional response to a stimulus and many of the antecedents may be more affective than
cognitive. This finding partially supports Witte’s (1992; 1998) explanation that an individual evaluates
the perceived threat of the danger, and if the appraisal of threat results in moderate to high perceived
threat, then fear is caused. However, the findings of this study only indicate that the susceptibility
construct of threat influences the relationship with fear and not the severity construct.

Both response efficacy and self efficacy indicated insignificant relationships with attitude. The study
by Arthur and Quester (2004) illustrates similar results stating that response efficacy and self efficacy
do not necessarily act as moderating variables in the fear-behavioural-intent relationship. They also
confirm fear as the primary driver for change in behavioural intent. Witte (1998) on the contrary states
that an individual that experiences a threat is motivated to begin a second appraisal, which is an
assessment of the efficacy of the suggested response. Thus, when perceived threat and perceived
efficacy are high it stimulates adaptive actions such as attitude, intention, or behaviour changes that
control the danger, however no support for this was found in this study.

Other positive causal relationships included fear to attitude (0.17) and attitude to behavioural intent
(0.31). This is in-line with theory indicating that the higher a fear appeal the more effectively it
influences attitude and finally behaviour (LaTour and Tanner 2003; Snipes, LaTour and Bliss 1999;
Donovan, Jalleh and Henley 1999; LaTour and Rotfeld 1997; LaTour, Snipes and Bliss 1996;
Henthorne, LaTour and Nataraajan 1993). Arthur and Quester (2004) confirm this finding stating that
susceptibility influences behavioural intent indirectly through the mediating variable fear.
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6. CONCLUSIONS

Fear appeals can be a strong motivator if accompanied by high efficacy messages, to improve
knowledge and to influence attitudes about HIV/Aids. Susceptibility to the disease among adolescents
also influences behaviour.

The results of the SEM model confirmed a causal relationship between susceptibility and fear,
showing that susceptibility had the greatest impact on fear. On the contrary severity was insignificant
and had no effect as an antecedent to fear. This implies that respondents feel susceptible to the threat
of contracting HIV/Aids and this influences their fear experienced, but although the disease is severe
this aspect does not influence their fear experienced or ultimately their behaviour. Adolescents thus
evaluate the perceived threat of the danger of HIV/Aids, and if this appraisal of their susceptibility
results in moderate to high perceived threat, then fear is caused.

Response efficacy and self efficacy indicated insignificant relationships with attitude and it can be
concluded that these constructs do not stimulate adaptive action such as attitude or behaviour change
and do not necessarily act as moderating variables in the fear-behavioural-intent relationship.

Fear is the primary driver for change in attitude and behavioural intent, as per the classical fear appeal
theory where outcomes relate to acceptance of a message’s recommendations. When individuals are
confronted with a threatening stimuli and experience fear, they try to eliminate the unpleasant feeling
by intending to perform a certain coping response to reduce the threat. From this it seems that the
higher a fear appeal the more effectively it influences attitude and finally behaviour, whilst
susceptibility influences behavioural intent indirectly through the mediating variable fear.

From this study it is evident that fear appeals in HIV/Aids communication are effective to change
behaviour, and that HIV/Aids marketing communication programmes are of central importance in
slowing down the spread of the disease among a specific target segment, namely South African
adolescents. In the development of future HIV/Aids advertising campaigns targeted at adolescents,
social marketing communication practitioners must consider to communicate the target audiences’
susceptibility to the disease. This will ensure that adolescents experience a relevant fear that will drive
them to change the way they think about HIV/Aids and ultimately influence them to modify their
sexual behaviour to safe sexual behaviour.

Limitations of this study include that SEM generally requires a larger sample relative to other
multivariate approaches, since larger samples generally produce more stable solutions (Hair et al.
2007). Furthermore, processing and responses to advertising appeals do not always occur immediately
after exposure to an advertisement intervention, referred to as the “delayed effect.” This study was
conducted in an experimental laboratory setting and therefore did measure this effect over time. Areas
for future research include replication studies based on the proposed model to measure fear appeal
effectiveness on other samples in different settings.
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ABSTRACT

Ethical and social responsible consumer behavior has been object of a number of researches in the
last two decades. Actual consumer behavior has been a neglected topic when compared to a
significant number of studies measuring consumers’ ethical attitudes and beliefs. This investigation
tries to go deeper in the understanding of ethical consumption, explaining why not always consumers
behave according to their ethical and socially responsible beliefs and attitudes. Understanding these
reasons will allow policy makers to develop effective marketing communication strategies that can
enhance a more ethical and socially responsible consumer behavior. A qualitative approach, based on
interviews with Portuguese consumers, will be undertaken, in order to attend the defined objectives.
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1. INTRODUCTION

Discussion towards an understanding of social responsibility and ethics in marketing has dramatically
increased over the past decades, revealing an increasing interest by both academics and practitioners in
those issues. Frequently treated as similar concepts, social responsibility and ethics have different
meanings, although related. The literature on ethics and social responsibility, regardless of burgeoning,
still presents important gaps, which need to be filled for a better understanding of the topic and more
effective marketing management policies. One of these gaps relates to the consumer side of the
marketing exchange dyad, typically neglected in favor of the study of managerial attitudes and
behaviors (Muncy and Vitell 1992, Murphy and Laczniak 1992).

To a better understanding of the social role of marketing it is important to take into account the holistic
perspective of the expression. It is crucial to be aware that this involves understanding the role of a
significant number of agents (e.g. government, firms, consumers, common citizens) in the
development of higher ethical standards in business and in society, in general. Since social marketing
is based on a process to develop social change programs (Andreasen 2002) it needs to fully understand
the major influences affecting people behavior, in order to promote that behavioral change.

As a fundamental part of the marketing exchange process it is important to understand the role of
consumers in the society and the way they can contribute to a more ethical and responsible way of life.
This can be understood in a double perspective: first, regarding to the extent to which consumers tend
to reward ethical organizations as well as punish unethical ones and, secondly, regarding the way
consumers reflect their ethical and moral standards in their own behavior, which is the purpose of this
research.

2. LITERATURE

Ethics and Social Responsibility are frequently treated as similar concepts in its relation with
organizations. However, while ethics refers to rules of conduct and moral philosophies held by
individuals and organizations, social responsibility is related to the social contract between the
organization and the society in which it operates (Robin and Reidenbach 1987). Some researchers,
however, found empirically that ethical and social responsible behaviour follow the same decision
making process (Goolsby and Hunt 1992; Wood, Chonko and Hunt 1986). Additionally it is often
assumed that socially responsible business decisions would be ethical decisions, in which the rules and
philosophies related to the impact of the business in the society are considered.

From a consumer perspective the same analogy may be done. Webster (1975) provides one of the
most comprehensive definition of the socially conscious consumer as “a consumer who takes into
account the public consequences of his or her private consumption or who attempts to use his or her
purchasing power to bring about social change” (p.188). Mohr, Webb and Harris (2001) adapted this
definition to define socially responsible consumer behavior (SRCB) as “a person basing his or her
acquisition, usage and disposition of products on a desire to minimize or eliminate any harmful effects
and maximize long-run beneficial impact on society” (p.47). This definition requires the inclusion as
CSR as one of the criteria influencing a person’s consumption patterns. A socially responsible
consumer would, therefore, avoid buying products from companies that harm society and actively seek
out products from companies that help society.

Ethical consumer behavior can be broadly defined as “the decision making, purchases and other
consumption experiences that are affected by the consumer’s ethical concerns (Cooper-Martin and
Hoolbrook 1993: 113). This field of research has grown substantially since the 1990’s providing
valuable insights into the ways how people respond to the moral challenges of living in contemporary
consumption environments (e.g, Chatzidakis et al. 2004, Marks and Mayo 1991; Carrigan and Atalla
2001; Shaw and Shiu 2002). Curiously, the grounding field of research of ethical consumer behavior did
not use the term “ethical” but instead was concerned with socially responsible consumption, emphasizing
the environmental consumers’ concerns and the way they affected their consumer behavior (Cooper-
Martin and Hoolbrook 1993). Subsequent research focused in other aspects of social responsibility:
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ethical issues, such as consumer boycotts (e.g., Friedman 1999), fair trade (e.g., DePelsmacker and
Janssens 2007) or social aspects such as human rights (e.g., Belk, Devinney and Eckhardt 2005).

A critical look at the literature illustrates that consumers’ ethical behavior can be divided into two
groups: “consumer ethics” and “ethical consumerism”. The first one refers to “the moral principles
and standards that guide behavior of individuals or groups as they obtain, use and dispose of goods
and services” (Muncy and Vitell 1992: 298; for a review on this topic see Vitell, 2003). Ethical
consumerism incorporates concerns for the environment, business practices and social justice, and
reflects therefore the consumer social consciousness.

Although several researches indicate a growing consumer concern about ethical issues there seems to
be a significant difference between what consumers say about their ethical concerns and their actual
behavior (e.g, Carrigan and Atalla 2001; Chatzidakis, Hibbert and Smith 2006; Astous and Legendre
2009). In fact, the greatest amount of research on ethical consumption is focused on understanding
consumer ethical beliefs and intentions to act. These are constructs more easily obtained through
standard survey instruments. However, these surveys say little about actual behavior and when it
comes to revealed preferences and actual behavior there is considerably less information (Belk,
Devinney and Eckhardt 2005).

3. RESEARCH OBJECTIVES

In spite this recent development, much has to be done in order to contribute to a better understanding
of ethical and socially responsible consumer behavior (ESRCB), which is the main purpose of this
research. Specifically it tries to deeper analyze the perceived gap between attitudes, intentions and
behavior in what refers ethical consumption. Filling this gap and understanding the rationalizations
used by consumers to justify their behaviors would be very useful to policy makers, in order to
developing strategies to promote behavioral change.

Specifically, the following research objectives are defined:

a) Analyze the nature of the behaviors considered critical by consumers in what respects social
and ethical concerns;
b) Analyze the nature of the consumers’ justifications/rationalizations for not always behaving in
an ethical and socially responsible way;
¢) Understand which variables explain the gap between attitude — intention and behavior in
ESRCB.
In order to better capture the underlining issues for the behavior this research will be developed using
a qualitative approach. Qualitative and interpretive methods can add considerable depth to
understanding how consumers not always behave in manners they consider more ethical and socially
responsible. Interviews with Portuguese consumers will be undertaken, in order to attend the defined
objectives.

4. CONCLUSIONS

Ethical and social responsible consumer behavior has been object of a number of research in the last
two decades. Actual consumer behavior has been neglected in research when compared to a more
significant number of studies measuring consumers’ ethical attitudes and beliefs. This research fits on
a social marketing approach in the way that, even though it is not about social changes policies, it has
implications at this level. It will try to go deeper in the understanding of ethical consumption,
explaining why not always consumers behave according to their ethical and socially responsible
beliefs and attitudes. If the purpose of social marketing is to promote social behavioral change, in the
case of ethical consumption it is crucial to know consumer reasons for not always translate those
ethical beliefs into actual behavior. Understanding these reasons will allow policy makers to develop
effective marketing communication strategies that can enhance a more ethical and social responsible
consumer behavior.
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ABSTRACT

Cigarette packages in almost all countries in the world carry health warnings to inform consumers
about the risks of smoking. Health warnings on packages are appealing both because of their low cost
to regulators and their unparalleled reach among smokers. They constitute the most cost-effective tool

for educating smokers and non-smokers alike about the health risks of tobacco use. However the
effectiveness of package warnings depends on their size, position and design: whereas obscure
warnings have been shown to have relatively little impact, more comprehensive warnings, including
picture-based warnings, have been associated with greater recall, increased motivation to quit
smoking and greater attempts to quit. This paper will review the literature on packaging of cigarette
boxes.
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1. INTRODUCTION

It is accepted that price is the most effective tobacco control intervention and increases in price can be
achieved through a variety of interventions aimed at taxing tobacco appropriately (Chaloupka 1999).
Nevertheless this instrument is used with varying intensity or not at all by different governments all
over the world (Clancy 2009). Non-price methods of controlling tobacco include workplace
restrictions, protection from exposure, and product regulation by various means including
determination of content and disclosure of additives. It is realised that it is important that there is
proper information available about the dangers of smoking and this needs to be delivered in an
effective manner. Social marketing has taught us that it is very important that attention is paid to
packaging and labelling and that advertising and promotion through any form of sponsorship be
banned (Clancy 2009).

Other efforts at reduction of demand such as the regulation of the content of tobacco products and
regulations on information (WHO Study Group 2007), disclosure on tobacco products’ content (O’
Connor et al. 2006), and emissions (Harris 2001) are being used to try to strengthen tobacco control
but by and large they are likely to lead to tedious efforts to get conformity from the tobacco industry.
Many feel that it is totally inappropriate to have such a dangerous product unregulated, however
advances in labelling and increasing the size of the health warnings, the type of warning and
particularly the introduction of graphic images has increased greatly in recent years (Clancy 2009).
This has been spearheaded by Canada in 2001, where the impact has been shown to be very positive
with regard to tobacco control (Hammond et al. 2007). It seems likely that there will be compulsory
use of these graphics in the EU in the near future. For now in the EU, Belgium, Latvia, Romania and
the UK have introduced these picture warnings and the EU watches with great interest to see what
effect this will have on tobacco control. Health warnings are not new either and were introduced in the
United States, where they played a role, but as always where there are multiple interventions in
different contexts and in different societies the precise role of any single one needs to be very carefully
evaluated (Clancy 2009).

Governments have required extensive areas of tobacco packs to be used for mandatory health
warnings, including 14 nations (at July 2007) which require pictorial warnings (Physicians for a
Smoke Free Canada 2007). The largest appropriations are in Australia and New Zealand, where
warnings cover 30% of the front and 90% of the back of packs. No nation has compensated any
company for the loss of brand identity in this process. These major incursions into pack design (often
alleged by the industry to be inviolable commercial property), show that governments can override
commercial concerns in the public interest with regard to packaging.

Packaging differentiates brands, being particularly important in homogeneous consumer goods
categories such as cigarettes (Underwood 2003). Marketing literature highlights routinely the critical
role played by pack design in the marketing mix, emphasising that the ‘product package is the
communication life-blood of the firm’, the ‘silent salesman’ that reaches out to customers (Underwood
1998) and that packaging ‘act(s) as a promotional tool in its own right’ (Palmer 2000). Cigarette
packaging conveys brand identity through brand logos, colours, fonts, pictures, packaging materials
and pack shapes. The world’s most popular cigarette brand, Marlboro (Lambat 2007), can be
identified readily through its iconic red chevron. The Marlboro brand is estimated to be worth $US27
billion, making it the tenth most valuable (all product) brand in the world (Brand Finance 2007).

Unique among industries, the tobacco industry claims that it has no interest in attracting new
customers but is interested only in stimulating brand-switching among smokers and in maintaining
brand loyalty in current customers. Notwithstanding the commercial absurdity of any industry
professing disinterest in attracting new recruits, this position has been undermined by revelations from
industry documents acknowledging the importance of attracting new smokers (Krugman et al. 2005).
It is therefore taken as read that in designing tobacco packs to appeal to potential purchasers, tobacco
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companies count among these those already smoking their brand, those smoking competitors’ brands
and those who might be persuaded to start smoking (Freeman et al. 2008).

The Framework Convention on Tobacco Control (FCTC) is the most significant development in
international tobacco control in the past 40 years (Hammond and Assunta 2003). The FCTC defines
tobacco advertising and promotion as ‘any form of commercial communication, recommendation or
action with the aim, effect or likely effect of promoting a tobacco product or tobacco use either
directly or indirectly’, and requires that each ratifying country shall ‘undertake a comprehensive ban
on all tobacco advertising, promotion and sponsorship’ (World Health Organisation 2005).

In recognition of the health and economic burden from tobacco use, more than 140 countries have
ratified the FCTC, which is the first international treaty devoted to public health (World Health
Organisation 2005). Countries that ratify the FCTC are required to implement health warnings on
cigarette packages that cover at least 30% of the surface and are “large, clear, visible, and legible”
(World Health Organisation 2005). Beyond these minimum requirements, the FCTC also
recommends that warnings “should” cover 50% or more of a package’s principal surfaces, and “may”
be in the form of pictures (World Health Organisation 2005). Cigarette packages in most countries
carry a health warning; however, the position, size and general strength of these warnings vary
considerably across jurisdictions (Hammond 2009).

2. PICTORIAL HEALTH WARNINGS

Health warning labels on tobacco products constitute the most cost-effective tool for educating
smokers and non-smokers alike about the health risks of tobacco use. In many countries, more
smokers report getting information about the health risks of smoking from warning labels than any
other source except television (FCTC 2009). Additionally, non-smokers, including children, report
high awareness of warning labels (Hammond 2009).

Theories in social and health psychology, supported by empirical studies, have demonstrated the
superiority of using pictures and imagery over text-only messages in health communication
(Hammond 2009). Since the 1950s, many research studies have demonstrated that fear appeals are
effective in motivating health behaviour change (e.g. quitting), especially if paired with information
about how to avoid the fearful consequences (e.g. where to find help about quitting) (Hammond 2009).

Taken as a whole, the research on pictorial warnings shows that they are:

(i) More likely to be noticed than text-only warning labels (Hammond et al. 2003).

(i1)) More effective at educating smokers about the health risks of smoking and for increasing
smokers’ thoughts about the health risks (Li and Grigg 2009).

(iii) Associated with increased motivation to quit smoking (Borland et al. 2009a).

Pictorial warnings may be particularly important in communicating health information to populations
with lower literacy rates (Hammond 2009). This is particularly important considering that, in most
countries, smokers report lower levels of education than the rest of the population. Preliminary
evidence also suggests that countries with pictorial warnings demonstrate fewer disparities in health
knowledge across educational levels (Siahpush et al. 2006). It should be noted that particular care
should be taken in the selection of pictures for use in low literacy populations: without supporting text,
pictures of smoking could inadvertently suggest approval rather than warning of its harms. Although
pictures may state a thousand words, it is critical to select those that state the correct thousand words.

Evidence from low and middle income countries also supports the effectiveness of large pictorial
warnings over text-only warnings, and suggests that pictorial warnings may be even more effective in
these countries because warning labels represent one of the few sources of information about the
health risks of smoking. In some countries, warnings are the only systematic source of such
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information (Fong 2007). In 2006, Thailand implemented new warning labels that included graphic
pictures at the top 50% of the package. After implementation of these new warnings, the percentage of
Thai smokers stating that the labels made them think about the health risks increased as did the
percentage of those saying the labels made them more likely to quit. A similar survey conducted in
Malaysia — where text-only warning labels and not pictorial warnings were in use — showed no such
increases (Fong 2007). These findings have also been replicated among nationally representative
samples of youth in Malaysia and Thailand (Parker et al. 2008). An experimental study among
Chinese smokers, non-smokers and youth in four cities provides strong support for the use of pictorial
warnings. Pictorial warnings were rated by all groups as being more effective than text-only warning
labels for motivating smokers to quit, convincing youth not to start and informing the public of the
dangers of smoking (Fong 2009).

The tobacco industry has suggested that the use of large pictures may reduce the effectiveness of
health warnings and could actually lead to increases in smoking behaviour. This is captured in a
quotation from the former CEO of British American Tobacco: “The growing use of graphic image
health warnings ... can offend and harass consumers — yet in fact give them no more information than
print warnings”. However, there is no evidence that pictorial warnings leads to boomerang effects
(Hammond 2009). In fact, research shows that smokers want to see more health information on
cigarette packages. Data from surveys of smokers from 10 countries in 2006 shows that the percentage
of smokers who want to see more information on cigarette packages is greater than the percentage of
smokers who want to see less information — even in countries where pictorial warning labels had
already been introduced (FCTC 2009).

Several countries are exploring methods to enhance the effectiveness of pictorial warnings, including
warnings that are directly informed by research on the neuropsychology of emotion to maximise
negative emotional arousal (Brazil), testimonial warnings that depict real people (Chile), strategies to
make cessation and supportive information more engaging e.g. through the inclusion of a “quitline”
telephone number (New Zealand), (Borland et al. 2009b) and the addition of a mass media campaign
that synergistically uses themes and images from the set of pictorial warnings to build strength across
different tobacco control efforts (Australia).

3. PLAIN PACKAGING OF TOBACCO PRODUCTS

There is strong evidence that tobacco advertising and promotion influence adolescents’ beliefs about
tobacco in a way that increases their susceptibility to future tobacco use (Begg et al. 2003). Cigarette
packaging is an important part of the overall tobacco marketing strategy (National Cancer Institute
2008). The aim of the cigarette pack has been to ‘‘create a desire to purchase and try’’ and to ‘‘look
new and different enough to attract the attention of the consumer’” (Miller 1963). The sophistication of
today’s packs is the culmination of decades of industry research into how colour, images, logos, fonts,
and the three-dimensional pack can be manipulated to convey certain brand personalities and influence
sensory and health perceptions of the cigarette (Freeman et al. 2008; Hammond 2007). It is expected
that tobacco industry investment in pack design will increase further when bans on point-of-sale
tobacco displays become legislated, as is already the case in some countries including Ireland
(Freeman et al. 2008).

During the mid-1990s, calls for the introduction of plain cigarette packaging arose, whereby packs
would be stripped of colours, brand imagery, corporate logos, and trademarks and only the brand name
would be printed in a mandated size, font, and location, in addition to required health warnings and
other legally mandated information (Cunningham and Kyle 2005). Descriptive studies of plain
cigarette packaging suggested that compared with branded packs, plain cigarette packs were perceived
as ‘“‘boring’’ and ‘‘unattractive’’ (Bondy et al. 1994), detracted from brand imagery established by
cigarette brands (Goldberg et al. 1995), and made health warnings more noticeable (Rootman and Flay
1995). Despite these studies providing evidence of the potential effect of plain cigarette packaging,
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until recently, no research had examined the effects of plain packaging on smokers’ perceptions of
taste, strength, or quality of the product. In addition, little attention has so far been focused on the
testing of different versions of plain packs against each other.

Germain et al. (2009) extend the results of Wakefield et al. (2008) on adult smokers, and show that
cigarette pack branding also influences adolescents’ perceptions. When a cigarette pack is
progressively stripped of its colour, imagery, and branded fonts, adolescents perceive packs as less
appealing. Progressively removing branding from a pack also resulted in less favourable perceived
attributes of a typical smoker of the pack, and more negative expectations of cigarette taste (Germain
et al. 2009). Their experimental findings support previous descriptive research (Bondy et al. 1994;
Centre for Behavioural Research in Cancer 1992) indicating that among adolescents branded cigarette
packs communicate stronger brand personality and convey more positive taste characteristics than the
same pack devoid of colour, imagery, and branded fonts.

Germain et al. (2009) also demonstrate that larger front of pack graphic health warnings on the
plainest pack reduced respondents’ ratings of positive pack characteristics compared to a smaller
warning. Research conducted for the Canadian Government found that warnings occupying 75% of a
branded pack’s face were more effective in eliciting negative perceptions and conveying information
about the health risks of smoking to adult smokers as compared with warnings occupying 50% of a
branded pack’s face (Createc 2008a). It was found that to have the same effect among adolescents,
warning sizes would need to be increased to 90% of the pack face (Createc 2008b). Germain et al.
(2009) support the increased effect among adolescents of covering the majority of the pack face.

Germain et al. (2009) also found that larger pictorial warnings reduced perceptions of positive pack
characteristics among established smokers, experimenters, and susceptible non-smokers. Non-
susceptible non-smokers rated packs more negatively than adolescents who had smoked, and this did
not differ with the size of the pictorial warning. These findings suggest that plain cigarette packs with
graphic health warnings covering 80% of the pack face would elicit more negative perceptions among
those who are at greater risk (Wakefield et al. 2004; Choi et al. 2001) of becoming addicted adult
smokers, and would also sustain negative perceptions held by non-susceptible non-smokers.

Unlike earlier studies (Rootman and Flay 1995), Germain et al. (2009) did not demonstrate that graphic
health warnings of smaller or larger size were recalled more often when placed on a pack devoid of
branding as compared with a branded pack. Germain et al. (2009) instructed respondents to examine the
pack closely and this resulted in higher recall of the warnings than would be expected from natural
exposure. In addition, familiarity with a health warning dealing with gangrene was likely to have been
high, as this warning had been on Australian cigarette packs for approximately 3 years at the time of the
survey, and was also the subject of an Australian television advertising campaign. Using this familiar
warning may have reduced the ability to detect differences in recall across conditions.

Because restrictions on tobacco promotion and advertising have become even more stringent across
the world, it is expected that the tobacco industry’s investment in developing innovative package
designs will continue to increase (Freeman et al. 2008). The pack assumes unprecedented importance
as a promotional vehicle for reaching potential and current smokers (Lambat 2007). British American
Tobacco (BAT) and Philip Morris (PM) have predicted that pack design alone will drive brand
imagery (Cummings et al. 2002). Packs can communicate the ‘personality’ of a brand to smokers, and
smokers can project these characteristics by handling and displaying the package throughout their
daily routines. Just as designer clothing, accessories and cars serve as social cues to style, status and
character so too can cigarette packs signify a range of user attributes. As ‘badge products’, cigarettes
can reinforce the characteristics conjured by the brand image (Pollay 2001).
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4. THE EFFECTIVENESS OF HEALTH WARNINGS IN 4 COUNTRIES: A CASE
STUDY

Hammond et al. (2007) evaluated the effectiveness of health warnings in four countries - the United
States, Canada, the UK, and Australia - including the impact of new warnings implemented in the UK,
which were enhanced in 2003 to meet the minimum FCTC standard. Surveys were conducted in each
country approximately 2 months before the UK warnings were implemented, and at 6, 18, and 32
months after implementation. Figure 1 shows the health warnings in each of the four countries over
the course of the survey waves.

FIGURE 1
Health Warnings in the International Tobacco Control Four Country Survey, 2002—-2005
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At baseline, Canadian packages featured 16 graphic warnings covering half of the outside of packages,
as well as additional health and cessation information on the inside of packages. Australian packages
featured six text warnings covering 25% and 35% of the front and back of the package, respectively,
whereas the six text warnings on UK packages covered only 6% of the package face. In the United
States, four warnings were printed on the side of packages. Thus, Hammond et al. (2007) evaluated
warnings that were (1) well below the minimum FCTC standard (US and UK at baseline), (2) slightly
below the FCTC minimum (Australian warnings), (3) enhanced to the FCTC standard (UK at follow-
up), and (4) at the recommended FCTC standard (Canada).

Hammond et al. (2007) concludes that more prominent health warnings are associated with greater
levels of awareness and perceived effectiveness among smokers. In particular, the findings provide
strong support for the effectiveness of new health warnings implemented on UK packages that were
enhanced to meet the minimum international standards. The new UK warnings were significantly
more likely to be noticed and read than the previous set of UK warnings, as well as the US and
Australian warnings, neither of which met the minimum international standards. UK smokers were
also more likely to report that the new warnings had led them to think about quitting, to think about
the health risks of smoking, and had deterred them from having a cigarette compared to Australian and
US smokers (Hammond et al. 2007).

The findings highlight the “novelty” effect of health communications and the importance of
periodically revising the warnings on cigarette packages (Health Canada 2005; Borland 1997). Indeed,
the enhanced UK warnings were considerably more likely to be noticed than the Australian warnings,
which are only slightly smaller, but had been in place for more than 8 years at the start of the survey.
Not surprisingly, declines in salience and impact were also observed during the 2.5 years following the
introduction of the new UK warnings. The declines were greatest for measures of salience (“noticing
and reading the warnings”), whereas measures of perceived effectiveness were somewhat less likely to
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decrease. This pattern suggests that the key downstream effects of warnings may persist for longer
than the more immediate measures of salience. It is interesting to note, however, that measures of
salience and impact remained high in Canada even four years after implementation. This is consistent
with the principle that larger, more vivid warnings are more likely to retain their salience over time
than less prominent warnings (Strahan et al. 2002).

While the results demonstrate the effectiveness of prominent text-based warnings, they also suggest
that larger pictorial warnings may have an even greater impact. Data collected 2.5 years after the
implementation of the Canadian pictorial warnings and 2.5 years after the implementation of the new
UK warnings indicate that the Canadian warnings had impact levels above the UK warnings for each
of the measures of “self-reported impact,” as well as noticing antismoking information on packages.
Although UK smokers were more likely to notice and read package warnings, Canadian smokers were
significantly more likely to report thinking about the health risks of smoking, to stop from having a
cigarette, and to think about quitting because of the health warnings. These findings may simply be
due to the larger size of the Canadian warnings; however, they are consistent with a growing body of
literature which suggests that graphic warnings typically evoke more of an emotional response,
increase memory and awareness of health risks, and reinforce motivations to quit smoking to a greater
extent than text warnings (Commonwealth of Australia 2003).

It should also be noted that, in contrast to noticing and reading the warnings, at no point were UK
smokers more likely to report noticing antismoking/cessation information on packages than Canadian
smokers. Although the new UK warnings include two specific messages on smoking cessation, they
appear only on the “back” of packages approximately 5% of the time due to the rotating nature of the
warnings. In contrast, every Canadian package includes cessation tips and messages of encouragement
on the inside of packages. Although these interior messages are not as noticeable as the warnings on
the exterior of the pack, previous research suggests that most Canadian smokers are nevertheless
familiar with their content (Hammond et al. 2003). As the health risks depicted on packages become
more explicit and direct, this type of supportive information may become increasingly important for
helping smokers to change their behaviour. Adding website information and toll-free telephone
“quitlines” on cigarette packages also represent very promising ways of helping smokers to access
cessation services (Willemsen 2002). Indeed, the UK Department of Health (2007) estimates that the
UK warnings have prompted an additional 2,000 to 4,000 calls to the National Health Services
smoking helpline every month.

Overall, Hammond et al. (2007) indicate that larger, more comprehensive health warnings on cigarette
packages are rated as more effective by smokers. The findings provide strong support for the
effectiveness of prominent text warnings that meet the minimum international standards. However,
the findings also suggest that larger pictorial warnings, such as those implemented in Canada, are the
most effective means of communicating the full range and severity of health risks to smokers. Finally,
the US warnings performed poorly compared to those in the other countries. The health warnings that
appear on the side of US cigarette packages provide even less health information than many other,
more benign consumer goods. The findings, along with previous research, (Hammond et al. 2006)
suggest that US smokers might benefit from large graphic warnings on cigarette packages.

From March 2006 all new cigarette packs produced in Australia had to contain one of seven new graphic
health warnings. Like the Canadian warning labels, the new warnings consisted of a written warning and
a vivid colour image on both the front (taking up 30%) and back of the cigarette pack, with 90% of the
back containing information on the health effects of smoking. These new warnings replaced a set
introduced in 1995 that were text-based and covered the top 25% of the front and top third of the back of
a pack. To promote the new warning labels, two television commercials were created to depict two of the
new health warnings (Smoking causes Mouth and Throat Cancer and Smoking causes Peripheral
Vascular Disease) used on cigarette packs. While the target audience for these commercials was adult
smokers, previous research has shown that adolescents have a high awareness of these types of
campaigns and can be influenced by them as well (White et al. 2003; Biener 2002).
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5. CONCLUSION

Substantial evidence from a broad range of studies supports the inclusion of graphic pictorial images on
tobacco warning labels, as called for under FCTC guidelines. Graphic pictures can significantly enhance
the effectiveness of warning labels. In many countries, the warning label is the only sustained population
level mechanism by which governments can inform their people about the harms of cigarette and other
tobacco products and, in those countries, the evidence based inclusion of pictures could potentially lead
to greater impact. For decades, the tobacco industry has taken advantage of the package as an avenue for
creating positive associations for their product (Hammond 2009). The use of graphic pictures is an
important means of replacing those positive associations with negative associations, which is far more
appropriate given the devastating impact of tobacco products on global health.
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ABSTRACT

The worldwide problem of obesity has been widely publicised as a major health issue (2004). The ‘Get
Your Life in Gear’ pilot project is a workplace initiative that sought to play a strategic role in tackling
male obesity on the island of Ireland. Truck drivers are known to be a high risk group, characterised
by poor eating habits due to constant snacking, irregular meal patterns and live solitary lifestyles
working in isolation. This initiative focused on facilitating healthy eating and physical activity by
encompassing the overall lifestyle of male truck drivers. The results highlighted the need for strategic
social marketing that incorporates a total market approach (individual, community and systems based
change) to creating and sustaining healthy lifestyles for men. This knowledge should be used to
further examine the upstream issues that impact on its long term success.
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1. INTRODUCTION

Obesity has been widely published as a major health issue (World Health Organisation 2004) with
global research identifying a dramatic increase in this lifestyle related disease (Epstein, Gordy et al.
2001; Swinburn, Caterson et al. 2004; World Health Organisation 2004; Wammes, Oenema et al.
2007). 300 million people worldwide were obese in the year 2000 and it is predicted that by 2025 half
of the US population will be obese (World Health Organisation 2005). Obesity is listed as a risk
factor for other major health problems such as cardiovascular disease, hypertension, type Il diabetes,
as well as aggravating other problems such as back pain and arthritis (Roberts and York 2000; De
Souza and Ciclitiva 2005).

On the island of Ireland (IOI), 39% of adults were classified as overweight with 18% deemed obese;
these levels are growing on an annual basis. Statistics indicate that more men are obese or overweight
then women. In the Republic of Ireland, 43% of males were overweight in 2007 compared with 39.6%
in 1998 (Morgan, Mc Gee et al. 2008). This is further compounded as men are also less concerned
about their weight and use differing approaches to weight management and loss (De Souza and
Ciclitiva 2005; Grey, Anderson et al. 2009; Richardson 2009) often failing to utilize weight loss
services (White, Conrad et al. 2008). Male obesity is further exasperated as obese men are thought to
be at greater risk of developing obesity related illness, due to their predisposition to store excess
weight in their abdominal region (De Souza and Ciclitiva 2005).

2. PURPOSE

Despite men being a notoriously hard to reach target market (Wardle and Johnson 2002; Rumm 2005;
Smith, Braunack - Mayer et al. 2006; Gough 2007) the workplace setting offers the potential to be an
effective mechanism for reaching this priority group (World Health Organisation 1986; Flemming,
Kelleher et al. 1997; World Health Organisation 1997; World Health Organisation 2005; Kwak,
Kremers et al. 2006; Deacon 2007). Therefore it was chosen as the setting for this pilot initiative.

Truck drivers are known to be a high risk group, characterised by poor eating habits due to constant
snacking, irregular meal patterns and eating when it is convenient to them. At times drivers find it
difficult to bring a packed lunch to work (Jack, Piacentini et al. 1998) instead consuming the food
which is available to them (White 2007). They are a hard to reach group (Jack, Piacentini et al. 1998;
Gill and Wijk 2004; Whitefield Jacobson, Prawitz et al. 2007) who work irregular erratic shift
patterns, exhibit sedentary behaviours with little opportunities to exercise (Krueger, Brewster et al.
2007). They also live solitary lifestyles and work in isolation. Targeting this cohort is difficult as they
do not have a static work station open to regular health promotion communication activities (Korelitz,
Fernandez et al. 1993; Olsen, Anger et al. 2008).

International research such as that carried out in the United States show that truck drivers have 10 -
15% higher overweight and obese rates then other members of the population (Olsen, Anger et al.
2008). Separate research reported by Korelitz (1993) highlighted that half of drivers surveyed never
participated in aerobic exercise, with less than 10% exercising regularly. There are no comparable
statistics available for an IOl context.

Get Your Life in Gear was a pilot workplace initiative that sought to play a strategic and more creative
role in targeting men; focusing on the issue of male obesity on 1Ol (Richardson 2009). Following an
extensive segmentation process, this initiative targeted professional truck drivers as a male dominated
workforce that has been largely neglected in the past in terms of healthy eating and physical activity
interventions. It was developed to address some of the lifestyle related issues that may lead to obesity
in male truck drivers.
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This programme sought to assist drivers to make small manageable behavioural changes to their
lifestyle focusing around food choices and physical activity. It also recognised the multitude and
complexity of uncontrollable factors impacting on their lifestyle, such as limited road side facilities
available to them, pressure to meet deadlines and route restrictions. The changes proposed were
designed to be flexible so they could be implemented in the diverse situations the drivers experienced
by the drivers on a daily basis. Operationally Get Your Life in Gear aimed to:

1. Increase truck driver’s physical activity levels to at least 30 minutes per day 5 days per week
by the end of the 12 weeks.

2. Reduce truck driver’s consumption of fatty and sugary foods (and drinks) by 10% over the
course of the 12 weeks.

3. Increase truck driver’s fruit and vegetable consumption by at least one portion per day over
the 12 weeks.

4. Maintain a healthy weight in truck drivers and/or reduce weight by 10% in truck drivers with a
BMI over 25.

3. METHOD

Social marketing was chosen as the conceptual framework to guide and inform the development of the
Get Your Life in Gear pilot project. This framework assists in fostering voluntary behavioural change
(Smith 2000; Domegan 2008) facilitated by the co - creation as well as co - delivery of value to
priority audiences (Zainuddin, Russell-Bennett et al. 2008). This co-creation of value exchanges
moves targets forward from intending to change their behaviour to making a voluntary behavioural
change. Social marketing increases behavioural change success when constructs of current behaviours
such as ‘self — interest’ that are used to determine choices made for example, quick and convenient
food, are assessed so that effective value propositions can be created to facilitate behavioural change
(Rothschild 1999). This approach uses its potential audience to deduce the solutions it presents
through strategically planned formative research (Cheng, Kotler et al. 2010).

3.1. Social marketing approach

Social marketing not only examines the individual but also acknowledges the impact the external
environment has on behaviours. It adapts a holistic approach focusing on downstream, midstream and
upstream change agents when presenting solutions to problems such as unhealthy food choices
(Andreasen 2006; Bentz, Dorfman et al. 2009; Cheng, Kotler et al. 2010). To address these issues
effectively, social marketers should adopt a networked and partnership approach to build upon
resource capacity (Legarde, Doner et al. 2005; Cheng, Kotler et al. 2010; French, Blair - Stevens et al.
2010) and leverage resources to develop a total market approach to change (Bentz, Dorfman et al.
2009). This type of collaborative partnership approach has become increasingly popular with both
non-government and governmental agencies alike to address common behavioural change objectives
to tackle complex issues such as a reduction in obesity (Legarde, Doner et al. 2005). It is now widely
acknowledged that one individual or agency will not be able to solve problems of this nature (Cheng,
Kotler et al. 2010). Social marketing creates synergies between those investing in facilitating
behavioural change whilst assisting in the co-ordinating any solutions presented.

The fundamental principles of social marketing; an over-arching customer orientation, customer co-
creation of the value proposition, research, segmentation, targeting and positioning, systematic
planning, intervention marketing mix, competition, partnerships and evaluation, synthesized from
Andreasen 2000; Kotler and Lee 2008; Hastings 2007; and National Social Marketing Centre 2006,
were used to guide and develop this male obesity truck driver intervention. Social marketing was also
used to coordinate and synergise campaign development regarding the behavioural goals,
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segmentation, collection of comparable data on major diseases, including obesity nationally and
locally. The pilot used this approach to develop a programme that worked directly with key
stakeholders at community level and the results of which could be used to influence decision makers at
population level.

3.2. Formative Research

From the outset of this project the numbers of external factors or barriers impacting on the food
choices and physical activity levels of truck drivers were varied, complex and multiple in nature; with
issues ranging from an individual, community to policy level. These barriers to change were
identified through qualitative formative research including 14 in-depth interviews and six focus groups
(6 x8 respondents). For the purpose of this research truck drivers were defined as short haul or long
haul professional drivers in paid employment driving a minimum of 20 hours per week. This
definition included owner operators or employees.

Interviews took place between 30™ April - 1% of May 2009 in a distribution depot in NI with the
management team and driver trainer facilitating recruitment. Interviews were scheduled during the
driver’s shifts on a drop in basis to account for the unpredictability of their work. This characteristic
was experienced by the researchers on the second day of interviews. Due to operational issues only
one driver was available for an interview, bad weather and delays at other depots had impacted on
driver schedules. For this reason an extra day of interviews was arranged on the 22" of May.

Focus groups were conducted with drivers across the IOl. The group schedule and recruitment criteria
are shown in Table 1.

TABLE 1
Focus group composition
Group | Location | Occupation Gender | Age Date + Time
1 Belfast Short haul truck drivers (but Ageto fallout | Thursday May 21%2009
some with long haul experience) | Male naturally 6.00pm
2 Belfast Short haul truck drivers (but Age to fall out | Thursday May 21% 2009
some with long haul experience) | Male naturally 7.30pm
3 Cork Short haul drivers (but some Male Age to fall out | Wednesday May 27"
with long haul experience) naturally 2009 6.30pm
4 Sligo Short haul drivers (but some Male Ageto fall out | Tuesday June 9™ 2009
with long haul experience) naturally 4.30pm
5 Dublin Short haul drivers (but some Age to fall out | Wednesday June 10™
with long haul experience) Male naturally 2009
4pm
6 Dublin Short haul drivers (but some Ageto fall out | Wednesday June 10™
with long haul experience) Male naturally 2009
6pm

The drivers were given cash incentives to take part. Due to problems with recruitment, the incentives
were increased to ensure attendance at the groups. This was testimony of the problems that could be
experienced when trying to engage with male truck drivers in relation to obesity. Drivers were also
unable to confirm their availability more than 24 hours in advance of the sessions as their driver
schedule was tentative and subject to change.

Topics discussed during the formative research were synthesised from background research in the area
of men’s health, driver health and well being, men’s weight loss and issues that were experienced
when developing male targeted campaigns. Some examples of sources included: the PITSTOP
campaign, Bradfords Men’s health services and Preston Council ‘Men’s Health Evaluation’ (Mc Evoy
and Richardson 2004; White and Cash 2005; Mc Cullagh 2008; O' Brien and Forrest 2008).
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Major themes emerging from this research related to barriers and precursors to a healthy lifestyle.
These included lack of time, lack of routine/structure in the job, lack of roadside facilities and
adequate food choices, a stressful current economic climate, regulation, penalties, need for
convenience and access to services and perceived norm of weight gain in the industry. Drivers did not
necessarily use weighing scales to manage their weight, instead used indicators such as the tightness of
their clothes as motivators.

“When you can’t get into the jeans and the shirt is getting tight, you’d go and do some exercise, you’d
say I’m not going up the next size.”” Cork

This research was also used to inform the development of the initiative. Drivers were asked
unprompted for ideas on how to engage with a trucking audience. They were then shown flash cards
outlining examples of elements that could be incorporated into this programme. Cards included a
sample page from the ‘Tommy the Trucker’' and ‘Gutbusters’ leaflets as well as imagery of other
supporting tools such as a pedometer. Ideas such as team sports and weekly ‘weigh ins’ were rejected
due to scheduling difficulties. Using a pedometer and walking were highlighted as something that was
easy and could be achieved anywhere by everyone. The drivers valued spending quality time with
their families rather than weight loss focused activities such as going to the gym.

“It’s just a time issue and energy, and when you have kids you come home at night, you can’t walk in
and then go to the gym it doesn’t work like that.”” Belfast

In relation to the theme and tone of the initiative, drivers felt that the serious messages should have a
humorous undertone that would catch their attention. The focus group participants also highlighted a
truck stop in ROI that had a reputation for catering for drivers with adequate facilities (parking and
showers) and quality food. This truck stop was later approached as the third site to participate in the
pilot site.

This formative research concluded that drivers did not perceive that they could make drastic changes
to their lifestyles due to the aforementioned issues. They also did not have the ‘know - how’ to make
the desired changes. They believed that small, realistic, manageable changes were possible and with
guidance they could adopt a healthier lifestyle.

3.3. Get Your Life in Gear project planning

Due to the wide ranging factors that directly and indirectly impacted on the behavioural goals of the
initiative it was concluded that the extensive formative research phase may not capture every issue that
impacted on the success of this campaign. To manage this realisation, the project was developed as a
pilot to identify and control for any additional unexpected factors that may impinge on its success in
the future. A steering committee was also consulted to advise on how to manage any arising
difficulties. It consisted of representatives from non-government agencies, academia and a logistical
firm who had an interest in men’s health, obesity prevention and driver well-fair.

Prochaska, DiClemente and Norcross Transtheoretical model was used to further segment the target
audience (Nutbeam 2004). Drivers who were in the contemplation stage were thought to be more
likely to participate and using the tools given within the programme move towards action and
maintenance stages.

The Get Your Life in Gear campaign was launched in 3 pilot sites that were known to have access to
truck drivers — two in Northern Ireland (NI) launched in October 2009 and one in the Republic of Ireland
(ROI) launched in November 2009. Table 2 identifies the main characteristics of the pilot sites.

" Tommy the Trucker was an information booklet developed for truck drivers by Sefton Health Improvement Support Team.
It was distributed to truck drivers at Liverpool port.
% Gut Busters was a 8 week initiative developed by Dublin Bus to encourage their drivers to adopt a healthier lifestyle.
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TABLE 2
Characteristics of pilot sites
Pilot Site Type of site and location Key Characteristics

Pilot Site 1 | Logistical distribution Access to approximately 100 drivers through direct and indirect
centre, docklands area of employees
Belfast, NI Health checks: Took place in two on - site boardrooms

Pilot Site 2 | Service station, docklands Parking for up to 20 trucks, located in the docklands therefore was
area of Belfast, NI popular with drivers travelling to and from the ferries. Also part of

an industrial estate therefore popular with ‘local’ drivers who
worked in the area

Health Checks: Mobile units were rented and placed within 100
yards of the truck park due to space restrictions inside the service
station and to improve visibility on site

Pilot Site 3 | Service station and Parking for up to 50 trucks, showering facilities for drivers, large
restaurant, outside of variety of food. Hot meals offered in the restaurant and service
Dublin, ROI station and an extensive range within deli counter range

Health Checks: One large function room within the restaurant was
rented and two ‘rooms’ were created using rented partitions

Managers in all three sites were contacted on numerous occasions by telephone, email and face to face
meetings prior to the launch of the initiative and consented to participating in the campaign. Each
partner had differing degrees of input in the project depending on their level of commitment. All sites
agreed to facilitate 30 minute health checks and recruitment on their premises. One site donated free
water for the participants, one sold bottled water at cost price to the coordinator of the project, whereas
one site agreed to supply water however, did not provide it. One site also consented to a nutritional
assessment which examined the food sold on the premises and made recommendations to make ‘the
healthier choice become the easier choice’. Figure 1 outlines the major components of the initiative,
some elements varied depending on the pilot site.

FIGURE 1
Get Your Life in Gear Project Map

1 week prior to launch: On site promotional
activities include poster and information
leaflet

Day of launch: Recruitors on site to encourage
drivers to participate. Drivers offered free

health check, tool kit and introductionto a 12
- week lifestyle programme

12 week follow up: Drivers were invited via

written invitation, text message and phone

call to return for a second health check to
track their progress

The duration and time of the pilot was assessed by access to drivers. The first phase ran for 2 days in
Pilot Site 1 (6am - 12 noon) and a further 3 days in Pilot Site 2 (6am and 3pm). The pilot lasted three
evenings in Site 3 (Spm and 10pm). These times were determined through consultation with the pilot
site managers. After 12 weeks follow up checks were offered across two days in Pilot Site 2 (6am -
3pm) with drivers from Pilot Site 1 invited to attend. Due to low uptake by drivers from Pilot Site 1,
clinics were scheduled for this site three weeks later (6am -12 noon). Follow up checks were held in
Pilot Site 3 (5pm - 10pm) for two evenings.
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3.4. Promotional Activities

To promote the initiative, each site displayed a series of posters/leaflets. One week prior to the launch
posters and driver information leaflets were erected and disseminated. To build awareness of the
campaign, recruiters were available to speak to the drivers and encourage them to participate. Large
posters promoting the health checks were also positioned outside the premises to attract attention.
Some drivers attended due to positive word of mouth communication from participants sharing their
experiences.

Posters outlining food and physical activity tips were also displayed in all pilot sites across the 12
weeks. These posters used the same theme as previous promotional activities. After 12 weeks drivers
were invited back to the same location where they would receive a follow up health check to track
their progress. Invitations were distributed through multiple formats including letter, text message and
telephone calls. Figure 2 highlights a sample of posters used within the initiative. Cartoon figures
were used to lighten the tone of the serious message and the yellow background was consistently used
throughout all promotional activities.

FIGURE 2
Sample of promotional material

— BE ACTIVE
TROUSERS BECOMING Tips for truck drivers
A B lT Too TIG HT? GET ACTVE FOR 30 MIMUTES AT LEAST £ DAYS A WEEK
et e oo ron oo e FREE HEALTH CHECKS

Gat Your Lite In Gear

T LFESTTLE PROGRALIME FOR TRUCK DRSS Pamambas s ey
T i T i W T e 12 e PrOGrRT i il g

HERE TODAY!

GET YOUR LIFE IN GEAR

‘QJ Jsatetood 5@;

Source: safefood

3.5. Lifestyle questionnaire development

Prior to undertaking a health check, drivers were asked to complete a lifestyle questionnaire. The
purpose of which was to generate a baseline understanding of the driver’s attitudes, behaviours and
knowledge in relation to general health, healthy eating, physical activity and weight management. It
would also act as a comparable measure pre and post intervention. Where possible the questions were
adapted from validated sources such as the ‘Food and nutrition survey’ or mirrored questions used in
other truck driver focused research.

3.6. Programme implementation

On completing the questionnaire drivers were offered a free health check where they received tailored
lifestyle advice from professional nurses based on their results. As health checks took place across
two jurisdictions (NI and ROI) two different NPO’s were commission to facilitate them, resulting in a
slight variation in the measures used. Essentially all the drivers received a cholesterol check, blood
pressure, blood sugar, weight and height. In NI body composition was used as opposed to BMI in
ROI. The co-ordinators tried to source body composition equipment for the ROI nurses however, it
proved expensive and additional training was required for its usage.
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During the health checks participants were given a free toolkit developed especially for professional
divers which included:
1. A booklet - The main topics featured were adapted from the insights outlined during the
formative phase and included: ‘Be Well’, ‘Be Active’, ‘Beat Stress’, ‘Fight Fatigue’ and ‘Re
- think the Drink’. It also included supporting material such as a goal chart and food diary.
2. A pedometer so drivers could measure their activity levels. Using the pedometer, drivers were
encouraged to partake in a walking challenge which asked them to record their progress.
This aspect was incentivised.
3. A cool bag containing a tape measure and a bottle of water to assist drivers to store healthy
snacks on the road.
Drivers in NI were given the option to sign up for free supportive motivational texts. These messages
were designed using the transtheoretical model of behavioural change to assist drivers to take action to
sustain changes made. After the initial launch in NI the text mechanic was reviewed due to poor
registration rates. With consent, drivers in ROI were signed up automatically with the option to
unsubscribe. No driver opted out over the 12 weeks.

4. RESULTS

Although the pilot lasted for 12 weeks it was accepted at the outset that the health related outcomes for
this project would not be achieved during this relatively short space of time. Such results would not
be visible until at least six months — two years after adopting and maintaining the changes. There was
however, evidence that pre — behavioural change indicators relating to the overall health outcomes can
be used to assess the progress of the programmes candidates. These early indicators include health
related outcomes such as attitude, engagement and changes to eating and physical activity practices.
At a target audience level there is evidence of these early indicators such as changes in walking
patterns, suggesting that long term change is possible through taking part in the intervention. An
overview of the main findings from the pre intervention lifestyle questionnaires are outlined below as
well as the pre and post analysis of the returning drivers.

In total 81 drivers participated; 65 in NI and 15 in ROI. Four lifestyle questionnaires were omitted
from results as they were incomplete; therefore, 77 101 driver surveys were used in this analysis. As
the numbers of participants in ROI were proportionately smaller than NI an overview of IOI results for
the pre intervention will be discussed.

The post intervention evaluation is still ongoing, however; this section also includes preliminary
results from the drivers who returned for their follow up health check. 10.4% of 10Ol participants
returned equating to thirteen NI drivers and one ROI driver. The one ROI returnee was omitted from
further analysis due communication difficulties. The pre/post results are presented as frequencies as
opposed to percentages as it is a more meaningful measure given the sample size.

4.1. Driver Demographics

The majority of 10l participants (n=77) were aged between 24 - 44 years (49%) with 46% aged
between 45 -64 years. 79% of 10l participants were married/living with partner. 74% of drivers
worked over 40 hours per week with the majority driving local short haul (67%) and were employed
as a company driver (66%). The number of years the drivers held their licence varied between more
than 20 years (39%), 11- 20 years (34%), 1 - 5 years (14%) and 6 - 10 years (13%).

The majority of drivers who returned (n=13) were aged between 45 — 64 years old (eight participants),
with four aged between 25 — 44 years. One driver was aged between 18 — 24 years old. Ten returnees
were married/living with partner, two were single and one was separated or divorced. Ten returning
drivers worked 40 plus hours per week with three working less than 20 hours. The majority of
returning drivers worked local short haul (eight participants) and four were long haul IOI drivers.
Nine returning participants were company drivers; two were owner operator and two drove overseas.
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4.2.Health

Half of pre - intervention participants (n = 77) rated their general health as good with nearly a third
indicating that it was neither good nor bad. However, the mean scores for the health checks in NI
showed that risk factors such as HDL, LDL and Triglycerides were not at desired levels. In ROI, the
mean BMI was 30.84 and all other tests produced undesirable results, every participant in ROI was
referred to their GP.

Of returning drivers (n =13) the same number of drivers (11) rated their health as good. One
participant indicated that he had previously been diagnosed with high cholesterol a decrease from two
pre intervention. The frequency of drivers who stated they had been diagnosed with blood pressure
increased from one to two. In relation to the mean scores for returnees, the health check results
showed positive changes in total cholesterol, HDL, LDL, triglycerides and blood sugar readings.

4.3. Health Eating

The drivers knowledge of recommended guidelines for fruit and vegetables intake was high (68%),
however, the mean score for actual intake was 3.15 portions ranging between 1 and 6. The awareness
level of government guidelines decreased post intervention from 12 drivers to ten; however, the mean
score for actual portions consumed increased to 3.69 with a range between 2 and 8.

Half of the pre intervention participants (n =77) indicated that healthy eating is something they did
frequently. Approximately 48% either agree/disagreed that healthy eating was something they found
hard to do, while 38% stated the contrary. 57% disagreed or strongly disagreed that it was something
they did automatically.

Of the returning drivers those who strongly agreed or agreed that healthy eating was something they
did frequently decreased from nine to three. Those who strongly disagreed increased from one pre
campaign to five post. 10 out of 13 drivers post campaign agreed or strongly agreed that healthy eating
was hard to do and increase from 6 pre. Those who disagreed decreased from seven drivers pre to one
driver post. Eight of the returning drivers agreed or strongly agree that healthy eating was part of their
normal routine one more then pre campaign. Those who agreed or strongly agreed with that it was
something they did automatically also increased from eight drivers to eleven.

The reasons why the drivers found it difficult to eat healthily pre intervention are shown in Table 3.

TABLE 3
Reasons why drivers found it difficult to eat healthy

Reason % [n=40]

I can’t find healthy options where I eat 40

Don’t know what to eat 30

Healthy food lacks taste 25

Healthy food is too expensive 17.5

No interest 17.5

Other 14.3

The number of returning participants (n=13), who stated that they ‘don’t know what to eat’ increased
from one to two. However, there was a decrease in those who indicated they couldn’t find healthy
options (from four to three) and those who felt ‘it lacked taste’ and/or had ‘no interest’ dropped to
zero.

The majority of pre interventions drivers indicated they snacked (i.e. ate between meals) twice a day
(32%), slightly higher than drivers who snacked once (26%) or three times a day (24%). 9% stated
they never snacked, while a further 9% stated they had other frequencies (greater than three times a
day). [Note n=76]
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The frequency of self-reported snacking during a typical day decreased amongst post intervention
drivers. One returning driver snacked 3 times a day a decrease from five driver’s pre intervention. The
numbers who snacked twice a day increased from two drivers to six within the 12 weeks, the
frequency of drivers who snacked once a day stayed consistently at four drivers. Those who never
snacked also increased to two drivers from one pre programme.

4.4, Physical Activity

One in five drivers knew the recommended daily amount of physical activity was 30 minutes five days
a week. However, when asked to recall their actual activity level only 10% of participants reached
recommended level. Walking for pleasure, DIY and mowing the lawn were the most frequently stated
types of activity.

On return, there were indicators of changes to the drivers awareness of the recommended physical
activity guidelines. Two drivers stated the correct levels pre campaign; however, this decreased to
zero post campaign. Seven pre initiative participants stated that the recommended levels of physical
activity were 30 minutes each day. This decreased to zero post campaign. The frequency of
participants who stated that they should be active for 60 minutes at least 5 days a week increased from
three drivers’ pre intervention to 11 post. This is the recommended level for weight loss. It is
suggested that the participants acquired this knowledge through information provided in the booklet
and/or the nurse facilitating the health check.

No returning drivers had reached the recommended level physical activity however; two drivers stated
they were active four to five times a week. Those who were active 2 - 3 times a week increased from
six drivers to nine post initiative. The most frequently stated types of activity post initiative included
walking for pleasure, cycling for pleasure, DIY and mowing the lawn.

Using the Transtheoretical model for analysis of attitudes and self reported behaviours in relation to
current physical activity patterns, it was determined that over half of participants (n=77) were in the
contemplation stage with 37% in action. On return, the frequency of drivers (n= 13) in the
contemplation stage had decreased from three drivers to one. Those in the action phase remained the
same. Those in the maintenance phase doubled from two to four.

Three quarters of drivers felt that it was difficult for a truck driver to be physically active due to lack
of time (78.2%), tiredness (39%) and lack of facilities. There was a change in attitude in relation to
driver’s ability to be physically active post intervention; seven returning participants indicated it was
difficult for drivers to be active decreasing from nine pre intervention. Time and lack of facilities
remained as reasons, with a decrease in those stating tiredness.

4.5. Weight

97.4% believed that being overweight impacted on a person’s health; all of returning drivers felt that it
had an impact. As with physical activity, the drivers were asked to choose a statement which best
described them in terms of their weight. 47% were in the contemplative stage (believing they should
lose weight but not making it a priority) with 32% in action. Those returning drivers in the
contemplation stage pre intervention (five) decreased to zero post with a significant number of drivers
moving towards the action stage; from four pre to 10 12 weeks later. Those who never thought about
their weight pre intervention decreased to zero.

72% of all participants (n = 77) pre intervention felt they were too heavy for their age and height with
approximately half indicating that they had tried to lose weight. The same frequency of pre/post
participants (n = 13) felt that they were too heavy. Those who stated they had tried to lose weight in
the past increased from seven pre initiative to 10 post.
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5. CONCLUSION

The preliminary findings confirm that the fundamentals of social marketing can help to tackle male
obesity for truck drivers in a work setting, resulting in behavioural change around food choices and
physical activity. Revisiting the aims of ‘Get Your Life in Gear’; a number of observations can be
made. Although the drivers had not reached desired physical activity levels, the results show a positive
increase in activity levels which is further compounded as four drivers indicated they were trying to
maintain these levels. The level of snacking had also decreased with less drivers eating snacks 3 times
a day, more drivers never eating them and the same proportion consuming them once a day. The
findings also show an intension to continue to lose weight as there was an increase of those actively
trying to do so.

These preliminary findings highlight that penetration of change needs further testing at a total systems
level. Throughout development and implementation it emerged that the behaviours of the individual
are greatly impacted by the community (driving firms and industry) and systems levels (policy and
regulation). This pilot showed some progress in facilitating community level behavioural change
although it was not consistent among all sites who participated in the pilot. For example, only one site
was in a position to undertake a nutritional assessment of the foods sold on their premises and
implement changes on a trial basis.

Throughout the implementation of the programme there was evidence of significant barriers to system
and organisation level change. Project planners experienced some resistance and conflict arose with
industry members to changes in relation to the provision of healthy foods. They also had difficulty
engaging with industry representatives and road planners in IOI. The environmental changes needed
are not possible unless a greater total market approach is undertaken. In the future, advocacy should
play a greater role in facilitating environmental change.

To be truly customer driven, when dealing with a target audience, such as truck drivers, health
interventions need to consider the “holistic” person — mental, physical, emotional and psychological,
at all stages of developing an intervention from scoping out, to formative research to design of the mix
and evaluation. This pilot project highlighted the need for a total market approach (individual,
community and systems based change) to create and sustain healthy lifestyle and physical activity for
men. The results of the pilot should be used to further examine the upstream issues that impact on its
long term success. This use of a total market approach to develop the Get Your Life in Gear campaign
has helped to reframe the issue reflecting a citizen driven model of behavioural change. It has
contributed to the identification of various leverage points to tackle this social issue; service station
choice and availability of food, management input in employee health and truck driver ownership of
food choices and physical activity. These issues will help to move this campaign to the next phase
advocating and focusing on changing the service station industry on the island of Ireland. Moving the
target to service station planning agencies, owners and policy makers would attempt to improve
service station facilities and food choice availability to drivers as well as the opportunities they have to
be physically active.

Recently, the IOl infrastructure has improved through the redevelopment of its roads network;
however, there is a distinct absence of service stations along these major routes. Lack of adequate
services has a domino effect on the behaviours of the drivers. They can only choose from what is
available to them. Campaign designers should continue to lobby for the development of these service
stations and work with owners to offer healthy food choices on a day to day basis. Whilst this task is
undertaken campaign planners should continue to improve existing services and build relationships
with these managers.

This pilot also highlighted implications for workplace designed programmes. It reasserted the

importance of support from partners and key stakeholders throughout the entirety of the project. It
also raised issues in terms of partnerships versus stakeholders. Did the pilot sites see this project as a
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partnership and actively take part in campaign delivery or did they prefer to act as stakeholders
supporting the endeavour by passive participation? The issue of organisation politics and motivations
of partners also need to be carefully examined. When working to develop public private partnerships
the concept of creating customer value may be dissimilar for each member. Motivations are very
different when dealing with profit driven enterprises that need to balance co- creation of value, service
delivery and financial gain. Communication amongst all partners at every level in the organisation is
vital for campaign success, when this breaks down tension and friction can arise between partners
which impact on campaign delivery. These arising issues can be addressed with careful management.

To ensure that value is co-created within the priority audience specific measurable goals need to be
developed to evaluate change; without these it is difficult to assess the campaigns impact. To help
build this value proposition during each stage of the campaign all of the 4 P’s of the marketing mix
need to be utilised to create tangible and intangible benefits for the audience. Through careful
implementation of the marketing mix, value will be co - created and programme planners will be able
to manage any factors that were not uncovered during formative research.
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ABSTRACT

The exponential decline in economic growth and competitiveness, coupled with a growing number of
complex social problems are creating challenging times for policy makers. Complex and multifaceted
issues cannot be solved by government alone and therefore, social marketers need a more
sophisticated and comprehensive understanding of ways to inform policy and shape strategies.
Systematic reviews offer an evidence-base to close the strategic gap between theory and practice. This
paper will illustrate through a strategic social marketing perspective, how systematic reviews can
actively facilitate partnerships between social marketers, researchers and policy makers, at both
upstream and downstream levels through an innovative co-created networked approach.
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1. INTRODUCTION

Changes in the economic environment have placed immense pressure on policy co-ordination
processes across Europe and especially in Ireland. In recent times, Ireland’s growth has stagnated and
the myriad of wealth creating opportunities available to the Irish population have substantially
decreased. A new dawn has transcended on Irish society as its economic stability has become
unhinged and the country’s economic position has become embedded in a whirlwind of uncertainty
and disruption. The lingering shadow of the formidable Celtic Tiger has become a distant memory as
Ireland comes to terms with the current economic downturn. The country is now embracing a dramatic
shift from soaring rates of employment to disheartening levels of unemployment, as well as the demise
of our governmental and financial institutions. The exponential decline in economic growth and
competitiveness, coupled with a growing number of complex social problems, such as obesity and
global warming, are creating challenging times for Irish policy makers.

Consequently, it is imperative for Irish policy to break away from the potential of a cyclical process of
lapsing back into a dismally inadequate and underperforming economy. Ireland must accelerate and
deepen its creative capacity, in order to shape pioneering policies embracing the strategic co-creation
of skills, ideas and innovations, in the drive towards a knowledge economy. It is quite apparent that
the complex multifaceted issues facing Irish society cannot be solved by government alone,
highlighting the explicit need for innovative partnership frameworks and solutions. Social marketers
and policy makers alike, need a more sophisticated and comprehensive understanding of ways to
shape and formulate strategies to inform policy.

Systematic reviews offer an evidence-base to close the strategic gap between theory and practice. In
the drive towards a smart economy, systematic reviews “efficiently integrate existing information and
provide data for rational decision making by researchers and policy makers” (Van Teijlingen and
Bruce 1999:77). As well as knowledge transfer, systematic reviews can assist knowledge co-creation
downstream, where the focus is individual behaviour change, or upstream, at the macro environmental
level between the public, the media and policy makers (Hastings 2007). Furthermore, systematic
reviews can aid inter-system learning through the co-ordination, integration and co-operation between
upstream and downstream levels in a total market approach, to ensure social change (Hastings and
Saren 2003; Lusch and Vargo 2006; and Gronroos 2008).

This paper aims to portray the effectiveness of systematic reviews in managing the increasing
complexity of a knowledge society. Specifically, the paper will explore the effectiveness of two social
marketing systematic reviews: the Systematic Review of the Effectiveness of Social Marketing
Nutrition and Food Safety Intervention (2004 — 2005), commissioned by Safefood Ireland and the
Systematic Review of the Extent, Nature and Effects of Food Promotion to Children: A Review of the
Evidence to December 2008, which was prepared for the World Health Organisation in 2009.
Additionally, the paper will illustrate through a strategic social marketing perspective (or more
commonly referred to as a total market approach), how systematic reviews can actively facilitate
partnerships between social marketers, researchers and policy makers, at both upstream and
downstream levels through an innovative co-created networked approach, thus, illustrating the
appropriateness of systematic reviews to policy making.

2. HISTORICAL EVOLUTION OF SYSTEMATIC REVIEWS

Systematic reviews are not a new phenomenon. In fact, systematic reviews were “conceived as early
as the seventeenth century, when astronomers began to see the value of combining data sets instead of
choosing between one and the other” (Campbell and Schryer-Roy 2008:2). However, these premature
conceptions of systematic reviews exhibited striking resemblances to narrative reviews, in that they
incorporated high degrees of personal preference and selectivity (Bennett et al. 2005). Philosophers

68



Session 1. Social Marketing 69

and researchers continued to synthesise large quantities of evidence in a narrative style throughout the
seventeenth and eighteenth centuries. Nonetheless, these narrative reviews or qualitative summaries of
evidence were often subjective and predisposed to bias, creating a need for reviews that were reliable
and objective (Campbell and Schryer-Roy 2008). Consequently, systematic reviews have “grown out
of the nineteenth and twentieth century efforts in the social sciences, particularly psychology and
education” (Campbell and Schryer-Roy 2008:2). Theoretically, systematic reviews were
conceptualised under the generic term ‘meta analysis’ which first emerged in 1975 during the evidence
movement, where data was organised and collated in useable and reliable formats (EPPI Centre 2007).
Originally, systematic reviews were applied to health related disciplines and medicine. The Cochrane
Collaboration was formally established in 1992, which explicitly delved into the area of evidence-
based medicine. However, systematic reviews are not limited to supporting health related areas alone.
The Campbell Collaboration used the systematic review method employed by the Cochrane
Collaboration “to bring the same quality of systematic evidence to issues of broader public policy”
(EPPI Centre 2007). Furthermore, the EPPI-Centre adapted the process of systematic reviews in the
fields of social welfare and education. The increasing importance of systematic reviews in “forging
closer links between research, policy and practice” (Bennett et al. 2005: 389) in the last century
requires a clear understanding of the systematic review definition.

Systematic reviews have infused several areas of research and public policy. Theoretically, there is no
one pioneering definition of systematic reviews. Several definitions exist throughout each stream of
literature. Kitchenham (2004:1) delineates a systematic review as a “means of identifying, evaluating
and interpreting all available research relevant to a particular research question, or topic area, or
phenomenon of interest”. Similarly, Green (2005:270) defines a systematic review as “a scientific tool
that can be used to appraise, summarise and communicate the results of otherwise unmanageable
quantities of research”. Finally but not indefinitely, the Centre for Reviews and Dissemination
(2008:7) state “systematic reviews aim to identify, evaluate and summarise findings of all relevant
individual studies, thereby making the available evidence more accessible to decision makers.

In spite of the varying definitions common themes emerge from each of the definitions, reinforcing the
appropriateness of systematic reviews to policy co-ordination processes. Systematic reviews focus on
specific research questions which follow a sequential process of stages, eliminating bias and
simultaneously eradicating the influences of external parties. Systematic reviews challenge
conventional narrative research by following rigorous and transparent methods. Systematic reviews
embrace double-loop learning (Payne, Storbacha and Frow 2008) requiring the research group to
critically reflect upon the multitudes of information under evaluation. Critical reflection throughout
the systematic process transcends into credible, replicable and revisable research which is
advantageous to future systematic research as it can build upon and strengthen existing reviews. The
key features of systematic reviews have important bearings upon policy formulation, as there is a
stringent need for evidence based policy making and practice. “As a result, systematic reviews are
frequently seen as concerned with providing research-based answers to specific questions. They are
treated as a bridge between research on the one hand, and policy making or practice, on the other”
(Hammersley 2001:544). In order to understand the bridging effect of systematic reviews, it is
necessary to analyse the process of conducting a systematic review.

3. SYSTEMATIC REVIEW METHODS

Systematic reviews offer an evidence base to close the strategic gap between theory and practice.
Systematic reviews follow rigorous methodologies and are comprehensive in nature (Petticrew 2001).
Systematic reviews can accommodate the demands for rigour and relevance in research performance
through the formation of diverse, collaborative review groups which is significant for policy, as
policymakers now look for evidence as a basis for new program interventions to make sure that scarce
resources are directed towards resolving real, identified problems and delivering intended outcomes
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for the betterment of society (Howard 2008). As previously eluded to, systematic reviews have no one
pioneering definition. Likewise, there is no one dominant model for systematic reviews. Systematic
reviews incorporate several discrete activities (Kitchenham 2004), which are demonstrated on the next
page in figure one.

FIGURE 1

The Review Process

Stage 1 Planning the Review Identification of the need for a review

Development of a review protocol

A 4

Stage 2 Conducting the Review .
Preliminary Search

Development of research questions

Development of main search strategy

Study selection criteria

Data extraction and monitoring

Rating of study quality

Data synthesis

A 4

Stage 3 Reporting the Review Communication

Interpretation and application

Updating the Review

Adapted from Kitchenham (2004); EPPI Centre (2007) and Safefood (2008).

Systematic reviews follow three rigorous stages: planning, conducting and reporting the review
(Kitchenham 2004). Although the process appears to be fluidly sequential, in practice, the systematic
review stages are interactive and iterative. The decisions made in the protocol development stage have
a cascading effect on the entire process, as the majority of the research ideas and activities are
formulated at the planning stage. As a review team moves through the systematic process, changes can
be made to the protocol but the amendments must be noted in the “reviews final report and the
rationale for making changes made clear” (EPPI Centre 2007)

An intrinsic feature of the systematic review is the review group (Bennett et al. 2005). Review groups
consist of a wide range of stakeholders including policy makers, advisory groups, academics and those
directly influenced by the particular research objectives. The incorporation of multiple stakeholders
within and across the whole system enhances the systematic review process by ensuring that the
research is relevant and independent of bias. The involvement of policy makers throughout the review
process compounds how appropriate systematic reviews are to policy co-ordination.

The objectives being investigated by the review group determines the method of review and the
studies that are considered by the review. In most types of systematic review, explicit inclusion and
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exclusion criteria are developed for specifying which studies will be included in the review (EPPI
Centre 2007). It is imperative to the systematic process that realisable and achievable objectives are set
by the review group. Stakeholders from up, mid, and downstream levels co-integrate in order to co-
define clear concise objectives. Concise objectives eliminate nebulous articles and materials during the
systematic process, whilst retaining significant literature. The exploration and in-depth analysis of a
multitude of studies allows for greater accuracy and improved reliability. Additionally, systematic
processes can unveil areas where research is lacking, guiding subsequent reviews into areas for further
investigation.

The process and objectives of systematic reviews can impact the direction of future policies. As a
result, it is vital to dedicate time and devotion to the planning stage. A well documented and
researched systematic review can “provide the best evidence of the effectiveness of different strategies
for promoting behaviour change” (Bero et al. 1998:465). Systematic reviews are not always
entrenched in positive processes and outcomes. The systematic review process can frequently
encounter difficulties concerning objectivity and utility. Nonetheless, if the review group abide by the
stringent, sequential stages in the review process, concerns of objectivity and utility can be
significantly lowered or completely eliminated. The evidence-enriched approach to systematic reviews
can extensively contribute to policy and practice by thoroughly informing policy makers on important
societal issues. The next section will now explore the emerging roles of systematic reviews, as well as
analysing two specific systematic reviews and the impact of their emerging interventions on individual
behaviour change and governing policies.

4. THE EMERGING ROLES OF SYSTEMATIC REVIEWS

The current turmoil of the global economic downturn has embedded Ireland’s economic position in a
whirlwind of uncertainty and disruption, creating challenging times for Irish policy makers. The
unfavourable economic, social, political and environmental issues confronting Irish society cannot be
solved by government alone in a smart economy. Presently, the process of policy co-ordination adopts
a top-down approach, whereby policies are devised by formal bodies at upstream macro environmental
levels and implemented downstream. This unilateral style to policy formulation has worked
adequately in the past due to the abundance of funding and infrastructure available to support such
processes. Irish policy now demands a more sophisticated and comprehensive understanding of ways
to formulate and shape strategies. Consequently, systematic reviews offer an evidence-base to close
the strategic gap between theory and policy, particularly in the area of public health intervention.

Public health has become an area of urgent priority for many nations. Public health is a “broadly
defined set of activities that aim to protect, promote and restore the health of all people” (Centre for
Reviews and Dissemination 2008:159). The area of public health has become a rather sensitive topic,
as it affects people in physical and emotional ways. Health interventions are often complex and
extremely multifaceted, as they aim to address behaviour change at individual, group and societal
levels. Subsequently, the evaluation and formulation of public health interventions is exceptionally
complicated, as it embraces numerous stakeholders, participants, contexts and outcomes. The recent
advocacy for more stringent health policies necessitates a review of the effectiveness of past
interventions and strategies, thus, illustrating the need for systematic research. Systematic reviews
provide a rigorous evidence base in analysing large quantities of information published in the public
health domain. Furthermore, “the complexity of public health research may dictate a process that is far
more iterative than in most other types of systematic review” (Centre for Reviews and Dissemination
2008:159). Food promotion and food safety are topics which have been brought to the attention of
policy makers and governing bodies across the UK and Ireland. More specifically, the nature, extent
and effects of food promotion to children have been extensively reviewed in the UK, and food safety
interventions have been analysed in Ireland. The next section will exclusively analyse the systematic
reviews commissioned by Safefood Ireland and the World Health Organisation.
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4.1. Systematic Review of the Effectiveness of Social Marketing Nutrition and Food Safety
Interventions (2004-2005)

Dietary patterns have shifted enormously across the globe over the past several decades (Popkin et al.
2005). Changing socio-economic, cultural and environmental trends have exerted cascading influences
on “the foods we eat, the location of eating, the number of eating events and even the composition of
the persons at each eating event have changed” (Popkin et al. 2005: 604). Consequently, obesity has
become a serious public health concern, as well as the increased risks of chronic disease, cholesterol
problems and heart conditions (Williams and Kumanyika 2002), due to the expanding distance
between consumers and suppliers and the ever increasing information complexity in relation to food..
Alongside the need to improve dietary health, there is a growing demand to reduce the risk of food
borne illnesses and food poisoning. Subsequently, the public health community is confronted with the
monumental task of intervening on matters relating to nutrition and food safety (Walter and Agron
2002).

Safefood, the Food Safety Promotion Board for Ireland commissioned the Institute of Social
Marketing in the UK, to evaluate the effectiveness of social marketing interventions designed to
influence people’s knowledge, perceptions and behaviour in relation to nutrition and food safety
(McDermott 2005). The theoretical underpinning of this systematic review is embedded in the
discipline of social marketing. Social marketing is the application of marketing concepts to
programmes that are designed to influence voluntary behaviour change to improve health and society
(Domegan 2007 and Stead, Gordon, Angus and McDermott 2007). Social marketing is not a theory in
itself; rather it is a transtheoretical framework that borrows from several other bodies of knowledge
such as psychology, sociology and commercial marketing, in order to understand how to influence
voluntary behavioural outcomes. Social marketing is extremely compatible and beneficial to the
research of systematic reviews and public health interventions, as it embraces social change within and
across different levels of society.

In relation to nutrition and food safety, social marketing has the capacity to influence individual
behaviour and lifestyle changes by raising people’s awareness in relation to food handling and
preparation, labelling, diet and diet-related health. At the midstream level of society, social marketing
influences the behaviour of retailers, regulatory and advertising bodies, as well as the media by
highlighting the need for more efficient labelling and the reduction of salt and sugar in the diets of the
general public. Furthermore, social marketing has the ability to influence policy makers and legislators
at the upstream macro environmental level, by advising them to improve food labelling legislation or
restricting advertising to children. Social marketing lends itself to a synergistic approach to health
intervention, by actively facilitating knowledge co-creation and partnerships at both upstream and
downstream levels, thus, reinforcing the appropriateness of systematic reviews to policy making.

The process of conducting the systematic review on behalf of Safefood was both rigorous and
transparent. The precise methods of the search and evaluation process were laid down in a detailed
protocol, so that other researchers could replicate the review and check the conclusions it reached
(Hastings 2003). Three paramount methods were executed to search the existing literature relevant to
the topics of nutrition and food safety:

— Searches of electronic databases;

— Personal contact with key people in the field;

— Reference chasing.
Initially, the search produced thousands of articles. A detailed funnel approach was employed to
eliminate the irrelevant publications, ensuring the remaining material satisfied the hallmarks of social
marketing campaigns. Overall, the systematic review process exhibited credible, replicable and
revisable methods. Additionally, the review concluded that social marketing interventions can improve
diet and to a lesser extent food safety. Furthermore, the review established how social marketing could

72



Session 1. Social Marketing 73

produce multi-component interventions targeting several domains at once, giving rise to a total market
approach or strategic social marketing. Consequently, the combination of social marketing theory with
systematic reviews reinforces their compatibility, as systematic theory also claims that “multifaceted
interventions are more effective than single interventions” (Bero et al. 1998:466). The process of
conducting a systematic review in the area of nutrition and food safety provided the opportunity for
social marketers, researchers and policy makers to collaborate. The systematic review commissioned
by Safefood Ireland has acted as a central vehicle in creating public debate on issues concerning health
and food safety. The review has also opened up the channels of communication and interaction
between upstream and downstream stakeholders; ensuring policies are formulated on the opinions of a
society as a whole rather than a secular division attempting to assume full control over the direction
and co-ordination of health policies and interventions. Additionally, the review has also paved the way
for the application of social marketing to public policy. The pertinent topic of public health and the
evaluation of interventions provide a bridging mechanism between research and policy, as illustrated
in this systematic review commissioned by Safefood Ireland and the following systematic review.

4.2. Systematic Review of the Extent, Nature and Effect of Food Promotion to Children: A Review
of the Evidence to December 2008

The World Health Organisation commissioned the Institute of Social Marketing to investigate the
extent of food promotion to children. There is considerable evidence to support the notion that
children are aware of, and enjoy, food promotion. However, as obesity levels and health related
problems continue to increase in society, it is necessary to explain the cause and effect relationship
between food promotion and children. The specific aim of the systematic review was to examine what,
if any, research evidence there is that food promotion can influence the food-related knowledge,
attitudes and behaviour of children (Cairnes et al. 2009). The review updates three previous systematic
reviews of the nature, extent and effects of food promotion to children, which were the first reviews to
apply the systematic methodology to the social phenomenon of food promotion.

Children are heavily influenced by what they see in the media, especially the television. Subsequently,
advertisers increasingly use the television as the main distribution channel for food promotion. In
particular, pre-sugared breakfast cereals, confectionary, savoury snacks, soft drinks and most recently
fast-food outlets dominate the area of media advertising to children. Advertisers manipulate the
children’s market by exploiting hedonic, experiential themes in their advertisements with fun, fantasy,
feelings and taste, rather than a consumer processing model based on pure reason, in terms of health
and nutrition (Shimp 2003). The study focused on children between the ages of two and fifteen years,
because the majority of children consume more than the recommended amount of saturated fat, sugar
and salt (Hastings 2003). Stakeholders involved in the review process ranged from policy makers at
upstream macro environmental levels to children and families at downstream micro environmental
levels. Additionally, retailers, advertising bodies and branded companies were involved at the
midstream level. The stakeholders involved or affected by the process illustrate how complex the area
of health promotion is.

Food promotion to children is an “extremely contentious issue and as a consequence great care is
taken to adopt rigorous, objective and replicable procedures. Specifically, for the key review questions
a systematic process was adopted” (Hastings 2003). The process followed a thorough and transparent
protocol, examining each outlet of research on the area since 1970. This seminal systematic review
exposes how food promotion does have an effect on children’s diet, knowledge and food preferences.
It is imperative for policy makers to take action in relation to advertising guidelines and product
placement in retail outlets based on the undertaken reviews. Policy makers and researchers can co-
create value in society by opening up the dialogue process and collaborating for long lasting social
change. The systematic reviews commissioned by the World Health Organisation have acted as
catalysts to Irish, British and European policy debate on the importance of public health interventions.
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The systematic reviews commissioned by both Safefood Ireland and the World Health Organisation
fulfil the hallmarks of good quality systematic research. Both reviews employed rigorous and explicit
methodologies in order to eliminate bias and subjectivity. Additionally, clear, concise and achievable
objectives were set in the planning stages of the review processes. Each of the reviews demonstrated
transparency allowing for credible, replicable and revisable reviews, whilst ensuring future researchers
can learn from these exceptional systematic review processes. Furthermore, both reviews have acted
as catalysts to policy debate on the importance of public health interventions on national and global
scales, clearly reinforcing the strategic role of systematic reviews in connecting theory and policy. In
addition to public health reform, systematic reviews can aid national economies in improving all
aspects of policy formulation across multiple sectors, through the co-creation and sharing of
knowledge between up, mid, and downstream stakeholders in society.

In the drive towards a smart economy, systematic reviews “efficiently integrate existing information
and provide data for rational decision making by researchers and policy makers” (Van Teijlingen and
Bruce 1999:77). Systematic reviews have the ability to transfer knowledge across and between all
relevant stakeholders. The transference of knowledge requires the total market system to embrace
openness. Openness allows the review group to move away from the goods dominant logic of value-
in-exchange to the service dominant logic of value-in-use (Gronroos 2008; Payne, Storbacha and Frow
2008; Spohrer and Maglio 2008; Vargo and Lusch 2008; and Vargo, Maglio and Archpru-Akaka
2008). Openness encourages stakeholders to detach themselves from their habitual routines and
processes of generating individual silos of knowledge. Systematic reviews revolve around a process of
integration, whereby the sharing and transfer of complex knowledge, alongside the creation of value
are reliant upon the formation of interactive relationships. Inherently, the interactive process of
knowledge transfer depends on exchange and dialogical interaction (Ballantyne 2004). Dialogical
interaction facilitates the collaborative configuration of knowledge within and across the whole
system. Dialogical interaction is crucial to the systematic process as it helps develop trust between
members of the review group, focusing on equal collaboration instead of hierarchical ownership. The
elimination of hierarchical boundaries from a strategic perspective allows stakeholders from macro,
meso and micro environmental levels to co-operate simultaneously. The premise of knowledge
transfer requires communicative interaction which is often taken for granted at the end of the
systematic review process. Review groups devote a huge proportion of their time to the lengthy and
complex methods of data collection, extraction and synthesis. As the reviews reach their concluding
stages awaiting acceptance and publication, researchers often detach themselves from the subsequent
implementation of intervention strategies. However, the passive dissemination of information from the
review team to upstream policy makers is generally ineffective and at best, results only in small
changes in practice (Bero et al. 1998:467). Therefore, the integration of systematic review findings
with policy is dependent upon the establishment of linkages between upstream policy makers and
downstream resource integrators for knowledge transfer. The transference of knowledge can empower
society when greater levels of actor collaboration are embraced, to build upon existing knowledge
bases through democrative processes.

As well as knowledge transfer, the strategic configuration of collective hubs of knowledge is
dependent on value co-creation. Systematic reviews necessitate that review teams go beyond creating
value-in-exchange which is subsumed with self-interest to value co-creation, where the participants
become subjects of the collaborative and interactive value process in order to satisfy mutual interests,
resulting in win-win situations for all the exchange actors (Sheth and Uslay 2007). The total market
approach to value co-creation is complex and multi-dimensional, as it changes the roles of the
stakeholders from being isolated, passive and unaware to strategically connected, active and informed
(Prahalad and Venkat 2004). Systematic reviews absorb high levels of knowledge intensity which
compels stakeholders to co-define, co-create and co-deliver value within and across the whole system,
to ensure social change. The contemporary style of relational and dialogical interactivity allows for
reciprocal dialogue between stakeholders involved in the exchange process. The collaborative
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empowerment of stakeholders at macro, meso and micro environmental levels results in an integrative
process of co-intelligence and co-learning for systematic reviews. The facilitation of inter-system
connectedness, trust and learning in knowledge transfer and value co-creation emanate into the critical
building blocks for knowledge co-creation.

Knowledge co-creation in systematic reviews occurs at downstream micro environmental levels where
the focus is individual behaviour change, or at upstream macro environmental levels between the
public, the media and policy makers (Hastings 2007). “The behaviour change agenda has increasingly
been taken up across government. Policy making for behaviour change recognises that individuals
need to change their own behaviour in order for government’s wider goals for society to be achieved”
(Darnton 2008). The recent infusion of policies to include behaviour change interventions lends the
process of policy formulation exquisitely to systematic reviews. Systematic reviews for public health
interventions rigorously determine the effectiveness of different strategies for promoting behaviour
change. One could align the objectives of systematic reviews with the theory of ecological models.
Ecological models are “comprehensive health promotion models that are multifaceted concerned with
environmental change, behaviour and policy that help individuals make healthy choices in their daily
lives” (Miller 2003:15). Likewise, systematic reviews of public health interventions are concerned
with protecting and promoting the health of all people. The central concept emerging from these
interlinked theories of ecology and systematic reviews is behaviour. Systematic reviews have the
capacity to analyse which behavioural interventions have incurred long lasting change and which
interventions have faltered at the first hurdle. Systematic reviews inform policy decisions in accurate,
reliable and methodical ways. The co-creation of knowledge from up, mid and downstream
stakeholders at macro, meso and micro levels of society is a valuable asset to the systematic process as
it facilitates co-integration, co-intelligence and co-learning. Stakeholders involved in the systematic
review group evolve from different streams and disciplines in society, encapsulating a total market
approach to the evidence-based evaluation process. Systematic reviews engage in total market
approaches by effectively co-ordinating the practices of macro, meso and micro environmental
partners, which proves more desirable than other review methods, as it compels participation from
every level in society. Macro, meso and micro environmental levels are explicitly represented in the
systematic review groups by up, mid and downstream stakeholders to ensure that research is
independent of political power and dictatorship, as well as guaranteeing its relevance to the interested
stakeholders.

In the present climate, the isolated creation of knowledge between policy makers and legislators from
single evaluation studies leads to poorly structured interventions. Unfortunately, top-down tunnel
vision approaches to public health can create interventions which quickly lose momentum and
subsequently uncover more issues pertaining to public health policies. It is imperative for stakeholders
to understand that behaviour does not occur within a vacuum. Behaviours manifest themselves in a
multitude of forms at varying levels, such as individual, interpersonal, institutional, community and/or
societal and public policy (McLeroy et al. 1988 and Morgan and Hunt 1994). Furthermore,
environments directly influence behaviours which increasingly complicate the process of creating
valuable intervention strategies for policies. It is necessary for upstream policy makers to establish
collaborative relationships with researchers to co-create knowledge and value in society. Researchers
have the ability to thrust themselves whole-heartedly into systematic review research, which
rigorously and transparently evaluates huge quantities of data relating to behaviour change and health
policies. Systematic reviews move beyond single interventions, establishing multi-level or multi-
component interventions to tackle behaviour change at macro, meso and micro environmental levels
simultaneously, which further compounds the appropriateness of systematic reviews to policy co-
ordination as multifaceted interventions seem to be more effective than single interventions (Bero et
al. 1998). Consequently, the process of policy implementation is not limited to one level of society
alone. Instead, everyone is involved in the co-creational process of long lasting change for the
betterment of society.
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Long lasting change requires a total partnership approach led by government, and includes a wide
range of stakeholders and organisations as well as individuals themselves (Darnton 2008). Systematic
reviews open up this opportunity for synergistic partnerships to co-create value and social change.
Systematic reviews can connect theory and policy through the establishment of inter-system
relationships. The development of meaningful relationships plays a pivotal role in policy co-
ordination. Flittering dialogue processes between researchers and policy makers bear no substance on
policies, evaporating the potential for social change. A networked policy approach integrates every
stakeholder in a holistic collaborative system, whereby each actor shifts from being passive to active
in the communication process. Systematic reviews necessitate meaningful interaction processes
during the protocol stage of a review. A total market or networked approach to protocol and policy co-
ordination “moves away from the centralised top down model and pays much more attention to
dialogue” (Inzelt 2008:83). As stakeholders reason with one another determining the objectives of the
review, they engage in co-operative dialogue modes establishing a common vision, trust, reciprocity
and interdependence between partners, whilst explicitly determining the outcome objectives for both
research and policy. Dialogue is critical to the success and longevity of systematic review
relationships as it opens up the possibility of co-created win-win situations for the co-operating
partners. Policy and research substantially benefit from dialogue and interaction as it shifts the focus
of stakeholders beyond their individual needs to the collective requirements of society. Furthermore,
systematic reviews can aid inter-system learning through the co-ordination and co-operation between
upstream and downstream partners. As a result, policy will benefit from the collective learning of open
and networked relationships in systematic reviews, as research questions and methods will incorporate
the perspectives of multiple disciplines.

Evidently, systematic reviews play a fundamental role in connecting theory and policy. Davies
(2000:365) exposes how “educational research has been criticised for serving the interests of
researchers, rather than those of policy makers, providers and users of educational services”. Clearly, a
collaborative forum between research and policy is lacking. However, if policy makers do not engage
and interact with researchers, then research is oblivious to the needs of policy and vice versa.
Systematic reviews offer an evidence base to close the strategic gap between research and policy.
Systematic reviews have the ability to fuel a total market approach by actively facilitating knowledge
transfer and co-creation between all relevant stakeholders at macro, meso and micro levels of society.
Furthermore, systematic reviews create synergistic rather than additive partnerships between policy
and research, enabling inter-system learning and the co-creation of innovative policies for lasting
social change.

5. IMPLICATIONS AND LIMITATIONS OF SYSTEMATIC REVIEWS FOR
RESEARCH AND POLICY

The proposed evidence-based systematic review can play a pivotal role in bridging the divide between
research and policy, as it has a distinguished record in medicine and health care, criminal justice and
social work (Davies 2000). Systematic reviews exhibit numerous positive implications as well as
providing an extraordinary theoretical framework for enhanced policy formulation. Firstly, systematic
reviews offer an evidence base to connect theory and policy in the drive towards a smart economy.
Secondly, the framework provides a bridging mechanism in creating synergistic partnerships between
stakeholders at upstream and downstream levels in society. Thirdly, systematic reviews facilitate inter-
system learning and the co-creation of credible, evidence-based intervention strategies. Finally but not
indefinitely, systematic reviews can aid researchers and policy makers in creating lasting behavioural
change for the betterment of society. Overall, the application of systematic reviews in providing a
rigorous evidence base, fuels a total market approach to the policy co-ordination process, by actively
facilitating knowledge co-creation and partnerships at up, mid and downstream levels.
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There are limitations to the execution of systematic reviews. The use of systematic reviews in
connecting theory and policy would necessitate substantial financial resources. Additionally, issues
relating to the objectivity of researchers can limit the potential of systematic reviews. It is extremely
difficult for review groups to remain unbiased as they are predisposed to judgements rooted in their
professional experience. Alternatively, the grouping of multiple stakeholders from varying disciplines
and backgrounds can reduce the possibility of subjective reviews. Lastly, another factor impinging the
use of systematic reviews is the dissemination of review outcomes. Frequently, the “potential danger
of systematic reviews is that they are seen as an end in themselves, rather than a means to other ends”
(Bennett et al. 2005:401).

Aside from financial backing, the residual limitations can be easily rectified through explicit and
stringent procedures, illustrating how the benefits of conducting systematic reviews far outweigh its
limitations.

6. CONCLUSION

In conclusion, systematic reviews have a distinguished record in medicine and health care. Systematic
reviews synthesise existing research in a manner which is fair and evidence based. Systematic reviews
have the capacity to integrate up, mid and downstream stakeholders from macro, meso and micro
environmental levels, in a total market approach to ensure social change. If the Irish government
wishes to achieve the wider goals of society in the drive to becoming a smart economy, then the
strategic social marketing role of systematic reviews in co-creating value between research and policy
must be adopted for the stabilisation, progression and advancement of the Irish economy.
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ABSTRACT

The success of organ transplantation has led to the primary problem facing transplantation today:
lack of sufficient organ donors. In the US, the number of individuals awaiting organ transplantation
has been growing by 15% per year but the number of donors has only increased by approximately 5%.
Donation can be from two sources — living donors and deceased donors. However, the success of
transplantation relies on the willingness of the public to donate their organs or those of recently
deceased relatives. UK research shows that 70% of the population are willing to donate but only 27 -
32% carry an organ donor card. This study seeks to ascertain what social marketing, with its aim of
promoting pro-social behaviour can do to increase the number of living and deceased donors. Also
investigated will be the potential for financially rewarding people for gifting an organ.
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1. INTRODUCTION

The transplantation of human organs and tissue is currently regarded as one of the great achievements
of 20" Century medicine (O' Neill 2006). Until about 1980 however, successful organ transplants were
rare. Although reliable surgical techniques to transplant most major organs were available by the
1970s, preventing patients’ immune systems from rejecting the new organs proved difficult. Most
patients died of complications arising from rejection. In the early 1980s, a new generation of
immunosuppressive therapies was introduced. These therapies reduced the chances that a recipient’s
immune system would reject the transplanted organ. Thus over the past thirty years organ
transplantation has been transformed from an experimental therapy of last resort into a common
medical procedure. The original groundbreaking transplantation of a single kidney from one identical
twin to another has since been developed into a complex yet highly successful practice which allows
eight organs to be transplanted from one deceased donor to as many as nine other individuals thus
potentially saving nine lives (Siegel 2010).

The aforementioned success of the new immunosuppressive drugs led to a rapid increase in the
number of transplants. In the US alone, there are now more than 27,000 organ transplants performed
every year. The majority of these (16,000) are kidney transplants, with livers (5,800), hearts (2,000)
and lungs and pancreases (about 1,000 each) making up most of the rest of the total (Healy 2006). A
good portion of the increase in the number of transplants is attributable to improvements in the
efficiency of transplant surgery and the greater variety of transplants that can be routinely carried out
(Howard 1999). At present, organs come almost entirely from two sources. The first type are
cadaveric donors who are brain-dead individuals whose bodies are kept functioning artificially. Their
families or next of kin consent to organ harvesting. The second type of donor is living donors who are
usually related by blood or marriage to the transplant recipient. Truog (2005) refers to the fact that
organ donation by non-cadaveric donors presents a unique ethical dilemma, in that surgeons must risk
the life of a healthy person to save or improve the life of a person in need of an organ.

However as transplants became more successful, transplant organs have rapidly become scarcer.
Demand for organs now greatly outruns their supply. In the US, although the number of transplants
doubled between 1988 and 2004, the number of donors rose at a slower rate. Over the time period of
the past thirty years, demand for human organs has increased sharply and now exceeds the number of
available organs by a factor of about ten (Healy 2006). The number of individuals awaiting organ
transplantation in the US has been growing by 15% per year but the number of donors has only
increased by approximately 5%. There were more than 60,000 individuals on waiting lists awaiting
organ transplants in the US in 1999 alone (Howard 1999).

The success of transplantation thus relies on the willingness of the public to donate their organs or
those of recently deceased relatives. In the US, the majority of transplanted kidneys now come from
living donors (Healy 2006). UK research shows that while 70% of the population of the UK are
willing to donate that only 27 — 32% carries an organ donor card (New et al. 1994). It is therefore
logical to assume that 38% of the population are willing to become organ donors yet for various
reasons have failed to become so. Steinberg (2004) states that despite the proven efficiency of kidney
transplantation, there still exists a severe shortage of available organs in the US.

The sample frame for this research is intended to be Irish third level students in the age category of
18+ sourced from universities and third level colleges in the South West of Ireland. Third level
students are being targeted in a convenient random sample. It is anticipated that these students will
assess various advertisements encouraging organ donation and reactions will be gauged under
numerous criteria. It is anticipated that 6 focus groups each containing 10 participants will be
conducted. These will consist of three focus groups each for donor card carriers and non donor card
carriers. Interviews will also be conducted with members of the organ donation promotion and
medical community including the Health Services Executive of Ireland, Transplant Coordinators in
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leading transplant hospitals, the Irish Kidney Association, Transplant Ireland, the National Health
Service of Great Britain and the National Health Service of Northern Ireland. Motivations for donation
and non-donation as well as the possibility of a financial incentive for donation of organs will be
investigated.

2. MOTIVATIONS FOR DONATION

The purpose of this investigation is to ascertain how social marketing strategies could be implemented
in order to increase the supply of organs among non-donor card holders. Secondary information
currently being researched are motivations for donation among living donors, cadaveric donors and
donor card carriers; the barriers to donation; as well as the feasibility of a financial incentive for the
donation of organs. Numerous studies (Lennerling et al. 2004; Lennerling et al. 2003; Simmons and
Marine 2002; Jacobs et al. 1998; Russell and Jacob 1993; Schumann 1974) have been conducted into a
person’s motivation for donating their organ/organs. The following outline motivations for donation in
some detail.

Altruism

Healy (2004), refers to altruism as an act which is motivated by concern or regard for others rather
than oneself. Healy cites Simmons, (1991) who states that although scholars’ definitions differ, most
would agree that altruism: (1) seeks to increase another’s welfare, not one’s own; (2) is voluntary; (3)
is intentional and meant to help someone else; and (4) expects no external reward. Altruism at its core
is helping behaviour and this desire to help a fellow human being has been put forward as one of the
strongest motivational factors for donating one’s organs (Lennerling et al. 2003). Lennerling et al.,
(2004) interviewed 12 potential donors between December 2000 and April 2001 and found that the
desire to help was a strong motivational factor expressed by the majority of respondents. Interestingly,
Lennerling et al. (2003) state that self benefit can be a motivating factor in the decision to donate.
They discuss how a self benefit accrued to spouses who donated to their partner in the form of the
relative’s improved health. The donors believed that donation would increase both individuals’ quality
of life in numerous ways.

A feeling of moral duty was supported by a number of respondents as being separate from a desire to
help. Lennerling et al. (2003) noted that these respondents viewed donation as an obligation or
something that is expected. One interviewee stated that “one wants to help; I’ve been brought up that
way.” Healy (2000) also discussed organ donation as a means to cope with bereavement. Healy
references a 1999 quote from a United Network for Organ Sharing brochure which stated — “carrying
out your wish to save other lives can provide your family with great comfort in their time of grief”.
Healy further suggests that organ donation can sometimes bring some meaning to an otherwise
unexpected and meaningless tragedy.

Increased Self Esteem

Jacobs et al. (1998) found that of the 524 donors they surveyed between 1985 and 1996 an
overwhelming 96% would donate again if they could. The survey showed that donors experienced an
increased self-worth and positive self-esteem post the donation procedure. Jacobs et al. (1998) also
stated that donors have a higher quality of life than the general population. Lennerling et al. (2003)
also found that organ donation increases one’s self esteem with a number of respondents to their
2000/2001 survey stating that donation made them feel like better human beings. Spital (2000) who
undertook a survey involving 208 US renal transplant centres found that all donors who responded to
the survey experienced an increased level of self esteem post donation. These findings are also echoed

by Biller-Andorno (2002); Phadke and Anandh (2002); and Karrfelt et al. (1998).
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Identification with the Recipient/ Empathy

Truog (2005) categorises this type of donation as direct donation i.e. donation to a loved one or friend
and makes the distinction between this type of donation and two other types. These are firstly non-
directed donation, which is where the donor gives an organ to the general pool to be transplanted into
the recipient at the top of the waiting list and secondly direct donation to a stranger whereby the donor
makes the decision to donate to a specific person with whom they have no prior emotional connection.

Religion is one medium through which organ donation awareness can be increased according to
Jotkowitz (2004) who argues that religion has a role to play in increasing donor awareness and cites a
basic fundamental of Judaism which is not to stand idly by while thy neighbour’s life is in danger.
Jotkowitz (2004) also makes reference to Christian theology which espouses a universal fellowship of
man.

Increased Awareness

Paez et al. (2009) suggest that advanced education is a possible solution to combat low donation rates
arguing that by training health care students and professionals, organ donation awareness should
increase thereby positively influencing organ donation rates. The knowledge and awareness that one
can live a normal life with a single kidney was espoused as a motivating factor in the donation process
by potential donors. One interviewee noted that she would find difficulty in imagining what kind of
reasons one would have for not wanting to donate while another said “I feel that if I can live with one
kidney and I’'m healthy, there is no reason for me not to donate a kidney” (Lennerling et al. 2003). In
relation to blood donation external factors can be used to increase awareness such as social pressure
from friends or family and incentives such as gifts and rewards have also been described as being
important early motivators (Gardner and Cacioppo 1995; Piliavin 1990; Ferrari et al. 1985).

The media can also be used to increase awareness of the need for organ donation. Ireland’s most
successful organ donor campaign to date came about accidentally. More than 5,000 people applied for
organ donor cards after an Irish radio presenter - Joe Duffy highlighted on his show the plight of Frank
Deasy, an award winning Irish TV scriptwriter whose liver was failing. As well as Mr. Deasy, who
made an impassioned plea for organ donation on the show, Mr. Duffy listened to people who had
received a transplant or who desperately needed one (Ring 2009). Frank Deasy subsequently died on
the 18" of September 2009 while undergoing transplant surgery (Carroll 2009). In relation to blood
donation, Sojka and Sojka (2008) indicate that the second most common reason (accounting for 23.5%
of the sample) for donating blood initially was an appeal in the media about the need for blood.

3. BARRIERS TO DONATION

There are a wide ranging and diverse number of reasons why individuals do not donate. These include
commoditisation. Healy (2006) refers to the rapid growth in the exchange of human goods over the
past thirty years. He introduces the concept of the commoditisation of the human body and refers to a
recent survey which documents the expansion of markets for human body products such as hair,
leukaemia cells, eggs, placentas and brains. He subsequently refers to the horror individuals can feel at
the prospect of wholly commoditised bodies and says of organ donation that it introduces a utilitarian
calculation at the time of death and threatens to place a cash value on human life.

Another barrier is flawed psychological schemas. Steinberg (2003) evidences the occurrence of flawed
psychological schemas and attempts to uncover the reasons why an individual would choose to donate
a kidney to a complete stranger. He firstly assumes that the donor is in search of publicity and fame,
then assumes that the donor was a member of a cult and thereby possessing a lower than normal level
of sanity before finally realising that the act was indeed one of pure altruism. Healy (2006) also refers
to flawed psychological schemas or preconceptions which in essence are one of the foremost barriers
to donation. Up until recently, transplant coordinators would not consider donations from strangers for
this reason. He also emphasises the fact that medical practitioners have not only been reluctant to
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encourage such donations, but that their initial reaction has been to suspect that the would-be donors
are mentally ill (Healy 2006).

Frutos et al. (2005) suggest that a high percentage loss of potential donors occurs due to refusal by
family members to donate their loved one’s organs, stating that at the time of writing (2005) the mean
frequency of losses was 20% to 24%. They also refer to the finding that families who were more
accepting of organ donation were cognisant of the wishes of the deceased family member prior to their
death. This finding matches the view held by Jones et al. (2009) who refer to further studies by
Martinez et al. (2001); Radecki and Jaccard (1997); and Thompson et al. (2003). Cosse et al. (1997)
also agree that there is evidence to suggest that families are more likely to give their consent to organ
donation if the wish of the deceased relative is known prior to the death of that individual.

Other barriers to donation yet to be researched by this researcher are medical restrictions, fear and
anxiety including the excessive fear of hospitals or “nosocomephobia”, ill health post the donation,
fear that one will be in need of one’s organs in the after-life (especially the eyes and heart) as well as
fear of mutilation during a cadaveric organ donation operation and a decline in altruism which
(Ferriman 1998) argued was a prominent cause of diminishing blood supplies.

4. AFINANCIAL INCENTIVE FOR ORGAN DONATION?

The feasibility of a financial incentive for the donation of organs including the possible forms or facets
of such an incentive is the third area of research being undertaken. The possible forms of incentive
include, hard cash, tax credits, a financial contribution towards burial costs or a donation to a charity
in the name of the donor. Interestingly Healy (2006) refers to Titmuss (1971) who argued that if a
blood supply was run on purely cash incentives, then altruistic suppliers would be driven out of the
supply line and be replaced by selfish donors. Healy (2006) also puts forward a case by Frey et al.
(1996) who found that the rate of consent to a waste disposal plant dropped by 50% when a substantial
monetary compensation was offered to the residents in the area. Frey et al. (1996) argues that the offer
of monetary compensation drowned out other more altruistic motives like civic virtue.

5. SOCIAL MARKETING

A form of marketing which is rapidly growing, and has considerable potential to contribute to
increased organ donation is social marketing. Social marketing seeks to utilise tools, techniques and
concepts derived from commercial marketing in pursuit of social goals (Andreasen 1995). Kotler and
Zaltman (1971) describe it as the use of marketing principles and techniques to advance a social idea,
cause or behaviour. It superseded social communication as a policy approach to achieving social
change by integrating into campaigns commercially-derived concepts such as market research, product
development, and the provision of incentives (Fox and Kotler 1980). Kotler et al. (2002) define social
marketing as “the use of marketing principles and techniques to influence a target audience to
voluntarily accept, reject, modify, or abandon behaviour for the benefit of individuals, groups, or
society as a whole”.

Social marketing campaigns typically attempt to discourage harmful behaviour or encourage positive
behaviour (Andreasen 1995). Past efforts have been directed at smoking prevention and cessation,
drinking, drugs, obesity, AIDS, use of seat belts, sunscreen for skin cancer prevention, and medical
screening tests (Keller et al. 2002). However, the effectiveness of social marketing campaigns is
sometimes less positive than hoped for. Rotfeld (2001) notes that social marketing campaigns have the
very difficult task of persuading large numbers of people to change their behaviour despite the fact
that they are fully aware of the consequences of their behaviour and have already decided to ignore the
risks. Furthermore, Rotfeld (2001) notes that the basic question of whether advertising can bring about
behaviour change often goes unasked. It is the intention of this research to ascertain what social
marketing can achieve in increasing organ donation.
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ABSTRACT

Social marketing has experienced substantial growth over the last three decades and its utilisation has
spread into various domains of social and public life. However, certain barriers to its expansion do
still remain. The proliferation of various definitions and the lack of consensus on what these
definitions should contain have prevented its consolidation as an area of study. Since current students
will be the upcoming marketers, it is important to analyse their understanding about the social
marketing concept. In this sense this research aims to understand the importance of social marketing
as perceived by marketing students and to compare the perceptions of what is social marketing among
undergraduate and master’s degree marketing students.
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1. INTRODUCTION

Several decades on from its conception, social marketing in now deemed to be in the growth phase of its
product life cycle (Andreasen 2002). An indication of this expansion has been the publication of several
generalist books, such as those by Andreasen (1995) and Kotler and Roberto (1989), the staging of
several conferences dedicated to this theme (e.g. the Social Marketing Conference), the emergence of
journals entirely devoted to the area (e.g. Social Marketing Quarterly) and the increasing popularity of its
application to various societal related problems such as health, nutrition, drugs and the environment as
the beginning of any list.

According to Andreasen (2002), social marketing faces several barriers that have prevented its
sustainable development, in particular, the lack of appreciation of social marketing by senior
organisational management and the lack of any generally accepted definition of social marketing.

Since current students are the managers of tomorrow, it is important to study the perception that these
students hold on the concept and scope of social marketing. Correspondingly, the objective of this article
is to analyse, through phenomenographic analysis, how marketing students (undergraduate and
postgraduate) perceive and evaluate the concept and scope of social marketing.

After a thorough search of the available databases, only one study of a similar nature was found: research
carried out by Shanahan and Gerber (2004) on the concept of quality in higher education institutions.
This served as the foundation for the research set out below. The other phenomenographic studies
encountered, in the majority, looked at pedagogic methodologies in teaching and, to a lesser extent,
consumer behaviour. In the field of social marketing, this approach represents an innovation and may be
deemed a new research alternative.

2. EVOLUTION OF THE SOCIAL MARKETING CONCEPT

In theoretical terms, social marketing began to emerge as a differentiated field of marketing in the early
1970s when Kotler and Zaltman (1971) and Kotler and Levy (1969) recognised that marketing
techniques and tools, commonly applied to products and services were also susceptible to application for
the marketing of ideas. However, its practice dates back somewhat earlier with utilisation traceable to
family planning programs taking place in the United States in the 1960s (Andreasen 2002).

According to Kotler and Zaltman (1971), social marketing is the design, implementation and control of
marketing programs that involve considerations as to product, planning, price, communication,
distribution and market research within the scope of efforts to influence the acceptance of social ideas
across a specific target market. The work of these authors played a critical role in the introductory phase
of social marketing as they not only defined the actual concept of social marketing but also set out the
planning process for such initiatives.

However, this definition also resulted in social marketing frequently being confused with social
propaganda and social communication (Andreasen 1993). This distinction has since been fully resolved
(O’Shaughnessy 1996). Social propaganda deals only with the strengthening of beliefs and is entirely
didactic in nature while social marketing is based upon studies of the needs of the respective target
audiences (O’Shaughnessy 1996). Indeed, social marketing involves all the 4 P’s and not just one (Fox
and Kotler 1980).

Debate over these differences has resulted in the emergence of a new definition: “Social marketing is the
adaptation of commercial marketing technologies to the analysis, planning, execution and evaluation of
programs designed to influence the behavior of target audiences in order to improve their physical and
mental wellbeing and/or that of the society of which they are a part” (Andreasen 1993:1). As may be
seen, this definition clearly differs from that of Kotler and Zaltman (1971) in which social marketing is
seen only as a means for generating the acceptance of ideas (Andreasen 1993, 2002). Furthermore, in
1995, in his book Marketing Social Change, Andreasen added the voluntary character of the change in
behaviour to his definition.
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In accordance with Andreasen (2002), social marketing essentially differs as its objective is a change in
behaviour, it is totally customer driven and strongly emphasises the benefits while reducing perceived
costs and hence encouraging a change in behaviour. Additionally, it is possible to identify other
distinctive characteristics or processes such as: how social marketing involves deploying the 4 P’s of
marketing, the fundamental need for market research for the design, pre-testing and evaluation of
intervention programs, the careful segmentation of markets and the constant recognition and attention
paid to the competition (Andreasen 1995).

Given this adoption of commercial marketing tools and techniques by social marketing, there was also a
lack of conceptual clarity differentiating between social marketing and societal marketing (Andreasen
1993). Andreasen (1993) suggests that the distinction between the two concepts can be drawn from the
different characteristics inherent to the concepts. Social marketing contains a proactive dimension while
societal marketing is defined by its protective nature.

Almost two decades on from the first definition of social marketing, Kotler and Roberto (1989) carried
out a review of the original Kotler and Zaltman (1971) definition and categorised social marketing as a
process of social change. Nevertheless, this new definition did take on the acceptance of ideas dimension
(Andreasen 2002).

Currently, whether among researchers or marketers, there is consensus around the idea that social
marketing is not about the promotion of ideas but rather about influencing behaviours and may be
applied to behaviours that do not involve products (Andreasen 2002).

According to the National Social Marketing Centre (2006), the introductory phase of marketing (the first
twenty years) may now be considered the “Tell and Sell” phase. Correspondingly, in this phase, social
marketing was above all deployed when members of a particular population engaged in behaviours of an
uncertain or resistant type and where change would improve both their personal wellbeing and society as
a whole (Andreasen 1995) and hence the early literature focused predominantly on products associated
with changing behaviours (Andreasen 2002).

According to Andreasen (2002), the most significant development in social marketing was moving on
from marketing products involved in social change to a broad understanding and awareness of the
potential for such application. More recently, the field has featured best practice case studies, analysis of
the utilisation of tools as well as ongoing conceptual debates (Benett and Sargeant 2005).

With this progress, social marketing is today in a phase of growth even though there are still obstacles to
its further expansion, specifically: a) the low level of awareness and understanding at senior management
levels, b) poor positioning, ¢) its confused image, d) the lack of differentiation from competing concepts,
e) being perceived by some sectors of society as manipulative in nature, f) weak documentation and
promotion of cases of success, and g) a persisting lack of academic prestige (Andreasen 2002).

Thus, it would seem that many of the problems and challenges commented on by Bloom and Novelli
(1981) in their article entitled “Problems and Challenges in Social Marketing” have yet to be resolved.
According to Andreasen (2002), the solution for resolving these difficulties involves making recourse to
branding in social marketing.

Recently, efforts to accompany ongoing developments in the more general field of marketing have led
several specialists in the field to update their definitions as well as broadening the scope of the concept.
Thus, Kotler et al. (2002) set out their social marketing definition as the use of marketing principles and
techniques to influence a target audience to voluntarily accept, reject, modify or abandon a behaviour for
the benefit of individuals, groups or society as a whole.

According to Dann (2008), the modernisation of the marketing definition undertaken by the American
Marketing Association (AMA) in 2007 broadened the bases of marketing and bringing benefits both in
terms of the theory and the practice of social marketing. The 2007 AMA marketing definition
incorporated the concepts of exchange, value, clients, customers and other stakeholders to establish the
scope of social marketing as: “the marketing approach of creating, communicating, delivering, and
exchanging offerings of value with our client marketers, partner organizations, and the broader society to
improve the welfare of the individual and of society (Dann 2008:99)”, thereby recognising the existence
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of a client as a receptor of social marketing campaigns and the co-creation of value among the various
parties involved.

Domegan (2008) went to the extent of stating that while social marketing places the change of individual
behaviour at the centre of the process and coordinates a vast network of relationships and partnerships
across society so as to attain the objectives set, this may then equally be associated with concepts from
relationship marketing, e-marketing, network marketing, among others.

According to Hastings (2003) and Raval et al. (2007), there is a clear fit between social marketing and
the relational paradigm of marketing as social marketing strategies focus upon relationships that may
turn in long lasting and sustainable results.

Another perspective extending the conceptual range of marketing is that put forward by Wymer (2009)
who holds that social marketing should also target the social context of the individual as a means of
boosting social marketing process effectiveness.

3. SOCIAL MARKETING DEFINITIONS

As detailed in the preceding section, there have been various definitions of social marketing and
stressing different facets (propaganda, communication, behaviour). According to Dann (2009), in forty
years of social marketing, there have been over forty five peer reviewed academic definitions of social
marketing.

Correspondingly, we would take this opportunity to analyse the shared and different characteristics of
such definitions. Table 1 details some of the definitions of social marketing. Given the impossibility of
including each and every existing definition, we present here only the most often quoted authors in
conjunction with some of the more recent definitions of this concept.

TABLE 1
Definitions of social marketing

Authors Definitions
“Social marketing is the application of the ideas, processes and practices of the
Kotler and Zaltman (1971:5) marketing discipline to improve conditions that determine and sustain personal,

social and environmental health and well-being”.

“Social marketing is concerned with the application of marketing knowledge,
Lazer and Kelly (1973:4) concepts, and techniques to enhance social as well as economic ends. It is also
concerned with the analysis of the social consequences of marketing policies,
decisions and activities.”

Kotler and Roberto (1989:24) Social marketing is “a social change management technology involving the design,
implementation and control of programs aimed at increasing the acceptability of a
social idea or practice in one or more groups of target adopters’’

“Social marketing is the adaptation of commercial marketing technologies to the
analysis, planning, execution and evaluation of programs designed to influence the
Andreasen (1993:1) behavior of target audiences in order to improve their physical and mental wellbeing
and/or that of the society of which they are a part.”

Social marketing is “the application of commercial marketing technologies to the
analysis, planning, execution, and evaluation of programs designed to influence the

Andreasen (1995:7) voluntary behaviour of target audiences in order to improve their personal welfare
and that of their society."

Maibach, Rothschild and Social marketing is ‘‘a means for creating voluntary exchange between a marketing

Novelli (2002: 341) organization and members of a target market based on the mutual fulfillment of self
interest”’

Social marketing is “the application of commercial marketing technologies to the
analysis, planning, execution and evaluation of programs designed to influence the

Andreasen (2002:296) voluntary behaviour of target audiences in order to improve their personal welfare
and that of their society.”
Social marketing is “the use of marketing principles and techniques to influence a
Kotler, Roberto and Lee target audience to voluntarily accept, reject, modify, or abandon a behaviour for the
(2002:5) benefit of individuals, groups or society as a whole”.

“Social marketing is the application of commercial marketing technologies to the
Donovan and Henley (2003:11) analysis, executions and evaluation of programs designed to influence the voluntary
or involuntary behaviour of target audiences in order to improve the welfare of
individuals and society.”
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Authors Definitions
“Social Marketing’s most fundamental feature is that it takes learning from
commerce . . . such as consumer orientation, mutually beneficial exchange, the need

Hastings (2003:12) to focus on behaviour change and address the context as well as the individual.”
Social marketing is “the adaptation and adoption of commercial marketing
Dann (2009:5) activities, institutions and processes as a means to induce behavioral change in a

targeted audience on a temporary or permanent basis to achieve a social goal.”
“Social marketing is the planning and implementation of programs designed to bring
Social Marketing Institute about social change using concepts from commercial marketing”.

National social marketing centre | Social marketing is “the systematic application of marketing, alongside other
concepts and techniques, to achieve specific behavioural goals, for a social good”

Source: Self produced.

Analysis reveals overlapping facets of the definitions set out in Table 1, in particular:

- Changes in behaviour (Kotler and Roberto 1989; Andreasen 1993, 1995; Donovan and Henley 2003;
Hastings 2003; Dann 2009; Social Marketing Institute; National social marketing centre).

- Application of marketing programs (Kotler and Zaltman 1971; Lazer and Kelly 1973; Kotler and
Roberto1989; Andreasen 1993; Andreasen 1995; Donovan and Henley 2003; Hastings 2003; Dann
2009; Social Marketing Institute; National social marketing centre).

-Individual benefits (Andreasen 1993; Rothschild and Novelli 2002; Donovan and Henley 2003;
Hastings 2003; Dann 2009).

- Collective benefits (Andreasen 1993; Donovan and Henley 2003; Dann 2009; Social Marketing
Institute; National social marketing centre).

- Exchanges (Rothschild and Novelli 2002; Hastings 2003).

- Influence (Kotler and Roberto 1989; Andreasen 1993; Andreasen 1995; Dann 2009).

It should also be noted that some definitions are more restricted in scope (for example, Andreasen 1993,
1995, 2002) than others (for example, Lazer and Kelly 1973). Hence, while the more limited approaches
focus only on change in social behaviours, the broader definitions extend the scope of social marketing
into other fields such as the correction of current marketing activities.

According to Dann (2009), the content of social marketing definitions may be broadened to such an
extent that it is seen as a generic term for any marketing activity that seeks to bring about social and
behavioural change. Correspondingly, the various definitions may be considered as extensions or
variations of products seeking to meet the different needs across a vast range of markets.

4, METHODOLOGY
4.1. Research Design

In order to achieve our research objectives, we adopted a phenomenographic approach (the methodology
put forward by Ference Marton for the collective analysis of individual experiences) (Marton 1981,
Svensson 1997 and Akerlind 2002). The main characteristic of this research methodology is the
description of a phenomenon as it is actually experienced emphasising the collective meaning of the
object under study and should in no way be confused with phenomenological studies. Phenomenology is
far more interested in the individual experience of those involved than with the phenomena studied
(Barnard, McCosker and Gerber 1999; Akerlind 2002). Hence, this methodology enables an
understanding of individual perceptions of a specific concept. It is characterised by its qualitative and
exploratory nature and the transversal cross section (Hair Jr. et al. 2003) resulting from the data
collection process carried out through personal interviews with structured questionnaires (Barnard,
McCosker and Gerber 1999). All methodological decisions (the research universe and sample, data
collection and analysis) were adapted from the study of Shanahan and Gerber (2004).

4.2. Defining the sample

The questionnaire was applied to students of marketing (degree and master’s degree) at a Portuguese
state university, one of the few institutions providing this subject in the country and which represents a
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case study (Yin 2003). The choice of this university was particularly due to the fact that it attracts
students from various locations across Portugal. The diversified character of the students questioned
ensures that the results thereby obtained represent a general vision of a set of future Portuguese
marketing professionals in contrast to other universities where the students are drawn in the majority
from the immediate surroundings of the university itself (the respective major urban centre).

The sample chosen is made up of those students present in class on the days the research was carried out
and had necessarily already studied social marketing. This type of sample is thus non-probabilistic,
intentional, by judgement (Hair Jr. et al. 2003). It should be highlighted that the results set out here
represent only one sample of marketing students whether in Portugal or in the university itself.

4.3. Data collection

For data collection, a questionnaire was deployed in which section one first identified the student by age,
gender, level of study (degree or master’s degree) and year of study. This was followed by four open
questions designed to elicit the perceptions of the interviewees as regards their own definitions and level
of importance attributed to social marketing. This questionnaire was the result of an adaptation of the
data collection instrument put into practice by Shanahan and Gerber (2004). The final questionnaire was
made up as follows:

- Based on your own personal understanding, what does social marketing mean?

- In your own words, what is your definition of social marketing?

- What importance do you attribute to social marketing within the prevailing context? Please explain.

- Do you consider social marketing to be important? Why/why not?

It must be emphasised that each area subject to analysis is linked to the two questionnaire questions (the
definition and importance of social marketing). This is the key characteristic of the phenomenographic
methodology and seeks to ensure the interviewee considers with greater exactitude what his/her real
perception actually is as regards the issue under study (Barnard, McCosker and Gerber 1999; Akerlind
2002).

The collection of data took place in January 2010. A total of twenty-one questionnaires were completed
by undergraduate degree students and thirteen were filled in by master’s degree students. All thirty-four
questionnaires were passed as valid. The next step was to transfer the data collected to the analytical
software.

4.4. Data analysis

With all answers converted into a digital format, content analysis was undertaken with the objective of
identifying the definitions and perceived importance of social marketing through means of codification
(Denscombe 2003), with recourse to Atlas/ti software (Muhr 1995). This type of analysis seeks out
regularities and variations based on repetition (or otherwise) in the observations and statements with the
objective of quantifying qualitative data (Denscombe 2003). In this particular case, the codes were first
established by those words with the greatest incidence in the social marketing definitions as well as in
the explanations provided as to the importance of social marketing within the prevailing context. With
the data inputted into the Atlas/ti software, the codes were also then submitted to the system. This then
grouped the interviewee responses by regularity and similarity in accordance with the established code.
Thus, it proved possible to collectively analyse all the interviews in order to provide a ranking of the
codes present in the data collected ranging from the most present to the least present.

5. ANALYSIS AND DISCUSSION OF THE RESULTS

The first section to the questionnaire served to characterise the respondents. Correspondingly, the
twenty-one respondents taking their degree in marketing were between nineteen and twenty-six years of
age, with the majority (thirteen students) aged between nineteen and twenty, that is, rather young and
hence with little or no professional experience. Despite this, responses from younger and more mature
students did not differ significantly in content. As regards gender, there was a balance with ten males and
eleven females again without any relevant differentiation in their opinions and perceptions.
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As regards the thirteen students attending the master’s degree in marketing, a majority (seven students)
had already graduated in marketing and were continuing in the same field in the second study cycle.
However, of the other six students, four were management graduates, one in sociology as well as one in
media studies. Such diversity might be expected to generate distinctly diverse visions on the same
phenomenon (social marketing), given their different academic backgrounds, nevertheless, analysis of
the answers given did not produce this result. In terms of gender, females predominated (nine against
four males) even if there were no particular differences in the responses given. In relation to age, the
range of this latter sample ran from twenty-one to thirty-three with a majority aged between twenty-one
and twenty-two (seven students). Once again, the age of respondents did not reflect any disparity in
response and demonstrating that both younger and elder students held similar perceptions as regards the
research theme.

On the concept of social marketing, the main objective of this research, the results obtained were:

(a) Social marketing is directed towards society and targets human relationships and social awareness
(eighteen citations).

This finding demonstrates how students relate social marketing to the benefits for society, with a focus
on the relationships between individuals (Exchange) and on citizen awareness (influence) as regards the
problems that society faces. This perception was to the fore among undergraduate degree students
(twelve citations), with Master’s degree students also on various occasions mentioning (six citations, the
second most frequent response) social marketing as something that prioritises human beings and
awareness about living in society (individual and collective benefits). It became clear from interviewee
responses that they often considered social marketing across only one facet, communication, or merely as
one of the marketing P’s (Fox and Kotler 1980).

(b) Social marketing is concerned about social causes and the surrounding environment, promoting
social actions and drawing public attention to a particular problem or situation (fifteen citations).

This latter vision, the second most common in respondent answers, approaches social marketing as a
means of warning society about social or even environmental problems. It was master’s degree students
who mostly conceived of social marketing in this fashion (nine citations). It should be highlighted that
the majority of interviewees related social marketing to social propaganda in presenting examples of
advertising campaigns that targeted social or environmental problems, as already emphasised by
Andreasen (1993) who holds that there is frequently confusion between the concepts of social
propaganda, social communication and social marketing.

(c) Social marketing is marketing by non-profit organisations (thirteen citations).

This definition of social marketing, among the most commonly reported, especially among
undergraduate degree students (10 citations by this student group), reveals some confusion between
social marketing and the marketing carried out by non-profit organisations. Despite the respondents
perceiving these as synonymous, social marketing is not exclusive to this group of organisations. Such
conceptual misunderstanding was previously identified by Andreasen (2002) on observing how social
marketing was not accurately perceived with a lack of comprehension as to the extent of its applicability.

(d) Social marketing is connected to charity and helping our fellow citizens (10 citations).

Also commonly referred to by undergraduate degree students (7 citations), social marketing was related
to social welfare and support. Campaigns to raise charitable donations or social promotion were
examples of what they considered social marketing as connected to social solidarity and assistance to
fellow citizens. Once again, confusion appears between social communication, social propaganda and
social marketing (O’Shaughnessy 1996), in addition to relating social marketing to social welfare, hence
revealing difficulties in grasping the meaning as to what social marketing stands for (Jones and Putten
2008).
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(e) Social marketing fosters changes in behaviours and attitudes (6 citations).

This definition, most present in master’s degree student answers (5 citations) than in undergraduate
degree students, was the closest to the definition set out by Kotler et al. (2002) and that defined social
marketing as the utilisation of marketing principles and techniques so as to influence a specific target
audience in order to voluntarily accept, reject, modify or quit a specific behaviour type for the benefit
whether of the individual, group or society as a whole. The definition presented by these students
significantly resembles the concept established by Kotler et al. (2002).

(f) Social marketing is a resource for constructing a positive company image among its consumers (4
citations).

A fairly uncommon response provided to the questionnaire raised by only four students (two degree and
two master’s degree students) related social marketing to the constructing of a good company image
among its consumers, implying some sort of confusion between the social image of the company and
social marketing.

In summary, there was a certain difficulty, particularly among undergraduate degree students, in
distinguishing between social marketing and other types of social action, such as social propaganda,
social communication, social assistance and societal marketing. This confusion, already highlighted by
Andreasen (2002), shows how the concept of social marketing still needs to be worked on and refined
both by the academic community and by marketing professionals. For social marketing to prove of worth
to organisations, to individuals and to society in general, it needs to be understood by professionals in the
area. However, the results attained here show that there is still much work to be carried out by academics
specialising in social marketing.

On the perceived importance of social marketing attributed by interviewees within the prevailing context,
the following results were returned:

(a) Social marketing is important for helping people in general and for the resolution of social problems
(twenty-two citations).

Once again, the answers relate social marketing to social welfare. The most common response given by
interviewees, especially by undergraduate degree students (fifteen citations) expresses the importance of
social marketing for leveraging social welfare. Considering the definitions of social marketing present in
the literature, it is clear that respondents understand social marketing as a mechanism to be deployed to
generate individual and collective benefits.

(b) Social marketing proves relevant as a means of warning society about current social problems (15
citations).

Another example of confusion found in answers was in considering social marketing to be synonymous
with social propaganda. This response was the most common among master’s degree students (eight
citations) and the second most frequent among undergraduate degree students (seven citations). In
terming the importance of social marketing as a means of conveying social propaganda to warn society
as to current social problems, the concept is perceived as merely one of the four marketing P’s, the P of
promotion, necessary to render social marketing instrumental. However, the students do not consider the
other P’s that also make up part of social marketing (Fox and Kotler 1980).

(c) Social marketing is important for helping companies to survive and grow in demonstrating their
social responsibility to the public in general (14 citations).
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Once again, this shows how the concept and implementation of social marketing is not clearly perceived
by professionals in the field (Brennan and Binney 2008). In this case, both master’s degree (seven
citations) and undergraduate degree students (7 citations) related social marketing to corporate social
responsibility thereby highlighting its importance to the survival and growth of organisations. This is
another typical confusion: social marketing and corporate social responsibility. Despite many confusing
one with the other, these are different and not even necessarily interrelated. While social marketing
focuses on the behavioural change of a specific target public for the benefit of the individual, group or
society as a whole (Kotler et al. 2002), corporate social responsibility fosters the construction of strong,
credible and reliable relationships based on ethical and moral values and the good reputation of the
company with all third parties with the objective of perpetuating its own success (Friedman and Miles
2006). The difference between these two concepts does not seem to have been grasped by students
participating in this project.

(d) Social marketing is important for stimulating consumption among company clients (eight citations).

In this case, the importance attributed to social marketing derives from a supposed capacity to boost
consumption among company clients. Such importance was awarded both by master’s degree (4
citations) and by undergraduate degree students (4 citations). Hence, to these respondents, social
marketing is nothing more than a tool for boosting the sales of a specific company and thus closer to the
traditional core of marketing, which has always had as a key goal stimulating a rising level of
consumption by clients of an organisation (Kotler 2005). However, looking at more recent definitions of
social marketing (Dann 2008), we may see that social marketing may often be deployed to reduce certain
forms of consumption that prove harmful to either individuals or even the environment. Respondents
lacked this perception.

(e) Social marketing is of fundamental importance in demonstrating the human and social character of
companies to society (6 citations).

Once again, we encounter a mixture of social image, social propaganda, social communication and social
marketing. These are four different concepts that seem able to cause significant confusion. In this case,
the importance attributed to social marketing by master’s and by undergraduate degree students (three
citations apiece) is related to the image that the organisation wishes to convey to the market, a facet that
is not attributed to the fundamental concept of social marketing (Andreasen 2002), as previously
discussed.

In summary, this approach demonstrated that difficulties in defining social marketing are directly related
with its sheer importance to the prevailing context. Where a marketing professional does not understand
the essence of social marketing, then it is hardly to be expected that the individual will attribute the
necessary importance to the practice of this branch of marketing, as has already been emphasised by
Andreasen (2002) in identifying the barriers existing to the growth and maturing of social marketing
within the current organisational context.

6. CONCLUSIONS

The objective of this project was to research and explore the level of understanding that future marketing
managers hold as to the concept of social marketing in conjunction with the level of importance they
attribute to its application in current society.

Correspondingly, we seek to contribute towards the management of knowledge within organisations in
clarifying what is the real understanding of this concept among marketing students, the future
professionals in this field. The purpose also extends to making a contribution towards higher education
institutions identifying the actual level of understanding of marketing students on this theme. There are
also ramifications for the academic field deriving from the description as to how the concept of social
marketing is perceived by future marketing professionals.

Hence, it was found that marketing students, despite having studied content on social marketing within
the scope of their course programs, hold fairly different perceptions on this concept. Sometimes it is
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associated with central concepts found in the definitions of various researchers in this field, such as
changing behaviours, social and individual benefits, marketing programs and influence. However, it is
also frequently confused with other concepts especially those relating to social propaganda, societal
marketing, corporate social responsibility and even social action. Indeed, this may result from the
confusion present in the literature itself.

Correspondingly, it would seem important for academics in this field to progress with their efforts to
clearly delineate the content of social marketing and its applicable scope in the field.

Furthermore, the fact that students associate the importance of social marketing in many situations with a
means of “cleaning up the organisational image” or even turning over a profit reawakens the debate on
the ethical facet of social marketing, already raised by Laczniak et al. in 1979, in association with the
teaching of ethics on marketing study programs.

7. LIMITATIONS AND FUTURE RESEARCH LINES

The methodology chosen and the sample selected enabled some form of understanding as to how
marketing students perceive the concept of social marketing. However, it should be taken into
consideration that the sample size was small enough to potentially condition any generalisation of the
results obtained. Hence, it would be highly relevant to replicate not only this study at other universities
providing marketing programs but also to carry out this study within the framework of specific social
marketing programs so as to be able to make a comparison with students undertaking general marketing
programs.
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ABSTRACT

The author conducted an empirical study with the goal of demonstrating that there are
different types of breastfeeding nursing mothers depending on their knowledge, attitudes and
behaviours. In addition results showed that each type of mother fits a different emotional
profile, moreover each type of mother fits a different socio-demographic profile. This
research leads to recommendations that may improve breastfeeding campaigns, for instances,
it has been shown that there are four different segments of mothers that should receive not
only different emotional treatments but also different knowledge about health and
breastfeeding.

KEYWORDS
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1. INTRODUCTION

The correct identification of the segments of the breastfeeding mothers constitutes a basic condition
for the application of successful strategies and treatments in social marketing (Andreasen 2008) and in
the provision of appropriate services to the target and the hospital unit (Gerdtham and Sundberg 1998;
Nakamba et al. 2002, Collins 2003; Pavlova et al. 2003). On that basis, the first research objective of
this work is identifying the homogeneous groups or segments of breastfeeding whose reality could
improve the representation and planning with regard to breastfeeding.

Moreover, it is often forgotten that breastfeeding is an instinct not only for the baby but also for the
mother since this desired behaviour is similar to that performed by other mammals. However, that
similarity of the breastfeeding response in humans and other animals does not seem to be due to
common intellectual characteristics since there are clear differences in the cognitive capacities of
humans and other animals: it is more likely that the reasons lie in the emotional and affective layer that
is embedded throughout the animal kingdom (Guttman and Zimmerman 2000; Flacking et al. 2006).
Moreover, in order to develop efficient health care strategies it is necessary to analyze customers’
behaviour and study their emotions (Mark et al. 2000). Perhaps that is why the scientific literature has
paid great attention to the emotions aroused by breastfeeding (Depue and Morrone-Strupinsky 2005;
Klaus 1998; Bryant 2002). However, there are works that have addressed the study of each type of
nursing mother; therefore, the second research objective is to understand each type of breastfeeding
mother from an emotional perspective.

Finally, the scientific literature recognizes that sociodemographic characteristics have a descriptive
role in the pattern of breastfeeding adoption (Callen and Pinelli 2004; Scout et al. 2001; Kruse et al.
2005), which permits the target to be identified in a visible and tangible way (Andreasen 2008).
Therefore, it is logical to wonder whether the possible differentiating role that those basic
characteristics displayed by women could recognize the diversity of the typologies of breastfeeding.
On that basis, the third research objective is to study the association between sociodemographic
features and the types of breastfeeding patterns.

This article is structured in four sections to address those objectives: (1) the review of the literature,
(2) methodological aspects, (3) the analysis of results and (4) the conclusions.

2. REVIEW OF THE LITERATURE

The diversity that breastfeeding entails is more complex than could be established by considering only
the different degrees of performance of this desired behaviour. On the one hand, breastfeeding
behaviour may be conceived not only from a quantitative perspective, which refers to the volume and
frequency of feeding, but also from a qualitative perspective, which refers to the method or correctness
with which the breastfeeding is performed. Thus, there are two types of nursing mother depending on
two different behavioural variables: qualitative behaviour and quantitative behaviour.

In addition, that diversity of typologies is rooted not only in conative variables but also in cognitive
and evaluative variables, since mothers display differences in their ways of breastfeeding, in their
knowledge and in their attitudes toward breastfeeding. In that respect, the literature highlights two
cognitive and two evaluative variables.

The first cognitive variable refers to the how, when and where of breastfeeding and constitutes the
mother’s objective preparation for breastfeeding while the second is related to general knowledge
about health and how to look after oneself (Graffy and Taylor 2005). In addition to those cognitive
variables, there are two evaluative variables, namely, (1) attitude toward breastfeeding, which is
defined as an opinion either in favour of it or against it (McKinley and Hyde 2004) and (2)
involvement with breastfeeding, which entails an evaluation in terms of the importance, relevance,
incumbency and significance of breastfeeding to the mother (Zaichkowsky 1985).

Given that diversity of cognitive, evaluative and conative variables, breastfeeding should be expected
to follow more than just type or pattern of adoption and may involve the existence of different profiles
with much more richness than the traditionally that recognized in the scientific literature. On that
basis, the first research hypothesis is proposed:

99



100 Regulation and Best Practices in Public and Nonprofit Marketing

H1: There are different types of breastfeeding nursing mothers depending on their knowledge,
attitudes and behaviours.

This research work states that the process of breastfeeding adoption involves an experience that is not
only cognitive but also emotional. In fact, this thesis regarding the importance of the affective
component is supported by institutional assertions and certain scientific bases. In that respect, both the
American Academy of Pediatrics (1982) and the American Public Health Association (1981) consider
that breastfeeding is beneficial not only to the baby’s health but also to the emotional wellbeing of the
family unit as a whole. Moreover, various scientific research works have identified an emotional
component in the breastfeeding environment. For example, it has been shown that the feeling of the
father being involved facilitates the mother’s breastfeeding behaviour (Earle 2002) as well as the
infant’s expressive temperament (Wojnar 2004), the mother’s perception of the treatment in the
maternal care unity (Ingram et al. 1994) and, of course, the mother’s emotional status after the birth
(Jones et al. 2004). In addition, and specifically regarding the mother, some works show that
breastfeeding in itself is a phenomenon of a basically emotional character that occurs in the mother
(Depue and Morrone-Strupinsky 2005) since it is inherent to motherhood and the affective bond that
develops between mother and child (Klaus 1998; Bryant 2002). This is a bonding that occurs
physically from the start of pregnancy since it has been shown that breastfeeding is favoured if the
mother has a strong feeling of support and bonding with the foetus (Huang et al. 2004).

In addition, it is important to demonstrate the complexity of the emotional character of breastfeeding.
In fact, breastfeeding arouses in the mother a great variety of emotions that may even be somewhat
contradictory. For example, on the basis of the work of Schmied and Lupton (2001), while the mother
may feel stronger ties, harmony and intimacy with her baby, she also experiences some loss of
identity, autonomy and control over her life. According to that study, that affective dichotomy leads to
emotional tension and conflict. More specifically, the many dimensions mentioned in the literature on
breastfeeding refer to feelings that include guilt for not being able to breastfeed (Guttman and Salman
2004), shame for breastfeeding in public (Mitra et al. 2004), joy or pleasure of the intimacy that stems
from bonds with the infant (Cowdery and Knudson-Martin, 2005), sadness and guilt associated to
weaning (Chabrol et al. 2004), and pride for feeding the baby healthily (Schmied et al. 2001).
Moreover, another aspect that should be added is the complexity that stems from the condition of
sadness and post-natal depression (Mckee and Zayas 2004), where the logical emotion of stress and
anxiety about wishing to breastfeed is one of the facets of that emotional decline (Cronin 2003).

On that basis, the importance of an evaluative variable should be recognized: this variable can be
called breastfeeding emotions. This makes it necessary not only to explain that breastfeeding is, above
all, an emotional response but also to recognize that mothers follow an emotional and not so rational
pattern in the performance of this desirable behaviour. Thus, on the basis of the fundamental role that
emotions and feelings play in the breastfeeding adoption process, the third hypothesis is proposed:

H2: Each type of mother fits a different emotional profile.

One of the sociodemographic variables that permits the breastfeeding pattern of some mothers to be
distinguished from that of others is age, in that the older the mother is, the more probable the desired
behaviour is (Humphreys et al. 1998; Leung et al. 2003). Moreover, it seems clear that income and
education display some association with breastfeeding, although the predictions are contradictory.
Firstly, according to some works the relationship between income and breastfeeding is positive
(Humphreys et al. 1998; Mitra et al. 2004), particularly when the research took place in highly
developed countries, while in other works the relationship is negative (Pechlivani et al. 2005).
Secondly, the results obtained for educational level show that breastfeeding is more likely in the case
of mothers with high levels of education (Leung et al. 2003, Huang et al. 2004) although there is no
lack of works that state exactly the opposite (Lee et al 2005). The confusion in the literature may be
due to the interaction between those and other variables, such as area of residence, the country’s level
of development, the number of children and marital status. Moreover, breastfeeding is more frequent
in urban areas of developed or developing countries (Shirima et al. 2001, Jain and Bongaarts 1987,
Huffmann 1984), when the mother has fewer children (Mitra et al. 2004) and when the mother is
married (Peters et al. 2005). Finally, other variables display significant relationships with
breastfeeding, depending on the cultural context of each country, for example, race (Griffiths 2005)
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and occupation (Pechlivani et al. 2005). In view of relationship between sociodemographic variables
and breastfeeding, the fifth research hypothesis is put forward:

H3: Each type of mother fits a different sociodemographic profile.

3. METHODOLOGICAL ASPECTS

The field work of this research was completed thanks to the work of two research interns and three
nurses at the Maternity Hospital, as well as that of volunteers from the Association of Breastfeeding
Mothers. That fieldwork took place in a Spanish Maternity Hospital and five of the city’s Family
Medical Centres.

The first phase of the methodology comprised in-depth interviews and group dynamics whose end
objective was the construction of the scales to be included on the questionnaire. That qualitative phase
was followed by a quantitative phase to draw up the questionnaire, which was pre-tested on a sample
of 50 nursing mothers belonging to the breastfeeding support groups that normally form part of the
pre-natal preparation program. After that pre-test and the preparation of the final questionnaire, the
fieldwork for this research was carried out between 24 and 72 hours after the births.

This work used a sample of 311 breastfeeding mothers and the error is above 5% (reliability interval
95.5%). The sample was selected at random from the maternal hospital of a Spanish city, with
proportional stratification according to the size of each stratum in terms of social class and age. In line
with the consulted literature, three social classes were distinguished. The fieldwork took place in the
autumn of 2008.

The questionnaire was used to gather information about cognitive and emotional aspects and
involvement with breastfeeding. Breastfeeding behaviour was also measured using this questionnaire.
This questionnaire was self-administered and the individuals chosen at random. The characteristics of
the measuring instrument in terms of questions on the following variables of the study are:

Knowledge of health and knowledge about breastfeeding: a 5+5-item, 5-point Likert type scale
based on that proposed by Graffy and Taylor (2005), Avoa and Fisher (1990), Fridinger et al.
(2003) and Holman and Grimes (2003). It refers not only to information about health and how to
take care of oneself but also to practical information about how to breastfeed and why do so. To
be specific, the respondent was asked to indicate her level of agreement with those 10 item
statements on the scale, with 1 indicating the lowest level of agreement and 5 the highest.

Involvement with breastfeeding: a 4 item, 5-point semantic differential question based on
Zaichkowsky (1985) and defined as involvement and responsibility regarding breastfeeding;
with 1 on the scale indicating low involvement and 5 high involvement.

Attitude toward breastfeeding: a 4 item, 5-point Likert type scale based on Fridinger et al (2003) to
measure the positive or negative evaluations toward breastfeeding.

Breastfeeding conduct: four Likert type questions, each with one item and five points, referring to
the respondent’s level of breastfeeding, with 1 on the scale indicating low response and 5 high
response (Callen and Pinelli 2004; Cattaneo et al. 2005; CDCP 2004).

Sentiments and emotions related to breastfeeding: a 43-item, 5-point Likert type scale based not
only on Depue and Morrone-Strupinsky (2005), Schmied and Lupton (2001), Guttman and
Salman (2004), Mitra et al. (2004), Cowdery and Knudson-Martin (2005) and Chabrol et al.
(2004) from the medical literature, but also on Westbrook and Oliver (1991) from the marketing
literature on emotions. It gathers information not only about the respondent’s disquiet about
breastfeeding but also to answer the positive emotions related to breastfeeding. In this way, the
respondent had to express her level of agreement with those 43 statements on the scale, with 1
indicating the lowest level of agreement and 5 the highest.

Knowledge of health and knowledge about breastfeeding: a 5+5-item, 5-point Likert type scale based
on that proposed by Graffy and Taylor (2005), Avoa, A. and Fisher, P. (1990), Fridinger, F. et al.
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(2003) and Holman, D. and Grimes, M. (2003). It refers not only to information about health and
how to take care of oneself but also to practical information about how to breastfeed and why do so.
To be specific, the respondent was asked to indicate her level of agreement with those 10 item
statements on the scale, with 1 indicating the lowest level of agreement and 5 the highest.

Sociodemographic: questions on an ordinal 5-point scale for age and educational level, an ordinal
6-point scale for income and dichotomous and nominal for gender and place of residence,
respectively.

4. ANALYSIS OF RESULTS

Preliminary analyses

Prior to testing the hypotheses, a factor analysis with varimax rotation was carried out on the scales
used to measure the breastfeeding behaviour as well as the cognitions and evaluations related to
breastfeeding. The reliability of the scales was also tested by means of Cronbach’s alphas and the
values obtained indicate the reliability of the dimensions under consideration.

With respect to the breastfeeding behaviour scale, the factor analysis extracts two factors with a total
explained variance of 85.364%. Regarding the dimensions represented by the two factors describing
the breastfeeding conduct, it should be pointed out that the first factor (condl), which this paper labels
“quality conduct”, is explained by attributes mainly related to behaviours concerning what the mother
eats so that her milk can be much better for baby. The second factor (cond2) defines “quality conduct”
since it understands breastfeeding behaviour as a question of maintaining this desired conduct in the
long term instead of giving other sources of food such as formula milk or jars of baby food.

Since two kinds of knowledge are identified, two different factor analyses were conducted. In the case
of the knowledge about health scale, we found one dimension to refer to the mothers’ degree of
awareness of illness and wellbeing. In the case of knowledge about breastfeeding, another cognitive
dimension is extracted, which not covers some operative information related to how to breastfeed but
also some positive reasons for performing the desired conduct.

With regard to the factor analysis conducted on the attitude scale, we found one dimension which has
been called attitude toward breastfeeding. From the scale of involvement with breastfeeding”, one
factor has been extracted. In this work, this factor is labelled “involvement with breastfeeding” since it
comprises variables linked to how important and relevant the mother feels that the breastfeeding
behaviour is (see Table 1).

TABLE 1
Exploratory Factor Analysis on cognitions, evaluations and conation

[: KNOWLEDGE ABOUT HEALTH

I know what today’s most serious illnesses are. 893
I understand what is said about health on media ,827
In know how to look after myself. 725
I know the principal health problems of today’s society. 700)

Cronbach’s alpha: 0.79; KMO: ,745, Square Chi: 415,157; gl: 6; sig. 0.000; Explained variance: 62, 408.

[: KNOWLEDGE ABOUT BREASTFEEDING

I know what breastfeeding consists of. ,864
I have read or seen information about breastfeeding. ,849
I know how to breastfeed a baby. 758
I know the properties of mother’s milk. 738

Cronbach’s alpha: 0.814; KMO: ,788, Square Chi: 433,015; gl: 6; sig. 0.000; Explained variance: 64, 644.
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[: ATTITUDE TOWARD BREASTFEEDING

INegative/positive 493
IDestructive/contributive 484
IRidiculous/Proud ,609
Imbecilic/intelligent 704

Cronbach’s alpha: 0.75; KMO: ,750, Square Chi: 284.287; gl: 6; sig. 0.000; Explained variance: 57.271

[: INVOLVEMENT WITH BREASTFEEDING

IMeans nothing to me/Means a lot to me 419
IBoring/Pleasant ,789
It is not relevant/It is very relevant ,740
It does not interest me/It interests me. 617

Cronbach’s alpha: 0.80; KMO: ,765, Square Chi: 462.637; gl: 6; sig. 0.000; Explained variance: 64.120

I: BREASTFEEDING BEHAVIOURS

I hold the infant in the correct position for breastfeeding. 734
I follow a suitable diet for breastfeeding. 736
IAll my baby’s food consists of mother’s milk. 704
I breastfeed my baby as many times as necessary. ,807

Cronbach’s alpha: 0.65; KMO: ,717, Square Chi: 246.836; gl: 6; sig. 0.000; Explained variance: 74.528

K analysis measures for segmentation and to test Hypothesis 1

Based on the use of the factors extracted from the cognitive, evaluative and conative scales, a K means
segmentation analysis was conducted to distinguish the different types of mother according to their
knowledge, attitudes and behaviours regarding breastfeeding. In order to select the optimum
classification and distinguish the best division of mothers, the validity of each group was tested by
means of variance analysis and discriminant analysis. A four segment solution was chosen on the basis
of those analyses.

TABLE 2
K means segmentation analysis
ANOVA Error F Sig. Segments
Square Square Df
means Df means 1 2 3 4
Involvement 46.547 3 .555 307 83.880 .000] -.3130] .2962| .3204]-2.3684
Attitude 51.522 3 .506) 307 101.763 .000] .0734| .3157] .0383]-2.6451
K.breastfeeding 56.944 3 453 307 125.616 .000] .2816| .5787/-1.1972] -.1438
K. health 30.199 3 715 307 42.257 .000] -.1981] .5566| -.5832| -.8966
Behav.quality 16.992 3 .844 307, 20.140 .000] -.6433] .2101] .3209 -.6529
Behav. quantity 50.739 3 514 307 98.725 .000[-1.3074{ 45400 .3136] -.1298
Segments 1 67.000
2 142.000
3 82.000
4 20.000
Valid 311.000
Missing .000]

Well-classified Percentage 97.7% according to the discriminant analysis
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As shown in Table 2, the largest segment comprises almost half of the mothers (45.65%). That
segment has been given the name “involved and informed” since it comprises mothers with more
information about health and breastfeeding, and with a more favourable attitude to breastfeeding and
performing the desired behaviour at the highest level. The second largest segment contains “involved
and uninformed” mothers, represents more that a quarter of the population (26.36%) and is
characterized by a very low level of knowledge about breastfeeding and general health. However, the
mothers in this group are highly committed and attempt to perform breastfeeding behaviour in the best
possible way. The third segment is made up of mothers who are “uninvolved” with breastfeeding and
represents 21.54% of the population. The mothers in this segment have sufficient knowledge about
breastfeeding but display low commitment and a negative performance of breastfeeding behaviour.
The final segment comprises 6.43% of the population and these mothers are reluctant to breastfeed or
opposed to breastfeeding; their profile is characterized by lack of knowledge, unfavourable attitudes
and having no immediate intention to continue breastfeeding.

Krusk Wallis Analysis to test Hypothesis 2

Prior to testing the second hypothesis, a factor analysis with varimax rotation was conducted on the
scale used to measure the emotions related to breastfeeding. The reliability of the scale was also tested
by means of Cronbach’s alpha and the scale displayed a value (0.808) that indicates the reliability of
the dimension under consideration.

With regard to the factor analysis conducted on the emotional scale, nine dimensions were obtained
(see Table3). The first factor (emol), “shame and guilt”, defines sentiments linked to the sense of guilt
and shame of breastfeeding in public that a mother might feel. The second factor (emo2) refers to the
sense of pride that a mother feels for doing her duty. The third factor (emo3) describes variables
regarding “anger” after a mother performs breastfeeding behaviour because of problems and
difficulties associated with breastfeeding. The fourth factor (emo4) shows a content of “empathy and
bond”, since it regards the mother’s feeling of closeness to the baby because she is breastfeeding. The
fifth factor (emo5) explains items related to feelings of tedium associated to breastfeeding, such as
“boring”. The sixth factor (emo6) is to do with “confidence” since the mother feels confident not only
when she is breastfeeding but also because she thinks she will be successful in maintaining this desired
response. The seventh factor (emo7) is called “happiness” since mothers express some sentiments of
joy and pleasure since they enjoy breastfeeding. The eighth factor (emo8) refers to “disgust” since it
refers to emotions that reject breastfeeding and its positive consequences. Lastly, “phobia” is the factor
oriented to express the feeling of refusing to breastfeed because of fear.

TABLE 3
Exploratory Factor Analysis on emotions

Components
1 2 3 4 5 6 7 8 9

I feel embarrassed to breastfeed in public. 69| 42| 01| -18|-08|-06| 04| 24/ ,15
I go into my shell if I breastfeed in front of other people. 69| 28 28| -07| 06| -12| 31| -11| ,07
I am shy of breastfeeding in front of other people. 69| 20| 28| ,09|-08|-10 21|-23]| .15
Breastfeeding in public is very daring for me. 691 45| 02 -23]-08|-01| 00| 26/ ,14
I feel ashamed to breastfeed in public. 671 29| 13| -00|-23]-09| 11| 34| 21
In consider it bad taste to breastfeed in public. 66| 121 06| 06| 46| ,11|-05]-05] ,19
I have more self-respect since I have been breastfeeding my

baby. -65| ,17| 27| ,03| ,00| -16| ,32|-25]| ,12
I feel a certain self-admiration for breastfeeding. 64 491 03]-20)-20]-02]|-04] 04| ,13
I boast, or could boast, about breastfeeding. 63| 23| 221-09| 14| -14 30| ,06| ,10
I am the best at breastfeeding. 63| 34| 04| -12|-16 ,00| 01| 39| ,17
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I feel proud of breastfeeding. 61 11| 17 15| 35] 01|00 -13 | .35
Breastfeeding is a pleasure for me. 61| 521 5] -22|-11|-02| ,01]|-19]-20
I get angry with myself when I breastfeed. 60| 29| 24| -14| 12| 08 24| 04| ,04
I feel angry if I breastfeed. 59| 14| 09| -05| 52| 13| 05| -17 | ,11
Breastfeeding is something that irritates me. 570 35| 45] 12| 09| -06]|-29 | -01 | ,01
Just thinking about having to breastfeed puts me in a bad
mood. 56 | 17| =07 | -13 | 45| 22| -16 | 12| ,I5
Having to breastfeed annoys me. 55| ,51] ,03|-08|-04-25| ,09]|-09|-,17
Breastfeeding is an experience that brings me and my baby
closer 55| 34| -45| 20| 20]-05| ,09 20 -05
I can feel better when breastfeeding my baby. 551 520 03] -25] 01 ,02| ,05| 13 -37
When I breastfeed my baby. I can feel maternal love. .54 35| 420 26]-03| ,02]-32] ,02]-01
Breastfeeding is an affective bond between me and my baby. | _54 | 27| 15| -01 | -26| ,52 | ,16 | -,05 | .14
Breastfeeding your baby is like building an affective bond. 253 32 49| 27| 041]-01|-33 14| 12
I feel physically and emotionally bored when I breastfeed. 521 49| 10 -33| ,05| 03| ,08|-12]-28
Breastfeeding is becoming a great sacrifice for me. 521 -02] 09| 52]-09] 23| 04 18] -,18
I admire mothers who stop breastfeeding their babies. 52 03| 14| 49| 03| -47| 04 -05]| -09
I am tired of breastfeeding. 46| 28| 26| -08|-00]| ,10| 39| -25]| ,08
Breastfeeding is really tedious. 541 57| 01 -29(-03] ,09| ,00|-10]-27
I get depressed thinking about breastfeeding. 41| 51 -64| 20| -00|-06]|-09|-08 | ,05
I feel prepared to breastfeed. 46| 47| -63 24 -021-08|-06|-04]| ,08
I feel that I have accomplished the task of breastfeeding. S50 4360 21| 09|10 -05|-01]-00
I feel that I will be able to breastfeed for the correct period of
time. -46 | 52| -57| 25| -05]| -10| -,04 | -,09 | ,05
I feel confident when breastfeeding. 55| 34| 57| 18| 11| -08 -28| ,08| ,00
I believe in my ability to breastfeed. 54 33| 56| ,17 | 02| -00|-32| ,12-08
I feel content when breastfeeding. 41| 50| -55| ,11|-09| ,18  -11|-00| ,04
I have a feeling of triumph when breastfeeding. 49| 01| 08| 66|-02| 22| ,19|-01 ] -11
I experience emotions of joy and pleasure when breastfeeding. | 58| 10| 10| 63| -14| ,13| ,11| ,03| ,02
It is a delight to be able to breastfeed. 59| 04| 06 ,61|-07| 20| ,06| ,01| ,00
I experience anxiety when breastfeeding. 56| 06| 08| ,61|-06| 25| ,12| ,00]-08
I feel very close to my baby when breastfeeding. 551 10| 06| 04| 56| 22|11 15| ,18
I would sometimes like to stop breastfeeding. S33 ,04]-07] 00| 46| 01| 24| 25]|-24
I feel happy when breastfeeding. 38| 24| 08|-20]-13| ;72| 01| 11| ,13
The truth is that breastfeeding is giving me a phobia. 49 09| 12| 24| -221]-54| ,00| 00| 26
Breastfeeding makes me apprehensive. 231 ,020-00] 15| 51|-01| 37| ,51-21

A Kruskas Wallis test was then conducted in order to measure the degree of association between the
segment to which mothers belong and their emotions (see Table 4). That test reveals that the feelings of
pride, anger, confidence and happiness display the most significant relationships. More specifically, the
proudest mothers are those most committed to breastfeeding, while anger characterizes the group of
uncommitted nursing mothers. Similarly, confidence is a characteristic of committed, informed mothers
while happiness is typical of mothers, especially the less informed, belonging to the committed groups.
Thus, Hypothesis 2, which states that “each type of mother fits a different emotional profile”, is

confirmed.
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TABLE 4
Kruskas Wallis Test among emotion factor and segment
Initial number of cases N Mean level Chi-square Gl Sig
emol 1 67 170.45
2 142 147.81 3.144 3 0.370
3 82 156.05
4 20 165.55
Total 311
emo?2 1 67 103.45
2 142 170.10 47.188 3 0.000
3 82 189.48
4 20 94.70
Total 311
emo3 1 67 108.54
2 142 166.04 24.469 3 0.000
3 82 171.15
4 20 181.65
[Total 311
emo4 1 67 161.37,
2 142 166.19 6.782 3 0.079
3 82 142.06
4 20 122.80
[Total 311
emo5 1 67 157.18
2 142 160.99 1.882 3 0.597
3 82 151.90
4 20 133.45
[Total 311
emo6 1 67 125.88
2 142 175.29 15.733 3 0.001
3 82 153.33
4 20 130.90
[Total 311
emo7 1 67 116.21
2 142 159.73 25.818 3 0.000
3 82 188.44
4 20 129.80
[Total 311
emo8 1 67 158.07
2 142 145.89 4.664 3 0.198
3 82 172.60
4 20 152.75
[Total 311
emo9 1 67 151.10;
2 142 164.47 2.693 3 0.441
3 82 149.82
4 20 137.60
[Total 311

Analysis of contingency tables to test Hypothesis 3

In order to complete the description of the segments, an analysis of contingency tables was conducted
between the sociodemographic characteristics and the segment to which mothers belong (see Tables 5,
6 and 7). In light of the results obtained, it can be affirmed that each of the identified segments, except
that of “committed and informed” mothers, displays a specific sociodemographic profile in terms of
age, place of residence and working life. To be more specific, it is clear that the “committed and
uniformed” segment comprises mothers living in rural areas. Moreover, the “uncommitted and
informed” segment is characterized by mothers between 26 and 30 years of age, working mothers
living in rural areas, and the absence of mothers between 31 and 40. Finally, the “reluctant” segment
comprises younger mothers who are 17 or 18 years of age and without gainful employment.
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TABLE 5
Analysis of the contingency coefficient between age and segment
Age Total
17-18 | 19-25 26-30 31-35 36-40 | 41-45 | >46
Recount 1 12 27 15 9 2 1 67
Segment
1 % total 3% 3.9% 8.7% 4.8% 2.9% 6% | 3% 21.5%
Corrected residuals -1.0 1.5 2.4 -2.3 -1.2 7 1.9
Seement Recount 5 15 39 52 28 3 0 142
g2 % total 1.6% | 4.8% 12.5% | 16.7% 9.0% 1.0% | .0% 45.7%
Corrected residuals .0 -1.0 -4 .8 4 2 -.9
Seement Recount 2 8 19 32 20 1 0 82
g3 % total .6% 2.6% 6.1% 10.3% 6.4% 3% | 0% 26.4%
Corrected residuals -.6 -9 -1.3 1.0 1.6 -5 -.6
Seement Recount 3 4 4 8 1 0 0 20
g4 %total 1.0% 1.3% 1.3% 2.6% 3% 0% | .0% 6.4%
Corrected residuals 2.9 1.0 9 .5 -1.6 -.6 -3
Recount 11 39 89 107 58 6 1 311
% total 3.5% | 12.5% | 28.6% | 34.4% | 18.6% | 1.9% | 3% 100.0%
Value of contingency coefficient: 0.294; Approximate significance: 0.044
TABLE 6
Analysis of the contingency coefficient between area of residence and segment
Area of residence
Urban Rural Total
Recount 66 1 67
Segment 1 % del total 21.2% 3% 21.5%
Corrected residuals 32 -3.2
Recount 122 20 142
Segment 2 % del total 39.2% 6.4% 45.7%
Corrected residuals -4 4
Recount 63 19 82
Segment 3 % del total 20.3% 6.1% 26.4%
Corrected residuals -3.1 3.1
Recount 19 1 20
Segment 4 % del total 6.1% 3% 6.4%
Corrected residuals 1.1 -1.1
Recount 270 41 311
% del total 86.8% 13.2% 100.0%
Value of contingency coefficient: 0.224; Approximate significance: 0.001

TABLE 7
Analysis of the contingency coefficient between whether the mother has gainful employment and the
segment to which she belongs

Do you have gainful employment?
Yes No
Recount 54 13 67
Segment 1 % del total 17.4% 4.2% 21.5%
Corrected residuals 2.7 -2.7
Recount 89 53 142
Segment 2 % del total 28.6% 17.0% 45.7%
Corrected residuals -1.4 1.4
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Do you have gainful employment?
Yes No
Recount 57 25 82
Segment 3 % del total 18.3% 8.0% 26.4%
Corrected residuals .6 -.6
Recount 8 12 20
Segment 4 % del total 2.6% 3.9% 6.4%
Corrected residuals -2.6 2.6
Recount 208 103 311
% del total 66.9% 33.1% 100.0%
Value of contingency coefficient: 0.205; Approximate significance: 0.003

However, the characteristics of age and income are not associated with any particular segment, which
is consistent with the classic or educational model not being the model most representative of
breastfeeding mothers. Moreover, on the basis of the above, there is no reason not to state that ““each
type of mother fits a different sociodemographic profile”, which confirms Hypothesis 3.

5. CONCLUSIONS

We should change our minds about breastfeeding in three senses. Firstly, there is no single model of
the breastfeeding response but a range of segments whose typology is explained according to the
cognitive, evaluative and behavioural characteristics of breastfeeding by the mothers. Secondly,
emotions acquire a certain importance, which confirms the instinctive, non-intellectual nature of
breastfeeding. Finally, each segment has a sociodemographic profile providing significant evidence
that the educational level does not influence the breastfeeding pattern, which is consistent with the
classic or educational model not being the most representative of the desired behaviour. Thus, from a
theoretical point of view, it is necessary to understand the breastfeeding phenomenon as an issue of
multiple and varied choice whose new paradigm recognizes the importance of emotional or instinctive
aspects of this natural response as well as its traditional influence from custom.

From an implicative point of view, it has been shown that there are four different segments of mothers
that not only are represented by four different models of breastfeeding adoption but should also
receive different treatments. Thus, it seems logical to recommend that greater effort be devoted to
informative campaigns about how to breastfeed and about health in rural areas than in urban zones,
since most of the mothers in the committed and uninformed segment live in the country. That lack of
knowledge in the rural world might be due to the fact that the hierarchy of effect through which
information is processed has an emotional character while the hierarchies of effect selected for this
group of mothers are those of impulsiveness and dissonance. Therefore, persuasion strategies should
take advantage of the channels in the breastfeeding mother’s normal surroundings, for example her
family environment and custom, and place special emphasis on eliminating the contradictions and
incoherencies that lead these mothers to experience dissonance and impulsiveness.

Moreover, a different emotional treatment is recommended for each of the identified segments since it
has been shown that each group of nursing mothers displays a distinct affectivity. More specifically, in
order to favour the mothers’ wellbeing, the objective of a promotion should be the mothers’
commitment to breastfeeding since the positive emotions of pride, confidence and happiness are
aroused in the groups of more involved and committed mothers. However, since the levels of the
negative emotion of anger or rage are lower in the more informed groups, it is logical to infer that,
while the provision of information is a suitable antidote to that negative emotion, it is not the most
effective tool to favour commitment since a significant segment of mothers displays commitment but
lacks information. Hence, it has been shown that information is not the key to success in achieving a
model of high-commitment to breastfeeding; it is only an emotional barrier against unease and the
feeling of annoyance or anger.
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In addition, a problem of lack of commitment was detected in mothers aged between 18 and 26 who
are in gainful employment and live in rural environments. The policy to be applied to this group of
mothers should be designed according to the inverse learning model, which places great importance on
practical experience as a source of knowledge. For example, the aim would be to induce the adoption
of breastfeeding by means of the “foot in the door” technique, which consists of facilitating a short-
term trial of the desired behaviour that would serve to gradually initiate greater commitment. In
parallel, since the attitude of this group of mothers displays a certain indifference, it is necessary to
enhance their evaluation of breastfeeding by means of reward, such as a draw or raffle among
breastfeeding mothers: lastly, it would be interesting to provide basic information about health since
the mothers in this group lack this cognitive resource that is so necessary for them to perform the
breastfeeding behaviour with clearly favourable attitudes.

Finally, it has been shown that the profile of mothers who are reluctant to breastfeed is strongly
defined as very young mothers of 17 or 18 years of age with no gainful employment. Therefore, it
could be said that reluctance to breastfeed is part of a much larger problem of unwanted pregnancies
and difficulties associated with too much responsibility for women who are so young. Hence, there is
no doubt that the recommendations go beyond the field of breastfeeding to include much broader
policies such as sex education and the prevention of unwanted pregnancies.
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ABSTRACT

The organizations of the non-profit sector are sometimes considered pillars of the (re)construction
of ,, civil society"”, other times, components of ,, social economy" and, every time, organizations
of the non-governmental sector that answer the needs of free association of citizens or individual
persons.

In this paper, we shall analyze the role of social marketing in the development of associations and
foundations that supply social security and social care services.
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1. INTRODUCTION

Located between the private and the public sector, the third sector includes non-governmental,
charitable, volunteer associations, associative or informal, of a puzzling variety: clubs (sportive,
cultural, social, press, recreational etc), societies (literary, historical, artistic, humanistic), health
care centers, units offering social security and social care services, community development centers
(economic, social, cultural), associations (philanthropic, political, professional, ethnic, business
etc.), foundations.

The current level of living of which the developed countries benefit is the result of the marketing
system that they created and incorporated, at the beginning in the activity of economic
organizations, and then in nonprofit organizations.

The unprecedented development of the field of non-lucrative marketing, which reflects, in fact, the
high level of economic-social development, of civilization of industrialized countries, has lead to
the emergence of special problems that the non-profit organizations attempt to solve by exploring
the benefits of marketing.

The marketing of non-profit organizations aims to ensure the rational management of social action,
the increase of the demands of a certain nature, from the social environment, by applying the
marketing concepts and techniques in the activities performed by individuals or organizations,
others than the profit-related ones.

Its mission consists in the informing, persuasion and motivation of people for the support of social
causes and the encouragement of active participants, by promoting the idea that their actions are
beneficial both for individuals, and for society in its entirety.

Generally speaking, non-profit marketing must be seen as a process that aids in the exchange of
something valuable for something necessary. It includes all efforts made by organizations that are
not business enterprises, in the direction of selling their products, of increasing the number of
members, of gaining support, of raising funds or of reaching any other marketing objective (Nikels
1994: 444).

2. ORGANIZATION AND FUNCTIONING OF THE NON-PROFIT SECTOR IN
ROMANIA

2.1. Typology of the non-profit sector

The specialty literature demonstrates that there is no single criterion for differentiating and grouping
non-profit organizations.

In general, the classification of non-profit organizations is performed on categories, depending on
the main type of activity performed.

From this perspective, the existence of three large types of non-profit organizations is allowed
(Douglas 1987: 75). The distinction between the three categories of non-profit organizations starts
from the hypothesis that the organizations included in the last two categories do not aim to answer
the interests of society, but only of the members of a particular group.

a) philanthropic non-profit organizations or those oriented towards the ,,public
benefit”; In this category there are, mainly, religious, education and research, health care, arts and
culture, social services, international assistance programs and legal services organizations'.

b) non-profit organizations organized on the principle of ,,mutual benefit”" of their
members; In this category are included social clubs, professional organizations, leagues or trading

"It is considered that, in some countries, this type of organizations makes up the vast majority of non-profit organizations,
being also considered the most interesting from the theoretical point of view, as long as, through the private supply of
,,public goods™, it constitutes a true alternative to the governmental sector.
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companies, trade unions and, in general, all companies, associations or foundations organized such
as to give their members mutual benefits.

¢) nonprofit organizations focused not on the supply of services, as such, but on
political actions meant to convince the government to provide them. This category comprises
the political parties, the pressure groups, organizations of social movements etc, respectively those
political organizations established on voluntary and non-profit basis and which aim at the ,,public
interest” outside the political sphere.

2.2. Regulations of the non-profit sector in the Romanian legislation

In Romania, the Constitution establishes in art.37 para.l that ,,Citizens may freely associate in
political parties, in trade unions and in other forms of association”.

On this basis, the Government adopts Government Ordinance no. 26/2000 regarding associations
and foundations, defining the non-profit association as being ,,a type of legal entity established on
the grounds of the right to association, legally regulated completely distinct of the regulation of
political parties, trade unions and religious cults”.

From this definition, the following distinctions derive:

a) the non-profit association is not an enterprise — the enterprise being defined in the Civil
Code as being established for the purpose to share benefits;

b) the non-profit association is not a foundation: through G.O. no. 26/2000, the distinction
also present in the previous law that regulated these forms of organizing (Law no. 21 of 1924) is
emphasized. The association is the subject of law established by three or more persons who, on the
basis of an agreement, put in common and without right to restitution, their material contribution,
knowledge or contribution in work, for the achievement of activities of general, communitarian or,
as the case may be, their own personal, non-patrimonial interest. The foundation is the subject of
law established by one or several persons who, on the basis of a legal document between the living
or for cause of death, establish a patrimony assigned, permanently and irrevocably, to the
achievement of a general or, as the case may be, communitarian interest.

A non-profit association is, therefore, characterized by the purpose of performing common
activities through the participation of the members, and the foundation is characterized by the
patrimonial element.

The fields in which non-profit associations can be established can be divided into three important
categories (Rentrop and Straton 1998: 107):

I. Associations established in the personal non-patrimonial interest of their own members. In
this category there are: associations of owners and associations of tenant, and associations sportive.

II. Associations established in the interest of a social category to which the members belong.
In this category there are: associations of disabled persons, professional associations, industrial
owners’ associations, consumers’ associations, women’s associations, associations of youngsters,
pensioners, minorities of ethnic, religious or sexual nature, religious associations, or associations
established for the settling of a legal or social problem.

III. Associations established in general or communitarian interest. This category of
associations is related the closest, as object of activity, with foundations. Therefore, there are fields
of the civic, social, humanitarian, ecological, cultural or philanthropic activity in which associations,
as well as foundations, can be established.

However, a difference continues to exist: while the foundations aim at the financial support of the
respective field by using substantial funds, the activity of associations is based on the volunteer
spirit and the enthusiasm of their members to a larger extent than on their patrimony.
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To this category belong associations with humanitarian character, associations established through
the launching of an advocacy campaign, associations with philanthropic character, associations with
social and scientific character, associations with political character.
Special attention is given to those organizations considered of public use.
“Public use” means that the organization requesting recognition by the Government, it is position of
provider of services circumscribed to the sphere of ,,public interest” wishes to contract certain
services of the same nature as those for which it is requesting recognition, at the same time, making
the proof of having fulfilled the objective criteria stipulated in the text of the ordinance. Possible, it
wishes to have access to governmental subsidies, in view of covering the operational costs related to
these activities.
On the grounds of the development of civil society, it was necessary to adapt the regulations
regarding associations and foundation subsidized or related to state by conventions to the new
legislative context. Thus, a special chapter of the ordinance was created, chapter 1V, regarding the
associations and foundation recognized as being of public use. Both a change of terminology and a
change of procedure were achieved in Ordinance no. 26/2000°.
An association or foundation can be recognized by the Government of Romania as being of public
use if the following conditions are fulfilled cumulatively:

a) its activity is performed in general or communitarian interest, as the case may be;

b) it has been functioning for at least 3 years and it has achieved part of the objectives set;

¢) it presents a report from which to derive the performing of significant prior activity, by
running certain programs or projects specific to its purpose, accompanied by the balance sheets and
the budgets of incomes and expenditure for the last 3 years;

d) the value of the patrimonial assets for each separate year is at least equal to the value of
the initial patrimony.
The Government of Romania can, at the proposal of the competent administrative authority, to grant
a exemption from the fulfillment of the conditions indicated at letters a) and b), if:

a) the applicant association or foundation resulted from the merger of two or more pre-

existing associations or foundations; and

b) each of the pre-existing associations or foundations would have fulfilled the two

conditions, if the application would have been formulated independently.
The recognition of a public use association or foundation is done through Government Decision. For
this purpose, the interested association or foundation addresses an application to the ministry or the
specialty organism of the public central administration in whose area of competence it performs its
activity.
The conflicts of competence occurred between the public authorities regarding the application
registration are settled, at the notification of either party, by the General Secretariat of the
Government, within 5 days from the date of registering the notification.
In view of settling the conflict, the public authorities must make available to the General Secretariat
of the Government all information necessary for the settlement. The Order of the General Secretary
of the Government is final.

% Law no. 21/1924 regulated a strict control of the state on associations and foundation subsidized or related to the state by
conventions, through delegates of the ministry or county or communal delegates, who were appointed attached to the
direction and administration organs, as the case may be, and who had, on the one hand, consultative vote in the meetings of
these organs, and, on the other hand, had the possibility to suspend the execution of the decisions of the direction and
administration organs, which were contrary to the establishing documents, the interior regulations, the agreements with the
ministry, county or commune, the law, the good manners, public order and state security.

Ordinance no. 26/2000 maintains the idea of state control through the competent administrative authority, but the execution
manner is fundamentally modified, namely: the obligation to communicate to the competent administrative authority any
modifications of the constitutive act and statute, as well as the activity reports and the annual balance sheets and, in addition,
the recognition of the quality of public use is performed through Government Decision.
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Within 90 days, at most, from the date of submitting the application, the Government of Romania
decides on the proposal for recognition. If the proposal is rejected, the solution will be
communicated to the association or foundation by the administrative authority where the recognition
application was registered.
The recognition of public use confers the association or foundation the following rights and
obligations:

a) the right to be assigned public services without commercial character, in the conditions of
the law;

b) the preferential right to resources coming from the state budget and from the local budgets;

c) the right to mention in all documents drafted that the association or foundation is
recognized as being of public use;

d) the obligation to preserve at least the level of activity and the performances that determined
recognition;

¢) the obligation to communicate to the competent administrative authority any modifications
of the constitutive act and statute, as well as the activity reports and annual balance sheets; the
administrative authority has the obligation to ensure the consultation of these documents by any
interested person;
The recognition of public use is done for undetermined time.
In case the association or foundation no longer fulfills one or several conditions that were at the
basis of the recognition of its public use, the Government, upon the proposal of the competent
administrative authority or of the Ministry of Justice, will withdraw the recognition deed. The
withdrawal will also occur in case of not fulfilling the obligations.

3. SOCIAL MARKETING IN NON-PROFIT ORGANIZATIONS

In a market economy, non-profit organizations cannot ignore the market demands. Therefore, they
are as much dependant on the market mechanisms as profit organizations, if not more dependent.
The main concern of marketing of non-profit organizations is to identify what these organizations
have to offer in exchange for their requests.

The entry and expansion of marketing in the non-profit sector emphasizes its multiple valences, the
recognition of its main purpose, to efficiently satisfy the consumer’s needs. The reaching of this
goal presupposes the deeper knowledge of the behavior of the consumer of goods and services.
Therefore, it is noticed a tendency to increase the study of consumer behavior, because it has
already been understood that marketing means the satisfying of people’s needs and, therefore, the
reactions they have towards the goods and services offered must be understood.

For this purpose, one must know: how do consumers perceive the good or service, what do they
think of it, what behavior they adopt, as well as which are the factors influencing the adopting of
certain behavior.

Since this behavior is different from one person to the other and it modifies in time and space,
because people have different preferences, antipathies, beliefs, attitudes, values, its analysis must be
a constant preoccupation of those who aim to create and further maintain customers.

Therefore, it is required that managers notice everything from the consumer’s point of view, see the
company and its products through the consumer’s perspective, and take into account his/her needs
and aspirations (Blythe 1998: 10).

Because the exchange object of non-profit organizations cannot be specified in economic terms, the
exchanges of this kind are performed through negotiations or persuasion, having as goal the
awareness regarding the importance of the respective activity, the analysis of the exchange itself
remaining secondary.
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Social marketing, is characteristic to non-lucrative fields, which do not presuppose trading and
profit, or, differently said, non-profit activities (Kotler and Andreasen 1991).

Social marketing uses market segmentation, market studies, the valuing of the concepts of
communication, facilities, stimuli, theory of changes, in order to obtain maximum of reaction from
the groups targeted (Kotler 1976).

This complex process contains five steps (Kotler 1998):

1. Establishing the purposes of action and image;

2. Positioning the organization in order to establish its role and place in the community, made
through the analysis of the mission, clients’ needs and prospective competitors so to define the
‘niche’ of action;

3. Developing a marketing-type inventory through which, based on the efforts’ analysis, the
modifications necessary to reach the goals are being established and the marketing mix is done
based on the 6 Ps: product, public, price, place, production and promotion;
4. Developing the marketing plans aiming at both their priority and their implementation;

5. Developing a promotional message.

Everything is completed by designing and applying the social services that ensure the optimum
satisfaction of the clients’ social needs.

For the beginning of this millennium, confronted, on the one hand, with serious problems residing in
the world economic crisis and the strengthening of « tensions » between the limited resources and
increasing needs determined also by the unprecedented increase of the population, and, on the other
hand, with the considerable development of the non-lucrative sector, which reflect the high degree
of civilization and progress, the rational management of the social actions appears as a stringent
need, to which social marketing struggles to find a solution.

It aims to ensure the knowledge of demands of a certain nature in the social environment, in order to
find the best solutions.

We consider that social marketing comprises the design, implementation and control of the
marketing activity, which has the goal of promoting the causes or social ideas of a target group of a
society, a form of non-profit marketing.

At the same time, it is considered that the development of efficient social marketing strategies
would create the possibility to harmonize or integrate the organization mission with the persons or
groups served, to achieve in a more efficient manner the programmatic goals and to obtain financial
stability.

Social marketing has an heterogeneous area, targeting very different fields, represented by public or
private institutions of: education, culture, art, sport, religion, public health, free time, politics (the
most important component being electoral marketing), ecology etc., or charitable organizations
involving the development of programs destined to support and impose social causes or ideas, such
as: donations for persons in need (philanthropy), fight against pollution, alcoholism, discrimination
etc., causes generally supported by humanitarian, civic, ecologic, human rights protection a.s.o. non-
governmental organizations (NGOs).

The importance that such fields of the human activity have in the modern society has lead to
marketing diversification and specialization depending on the conditions specific to each field, on
the experience accumulated and on the own problems that must be solved in order to experience
natural development.

Thus, in the field of associations and foundations that activate in the sphere of social care, the
objectives, methods and market investigation and action techniques were differentiated, being able
to speak of a type of marketing specific to this field.

Any non-profit organization in the field of social security clearly defines its action purposes, thus
conferring, on the one hand, the possibility to set specific objectives, measurable for the
organization and, on the other hand, the goals of image through which it becomes known by the
public, mass media, beneficiaries.

The associations and foundations in the field of social security in Romania must ensure a certain
position within the community, which depends on the ability to create impact, especially through the
clarification of their missions.
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For this purpose, the organization must identify the needs of the community where it wishes to
perform its activity, to find solutions for solving them, to know the competitors, to elaborate the
message by means of which to clearly express its position, which then to test, in order to find out if
it will be supported.

The objectives of non-profit organizations are complex, given the wide variety of the activity fields,
which target places, people, ideas, organizations.

Reaching the objectives of associations and foundations in the field of social security cannot be
strictly measured in financial terms, since they materialize in: popularization of social causes,
improvement of public attitude, encouragement of donations and contributions, highlighting and
consolidation of social attitudes, distribution of ideas or information, communication of points of
view, the attempt to change behavior, modification of beliefs, actions for changing convictions etc.
In order to achieve the purpose of the social marketing activity, the objectives must be clearly
defined from the beginning, in order to be correctly received by all categories of public involved:
government, local public authorities, beneficiaries, donors, community, volunteers etc.

The associations and foundations existing in the field of social care, through the programs they run,
identify with the organizations providing services in the benefit of the community. That is why there
must be considered the four attributes that differentiate services of products and that impose service
marketing a series of particularities, which are also found in social marketing: intangibility,
variability, inseparability, perishability.

Specific to non-profit marketing is the fact that it addresses the two categories of persons:
beneficiaries (organization’s customers) and financers. This involves, on the one hand, the
identification and evaluation of the consumers’ needs, of the public in the community, in order to
define the unique « niche » of the organization, and the interested target group, in view of defining,
in the end, the generic objective of the organization, by establishing the services that best satisfy the
customers’ needs, which contributes to the increase of social welfare within the community.

On the other hand, non-profit marketing aims at identifying the potential financers, at knowing their
problems and intentions, at preserving special relations between the donors and non-profit
organizations.

Associations and foundations in the field of social care are, more than any other type of association,
in permanent contact with the mass-media, the community and the persons tied to the organization,
such as: members of the boards of directors, of the executive committees, volunteers etc.

The correlation of the supply of social services of associations and foundations with the obtaining of
the financial resources necessary to perform their activity imposes the use of specific means and
instruments in order to raise funds and find sponsors, which non-profit marketing can identify in the
person of interested individuals or groups (ex. economic organizations, religious groups,
foundations, government).

The basis principle of elaborating the funds development strategies of a non-profit organization is
that of complementarity of services, communitarian and/or individual needs and of resources, seen
from a permanently constitutive dynamics.

Fund-raising initiated from the perspective of the idea that a set of services corresponds to pressing
needs that must be satisfies is based on a rather simplistic conception with respect to the
functioning manner of non-profit organizations. The implicit hypothesis of this simplistic approach
is that, although the needs are pressing and the services supplied have the attributes of quality, the
donors are fluctuant in their generosity. As a consequence, it is to be assumed that the appeals
bearing the emotionality of solidarity would diminish the donors’ fluctuations, increasing, at the
same time, the chances of preservation, even of strengthening and expansion, of the service-
supplying organization. The multiplication of the emotional stimuli and/or the increase of their
intensity reach a saturation threshold that immediately has effects contrary to those intended. A
more profitable approach seems to be to focus the organization on the service-needs relation,
concomitantly with the identification and expansion of a circle of donors and buyers who appreciate
the quality of the respective relation. The fund-raising is subordinated to the broader fund-
development strategy, which also includes the permanent innovation of the needs-services relation.
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In order to support social programs, it is very important that the public opinion to be informed on the
respective social problems, on the consequences of ignoring them as well as with respect to the
modalities through which one can contribute to the solving.

The essential objective of non-profit organizations marketing is constituted by the solving or
improving the need of customers, who are used as justification for obtaining resources, these
representing the reason to be non-profit organizations.

Because the success of the activities in these organizations cannot be appreciated by means of the
profit obtained, the role of marketing consists of highlighting those characteristics, properties,
qualities, which are representative for the organization, whose activity must be targeted towards the
customer (beneficiary), because, in the competition for donations and scholarships, only the
organizations that satisfy customers’ demands have chances of survival. As a consequence, marketing
of non-profit organizations becomes increasingly sophisticated, more complex, since every market
segment must be approached in specific terms.

Experience has demonstrated that, in the long-run, only organizations that adopted decisions
depending on the customers’ desires and needs were successful.

4. CONCLUSION

Marketing, and especially the social marketing, is a concept more and more used by the nonprofit
organizations in Romania. Therefore, we consider important the fact that these organizations must
understand the market-entry more in-depth than its older meaning, namely that of selling or raising a
donation.

The social marketing aims at influencing the social behavior in a benefic way both for the target group
and for the society in general.

Reaching the goal of the social marketing creates benefits both for the nonprofit organization, and for
the local public administration, which is relieved from the fulfillment of the social need provided by
association and foundations.

The cooperation between the public administration and the nonprofit organizations represents the best
way to develop the private-public partnership. In the social field, this type of partnership led to solving
certain social needs very important for the Romanian society.
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ABSTRACT

Ireland has one of the highest rates of binge drinking among college students in the world. Binge
drinking has been identified as the number one substance abuse problem in college life. Women are at
an increased risk from alcohol use because they need less alcohol per kilogram of body weight than
men to attain the same peak blood alcohol level and level of impairment. The focus of this study is to
assess if social marketing messages are effective in reducing binge drinking among third level female
students. The study analyses the use of physical and social threat appeals to ascertain the most
effective way to reduce this problem behaviour. Harm reduction as opposed to a total abstinence
approach was also analysed.
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1. INTRODUCTION

Ireland has one of the highest levels of alcohol consumption in the EU, consuming 10.6 litres of pure
alcohol per person in 2003, increasing to 13.4 litres in 2006 (Figure 1). This rise in consumption has
led to increases in alcohol-related harm and disease, and has resulted in more than 1,775 deaths
according to the Health Research Board (Mongan et al. 2007). In general, increases in overall
consumption are accompanied by a greater incidence of health and social problems. In addition to the
high volume of alcohol consumed by people in Ireland, drinking occasions appear to be strongly
related to heavy episodic or “binge” drinking patterns. Binge drinking is defined as drinking five or
more drinks in a row for men and four or more drinks in a row for women, at least once in the
previous two weeks.

FIGURE 1
Alcohol consumption per capita in the European Union, 2003
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Source: World Health Organisation, Health for all Database (2003).

The prevalence of alcohol use and associated problems is higher in college populations than in the
general public (Evans and Dunn 1995). In fact, binge drinking has been identified as the number one
substance abuse problem in university life (Syre et al. 1997). In large scale studies of US universities,
approximately 44% of students were classified as binge drinkers. As can be observed in Figure 2, a
recent international study of drinking among university students in 21 countries found that Ireland had
the highest proportions of male and female heavy or binge drinkers (Dantzer et al. 2006). Only Ireland
and England showed more university females binge drinking than males.

121



122 Regulation and Best Practices in Public and Nonprofit Marketing

FIGURE 2
Heavy drinking among University Students in Europe (>5 drinks in past 30 days)
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Binge drinking is associated with serious injury especially as a result of vehicle accidents, unplanned
and unsafe sex, assault and aggressive behaviour and various social and psychological problems
(Weschler et al. 1998). In addition, binge drinking has been associated with interpersonal problems,
physical or cognitive impairment and poor academic performance (Weschler et al. 1994). Students not
engaging in excessive drinking report second-hand problems, such as vandalism, interrupted sleep,
having to take care of a drunk student, and experiencing unwanted sexual advances (Weschler et al.
1995). This level of binge drinking has been evident for some time. Weschler et al. (2002) reported
little overall change in drinking behaviour and harms between 1993 and 2001 in the US.

Sarigiani, et al. (1999) found that adolescent women are almost equally likely to smoke, drink and
engage in other substance abuse as their male counterparts, but with increased health risks. Women
are at an increased risk from alcohol use because they need less alcohol per kilogram of body weight
than men to attain the same peak blood alcohol level and level of impairment (Rohsenow 1998).
Alcohol lowers secretions of certain sex hormones, impairs coordination, reaction time and sensory
perception. The cumulative effects of alcohol abuse generally result in more medical problems for
women than for men (e.g. liver disease, stroke, breast cancer, and osteoporosis). In their recent report,
The Health Research Board (2007) in Ireland state that “if current trends continue, we will see
significantly higher numbers of middle-aged women experiencing alcohol-related morbidity or greater
premature mortality”.

2. CAUSES OF BINGE DRINKING AMONG FEMALE COLLEGE STUDENTS

Studies of motivation for drinking in student samples have identified drinking for social reasons,
drinking to cope, and drinking to enhance mood as the key determinants of alcohol consumption
(Stewart et al. 1996; Sher et al. 1996). A number of different motivations have been identified as
important predictors of binge drinking including coping, conforming, enhancement and drinking for
social reasons (Cooper 1994). These motives are related to some form of positive or negative
reinforcement gained by using alcohol. Furthermore, research indicates that different drinking
motives lead to unique patterns of drinking and consequences of use.
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Research focusing on the reasons for drinking and binge drinking, point to the importance of culture in
establishing norms and expectancies around alcohol consumption and particularly in influencing the
drinking behaviour of young people. In a review of research on student drinking, Baer (2002)
concluded that alcohol is consumed for several different purposes, for different psychological effects,
and in different contexts.

Young people use alcohol not only to get intoxicated, but also they believe that it will help them relax,
feel more confident, and boost their mood (Boys et al. 2001). Liu and Kaplan (1996) found that young
women are more likely than young men to binge drink to help alleviate distress, whereas young men
are more likely to report binge drinking for social and appearance purposes.

Research indicates that children learn about consumption stereotypes from four major socialisation
agents: peers, media, family and schools (John 1999; Belk et al. 1982; Churchill and Moschis 1979).
Once consumption stereotypes are formed, they tend to remain relatively stable (Belk et al. 1982).
During college, peers serve as a major means of support and guidance for most college students
(Borsari and Carey 2001). Peers are perhaps the most important social reference group in the college
environment (Perkins 2002). This can influence alcohol use both directly (i.e. pressurising a person to
drink; offering them a drink) and indirectly (i.e. perceived norms). Indirect influences include both
descriptive (what people actually do; behaviour) and injunctive (what people feel is correct; attitudes).
These social influences have been found to be among the strongest and most consistent predictors of
heavy drinking in the college environment (Borsari and Carey 2003).

Families initially shape the attitudes and behaviours of children. At approximately the same time as
young people seek integration in the peer group, they are inclined to distance themselves from social
control of parents and other authorities. Parents are role models to their children from infancy,
throughout childhood and into adulthood, as the family is the primary source of socialisation. Parental
behaviour and attitudes toward alcohol consumption (as with any social behaviour) is an influential
factor that may determine adolescent drinking behaviour and indeed future adult drinking behaviour
(Pandina and Johnson 1989). Alcohol use tends to increase as adolescents become more independent
from their parents (Baer and Bray 1999) and as parental monitoring tends to lessen.

Alcohol advertising fashions the beliefs, attitudes and behaviours of young people through role
modelling (Slater et al. 1996). Adolescents and young adults learn to behave by imitating public
figures they identify with for their physical attractiveness and age. Humour and music are especially
appealing to adolescents and most advertisements for alcoholic beverages try to demonstrate both
these traits (Grube et al. 1996). Children with firm plans to drink as an adult, see more beer
commercials, recognise them, recall the brands and have strong attitudes about the social role of beer,
regardless of how their parents drink, or their gender or age (Wallack and Grube 1990). For many,
adolescence is a vulnerable stage, where independence from family and acceptance by peers,
especially same-sex peers, is important. Advertising that reinforces the link between drinking and
being accepted by peers is likely to have a strong appeal (Wyllie et al. 1998).

According to Schulenberg and Maggs (2002), most people view late adolescence and early adulthood
as a time when drinking is common and accepted. Among those who drink, the large majority
perceive social and coping benefits accruing from alcohol use and even occasional heavy drinking.
They tend to limit their drinking such that it interferes little with work and school responsibilities and
they will diminish their heavy drinking as they move into adult roles.

Although many experience negative consequences, most make it through their ‘prime drinking years’
with, in general, more positive experiences with alcohol than negative ones (Schulenberg and Maggs
2002). In the transition to college, individuals begin as adolescents and end as young adults; they
change from second level to third level education; sibling to roommate; child in a family to adult in an
apartment. When multiple transitions overwhelm coping capabilities, well-being may suffer. As
Maggs (1997) reported, alcohol use during the transition to college may help to achieve valued social
goals, such as making new friends, yet may threaten safety and short/long term health and well-being.
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3. SOCIAL MARKETING

Social marketing is a framework or structure that draws from many other bodies of knowledge such as
psychology, sociology, anthropology, and communications theory to understand how to influence
people’s behaviour (Kotler and Zaltman 1971). The unique feature of social marketing is that it takes
learning from the commercial sector and applies it to the resolution of social and health problems.
Social marketing campaigns are popular interventions in reducing binge drinking in US universities
and seem to have some effectiveness in influencing students’ beliefs and behaviour (Vicary and
Karshin 2002).

Social norms marketing campaigns target college students who tend to overestimate how many of their
peers engage in dangerous alcohol consumption. The disparity between actual and perceived drinking
norms can be very large. If students believe that most other students drink heavily and seek to
conform to that perceived norm, then collective rates of high-risk drinking will be sustained or even
increase (Perkins 1997). However, if students more accurately perceive how much drinking is really
going on, then this should change the perception of the norm, which in turn should lead to reductions
in high-risk drinking. The effort to get this message out using publicity events, student newspapers,
posters, email messages, and other campus based media is called a social norms marketing campaign
(Perkins 1997).

Messages aimed at curtailing drinking are among the most common public service announcements
(PSAs) produced, but generally are created for an “undifferentiated general audience” rather than
those who are at greatest risk. Young people in their teens and twenties are an especially difficult
audience to reach (DeJong and Atkins 1995). The use of fear appeals is perhaps the most common
tactic for PSAs, with threats of physical harm including injury and death used more frequently than
social threats (Reid and King 1986). Tay (2002) found that high threat appeals are the most effective
fear appeals in inducing adaptive behaviour change among audience members who initially had not
perceived the problem behaviour as being related to them. One problem associated with the use of
fear appeals aimed at college students is that the target audience underestimates or minimises the risk
associated with drinking. The Institute of Health Policy (1993) reported that 18 to 25 year olds are the
least likely of any age group to believe that heavy alcohol use is risky.

The lack of change in binge drinking rates may be due to the focus on the dichotomous category of
binge versus non-binge, as opposed to the interaction of duration and quantity of alcohol consumed or
specific positive and negative consequences (Alexander and Bowen 2004). Assessment of different
styles of drinking and related outcomes could provide information about differences between problem
drinking and drinking that increases social interactions (Weschler et al. 2000). Perhaps it is the
definition of excessive use or binge drinking that hinders prevention efforts (Weschler and Isaacs
1992). The term binge may encapsulate such a broad array of drinking behaviours and outcomes that
students fail to identify specific behaviours to change. As predicted by Alexander and Bowen (2004),
different types of nights were distinguishable by the number of drinks consumed, time spent in the
drinking environment, final approximate blood alcohol levels, frequency of engaging in each of the
three types of drinking occasions (light, typical and heavy) and the associated outcomes. Alexander
and Bowen (2004) suggest that interventions that focus on increased awareness of positive outcomes
may improve expectations for light drinking.

In a harm reduction model, abstinence is conceptualised as the “ultimate risk-reduction goal” (Marlatt
et al. 1995). However, the main principle of a harm reduction approach is a pragmatic and
compassionate view that some use of alcohol is a common feature of human experience and that the
amelioration of use may be a more realistic option than insistence on abstinence (Riley et al. 1999).
There is also evidence to suggest that low risk, moderate drinking is achievable for excessive drinkers
(Sobell et al. 2000), and may be associated with lower levels of disease risk compared to abstinence
and heavy use (Marlatt et al. 1995). Individuals that may benefit the most from a harm reduction
approach to alcohol use are late adolescents and young adults (Marlatt and Witkiewitz 2002). It is this
generation who are either deemed heavy episodic drinkers or binge drinkers. Learning about how to
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drink more safely rather than enforcing abstinence is consistent with findings that most adolescents see
drinking as normative (Baker 2000; Blackman 1996).

4. METHODOLOGY

This study focuses on Irish female college students and their attitudes towards binge drinking, public
service announcements and a harm reduction approach. Its main question is:

What should social marketing messages contain in order to reduce the amount of binge drinking
among female college students in third level colleges?

The research objectives are as follows:

What is the extent of binge drinking among the third level female student population?
What are their motivations/beliefs/expectancies about binge drinking?

What are their coping strategies in relation to binge drinking?

Are social threat appeals more powerful than physical threat appeals in preventing binge
drinking among female third level students?

Five focus groups were conducted between March and April 2009. The focus groups were held in the
conference room of the library in Cork Institute of Technology, Cork, Ireland. This location facilitated
the use of a large projector system which was used to screen the public service announcements shown
in this study. The focus groups were recorded on audio tape to facilitate data collection and analysis.
The focus groups typically lasted between 1.5 - 2 hours. All participants were young female college
students aged between 18 and 24 years of age (the target profile of the study). Focus group participants
were full time students taking classes in the Department of Management and Marketing at Cork
Institute of Technology.

Participants were firstly briefed on the purpose and research objectives of the study. From the outset
participants were assured of their anonymity and encouraged to contribute their opinions without
prejudice. Having introduced the topic, a 25 - 30 minute preliminary discussion was conducted to
gather data on the drinking history and drinking behaviours of the participants. Having completed this
discussion, participants were shown six physical fear advertisements and five social fear
advertisements. Reactions to each advertisement were gauged after they were shown. A general
discussion was then held when all advertisements had been shown to focus group participants. This
discussion was to ascertain which advertisements the participants felt were the most effective and
why.

As well as using focus groups to obtain data on the topic under consideration, semi-structured
interviews were also conducted. For the purposes of eliciting extensive data from two leading public
health experts, these interviews were felt to be one of the most appropriate research methods. Two
interviews were conducted for the purposes of this research in April and May 2009. The interviews
were held with two leading public health experts in Ireland, in the area of alcohol related harm. Both
individuals were chosen on the basis that they had extensive knowledge of the health effects that binge
drinking was causing on the Irish public and also on the basis that their own personal opinions and
views would be very insightful in gaining an overall view of how serious the public health community
viewed binge drinking, especially amongst females.

5. RESULTS

The extent of binge drinking among female college students in this study is quite high. Of the 45
female students who participated in the focus group discussions, it was determined that at least 90% of
them would now classify themselves as binge drinkers after clarifying what a binge drinker is. At the
very outset of each focus group, participants were asked to define what they thought was meant by the
term binge drinking. The majority of the participants did not know the official definition for binge
drinking but did make attempts at it.
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I don’t think it’s a number. | think it is if you are drinking a lot in a short space of time.
Binge drinking - it is where you have 9 drinks on a night out.

When participants were told what the official definition of binge drinking involved, the vast majority
were very dismissive of this definition and felt it was unrealistic. By having a more realistic definition
of excessive drinking, it should be easier to educate people and reduce overall alcohol consumption.
This highlights the need to educate people in Ireland, as to what constitutes excessive drinking. This
was also the view of the two health professionals interviewed:

I think that the definition should be broadened as | think the word binge and the public’s
understanding of it is a problem. If something isn’t credible, then it is hard to relate to and follow.

I think generally speaking, people don’t know what is meant by the term binge. Everyone will have a
different perception of what is meant by it and that is an issue that needs to be addressed. For
instance, | would not classify myself as a binge drinker although | have drank more than 5 drinks on
many an occasion.

For the majority of the participants, they all drink alcohol in a house with friends before they go to
bars or nightclubs and the reasons given for this include “it’s cheaper” and “it’s a good laugh”. The
alcohol of choice for most of the participants was vodka, wine and beer but it is the consumption
levels of these types of alcohol that is most startling. Most students freely admitted that they would
drink a naggin of vodka (250ml or the equivalent of 8 standard shots) or a bottle of wine on their own,
before leaving a house to go to a pub or nightclub. This was mainly due to the price of alcoholic
beverages in the bars and clubs as opposed to the relatively cheap price of alcohol products in the oft-
trade sector. One respondent stated:

You drink as much as you possibly can before you go out.

When participants were asked about the health consequences of consuming large quantities of alcohol,
their knowledge of such was poor and dismissive. Participants were informed of the potential health
consequences of consuming excessive amounts of alcohol, for example increasing the potential risk of
getting breast cancer but were unfazed and were only interested in the short term effects such as a
hangover or bad skin for a few days as opposed to the longer term health effects:

Well we know there are health effects, but we do not think of them. There are health effects with
everything - you worry about that when you are old.

Both health professionals agreed with this delay in the realisation of the adverse health effects of
excessive drinking:

This particular target audience do not think long term. They only worry about the short term effects of
their drinking, such as the hangover or maybe getting sick. Some people are just risk lovers and so
are willing to risk their health in the longer term by continuing to drink at excessive levels on a
regular basis.

There was general acceptance among focus group participants that binge drinking was seen as
“normative behaviour” during their college years. It became very apparent while conducting the focus
groups that participants consumed a lot of alcohol on a regular basis and that they felt that it was “not
such a big deal” and “that everyone was doing it”. From the focus groups, it was very evident that the
majority of participants use alcohol to enhance their mood and help them enjoy the college experience
by having a good time:
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It is just a laugh when you go out drinking with all the class.
The reason you drink is because it helps you have a good time when you are out.

When you are at home, you are not going to go into your parents at 7.30pm ready to go out for the
night. Whereas when you are in college, you would definitely start drinking around then.

It became clear while conducting the focus groups with the female college students that there was a
distinct disregard for the possibility that they could themselves become a victim of excessive alcohol
consumption. One of the main coping strategies for this particular group is the constant reference to
the role that friends play in ensuring that nothing too extreme or potentially dangerous will occur to
them while in a state of intoxication or when they are binge drinking.

No, it would not happen to me, my friends would take care of me.

But we all stay together. We all stay in the same place and we all mind each others’ drinks when we
go to the bathroom.

My friends would never leave me.

When questioned further, there was an acknowledgement by the majority of focus group participants
that maybe they were not in as much control as they think they are after consuming a substantial
quantity of alcohol. This certainly had an impact on participants during the discussion with many of
them openly admitting that it was something that they never really thought about before and that being
in control is something they take for granted. After viewing the physical threat appeals in particular,
this realisation was observed and it made them think more about the levels of alcohol they were
consuming and the potential impact this could have on them if they continued to drink at these
excessive levels.

After viewing some of those advertisements, | can relate to them and it does make me realise that you
do take your safety for granted on nights out a lot of the time.

You probably think you are in more control than you actually are. That is what the alcohol does
anyway. It gives you a false sense of security.

Honestly, | have never really thought much about the implications of drinking before, as nothing
serious has happened to me or my friends on nights out.

Having assessed both social and physical threat appeals through the use of various Public Service
Announcements (PSAs) from Ireland, the UK, Australia and the US, it became evident from
conducting the focus groups that physical threat appeals are more powerful than social threat appeals.
When asked to choose which type of PSA was the more effective, every participant agreed that the
physical threat appeals proved more effective than the social threat appeals. Observations from the
focus groups showed that the female students experienced increases in knowledge, perceived risk and
responsibility, and a decrease in perceived acceptability of binge drinking after viewing the various
physical threat appeals as opposed to the social threat appeals. One of the main reasons behind these
observations related to fear itself, of which they perceived more from the physical appeals rather than
the social appeals - the latter the participants found ineffective at reducing binge drinking, particularly
among their age group. The physical appeals which had the most effect on this target group were the
advertising appeals which dealt with the issue of potential sexual assault and rape as a result of binge
drinking:
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You get a shock. You do not think that is going to happen to you, whereas in fact, it could.
Everybody knows that it could happen but when you see a situation like that, it frightens you.

I could see it happening to people because you do see people who are absolutely demented when they
are out and they do not know what they are doing. That type of appeal would frighten people who get
into that state when they are out and make them conscious that it could happen to them.

The majority of rapes happen when the person is intoxicated like that girl in that advertisement, and
also when the girl is left on her own.

The effects that the social threat appeal advertisements (dealing with female drinkers being
embarrassed due to their drinking) had on the participants are also very interesting to note. While
these appeals were being shown, it was observed by the moderators that there was a lot of laughing
and scoffing during them, suggesting that the participants were very dismissive of these types of
appeal and generally did not find them realistic or in any way effective.

We laughed at the last two advertisements there now, so they need to be more shocking than that.
They are just wasting their money with those types of advertisements.

They are not shocking at all and | really do not think they are taken seriously by people our own age.
It is always this type of advertisement they show on Irish TV and they are not effective at all.

This general dismissive reaction would suggest that social fear appeals are not effective for college
students as they are not relatable, shocking or realistic enough to make them change their patterns of
drinking. When participants were asked for their reactions after viewing these appeals some of the

words and phrases used were “weird”; “only alright”; “the advertisements won’t really make much of
a difference”; and “no one would ever get that bad really”.

The views expressed by the participants after viewing both physical and social fear appeals clearly
demonstrate that physical fear appeals work in terms of potentially changing a person’s behaviour and
ultimately could work at reducing the level of binge drinking among female college students. Thus,
the results from the focus groups suggest that female college students felt that fear is a necessary
emotion in reducing binge drinking and that physical threat appeals are the most effective intervention
in invoking this fear.

6. CONCLUSIONS

Ireland has a culture that is immersed and revolves around the consumption of alcohol and this has led
to a substantial increase in alcohol related harm in our society. While attending college, this
normative behaviour of consuming substantial or excessive amounts of alcohol becomes more regular
and sustained. The majority of the participants in this study stated that they drink alcohol on a regular
basis and see it as normative behaviour while attending college. They also view their current alcohol
consumption as a rite of passage to adulthood and that their alcohol consumption will lessen once they
attain more responsibilities in adult life.

Social marketing messages need to contain images and statistics that will result in shock and awe
amongst the target group - female college students. The advertisements which proved most effective
amongst the participants in this study proved to be physical threat appeals which dealt with the serious
issues of sexual assault and rape. Every advertisement shown to the participants dealing with these
issues resulted in the necessary emotion needed to change a person’s behaviour - fear. It would
therefore seem apparent that these types of physical threat appeals should be shown on Irish TV to
highlight the potentially serious consequences of binge drinking as opposed to the current appeals
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which focus group participants admitted were “laughable” rather than being taken seriously. Indeed,
participants were so strong in their views on this, that they said that the advertisements were currently
a “waste of money and time”. College students often view such messages as hypocritical, especially
when they conflict with common cultural behaviours. As a result, programmes and messages targeted
at college students need to be realistic about the ineffectiveness of prohibition approaches and social
threat appeals. Therefore, raising awareness about how to drink more safely rather than insisting on
abstinence may be a better strategy for health promotion bodies to adopt.

The findings revealed the contradictory role of the alcohol industry’s involvement in alcohol
awareness campaigns in Ireland, in particular Diageo and Heineken, necessitating that this issue needs
to be re-evaluated if the Irish Department of Health and Children wishes to reach its aim of trying to
reduce alcohol consumption in this country down to the current EU average. While the Mature
Enjoyment of Alcohol in Society (MEAS) body conduct very effective work at informing people to
drink within safe limits, they are however funded by the alcohol industry and so have to abide by
certain guidelines as set out by the industry. Therefore, it is clear that these campaigns will never raise
the awareness of public health issues or recommend people to reduce their alcohol consumption as
effectively as an independent body.

Policy makers should also take note of the role of the off-trade sector, specifically off-licences and
supermarkets in supplying cheap alcohol and offering deals on alcohol. Respondents in the focus
groups drank most of their alcohol in their own homes before they went out for the night. Recent
figures released by the National Off-Licence Association in Ireland show that the number of general
drink sales outlets has increased three-fold in the past seven years with an increase of 14% in the
number of off-licences opened in Ireland between 2005 and 2007 (CSO 2008).

The area of harm reduction rather than abstinence was seen as an area that warrants further research.
By adopting a harm reduction approach, it acknowledges that most adolescents and young adults will
drink alcohol. Therefore, supporting less harmful drinking behaviour may be a means for providing
education on how to drink more safely thus preventing heavy consumption without provoking a
rebellious response from the target group.

Overall, according to the findings and extensive literature review conducted for the purposes of this
research, this study concludes that the use of physical threat appeals is the most feasible and realistic
option in reducing binge drinking among female college students. Physical fear was consistently
found to be an effective approach amongst this target group for potentially changing their behaviour
and reducing their alcohol consumption and propensity to binge drink regularly. The use of issues
such as sexual assault and rape should be considered in these appeals as they proved very effective at
initiating potential behaviour change among female college students who participated in this research.
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ABSTRACT

Creativity constitutes a significant element in advertising because it is related to competitive
advantage, to advertising effectiveness and to the development of strong brands. Social advertising is
a special case of advertising conveying social messages sent by non profit organizations. The aim of
the present study is to examine the concept of creativity in social advertising and develop a conceptual
framework. Using focus group methodology, we gathered data from 60 consumers. The findings of the
study indicate that creativity is a sense-making process that develops positive consumer attitudes.
Moreover, the emotional appeal found in social advertising represents a necessary element of
creativity in this type of advertising.
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1. INTRODUCTION

Creativity is probably one of the most important aspects of the advertising process. It is correctly
described as bridging the gap between “what an advertiser wishes to propose and what a customer
wishes to listen to” (White 1972: 2). Viewed in this light, creativity has been approached as the
cornerstone for the development of competitive advantage in the business arena (Johar et al. 2001;
Amabile 1996; Shalley 1995; Devanna and Tichy 1990). The extant literature considers creativity as a
prerequisite of advertising effectiveness and as a facilitator to the development of strong brands in the
marketplace (White and Smith 2001). Despite the importance attributed to creativity, it is a relatively
under-investigated notion in relevant academic literature (El-Murad and West 2004; Reid et al. 1998;
Otnes et al. 1995; Cummings 1984; White 1972).

Resulting from a research editorial in the Journal of Advertising (Zinkhan 1992), the majority of those
who referring to creativity articles which were published in the journal during the period 1973-1979
were written by advertising companies’ staff. Consequently, academics were kept out from the
research of the particular issue. One year later, Zinkhan (1993) stressed again the need for studying
creativity in advertising, defining the violation of the commonly accepted presentation rules of the
messages to be advertised as a typical success of many advertising campaigns.

According to the statistics cited by Zinkhan (1993) in the main article of the Journal of Advertising,
there was a clear interest decrease in research in terms of the advertising creativity. Despite the fact
that the first five years of the journal’s circulation the relevant articles were claiming the 9% of the
published articles in total, the next fifteen years the demonstration of researches of similar content was
dramatically decreased (1.4% of the total) having as a result the justifiable search for a possible
explanation of the phenomenon (Zinkhan 1993).

Similarly, Reid and his partners (1998) agreed with Zinkhan on the decreased research interest in
advertising creativity stressing that: “Creativity is one topic that has received insufficient empirical
attention in advertising research...only a handful of empirical studies of advertising creativity appears
in the research literature” (p. 2).

Kerrie Unsworth (2001), 8 years after Zinkhan’s recommendation, continues to point out the need for
studying creativity in marketing and advertising, whereas Smith and Yang (2004) point out that the
lack of systematic theory development in advertising creativity has produced a vacuum in the
literature, adding that even the researchers of creativity do not contribute significantly to bridging the
gap in the relevant literature, since there are bare references to the advertising creativity.

Interestingly, advertising trade outlets including Advertising Age, Ad Week and Creativity (published
by Advertising Age) have concentrated their attention in the notion of creativity. Indeed, few
advertising executives question the centrality of a good creative execution (Martin 1995). Limited
academic research has attempted to investigate the notion of advertising creativity and its association
with advertising effectiveness (e.g. Till and Baack 2005; Hoon and Low 2000; Stone et al. 2000,
Stapel 1998; Kover et al. 1995). Central to these studies is the premise that an advertising product is
creative to the extent that appropriate observers agree that it is creative (Amabile 1983). Typically,
“appropriate” observers for evaluating advertising creativity have been considered specialized
stakeholders such as marketing academics or advertising professionals, namely copywriters and art
directors who shape the advertising product and vote to bestow industry recognition (e.g. advertising
awards) (White and Smith 2001). To the best of our knowledge, there seems to be a void in the
literature as far as the study of consumers’ perceptions of creativity is concerned.

It is essential to understand how consumers perceive advertising creativity since they are the primary
targets of advertising efforts of firms and the ones who engage in a sense-making process in order to
interpret advertising messages. Indeed, creativity in advertising is used as a means for catching
consumers’ attention and differentiating product offerings of firms (Hoon and Low 2000). It follows
that consumers perceptions of whether an advertisement is creative or not may play a key role in
shaping their buying behavior, including consumer attitudes towards the product (Heiser et al. 2008;
Hoon and Low 2000; Kover et al. 1995); 2) several studies have mentioned that there may be a
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divergence between advertising professionals’ and general public’s assessment of advertising
creativity (Kover et al. 1995); and, 3) its investigation through the consumers’ lens may require the use
of different methodological approaches that provide deep insights on how consumers feel and think
about advertising messages (cf. Fournier 1998).

As a result, the purpose of the present study is to develop a conceptual framework regarding
advertising creativity by investigating consumers’ perceptions of advertising creativity in social
advertising. We chose to study the advertisements of non-profit organizations as the context of this
study because their success is often based on the effectiveness of their communication through
innovative and imaginative advertising executions (Bloom and Novelli 1981; Lefebvre 2007). Usually,
non profit organizations search for alliances with multiple advertising agencies allowing for
simultaneous collaboration of these specialists in an attempt to enhance creativity of the advertising
product.

In other words, we seek to provide an answer to the question “how do consumers perceive creativity in
advertising?” Given the fact that the extant literature primarily reflects the views of marketing
academics and advertising experts on advertising creativity, the current study provides a missing
perspective towards the conceptualization of advertising creativity, from the consumers’ point of view.
The paper is organized as follows. The first section provides a literature review on the key concept of
the study, notably advertising creativity. The third section offers insights into the methodology
followed in this research. The fourth section presents and discusses the qualitative evidence from
consumer focus groups. It offers a definition of advertising creativity as a process and provides a
framework illustrating antecedents and consequences of consumers’ perceptions on advertising
creativity. The chapter concludes with theoretical and managerial implications as well as directions for
further research.

2. LITERATURE REVIEW
2.1. Examining the Notion of Advertising Creativity

To date, there has been little consensus on what creativity means, that leading to numerous of
definitions in the literature. Despite the differing approaches to capturing creativity, it is common
ground to the extant literature (e.g. Smith and Yang 2004; Hoon and Low 2000; Reid et al. 1998;
Jewler and Drewniany 1998; White 1972; Burnett 1968) that advertising creativity as a product
incorporates notions “creative thinking”, “innovation”, “ability”, ‘“imagination”, ‘“originality”,
“newness”, or “problem solving” (El-Murad and West 2004). Table 1 provides a compilation of
definitions on advertising creativity.

There has been a fruitful debate on what makes an advertisement creative. On the one hand,
specialized researchers tend to approach creativity as a problem-solving process. To illustrate, Reid et
al. (1998) define as “original and imaginative thought designed to produce goal-directed and problem-
solving advertisements and commercials” (p. 3). Similarly, Hoon and Low (2000) suggest that
creativity involves divergent thinking, humor, and departure from “traditional” advertising norms.
However, this stream of literature seems to be devoid of studies that offer a comprehensive approach
to the process of advertising creativity by illuminating antecedents and consequences that shape the
process.

On the other hand, practitioners (e.g. advertising or marketing experts) view creativity in terms of
establishing meaningful and innovative relationships between different advertising executional
elements. For instance, Leo Burnett (1968) described creativity as “the art of establishing new and
meaningful relationships between previously unrelated things in a manner that is relevant, believable,
and in good taste, but which somehow presents the product in a fresh new light”.
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TABLE 1
Definitions of Advertising Creativity

Defining Creativity || Key References |

Smith,
and Yang, 2004

“A creative ad is both divergent (i.e. novel or unusual) and relevant.”

“Creativity in advertising is gaining importance as a means for overcoming consumers’
perceptual barrier to gain their attention.” “Creativity is the key for delivering the
message.”

Hoon and Low,
2000

Reid, Whitehill-
King,
and DeLorme, 1998

“We define advertising creativity as original and imaginative thought designed to
produce goal-directed and problem-solving advertisements and commercials.”

““A creative ad is one that involves newness, risk, divergent thinking, and a sense of Jewler and
humor.” Drewniany, 1998

“The creative spark bridges the gap between what an advertiser wishes to propose and

what a customer wishes to listen to.” White, 1972

““This nebulous thing called “creativity” is the art of establishing new and meaningful
relationships between previously unrelated things in a manner that is relevant, believable, Burnett, 1968
and in good taste, but which somehow presents the product in a fresh new light.”

Relevant scholars have attempted to explore the notion of advertising creativity using primarily
quantitative methods (e.g. White and Smith 2001; Hoon and Low 2000; Kover et al. 1995). The
majority of the quantitative studies have attempted to link creativity with other advertising concepts,
such as recall (Till and Baack 2005; Stone et al. 2000; Stapel 1998), attitude (Hoon and Low 2000),
liking (Stone et al. 2000; Stapel 1998), recognition (Stapel 1998), or purchase intention (Hoon and
Low 2000; Kover et al. 1995). However, no attempt has been recorded in exploring in depth
consumers’ perception of advertising creativity.

2.2.Social Advertising

According to Bloom and Novelli (1981), succeeding in social marketing requires more intelligence
and imagination, as well as originality (Lefebvre 2007) in relation to the conventional commercial
marketing. According to the review done in literature, the last two success factors determine the
advertising creativity. Especially, as far as the originality in social marketing is concerned, there is a
certain emphasis put by the scientific community regarding it as a main ingredient for the success of a
social marketing’s campaign through the use of new ways of communication or new approaches of the
target audience (Lefebvre 2007).

Firstly, the notion of social marketing needs to be defined so as to be understood its connection to the
advertisements of the non-profit organizations. As a consequence, according to Andreasen (1995):

“Social marketing is defined as the application of commercial marketing technologies to the analysis,
planning, execution, and evaluation of programs designed to influence the voluntary behavior of
target audiences in order to improve their personal welfare and that of their society” (p. 7).

However, it needs to be mentioned that Kotler and Zaltman (1971) were the first researchers who
referred to the notion of ““social marketing”. The pioneers and whoever supported the new notion (e.g.
Swinyard and Ray 1977; Luck 1974) contributed to its incorporation into the wider field of marketing.
The interference of marketing, and especially of advertising, in social issues led to the coinage of the
term “social marketing” and the attracting of many researchers aiming at the study of the particular
aspect of the science. Marketing’s contribution to the solution of social problems, such as the dealing
with racism or the increased support of the education, constitutes a historical phenomenon and a policy
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of numerous social organizations (Takas 1974). Aim of the “social marketers” — term used to define
the professionals who are involved with social marketing - is the change of deeply established
opinions and attitudes of the audience which may be harmful to the audience in a short-term or a long-
term period of time (Hassan et al. 2007; Kotler and Andreasen 1996), and to a greater extent to the
society.

A typical policy of the social marketers for the achievement of their advertising targets is the arousal
of intense emotions to the audience through the demonstration of advertisements appealing to the
emotions, such as the fear — a medium of motivation used in a great extent in social advertisements
and has been characterized as the predominant tool of social marketing (Hastings et al. 2004). In this
point it needs to be mentioned that there is no ideal empathy policy of the target audience, since
people’s opinions are influenced by advertisements appealing to negative or positive emotions in
connection to aspects of their character, as it has been proved via relevant researches (Menasco 1982).
For instance, the advertisements which concern positive consequences, like promises, and not negative
ones, like threats, influence significantly the audience that is vulnerable to the social fear, whereas
advertisements of negative consequences are more effective on people who show low percentages of
social fear (Menasco 1982).

In parallel, it needs to be stressed that there is a segregation of advertisements into the emotional and
the informative ones (Chan 1996). In a research conducted by Kara Chan (1996), according to the
opinions of 160 people having watched sixty advertisements of both types, emotional advertisements
were characterized mainly as “original”. To a greater extent, as long as the majority of social
advertisements belong to the category of the emotional advertisements, originality constitutes a major
feature of social advertising. Considering the high correlation of the originality to the creativity,
according to the review done prior in the literature, there is a strong possibility that creativity defines
the advertisements of the non-profit organizations.

3. METHODOLOGY

Marketing and, especially, advertising studies often use qualitative methodologies in order to
investigate and gain an understanding of their topic of interest. A qualitative approach has been
adopted in this study, focus groups, in order to examine consumers’ perceptions of creativity in social
advertising. Focus groups are maybe the most significant qualitative method in practice (Bartos 1986)
constituting a vital part of marketing research (Moran 1986) justified by its wide use by marketing
researchers (Hall and Rist 1999).

In order to conduct the proposed study, focus groups standard procedures were followed. Specifically,
we employed the focus group process proposed by Stewart et al. (2007) which includes the following:
1) defining the role of the moderator(s), 2) the recruitment of participants, 3) the development of the
interview guide, 4) the coordination of focus groups, and 5) the analysis of qualitative data.

A total of 60 participants from Greece constituted the convenient sample for this study. Sixty percent
of the respondents were female and forty percent were male. The age of the respondents ranged from
18 to 60 years old. The interview guide employed included probes that explored the notion of
creativity in non-profit organizations and invited respondents to share their perceptions of creativity
using examples of advertisements that were described by a creative spark in each one. The authors
conducted 10 focus groups over a two-month period, a practice that fits with recommendations of
Krueger and Casey (2000) and Calder (1977) for the optimal number of focus groups. The duration of
each focus group ranged from two hours to two hours and a half. All focus groups were tape recorded.
The addition of new focus groups stopped when theoretical saturation was reached, i.e. when repeated
patterns started to emerge from data. The analysis of qualitative focus group data unfolded into four
interlaced phases, notably categorization, abstraction, comparison and integration (Spiggle 1994). This
process facilitated data reduction and generation of the framework presented in the following section
of the chapter.
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TABLE 2

Statistical Data of Study Participants

Number of Average Years of
Gender Participants Percentage Average Age E d%cation
Female 36 60% 27.9 15.6
Male 24 40% 26.6 16.4
Total 60 100% 27.4 15.9

4. PRESENTATION OF FOCUS GROUP EVIDENCE
4.1. The Meaning of Creativity

Main aim of the discussions in the framework of the conduction of the focus groups is the semantic
approach of the creativity in advertising by the consumers’ side. Firstly, it is pursued the approach of
the creativity as a generalized notion with the aim of being specialized later in the scientific field of
the advertising. The smashing majority of the people who were asked identify the creativity with the
innovation, the otherness and the originality. It supports that whatever is characterized as creative, it
includes pioneering, whether it constitutes an improved recall of innovative ideas or it refers to the
implementation of already existing ideas with a different method. Consequently, most of the people
consider the presence of an innovation necessary when it refers to a creative work, expressing the
same point of view with many researchers of creativity (e.g. Hoon and Low 2003; Sternberg and
Lubart 1999; Andrews and Smith 1996; Mumford and Gustafson 1988), as already mentioned in the
literature review. A participant’s point of view is characteristically referred:

“Creative presupposes something new. | do a work in a different way or | materialise something
completely new. The new one is a brush stroke to the notion of creative....there is always the need to
exist something innovative so as to be considered creative.” (Electrical engineering, 24 years old)

In parallel, the majority of the participants claim that if a person needs to be creative, it needs to have
imagination and talent to use all the available means in the best way so as to be led to the desirable
result. A reference to the imagination, as a feature of creativity, was made by El-Murad and West
(2004) making an attempt to describe the notion.

4.2. Advertising Creativity

Focusing on the main research objective, the researchers attempted to understand deeply consumers’
perception of advertising creativity focusing on the non-profit sector. The majority of the participants
consider as creative the advertisements that contain new demonstrated features or present a product in
a new way. Their differentiation from any other advertisement constitutes the main creativity factor:

“Creative advertising is the original advertising....the advertising features may be on their own
well-worn, but their combination is original.” (Psychologist, 24 years old)

The majority of the sample thinks that originality originates from ingenious people with developed
imagination. Consumers expect something smart, unusual and impressive that will induce them to
focus on the content of an advertisement rather than to just identify the advertised product.

“Creative advertising is that which is characterized original and has a feature of intelligence

succeeding at last its aim, namely mainly, according to my personal opinion, to manage to collect the
interest of bigger consuming audience.” (Philologist, 34 years old)
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“Creativity in advertising is to make an advertisement as the consumers want it and not as the
company which wants to be advertised. Creative advertising is the one that attracts the consumers’
attention and remains to their memory.”” (Department store manager, 29 years old)

Features, like originality and imagination, have been referred to prior by researchers of the advertising
creativity (e.g. Smith and Yang 2004; Reid et al. 1998). The evidence generated from consumer focus
groups led to a definition of advertising creativity as a process:

“Advertising creativity from the consumers’ perspective to advertising execution is a sense-making
process that gives meaning to innovative, imaginative, intelligent and emotional appealing advertising
execution that produce positive consumer attitudes. It relates to the ability of individuals to elaborate
message and market related factors in order to produced responses based on these elements.”

TABLE 3
Consumer Quotations on Advertising Creativity

Consumer Perceptions |

“Intelligent and emotional appealing messages gives a creative perspective on
advertising. A creative message speaks in my heart and mind”

“Advertising creativity is the communication of a message in a different and persuasive
way. Creative messages stands out from competition”

“A novel idea that is expressed in an imaginative way is what | consider creative in an
advertisement.”

| “An advertisement that | can remember for a long time is creative!” |

“Advertising creativity requires original thinking to approach consumers. ... Creativity of
Greenpeace advertisements encourages consumers to donate. | do not think that with this
example | am speaking only for myself...”

4.3. Social Advertising of Non-profit Organizations

Focusing the discussion with each focus group on the creativity of the non-profit organizations’
advertisements, interesting points of view have been expressed by the participants of the study.
Participants continue to refer to the originality, the imagination and the smart ideas as some of the
most basic ingredients of a creative advertisement of non-profit organizations adding, in parallel, one
more feature: the appeal to emotions. As we have already identified in the related literature, the
emotional appeals dominate social advertisements (Hastings et al. 2004) because the emotional
element is considered a necessary “ingredient” in order for these ads to be effective (Mehta and Purvis
2006; Chan 1996). Consequently, the participants of the present study support that it is necessary for a
social advertisement to elicit and target emotional responses in order to be characterized creative. The
literature supports the notion of a correlation between creativity and the emotional aspects of
advertisements justified by the relation between originality and emotional advertisements (Chan
1996). As a consequence, through the audience’s empathetic responses, and according to the
participants’ point of view, its motivation is caused and a benefit is provided to the advertised, non-
profit organization and to a greater extent to the man, the society and the wider environment. In this
point it is found out the social marketing’s contribution to the progress of the society through the
influence of the men’s points of view for well-timed issues which are relevant to their daily routine, as
well as through the configuration of the social attitudes towards to relevant issues, as it is mentioned in
the correspondent unit in the literature review (Takas 1974).

The participants of the study indicated that an advertisement conveying a social message is necessary
to appeal to people’s emotions in order to be considered creative. This particular point of view
expressed by the majority of the participants adds one more feature which is coated prerequisite for
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achieving advertising creativity. Therefore, in the exceptional case of testing the creativity in
advertisements of non-profit organizations, the appeal to emotion as a strategy for the advertising
development constitutes a fundamental creativity feature in combination with all the factors which
characterize the advertising creativity (see Figure 1).

As far as the participants’ motivation is concerned, a major prerequisite constitutes its guidance with
information relevant to the possibility of its contribution to the solution of social problems:

,,I remember an Action Aid’s advertisement which | consider creative, because it had all the necessary
features to generate feelings of compassion and care. At the same time, it urged me to take action,
guiding me on what exactly I should do... | was told what | could do exactly - telephone number and
address were provided, etc. (Sociologist, 27 years old)

At this point, it is worth mentioning that most of the study participants supported that creativity is
largely associated with emotional appeals inducing feeling to the consumers. This was achieved by
promoting realistic images that aimed at communicating the context/situation of the advertisements.
The theoretical approach of a social problem does not challenge the audience’s interest, whereas the
realistic image contributes to the better comprehension of the issue, emerging the need of social
activation. Few people who were asked consider that the exaggeration in the image with the aim of
provoking inordinate negative feelings (e.g. fear) is not the ideal method. However, they are not few
who claim that in cases of attempting the solutions of social problems, each way of the audience
activation is accepted.

“When a social organization’s advertisement appeals to emotion, and particularly the fear, its aim is
to awake. Even if the medium of awakening is the particular one, | do not consider it blameworthy,
especially in advertisements of that type.” (Philologist, 34 years old)

5. DISCUSSION OF FINDINGS

In this paper, we developed a definition of creativity in advertising based on consumers’ perceptions.
According to our findings, creativity may generate various consumer responses linked to aspects of
advertising effectiveness. Consumers perceived advertising creativity as a dynamic process shaped by
environmental factors, such as new technology and business competition. As far as non-profit
organizations’ advertising is concerned, emotional appeals are considered as a necessary prerequisite
for an advertisement to be creative. This is a significant finding for non profit organizations and
advertising agencies specializing in social advertising. Thus, when they develop social ads, they need
to incorporate emotional elements in order for these advertisements to be considered creative and
therefore, effective. Moreover, our findings support previous studies in social advertising (Kara Chan
1996) indicating that emotional advertisements are perceived as “original” and creativity constitutes a
major feature of social advertising.

Moreover, our findings guided us in the creations of a conceptual framework in which creativity is
represented as a sense-making process influenced by endogenous (message) and exogenous factors
(market-related) (Figure 1). Participants described in detail elements of advertising creativity as a
process. These elements are integrated in a framework of advertising creativity. Figure 1 presents the
antecedents and consequences of advertising creativity. Consumers discussed notions linked to
message-related and market-related factors that reflected on the sense-making process of advertising
creativity. Message-related factors include advertising executions described as innovative,
imaginative, intelligent and emotional appeal. Moreover, exogenous factors related to the business
environment such as new technology and market competition influenced advertising creativity.
Viewed in this light, consumers’ evaluations of advertising creativity are relative to competition, i.e.
an advertising execution is considered creative if it stands out from competitive messages and the
implementation of new technologies in communicating the message of the advertisement. The
proposed framework might serve as a useful tool to fully understand the advertising creativity process
by taking a consumers’ perspective and examining in depth each element included.
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FIGURE 1
The Advertising Creativity Process: A Conceptual Framework

OUTPUT
INPUT Behavioral Responses

Message-Related Factors Actual purchase behaviors

Purchase intentions

Innovation
Imagination
Intelligence

Advertising Advertising recall
Creativity Brand recall
Adpvertising recognition
Brand recognition

Emotional appeals

Environmental Factors

New technology

Competition Affective Responses

Positive association with the advertisement
Positive association with the brand
Liking
Entertainment

Relevant literature has discussed the notions of innovation and imagination as creative factors (Smith
and Yang 2004; Reid et al. 1998; Jewler and Drewniany 1998). The focus group data suggested that
consumers approached creativity in terms of novel combinations of advertising executional elements.
Accordingly, emotional appeals generating positive or negative feelings or emotions about the issue of
the advertisement were emphasized by consumers as key elements of creative executions. The
emphasis that consumers placed on emotional components of advertisements may be attributed to
context of the study, namely non-profit organizations. As far as consumers are concerned, creative
executions may generate cognitive, affective and behavioral responses outlined in figure 1. These
responses relate to advertising and brand recall and recognition; purchase intention manifested in the
behavior of individuals to contribute to the work of non-profit organizations; positive associations
with the advertisement and brand; brand liking, as well as entertainment provided by creative
advertising executions.

The findings of the present study support Zinkhan’s (1993: 3) prompt for marketing researchers to
“think more about the creative spark which drives much of advertising”. Moreover, the study indicates
that in social advertising, emotional appeals represent a significant indicator of advertising creativity.

6. FUTURE RESEARCH AND STUDY LIMITATIONS

The present study indicates promising directions for further investigations. The field of advertising
creativity is essentially under-explored, highlighting future research necessary so as to develop a
systematic view of this major advertising factor. To illustrate, further research on consumers’
evaluations of creativity is required in order to understand factors shaping advertising creativity from
the consumers’ perspective. The contribution of advertising creativity to advertising effectiveness, and
especially in the field of social marketing, may encourage future studies in the area (White and Smith
2001). A replication of this research in other types of advertisements (services vs. consumer goods) is
most recommended to expand the proposed conceptualization of creativity and the conceptual
framework proposed. Moreover, testing the proposed model using empirical quantitative data and the
relationships between the proposed antecedents, advertising creativity, and its outcomes constitute a
future research avenue.

This study has certain limitations that qualify its findings and provide directions for further research.
First, the findings and implications (theoretical and practical) of this study should be read in the
context of the specific sample. Results may not be generalized but they are probably useful as a
qualified exploratory approach to analyze the relationship among the constructs under investigation.
Second, the context of the study (a small Southeast European country) is also a concern constraining
generalizations of the results to other countries.
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NHS BARNSLEY: INCREASING THE UPTAKE
OF SEXUAL HEALTH SERVICES
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ABSTRACT

Barnsley is a relatively poor area in the Northern England and has high levels of teenage pregnancy.
NHS Barnsley is the main commissioner of NHS services. The Campaign Company, a social marketing
and community engagement consultancy, were commissioned to utilise social marketing principles to
gather insight into the communities as well as operate an intervention to improve awareness of
services in order to improve those accessing them as a longer-term contribution to achieving in
teenage pregnancy reduction targets. As a result of the campaign awareness of the service increased
significantly.
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social marketing, behaviour change, segmentation, sexual health, health, young people, methodology
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1. OBJECTIVES

Barnsley is recognised as having high levels of teenage conception, with a rate of 49.7 per 1000 girls
aged 15-17 years. While this figure is below the national average it is still considerably higher than
the majority of our international comparators.

The brief was non-specific on actual behaviour change. The initial objective had been: “to improve
the sexual health of the people of Barnsley”. TCC were to evaluate and denote a more specific
objective as part of the initial scoping phase.

2. METHODOLOGY

Our approach to social marketing is creative, yet methodological. The TCC framework for social
marketing is based around National Social Marketing Centre (NSMC)' Total Process Planning but
expands upon this solid foundation by including our innovative Values Modes values based
segmentation and by intertwining evaluation with each stage. Values based segmentation seeks to
understand why people behave through their motivations and segments them depending on whether
they are primarily driven by intrinsic, extrinsic and sustenance driven motivations.
o Intrinsically motivated or Inner directed (Pioneers): comfortable in own skin, networked,
do their own thing
e Extrinsically motivated or Outer directed: (Prospectors): striving, care about opinion of
others, tangible results
e Sustenance driven (Settlers): core needs, safety, security belonging
We work closely with our partners in Cultural Dynamics to refine this segmentation.” Their work
draws from the work of the World Values Survey that has been developed by a global network of
social scientists since 1981

Evidence from social marketing tells us that not everyone is the same and that different people will
respond to different approaches. By understanding the attitudes and values of individuals we can
develop a social marketing programme that goes beyond the standard social advertising campaigns to
engage individuals on their own terms.

As a result the TCC Methodology works on the following assumptions:

= How people behave is determined by the values that drive them - not simply by information;

= People may act in the same way but for different reasons;

=  We need to understand people, not just the issue we are tackling.
We know a lot about how people behave. Through the segmentation system we use we can now
understand why people behave as they do — what is driving them or perhaps demotivating them

Having segmented we then require insight research to understand what interventions can change or
reinforce behaviour. This requires us to break down behavioural change into a four elements, which
are rooted in behaviour change theory.* This includes Stages of Change and Social Cognitive Theory
as well as Needs Opportunities and Ability Model which are drawn from the expanding field of social
psychology and behavioural economics.’ Those four elements are:

= (Clear objectives;

=  Vital behaviours;

= Drivers for change;
= Factors of influence.

! http://nsmcentre.org.uk/

2 http://www.cultdyn.co.uk/

3 http://www.worldvaluessurvey.org/

4 http://www.civilservice.gov.uk/news/2010/march/mindspace.aspx

> http://www.civilservice.gov.uk/my-civil-service/networks/professional/gsr/publications/GSRU-publications.aspx
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Firstly, using this actual case study as the example, we need to identify and clarify the objective
including:

= Qutcomes: eg reducing the teenage STDs;

= Client targeting: eg targeting under 16’s on the Progress Estate in NW Barnsley;

= Specific behaviour requiring change: eg wear a condom.
Secondly we identify vital behaviours that have the most impact on the desired objective: eg “put a
condom in your pocket when you go out for a drink with friends”. Such behaviours should be
recognisable and repeatable. However it might be indirectly rather than directly related to the desired
objective.

Thirdly we assume two main drivers for change:

= Ability: “Do I have the ability, or is there anything stopping me”? e.g. awareness of service,
condoms readily available;

=  Motivation: “What's in it for me of for people like me”? e.g. How does any new or reinforced
behaviour fulfil the needs that are driven by my values?

Fourthly, we will use a range of influence techniques expressed at two main levels:
Personal and social factors

=  We ‘go with the flow’ or pre-set options

=  Qur attention is drawn to what is novel and seems relevant to us

=  QOur emotional associations can powerfully shape our actions

=  We act in ways that make us feel better about ourselves

= We are heavily influenced by who communicates information

=  We are strong influenced by what others do

= We seek to be consistent with our public promises and reciprocate acts

Key influences: habits, salience, emotions, ego, peer messengers (those liked or with authority)
social norms, social proof, commitments, reciprocation,

Structural and design factors — which the NSMC defines as upstream or strategic social marketing

= OQur responses to incentives are shaped by predictable mental shortcuts such as strongly
avoiding losses

= Qur acts are often influenced by sub-conscious cues

= Having a ‘product’ to offer

Key influences: incentives, scarcity, framing, priming

Social marketing campaigns across a range of public issues have demonstrated that message carriers
are crucial: in many cases local people will trust messages from people they already know far more
than what local health providers tell them. Peer-to-peer and word-of-mouth communications through
the creation of local networks are crucial to effective and permanent behaviour change. They also
significantly assist in building uptake with hard to reach and hard to engage groups. Research on
social marketing projects around the world has also demonstrated that people need to either value
something in order to take action or for it to be very easy for them to do, ideally involving no effort, ie
default systems. Whatever system is developed it needs to make it easy for people to do the right
thing.

2.1. Scoping Phase

As with all our social marketing projects, we began at the desk scoping secondary data. The key finding
was that underneath the apparently high average level of teen conception was a much greater problem.
The average hid the critical rates of teenage conception that were found in certain geographical areas of
Barnsley. The wealthiest wards, with low rates of pregnancy were masking the real problem. Rates of
teenage pregnancy were shown to correlate with levels of deprivation and the index of multiple
deprivation. TCC’s research demonstrated in the poorest areas the rate of conception almost doubled to
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89.4 per 1000, a rate that dwarfed the national average of 49.9 (for 2006). Our Values Modes
methodology informed us that a large portion of the group in the relatively deprived areas were what
TCC call “Settlers” with sustenance driven motivations. This gave us an immediate insight into what
their value set might look like. Alongside the issue of teenage conception was the worrying rise in
STI rates amongst the youth population.

Next, we sought to develop clear behavioural change goals. This required TCC’s research team to
establish a baseline of current behaviours. Our initial research for the PCT showed that people who
use sexual health services tend to be happy with them. Those who did not use the services generally
did not know what they could access or how. Key conclusions were:

= Targeting higher risk groups should be a priority;

= NHS Studies show more one is more likely to achieve success with under 25°s — thus focus on
young people;

=  Understanding the detailed geographical concentrations that underlay the average;

= Increase awareness of services. This provided an opportunity to create a clear measurable
indicator. A target of 70% awareness within the target group was to be achieved by the end of
the campaign;

= Qpverall the aim was to make the use of sexual health services the local social norm to improve
sexual health.

2.2. Insight Phase

As a result of the research, the PCT decided to commission us to carry out a social marketing
campaign to change young people’s behaviour in order to increase awareness, and use, of sexual
health services.

We agreed a values based approach with focus predominantly on Settlers and some Prospectors,
ensuring there are messages relevant to each of these groups e.g. safety and peer group perceptions

The intended behavioural change was to make accessing services the social norm. Reasons for the
current social norm of not using the services on offer ranged from the fatalistic - a desire to stay
blissfully ignorant ‘I’d rather not know’, to having a lack of access due to not knowing when, where,
or how, services could be used.

Our insight phase contacted over 300 young people, which enabled us to both generate audience
driven insights and engage with our audience to promote conversations about sexual health. We
identified primary and secondary target groups, levels of awareness, barriers to access, sources of
information and key influencers.

Prevailing attitudes of Settler Group were:
“If it happens, it happens, | would prefer to not know. In any case I don't really know where to
go and even if | did it would be really embarrassing. Also | wouldn't want my parents to
know.”

As part of the insight phase we tested a possible message:
“What do you know about this? There is free information, free condoms and it is completely
safe and confidential. Your friends are already using it, but if you do use it yourself no-one

else will know”

The biggest barrier to take up was lack of awareness of NHS provided sexual health services within
the locality.
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As aresult we agreed to encourage three vital behaviours that would be easy ways to remind people to
access services:

1. Vital behaviour 1: access the “what do you know?” website’
2. Vital behaviour 2: interact with a Peer Champion to normalise the issue
3. Vital behaviour 3: join the “C-Card” free condom scheme

Stakeholders were identified and categorised, but we saw this as a fluid process. This meant that we
constantly added and moved around our power-interest stakeholder matrix. The TCC approach also
evaluates stakeholders with the intention of actively moving their position on the matrix through
relationship management and our interventions. Throughout all stages of the campaign all
stakeholders were consulted and engaged to develop strong and trusted relationships. These
relationships provided access to certain target groups, exclusive insight and ‘bought in’ delivery
platforms for our interventions.

2.3. Intervention Phase

Being insight driven, our interventions were value, need and desire based. Our Values Modes
segmentation expertise added to the planning and intervention of our multi-faceted approach.

A promotional campaign was used as an umbrella to solidify and support the engaging elements of our
initiatives. The delivery channels for, and content of, the promotional activity took lead from the
interests and values of each target group. Various targeted messages were distributed on a local radio
station, popular with nearly all our groups, to advertise and participate by hosting events. The radio
station’s DJ with the most credibility with the target audience was brought on board as a champion of
the project.

Utilising the power of word of mouth messaging, we created a network of community communicators
named peer champions — young people who are able to work within their social networks to influence
their use of sexual health services. We provided training to build their confidence to act in their
community. Their recruitment was part of the marketing for the campaign as it created a public story
so it was easier for friends to talk about it to normalise the issue

The advantage of using a network of organised peers was that it allowed us to create a controlled
message and a trusted source. Additionally, this group championed activities and were involved in
almost all engagement exercises and played parts in the highly successful virtual tour of the services.
This video, produced in collaboration with our associate producer director of More4 News, is now
shown to all pupils in the area through schools and is available online.

Further interventions included interaction with youth clubs, which were ideal to enter the less affluent
communities. The schools and youth club intervention also allowed young people to see that their
peers were being engaged with. Also, interventions included: engagement events supported by peer
champions, awareness events, training sessions, interactive website, social networking, on the ground
partnership with Terrence Higgins Trust, pharmacy collaboration and participation with the Healthy
Schools Team. The Health Schools Team provided training to parents and professionals with support
from our initiatives. Information provided focused on the risks if one stays ignorant. This was heavily
marketed through posters. The "what do you know?” website was also promoted in all literature and
through a wristband.”

6 http://www.whatdoyouknow.org.uk/
7 http://www.whatdoyouknow.org.uk/
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Awareness raising included events and leafleting in the town centre and other places that showed the
issue was an important one. Crucial to the campaign was the promotion of the local C-Card free
condom scheme as part of wider range of options available

2.4. Evaluation Phase

We used proxy measures to gauge the impact of the campaign. An outstanding measure was the
‘awareness level of knowing where services are located” was at 100% when questioning several
hundred young people in the town centre over a 2 day period. Other proxies included numbers of
young people who saw the video. This benefited from a policy adaptation which meant that it was
viewed by every student attending PSHE classes.

In terms of learning outcomes, we gained greater knowledge over how to recruit and inspire peer
champions. A crucial point was that it was important for peer champions to feel they could provide
feedback to those in a senior position within NHS Barnsley.

We are awaiting data from clinical services regarding the number of people accessing services. Initial
reports show a high penetration of the promotional credit cards, every school child is given one during
induction, and high levels of awareness of the locations and services on offer.

3. CONCLUSIONS

In terms of learning outcomes, we gained greater knowledge over how to recruit and inspire peer
champions. A crucial point was that it was important for peer champions to feel they could provide
feedback to those in a senior position within NHS Barnsley.

We are awaiting data from clinical services regarding the number of people accessing services. Initial
reports show a high penetration of the promotional credit cards, every school child is given one during
induction, and high levels of awareness of the locations and services on offer.
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ABSTRACT

In recent years, Spanish university institutions, as other institutions in their immediate surroundings,
have had to face an increasingly competitive environment. In this context, university image,
satisfaction, identification and loyalty have become topics of increasing relevance for higher
education institutions and universities in particular. The general objective: to analyse the influence of
university image, satisfaction and graduated-university identification on graduate loyalty. After
reviewing specific literature, three hypotheses are proposed, linking these constructs with loyalty.
Structural equation modelling with latent variables is used to test the proposed model. The model
allows to confirm the three hypotheses and the results show that relationship management and
constructs such as satisfaction, university image, graduate loyalty and identification with the
university are key variables influencing the university performance.
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Loyalty, satisfaction, Corporate Image, Customer-Company identification, Higher Education,
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1. INTRODUCTION

The university environment is experiencing important changes that have to be managed in order to
ensure the universities’ competitiveness. In recent years, institutions have had to face an increasingly
competitive environment (Elliot and Healy 2001) as well as an evolution of their stakeholders’ needs
(Nguyen et al. 2004).

Organizational image, satisfaction, the identification of the graduates with their university and loyalty
are constructs of increasingly relevance for higher education institutions and universities in particular.
In this context, this paper has a general objective: analyse the influence of: university image,
satisfaction and graduated-university identification on graduate loyalty. To a large extent, and given
the characteristics of the current university environment which shows a reduction of the potential
number of customers, the need to guarantee the survival of university institutions justifies the
importance of analysing these constructs in this context. Thus, we suggest that this perspective
provides and innovative look at how university managers can do a better job creating and adding value
through enhance graduate loyalty.

Moreover, this study draws on theories of social identity (Tajfel and Turner 1986) and organizational
identification (Bergami and Bagozzi 2000; Dutton et al. 1994; Mael and Ashforth 1992) to provide a
comprehensive articulation of both the conditions in which consumers are likely to identify, or feel a
sense of belonging (Mael and Ashforth 1992) with an organization, and the bases and consequences of
such identification in the context of higher education.

2. CONCEPTUAL FRAMEWORK AND HYPHOTESES

2.1. University Image

Corporate image is described as the overall impression made on the minds of the public about a firm
(Nguyen and LeBlanc 2001; Barich and Kotler 1991). Kotler and Fox (1995) define image as the sum
of beliefs, ideas, and impressions that a person has of an object). It is related to the various physical
and behavioural attributes of the firm, such as business name, architecture, variety of
products/services, tradition, ideology, and to the impression of quality communicated by each person
interacting with the organization’s clients.

As a rule, people are exposed to realities created by the organization and may consciously or
unconsciously select facts which are compatible with their configuration of attitudes and beliefs. These
facts are retained and thereafter retrieved from memory to reconstruct an image when the organization
brought to mind (Nguyen and Le Blanc 2001).

The various publics of universities draw conclusions about an institution’s overall image from
impressions they have about the strengths and weaknesses of the institution’s offerings. These images
are formed from word of mouth, past experience and marketing activities of the institution. This study
will only consider/focus the graduate’s perception.

The image portrayed by the institutions of higher education plays a critical role in the attitudes of the
institution’s publics towards it (Landrum et al. 1998; Ivy 2001). Although organizational image has
been studied frequently with regard to the profit sector, it has not often been examined in the non-
profit organizations (Kazoleas et al. 2001; Beerli et al. 2002; Arpan et al. 2003; Cervera et al. 2008).

In order to operationalize the notion of image, authors tend to regard it as an attitude or a set of
attitudes based on measured attributes (Engel and Blackwell 1990; Capriotti 2006). Thus, in line with
academic research on attitudes, consideration of cognitive and affective components of the image
takes on a greater role of doctrine, as empirical work whose object of study focused on attitudes
exceeded the unidimensional model proposed by Fishbein and Ajzen (1975). In this sense, the results
provided by Bagozzi and Burnkrant (1985) and Beerli et al. (2002) conclude that the separate
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treatment of cognitive and affective responses leads to a better representation of the attitudinal
structure as well as the prediction of behaviors.

2.2. Student Satisfaction

Customer satisfaction has been widely debated in the literature, but a review of specialized literature
shows the absence of a consensus about the definition of the concept of satisfaction with the service
and, therefore, the lack of a measurement scale that is generally accepted. This characteristic can be
extended to the case of higher education (Hartman and Schmidt 1995). Most existing definitions have
been reviewed and compared by Giese and Cote (2000), identifying three basic components: 1. The
type of response, that is, whether it is a cognitive, affective or conative response, as well as the
intensity of the response; 2. The center of attention of this response, which may be based on an
evaluation of the standards related to the product, on the experiences of the consumption of the
product, or on the attributes associated with the purchase, such as the sales staff; and 3. The time or
moment at which the evaluation is made, which may be expressed as before or after making the
choice, after consumption, after accumulated experiences, or at any other time.

For example, Halstead et al. (1994) consider that satisfaction is an affective response, centered on
comparing the result of the product with some standard set prior to the purchase and measured during
or after consumption. On the other hand, Fornell (1992) defines satisfaction as a general evaluation
based on the result of the product perceived after the purchase and compared with expectations prior to
the purchase. Lastly, Giese and Cote (2000), having carried out an empirical study by means of
personal interviews and meeting with consumer groups, concludes that satisfaction comprises three
essential elements: 1. A general affective response that varies in its intensity; 2. A focus on the choice
of product, purchase and/or consumption and 3. The moment of determination, which varies according
to the different situations and its duration in time, which is generally limited.

Therefore, an adaptation of the definition of satisfaction regarding students is the one proposed by
Elliot and Healy (2001), who indicate that student satisfaction is a short-term attitude that results from
the evaluation of their experience with the education service received. For the means of this study,
satisfaction has been considered an affective response in a time, resulting from the evaluation of the
teaching services and study support offered to the student by the university (Oliver 1993; Beerli et al.
2002, Nguyen and Leblanc 2002).

2.3. Graduate-University (G-U) Identification

With regard to identification, as Bhattacharya and Sen (2003) and Dutton et al. (1994) point out,
student-university identification is conceptualized as the degree to which organizational members (the
graduates, in this case) perceive themselves and the university as sharing the same defining attributes
and values, in an attempt to satisfy one or more personal definition needs. In the nonprofit field, only a
few studies exist (Bhattacharya ez al. 1995; Mael and Ashforth 1992).

The relationship between training organizations and their alumni may be viewed through the construct
of organizational identification (Caboni and Eiseman 2003; Mael and Ashroth 1992). Through this
identification, individuals perceive themselves as being linked with the organization. They see the
organization’s successes and failures as their own successes and failures. This identification has been
recognized as an important factor in the wellbeing of organizational members (Brown 1969; O’Reilly
and Chatman 1986).

2.4. Graduate Loyalty

Loyalty is perceived and defined in various ways (Reichheld and Sasser 1990; Dick and Basu 1994;
Oliver 1997; Helgesen and Nesset 2007). Regarding loyalty, this can be defined as the consumer’s
relationship over time toward one specific object (a vendor, brand, service supplier) (Soderlund 2006).
Thus, loyalty implies a certain level of continuity in how a customer is related to an object. Student
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loyalty has become essential for the survival of higher education institutions (Henning-Thurau et al.
2001; Helgesen and Nesset 2007).

In current competitive environments, repeated purchases by customers - which means customer
retention- are necessary in order to guarantee the survival of the organisations. This situation affects
most sectors, and higher education is certainly not beyond being (Athiayaman 2000; Marzo-Navarro et
al. 2005; Helgesen and Nesset 2007).

Maintaining long lasting relationships with students and graduates creates a competitive advantage for
universities (Henning-Thurau et al. 2001). Given their current situation, the falling number of
incoming students, the increasing number of those that leave their studies, and the requirements of the
Bologna Declaration (1999), among others, the importance of analyzing loyalty in this context is a
critical topic (Helgesen and Nesset 2007).

During a study program, students often have the opportunity to switch to other educational institutions
at least for some of the courses. However, student loyalty is not only related to short-term effects.
Probably they may become good advocates, recommending the institution to others. Besides, a
growing number of graduates are returning to higher educational institutions in order to update their
knowledge (Marzo-Navarro et al. 2005; Helgensen and Nesset 2007).

In this sense, the advantages for an educational institution of having loyal customers are not restricted
to the period when these customers are formally registered as students; the loyalty of former students
can also be important for the institution’s success. Therefore, in this study, the term «graduate loyalty»
refers to the loyalty of a student after his or her time at the university when he/she obtain a degree.
Such an extended interpretation of the term makes intrinsic sense, because a former student’s loyalty
can be expected to be predominantly based on his or her experiences at the university.

Graduate loyalty is becoming one of the key objectives of university institutions. Thus, prominent
among the main motivations that lead universities to analyse the loyalty of their students and graduates
are the advantages that this loyalty provides to universities, which include (Henning-Thurau et al.
2001) the following:

1. Students constitute one of the main sources of university financing through enrolments. In spite of
the fact that Spanish universities are public, and therefore they should be financed through public
resources’, self-financing by these organisations is increasingly encouraged. In view of this situation,
the retention of students as well as the attraction of other, new students means the input of economic
resources.

2. The theory of services marketing sets forth that a loyal student positively influences teaching quality
through active participation and a committed behaviour (Rodie and Kleine, 2000). It is therefore an
input of the service production process, and it conditions the quality management of the same.

3. After leaving the university, graduates can continue to maintain a relationship with the institution
through donations, through positive interpersonal communication and through co-operation, thereby
offering internships to students, co-operating in research projects, etc.

2.5. Proposed model and hypotheses

On the basis of the literature, we propose a model whose main objectives are explaining those
variables affecting graduate loyalty.

From the perspective of marketing, the impact of corporate image and reputation on consumer
behaviour is well recognized in spite of the lack of empirical evidence. Several authors assert that a
good corporate image helps to increase the firm's sales and its market share (Shapiro 1982), and to

% Most of the resources of Spanish universities come from public funds (OECD, 2008). In the academic period 2005/2006,
69% of Spanish universities were financed by public funds. This situation is repeated/similar in most European countries
(OECD, 2008; CRUE 2008).
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establish and maintain a loyal relationship with customers (Selnes 1993; Andreassen and Lindestad
1998; Johnson et al. 2001; Nguyen and Leblanc 2001).

In accordance with the arguments above, the following hypothesis is stated:

HI1: The university image perceived by graduated has a positively and significantly influence on
graduate loyalty.

In the services context in general, satisfaction and loyalty are closely related, and satisfaction is an
antecedent of loyalty (Dick and Basu 1994). Similarly, in the higher education sector the concepts of
loyalty and satisfaction are also closely related to each other, whereby the same causal relationship
between them both can become established (Martensen et al. 1999; Alves and Raposo 2004; Marzo-
Navarro et al. 2005; Soderlund 2006; Helgensen and Nesset 2007). Thus, satisfaction is an antecedent
of graduate loyalty. A student who is therefore satisfied with the service received may develop various
attitudes and behaviours that are indicative of loyalty, among which a positive interpersonal
communication can be developed (Guolla 1999; Marzo-Navarro et al. 2005). Moreover, graduates
may show the intention to return to participate in other courses offered by the same university
(Patterson et al. 1997).

Therefore, based on our review of the above literature, the following hypothesis is proposed:

H2: There is a positive and significant relationship between graduate satisfaction and graduate loyalty.
Literature about Customer-Company identification shows that such identification is not only related to
the buying intention of products (Bigné et al. 2008), but also that individuals are motivated to promote
(Bhattacharya and Sen 2003) and to recommend products, or recruit other customers as “extra-role
behaviors” (Bhattacharya and Sen 2003; Ahearne et al. 2005; Henning et al. 2001; Soderlund 2006;
Helgesen and Nesset 2007). Therefore:

H3: Graduate-University identification has a positive and significant influence on loyalty towards the
institution where they obtained their grade.

After reviewing the concepts, we proceed to present the theoretical model in Figure 1.

FIGURE 1
Proposed Model

Satisfaction
+HI
. . + H2
University Image
G-U Identification

3. RESEARCH METHOD AND RESULTS

+H3

In order to contrast the hypotheses, an empirical research was carried out to obtain data through a
computer assisted telephone interview (CATI). A sample of 500 graduates (2005 and 2006) from a
Spanish university in all degrees (3 and 5 year) except postgraduates degrees was obtained. Student
satisfaction was measured using Fornell (1992) and Beerli et al. (2002) scales. Perceived university
image was measured based on the multidimensional scale validated by Cervera et al. (2009) from the
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proposal by Beerli et al. (2002). The image scale is composed of sixteen items and four dimensions:
three cognitive dimensions and one affective. The cognitive dimensions were measured through items
grouped into orientation and training at the university (7 items), reputation (4 items), accesibility (2
items) and the aesthetic-affective dimension (3 items). The graduate-university identification
measurement instrument was adapted from Mael and Ashforth (1992) and Bhattacharya et al. (1995).
Lastly, loyalty was measured using five behavioural-intention items, namely the graduate’s intention
to consider the university as his first choice for continues his education, the graduate’s intention to
encourage friends to study at the university, his intention to recommend it and to say positive things
about it. These five items are similar to those used by Séderlund (2006), Henning-Thurau et al. (2001),
and Zeithaml et al. (1996).

All constructs were measured through an 11-item Likert-type scale (0 =completely disagree to
10=completely agree).

Previous to applying more rigorous confirmatory procedures to verify the psychometric properties of
the scales, expert opinions were considered and and two pilot tests were developed. Then, we used
Structural Equation Modelling with EQS 6.1. in order to assess the measurement properties of the
scales and verify the hypothesized relationships. Table 1 shows the high internal consistency of the
constructs. Reliability was calculated with Cronbach’s Alpha (higher than .9 for all measures),
Bagozzi and Yi’s (1988) composite reliability index (all values are higher than .8), and Fornell and
Larcker’s (1981) average variance extracted index (higher than .7 for the three measures) also
provided good results. The overall fit indices provide support for the fit of the proposed structural
model (S-B y* (322) = 698.287 p< .000; BBNFI= .896; BBNNFI= .930; IFI= .941; CFI= .941;
RMSEA= .048). All items load on their hypothesized factors, and the estimates are positive and
significant. The results of the CFA are reported also in Table 1.

TABLE 1
CFA. Measurement psychometric properties

Factor Item Convergent validity Reliability
Factor loading | Loading | Cronbach’ CR AVE
average sa
ORIENTATION AND or2 0,756 *
TRAINING %) 0,764 *
Or4 0,710 *
Or5 0,820 * 0,67 0,84 0,90 0,58
Or6 0,517*
Or7 0,507*
Or8 0,611*
REPUTATION AND R2 0,467*
INNOVATION R3 0,919%* 0,77 0,86 0,91 0,74
R4 0,871%*
R6 0,842*
ACCESIBILITY Accl 0,787* 0,88 0,87 0,93 0,86
Acc2 0,970*
AESTHETIC- Estl 0,937* 0,88 0,91 0,95 0,87
AFFECTIVE Est4 0,886*
Edadl 0,829*
SATISFACTION S1 .890*
S2 953 * 92 .835 97 91
S3 911*
G-U ID1 J71*
IDENTIFICATION 1D2 812 *
1D3 788%* .85 929 97 .69
D4 916*
ID5 928%*
1D6 .867*
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LOYALTY L2 831 *
L3 946 *
14 941 * 924 902 .98 .89
L5 .978%*
Goodness of fit indexes
S-B XZ (322)=698.2879 BBNFI BBNNFI CFI1 IFI RMSEA
(p=0.000) .896 930 941 941 .048
Note: CR=Composite Reliability; AVE=Average Variance Extracted

*p<.01

Evidence for discriminant validity of the measures was provided for pair of factors (orientation
and training -loyalty) who has high correlation, the S-B % value of the baseline measurement
model was compared to that value for a measurement model constraining their correlation to
equal one (Fornell and Larcker 1981); the y’-difference test was significant between
identification and loyalty. The global support of this test suggests that the measurement model
achieves discriminant validity.

The results of an appropriate structural equation model’, confirm the importance of the
relationship between these variables. Table 3 shows the standardized coefficients for the
structural relations compared to their associated z-value and the verification of the corresponding
hypotheses.

TABLE 3
Structural Equation Modeling: causal relations analysis
Hypotheses Structural relation Standz?rdlzed Robust Results
coefficient (f) t value

H1 University Image = Loyalty .810 8.940* Accepted

H2 Satisfaction = Loyalty 430 9.889* Accepted

H3 G-U Identification = Loyalty .280 3.407* Accepted
*=p<.01

Goodness of fit indexes
S-B X2 (343)=955.1296 BBNNFI CFI IFI RMSEA

(p=0.000) 930 .900 .900 .060

Firstly, three hypotheses stated that university image, satisfaction and G-U identification should
positively direct influence on loyalty; the results show that those hypotheses can be accepted
(/=.810; (p=.430, p=.280; p<.01). The acceptance of H1 confirms the results of previous
research in loyalty (Nguyen and Leblanc 1998; Bloemer et al. 1998, Andreassen and Lindestad
1998) showing that image directly and positively influences relational variables that lead
graduates to have a more permanent and enduring relationship with the university, and also
willing to very highly recommend it. With regard to H2, its acceptance proves that student
satisfaction obtained during the service experience is relevant in the future as graduates hold
positive intentions to return to the institution and/or recommend it. Lastly, H3 proposed that
there is a positive influence of graduate-university identification on.

To sum up, results show that the proposed variables are intervening in behavioural responses in
the specific context of higher education.

3 University image was analysed as a higher order factor (2" order construct using confirmatory factor analysis) For more
detail see Cervera et al. (2009).
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4. CONCLUSIONS

Based on existing literature and applying it to the higher education context, a theoretical model whose
main objective is to explain the influence of three variables on loyalty has been proposed. Data fits the
proposed model and the findings enable to better understand the role played by these variables on
graduate behaviour.

This work attempts to provide a better understanding for the management of graduate-university
relationships, as well as to identify potential antecedents of loyalty in this field. Results confirm
previous findings, showing that university image, satisfaction and graduate identification with the
institution affects loyalty, noting that the image is exerting a greater influence when compared to the
other two.

However, results must be considered in the context of the limitations which are present in this work
and, at the same time they provide lines for further research. Firstly, the model has been compared in
only one research context (Spanish university); this undoubtedly has produced a bias in the results
which means that any generalisation is limited to the underlying circumstances of the research context.
It would therefore be useful to replicate this study in other sectors, to other higher education
institutions to generalize the results. In addition, more research with other stakeholders may contribute
to a general, overall understanding of the impact of university image and other antecedents of loyalty.

As managerial implications for university managers, this research shows that, satisfaction and G-U
identification are two key factors in creating loyal students. Identification leads graduates to a
cognitive state of connection and proximity to the higher education institution. This fact should
encourage universities to make higher efforts and invest resources in reinforcing the link with one of
its main stakeholders: students, and improve the service experience and thus, succeed in obtaining a
higher identification and retention.

Findings provide promising conclusions for universities and non profit organizations and have
significant academic and managerial implications. They show that creating and maintaining the link or
closeness between student and university (identification) constitutes an attractive relationship for users
with a great potential for generating behavioural and affective positive responses to the organization.
These results provide the basis for managers in higher education institutions to respond to any
initiative that may help their institutions to become vehicles through which its customers can meet
their personal needs.

Other managerial implications of this research stem from the evidence that university perceived image
is extremely relevant to one of its key publics: graduates, whose loyalty depends on the perceived
image, as other authors predicted (Nguyen and Leblanc 2001). University image can be managed and
it should be able to project a corporate identity in which the benefits relevant to that public are
provided in a unique and distinctive manner. University managers should pay more attention to
developing policies, both of communication and management, which have a bearing on those
attributes that exert most influence on overall images of the university and on loyalty. Moreover, it
would be advisable to further research university image forming process among other stakeholders
groups, such as the teaching and research staff, companies and society in general.

Other options for further research could be in line of analyzing the influence of satisfaction on image
and image and satisfaction on G-U identification.

To conclude, constructs such as university image, satisfaction, G-U identification and graduate loyalty
towards the university are key variables influencing university performance. The generic model and
associated measurement instruments can reliably and consistently be applied to different studies and
institutions, and they will provide useful information for comparisons between study programmes and
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institutions against continuous quality improvement. The appropriate management of the determinants
of satisfaction is critical to the strategic planning in higher education institutions.

This study contributes to the body of knowledge of relationship marketing and corporate image by
empirically testing the nature of the relationship between corporate image and their effects on the
customers' satisfaction and loyalty, and it shows that these three topics are of real importance also in
the higher education sphere. By treating those variables as the key success factors regarding student
loyalty, student retention may be obtained, thus ensuring public funds in future.
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ABSTRACT

Despite the growing interest in value creation, a review of the relevant educational literature reveals
that there is no generally accepted and empirically confirmed relational model of the student value
creation process. This paper contributes in this way, analyzing several antecedents and consequences
in the value creation process between graduates and their universities. We therefore study the effects
of the quality of the student-professor interaction, trust, and university image on student perceived
value. Moreover, we analyze the impact of perceived value on student satisfaction and loyalty. An
empirical study was carried out in order to test the proposed theoretical model. The findings provide
relevant academic and managerial implications for strategic decision-making at universities.
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1. INTRODUCTION

In a world where knowledge has become a key resource, governments have realised the importance of
developing the intellectual capital of their citizens. In this context, the topic of value creation has
become of great importance in the policies and practices of a lot of institutions in recent years
(Sakthivel and Raju 2006). Approaching higher education institutions as service providers to the very
complex net of social agents to whom they must offer effective solutions and added value, determines
the base for the application of the Relationship Marketing Theory. The concept of relationship
marketing is at “the forefront of marketing practice and academic research” (Berry 1995: 23; Verhoef
2003). This is especially true in the field of services marketing (Henning-Thurau et al. 2001). Higher
education institutions can be considered service organizations (Cave et al. 1997). However, a
relational approach has only recently been applied to the specific field of services marketing (Helgesen
and Nesset 2007; Henning-Thurau et al. 2001).

Relationship marketing literature relates to variables such as trust, value, communication or loyalty
(Bryce 2007; Gwinner et al. 1998; Morgan and Hunt 1994; Parvatiyar and Sheth 1994; Webster 1994).
These variables are necessary to develop and maintain long-term relationships with stakeholders.
However, as Fournier (1998) point out, such relationships are likely to remain elusive for most
marketers without a more precise understanding of when and why consumers respond favourably.

This paper applies the precepts of the relationship marketing in an analysis of management education
as a service encounter between the professor and the students. Moreover, this study wants to extend
previous efforts in the analysis of value creation in education by examining this construct under a
relational perspective, delving into its relationship with variables such us quality of the interaction,
trust, image, satisfaction and loyalty. It attempts to contribute to the growing research on customer-
company (specifically graduate-university) relationships (Bergami and Bagozzi 2000; Bhattacharya
and Sen 2003) by analyzing the value creation process (Baker et al. 2003). Following Sakthivel and
Raju (2006), for education to become excellent, perceived value should have the greatest impact on
students’ knowledge and personal development. But the growing body of knowledge of value is
fragmented. Different points of view are advocated with no widely accepted way of pulling views
together, especially in its relationship with other variables. There are only a few studies on value
creation in the educational context (e.g. Baker e al. 2002; Sakthivel and Raju 2006; Unni 2005). We
suggest that this relational perspective provides a fresh and innovative view about how a higher
education institution can improve its performance creating and adding value for an important
stakeholder group: the students.

2. CONCEPTUAL FRAMEWORK AND HYPOTHESES

The examination of perceived value determination and value delivery has recently become a
focal point in the marketing literature (Lee and Overby 2004). Perceived value has gained
considerable research interest as a stable construct to predict buying behaviour (Chen and
Dubinsky 2003; Pura 2005). However, despite this growing interest in value creation, a review
of the relevant educational literature reveals that there is a lack of analysis about this construct
and, in particular, about its relationships with other variables. The value concept is multi-
faceted and complicated by numerous interpretations, biases, and emphases (Hu et al. 2009;
Huber et al. 2001). Zeithaml (1988) defined value as the consumer’s overall assessment of the
utility of a product based on perceptions of what is received and what is given. Regarding
Sakthivel and Raju (2006: 557), in engineering education, perceived value is not merely
transmission of technical knowledge or the degree that the student is pursuing, but something
more: a value for the money that he or she has paid; he or she wants to hone leadership,
communication, and interpersonal skills to acquire knowledge of the latest trends in technology,
to have exposure to industrial climate, and to face challenges in life.
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In order to delve into the value creation process in the educational context, we propose an integrative
model of student perceived value that considers several antecedents and consequences of this construct
(Figure 1). This integrative approach takes into account relationship marketing theory to include
various aspects of educational research, thereby accounting for the special characteristics of
educational institutions and their relationships with students as customers.

FIGURE 1
Proposed model
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Quality of the student-professor interaction in the service encounter

A service encounter has been defined as the dynamic interaction between a service operation and its
customers (Surprenant and Solomon 1987). The importance of understanding the customer-contact
employee service encounter has been discussed in marketing literature (Gil et al. 2008; Wong 2004)
though less frequently in the education context (e.g. Chung and McLarney 2000; Venkatesh and
Meamber 2006). The service encounter between student-professor is analyzed like a specific and
particular type of service, where an extended encounters and provision of extras and special attentions
can be a significant factor in explaining service satisfaction and also positive feelings (Price et al.
1995).

Accordingly Chung and McLearny (2000: 485), “teaching is a service encounter”’, where reforms to
the education process require that the student be treated as the consumer of a service (Krehbiel et al.
1997). In this way, is important that the professor recognize the student as an active participant in the
service encounter (Chung and McLarney 2000). Accepting that there is an important impact of service
encounter on perceived value (Keng et al. 2007), and considering the lack of study of this relationship
in an educational context, we hypothesize:

HI: The quality of the student-professor interaction has a positive and significant influence on student
perceived value.

Trust

Trust has traditionally been considered as a key variable for long-lasting relationships. Moorman et al.
(1992: 315) define this concept as “a willingness to rely on an exchange partner in whom one has
confidence”. In the educational context, and following the definition by Morgan and Hunt (1994), the
students’ trust in an educational institution can be understood as their confidence in its integrity and
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reliability, and it is based on the personal experiences of students with faculty members (Henning-
Thurau et al. 2001).

Service literature shows evidence of the relationship between trust and perceived value (Lentz et al.
2004; Nijssen et al. 2003; Sirdeshmukh et al. 2002). Sirdeshmukh et al. (2002) affirm that trust creates
value because it provides relational benefits derived from the interaction between the firm and the
consumer, and it reduces uncertainty in consumers (Morgan and Hunt 1994), but no studies exist
where this relationship has been tested in the educational context. In this sense, we propose the
following:

H2: The students’ trust on the educational institution has a positive and significant influence on
student perceived value.

University image

Kotler and Fox (1995) define image as the sum of beliefs, ideas, and impressions that a person has of
an object. Corporate image is described as the overall impression made on the minds of the public
about a firm (Barich and Kotler 1991; Nguyen and LeBlanc 2001). A Higher Education Institution
(HEI) image is not absolute, but relative to the images conveyed by other HEIs. HEIs must understand
the image that they portray, and make sure that the image is both an accurate and favorable reflection
of the institution (Beerli et al. 2002). The various publics of universities draw conclusions about an
institution’s overall image from impressions they have about the strengths and weaknesses of the
institution’s offerings. These images are formed from word of mouth, past experience and marketing
activities of the institution. This study will only consider the graduate’s perception.

From the perspective of marketing, the impact of corporate image on consumer behaviour is well
recognized in spite of the lack of empirical evidence. The relationship between corporate image and
perceived value has not been the object of much attention in the educational literature. However, in
other fields, corporate image has been studied as an antecedent or as a mediator of constructs
regarding the evaluations of organizations, products or services —perceived quality, perceived value,
loyalty— individually or together with satisfaction (Beerli et al. 2002; Nguyen and LeBlanc 2001; Pina
et al. 2006). In particular, the image-value relationship has been validated in the service literature
(Barich and Kotler 1991; Nguyen and LeBlanc 2001). In accordance with the arguments above, we
hypothesize:

H3: The university image by students has a positive and significant influence on student perceived value.
Student satisfaction and loyalty

The importance of measuring the satisfaction variable stems from its relationship to customer loyalty
(Galloway 1998). In current competitive environments, repeated purchases by customers are necessary
in order to guarantee the survival of the organisations, which means customer retention. This situation
affects most sectors, and higher education is certainly not beyond being (Helgesen and Nesset 2007).

Customer satisfaction has been widely debated in the literature, but there is no consensus about the
definition of the concept of satisfaction with the service, specially in higher education (Hartman and
Schmidt 1995). An adaptation of the definition of student satisfaction is the one proposed by Elliot and
Healy (2001), who indicate that it is a short-term attitude that results from the evaluation of their
experience with the education service received.

The connection between perceived value and customer satisfaction has been debated. Apparently,

there is a growing recognition that satisfaction is positively influenced by perceived value (Chen and
Dubinsky 2003; Sakthivel and Raju 2006; Yang and Peterson 2004). However, some researchers
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propose an opposite relationship (Bolton and Drew 1991; Petrick et al. 2001). Based on the above
discussions, the following hypothesis is proposed:

HA4: The student perceived value has a positive and significant influence on student satisfaction.

Regarding loyalty, this can be defined as the consumer’s relationship over time toward one specific
object (a vendor, brand, service supplier) (Soderlund 2006). Student loyalty has become essential for
the survival of higher education institutions (Helgesen and Nesset 2007). Maintaining long lasting
relationships with students creates a competitive advantage for universities (Henning-Thurau et al.
2001). Given their current situation, the falling number of incoming students, the increasing number of
those that leave their studies, and the requirements of the Bologna Declaration (1999), among others,
justify the importance of analyzing loyalty in this context (Helgesen and Nesset 2007). In this study,
the term «student loyalty» refers to the loyalty of a student after his or her time at the university.

In the value literature, empirical findings have denoted the indirect influence of perceived value on
loyalty through the consumer satisfaction (Yang and Peterson 2004), though some authors do not
validate this relationship (Andreassen and Lindestad 1998). Further, some studies show the direct
effect of perceived value on loyalty (Cronin et al. 2000; Sirdeshmukh et al. 2002; Yang and Peterson
2004), but others do not validate this relationship (Varki and Colgate 2001; Wang et al. 2004).

In the services context in general, satisfaction and loyalty are closely related, and satisfaction is an
antecedent variable of loyalty (Dick and Basu 1994). Similarly, in the higher education sector, the
concepts of loyalty and satisfaction are also closely related to each other, whereby the same causal
relationship between them can become established (Helgesen and Nesset 2007; Soderlund 2006). A
student who is therefore satisfied with the service received may develop various attitudes and
behaviours that are indicative of loyalty, among which is positive interpersonal communication with
other potential customers about the university (Guolla 1999), and/or students may show the intention
to return to participate in other courses offered by the same university (Patterson et al. 1997).

Consequently, the following hypotheses are set forth:
H5: There is a positive and significant relationship between student perceived value and loyalty.

Ho6: There is a positive and significant relationship between student satisfaction and loyalty.

3. RESEARCH METHOD AND RESULTS

A field study was conducted in two Spanish universities, collecting the data from a random sample of
1000 graduates. This exploratory analysis was developed in order to test the validity of the
measurement scales and the relationships hypothesized. The scale of the quality of the student-
professor interaction was adapted from Peird et al. (2005). Trust to the institution was measured
adapting the one proposed by Morgan and Hunt (1994), and image was measured through the scale of
Nguyen and LeBlanc (2001). For the measurement of perceived value we adapted the scale of Dodds
et al. (1991), and for satisfaction the one used by Fornell (1992). Finally, loyalty was measured
through the intention to return to the university and through the positive interpersonal communication
that students may provide, adapting the scales of Martensen et al. (1999) and Henning-Thurau et al.
(2001). For all constructs, a 11-item Likert-type scale (completely disagree to completely agree) was
employed.

We used structural equation modelling with LISREL 8.80 to assess the measurement properties of the

scales and test the hypothesized relationships. Reliability was calculated with Cronbach’s Alpha
(higher than .9 for all measures), Bagozzi and Yi’s (1988) composite reliability index (all values were
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higher than .8), and Fornell and Larcker’s (1981) average variance extracted index (higher than .7 for
all the measures). The overall fit indices provide support for the fit of the proposed conceptual model
(o (194)=1321.46; p=.00; GFI=.89; CFI=.98; RMSEA=.07; NNFI=.98; IFI=.98). All items loaded on
their hypothesized factors, and the estimates were positive and significant. The results demonstrated
the convergent and discriminant validity of the scales.

Results of the structural equation model (X2 (161)=1102.39; p=.00; GFI=.90; CFI=.98; RMSEA=.07;
NNFI=.98; IF1=.98) lend support for all the hypotheses. Quality of the student-professor interaction
has a significant influence on perceive value (.49, p<.01) and also trust and image influence value (.56,
p<.01; .59, p<.01). Moreover, the results suggest that perceived value is an antecedent of consumer
satisfaction (.47, p<.01) and loyalty (.14, p<.01), and that satisfaction also mediates the impact of
perceived value on loyalty. The results of an appropriate structural equation model confirm the
importance of the relationship among all these variables in the educational context.

4. CONCLUSIONS AND IMPLICATIONS

This work attempts to provide a better understanding of the management of the student-university
relationship, delving into the value creation process through the identification of possible antecedents
and consequences of students’ perceived value. Results confirm previous findings in this field and
others beyond the educational context, showing that perceptions of value in the educational service
encounter are influenced by the quality of the student-professor interaction, the student trust, and the
university image. Findings also reveal that perceived value contributes to students’ satisfaction and
loyalty. Therefore, the proposed model and associated measurement instruments can reliably and
consistently be applied for higher educational institutions, providing useful information for strategic
decisions of universities.

These results have significant academic and managerial implications for universities and non profit
organizations. Thus, quality of the student-university interaction, university image and students’ trust
are three of the key factors in creating satisfied and loyal students, through a value creation process.
The findings show that creating and maintaining the link or closeness between student and university
constitutes an attractive relationship for users with a great potential for generating behavioural and
affective positive responses to the organization. Improving interaction between students and professors
could be useful to generate user identification with the organization, perceived value and loyalty.
These conclusions should encourage universities to dedicate effort and invest resources to reinforce
the link with one of its main stakeholders: students, and thus, succeed in obtaining a higher
identification with the educational institution and in their retention.

In light of the results, it would be interesting to replicate and extend this study to other contexts,
including other related variables such as commitment or student-university identification. Moreover,
further research would be necessary to consider the multidimensional nature of perceived value in the
educational context, following the suggestions of Sakthivel and Raju (2006).

REFERENCES

= Andreassen TW and Lindestad B (1998) Customer loyalty and complex services. International
Journal of Service Industry Management, 9, 1: 7-23

= Bagozzi RP and Yi Y (1988) On the evaluation of structural equation models. Journal of the
Academy of Marketing Science, 16, 1: 74-94

= Baker J, Parasuraman A, Grewal D and Voss GB (2002) The influence of multiple store
environment cues on perceived merchandise value and patronage intentions. Journal of Marketing,
66, 2: 120-141

167



168 Regulation and Best Practices in Public and Nonprofit Marketing

= Baker SM, Kleine SS and Bennion M (2003) What do they know? Integration the core concept of
customer value into the undergraduate marketing curriculum and its assessment. Journal of
Marketing Education, 25, 1: 79-89

= Barich H and Kotler P (1991) A framework for marketing image management. Sloan Management
Review, 32, 4: 94-104

= Beerli A, Diaz G and Pérez P (2002) The configuration of the university image and its relationship
with the satisfaction of students. Journal of Educational Administration, 40, 5: 496-505

= Bergami M and Bagozzi RP (2000) Self-categorization, affective commitment and group self-
esteem as distinct aspects of social identity in the organization. British Journal of Social
Psychology, 39, 4: 555-577

= Berry LL (1995) Relationship marketing of services — growing interest, emerging perspectives.
Journal of the Academy of Marketing Science, 23, 4: 236-245

= Bhattacharya C and Sen S (2003) Consumer-company identification: A framework for
understaning consumers' relationships with companies. Journal of Marketing, 67: 2

= Bolton RN and Drew JH (1991) A multistage model of customers' assessments of service quality
and value. Journal of Consumer Research, 17, 4: 375-384

=  Bryce H (2007) The public’s trust in nonprofit organizations: The role of relationship marketing
and management. California Management Review, 49, 4: 112-132

= Cave M, Hannery S, Henkel M and Fogan M (1997) The use of performance indicators in higher
education: a critical analysis of developing practice. Jessica Kingsley Publishers, London and
Bristol, Pennsylvania

=  Cronin JJ Jr, Brady MK and. Hult GTM (2000) Assessing the effects of quality, value, and
customer satisfaction on consumer behavioral intentions in service environments. Journal of
Retailing, 76, 2: 193-218

= Chen Z and Dubinsky AJ (2003) A conceptual model of perceived customer value in e-commerce:
A preliminary investigation. Psychology and Marketing, 20, 4: 323-347

=  Chung E and McLarney C (2000) The classroom as a service encounter: Suggestions for value
creation. Journal of Marketing Education, 24, 4: 484-500

= Declaration B (1999) European space for higher education. European Commision

= Dick AS and Basu K (1994) Customer loyalty: Toward an integrated conceptual framework.
Journal of the Academy of Marketing Science, 22, 2: 99-113

= Dodds WB, Monroe KB and Grewal D (1991) Effects of price, brand, and store information on
buyers' product evaluations. Journal of Marketing Research, 28, 3: 307-319

= Elliot KM and Healy MA (2001) Key factors influencing student satisfaction related to
recruitment and retention. Journal of Marketing for Higher Education, 10, 4: 1-11

= Fornell C (1992) A national customer satisfaction barometer, the Swedish experience. Journal of
Marketing, 56, 1: 6-21

= Fornell C and Larcker DF (1981) Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 18, 1: 39-50

= Fournier S (1998) Consumers and their brands: Developing relationship theory in consumer
research. Journal of Consumer Research, 24, 4: 343-373

=  QGalloway L (1998) Quality perceptions of internal and external customers: A case study in
educational administration. The TQM Magazine, 10, 1: 20-26

= @il I, Berenguer G and Cervera A (2008) The roles of service encounters, service value and job
satisfaction in achieving customer satisfaction in business relationships. Industrial Marketing
Management, 37, 8: 921-939

=  Guolla M (1999) Assessing the teaching quality to student satisfaction relationship: applied
customer satisfaction research in the classroom. Journal of Marketing Theory and Practice, 7, 3:
87-98

=  Gwinner K, Gremler D and Bitner MJ (1998) Relational benefits in services industries: the
customer’s perspective. Journal of the Academy of Marketing Science, 26, 2: 101-114

= Hartman D and Schmidt S (1995) Understanding student/alumni satisfaction for a consumers’
perspective. Research in Higher Education, 36, 2: 197-217

168



Session 2. Marketing in Public Administrations 169

Helgesen O and Nesset E (2007) What accounts for students’ loyalty? Some field study Evidence.
International Journal of Educational Management, 21, 2: 126-143

Henning-Thurau T, Langer MF and Hansen U (2001) Modelling and managing student loyalty. An
approach based on the concept of relationship quality. Journal of Service Research, 3, 4: 331-344
Hu H-H, Kandampully J and Juwaheer TD (2009) Relationships and impacts of service quality,
perceived value, customer satisfaction, and image: An empirical study. The Service Industries
Journal, 29, 2: 111-125

Huber F, Herrmann A and Morgan RE (2001) Gaining competitive advantage through customer
value oriented management. The Journal of Consumer Marketing, 18, 1: 41-53

Keng C-J, Huang T-L, Zheng L-J and Hsu MK (2007) Modeling service encounters and customer
experiential value in retailing. An empirical investigation of shopping mall customers in Taiwan.
International Journal of Service Industry Management, 18, 4: 349-367.

Kotler P and Fox K (1995) Strategic marketing for educational institutions. Prentice-Hall,
Englewood Cliffs, NJ

Krehbiel T, McClure R and Pratsini E (1997) Using student disconfirmation as a measure of
classroom effectiveness. Journal of Education for Business, 72, 4: 224-230

Lee EJ and Overby JW (2004) Creating value for online shoppers: Implications for satisfaction
and loyalty. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 17, 54-
67

Lentz P, Teusner S and Holzmueller HH (2004) Customer satisfaction, trust, value, and loyalty in
relational B2B exchanges. EMAC Conference, 18-20 May

Martensen A, Gronholdt L, Eskildsen J and Kristensen K (1999) Measuring student oriented
quality in higher education: application of the ECSI methodology. TQM for Higher Education
Institutions

Moorman CR, Zaltman G and Deshpandé R (1992) Relationships between providers and users of
market research: The dynamics of trust within and between organizations. Journal of Marketing
Research, 29, 3: 214-329

Morgan R and Hunt S (1994) The Commitment Trust Theory of Relationship Marketing. Journal
of Marketing, 58, 3: 20-38

Nguyen N and LeBlanc G (2001) Image and reputation of higher education institutions in students'
retention decisions. The International Journal of Educational Management, 15, 6: 303-311

Nijssen E, Singh J, Sirdeshmukh D and Holzmiieller H (2003) Investigating industriy context
effects in consumer-firm relationships: Preliminary results from a dispositional approach. Journal
of the Academy of Marketing Science, 31, 1: 46-60

Parvatiyar A and Sheth JN (1994) Paradigm Shift in Marketing Theory and Approach: The
Emergence of Relationship Marketing. In: A. Parvatiyar and J.N. Sheth (ed.): Relationship
Marketing: Theory, Methods and Applications. Emory University, Atlanta

Patterson PG, Johnson LW and Spreng RA (1997) Modeling the determinants of customer
satisfaction for business-to-business professional services. Journal of the Academy of Marketing
Science, 25, 1: 4-17

Peir6 JM, Martinez-Tur V and Ramos J (2005) Employees’ overestimation of functional and
relational service quality: A gap analysis. The Service Industries Journal, 25, 6: 1-17

Petrick JF, Morais DD and Norman WC (2001) An examination of the determinants of
entertainment vacationers' intentions to revisit. Journal of Travel Research, 40, 1: 41-48

Pina J, Martinez E, De Chernatony L and S Drury (2006) Th effect of service brand extensions on
corporate image. An empirical model. European Journal of Marketing, 40, 1/2: 174-197

Price LL, Amould EJ and Tierney P (1995) Going to extremes: managing service encounters and
assessing provider performance. Journal of Marketing, 59, 2: 83-97

Pura M (2005) Linking perceived value and loyalty in location-based mobile services. Managing
Service Quality, 15, 6: 509-538

Sakthivel PB and Raju R (2006) An instrument for measuring engineering education quality from
students' perspective. The Quality Management Journal, 13, 3: 23-34

169



170 Regulation and Best Practices in Public and Nonprofit Marketing

= Sirdeshmukh D, Singh J and Sabol B (2002) Consumer trust, value, and loyalty in relational
exchanges. Journal of Marketing, 66, 1: 15-37

= Soderlund M (2006) Measuring customer loyalty with multi-item scales: A case for caution.
International Journal of Service Industry Management, 17, 1: 76-98

= Surprenant C and Solomon MR (1987) Predictability and personalization in the service encounter.
Journal of Marketing, 51, 2: 86-96

= Unni RM (2005) Value perceptions and retention of textbooks among marketing and other
business majors. Marketing Education Review, 15, 2: 71-79

= Varki S and Colgate M (2001) The role of price perceptions in an integrated model of behavioral
intentions. Journal of Service Research, 3, 3: 232-240

= Venkatesh A and Meamber LA (2006) Arts and aesthetics: Marketing and cultural production.
Marketing Theory, 6, 1: 11-39

= Verhoef P (2003) Understanding the effect of customer relationship management efforts on
customer retention and customer share development. Journal of Marketing, 67, 4: 30-45

= Wang Y, Lo HP, Chi R and Yang Y (2004) An integrated framework for customer value and
customer-relationship-management performance: A customer-based perspective from China.
Managing Service Quality, 14, 2/3: 169-182

=  Webster FEJ (1994) Defining the new marketing concept. Marketing Management, 2, 4: 22-31

= Wong A (2004) The role of emotional satisfaction in service encounters. Managing Service
Quality, 14, 5: 365-376

= Yang Z and Peterson RT (2004) Customer perceived value, satisfaction, and loyalty: The role of
switching costs. Psychology and Marketing, 21, 10: 799-822

= Zeithaml VA (1988) Consumer perceptions of price, quality, and value: a means-end model and
synthesis of evidence. Journal of Marketing, 52, 3: 2-22

170



PUBLIC ADMINISTRATION AND CUSTOMER
SATISFACTION IN ROMANIA

VALENTINA MUNTEANU
valentinamunteanu(@yahoo.co.uk
Andrei Saguna University Constanta (Romania)

ABSTRACT
Marketing in public administration imposes employees a new way of behavior that involves also
interest towards citizens’ requests, high capacity of coping to the evolution of requests and society’s
expectations, innovate spirit, transparence, availability to reduce bureaucracy, flexibility in the
functioning mechanism of public institutions, unitary vision towards activities that are carried out as a
result of effective orientation of activities to the real needs of citizens. The concept (orientation) of
marketing in public administration aims to identify, touch and quantify the needs and wishes of
citizens and the fulfillment of those by the state institutions.

KEY WORDS

Marketing, citizen’s needs, social life, public administration, public officials, efficiency, public
institutions, methods of research

171



172 Regulation and Best Practices in Public and Nonprofit Marketing

1. INTRODUCTION

Marketing government aims concepts, principles, methods and techniques for understanding and
improving marketing activities and performance in public institutions, and to conduct marketing for
Civil Servants, staff and / or elected public sector (Florescu et al. 2003: 415).

Content government as practical activity, have investigated the complex process of socio-economic
life, from his mission to satisfy the rational and efficient, increasingly demands older citizens.
Government marketing research is a systematic process that leads ultimately to advance knowledge of
the market. Marketing in public administration is a systemic process of research which finally brings
you to a better knowledge of the market. For any government institution, to analyze market means to
know all the factors relating to the needs and preferences of citizens, to how to meet them, the factors
that accelerate and those who hinder the process of government.

In the literature, marketing in public administration is defined as a set of marketing processes and
relationships, well defined between components of the administrative system by which power under
public law shall be fulfilled and / or planning, to organize, coordinates, manages and controls the
activities involved in delivery of services that meet public interest (Florescu et al. 2003: 415).
Marketing officials in public administration requires a new way of conduct which requires both,
responsiveness to citizens' demands, high capacity to adapt to changing requirements and demands of
society, a spirit of innovation, transparency, availability to reduce bureaucracy, flexibility of
institutions operating mechanism public activities and unitary vision of maximum efficiency, obtained
as a result of effective targeting of activities to the real needs of citizens. Concept (orientation)
Marketing in Public Administration aims to identify, reach and quantify the needs and desires and
meet their citizens by public institutions.

2. PRINCIPALS OF MARKETING IN PUBLIC ADMINISTRATION

We identify, analyzing specific reference range, some marketing principles that can be applied in
public administration:

e Public administration is serving the citizen. Mission is to serve the institutions of state and
therefore all system resources and administration methods are subordinated to that purpose.

e Flexibility principle: that public institutions need to be adapted to the environment in which
they operate. Administrative apparatus at all times be prepared to cope in changing
circumstances. Flexibility principle aims to adapt quickly to change standing government of
social life. The constant changes that occur in society requires the institutions of state
administration, ability to adapt as quickly to social change, in order to meet their requirements
and therefore society (Androniceanu 1999: 35).

Dynamism of social life determines:

e active promotion of territorial development strategies, targeting not only the institution adapt
to the environment, but his influence;

e increase the capacity of public institution leaders to adapt quickly to social change;

e accurate knowledge of the situation by the administration of social environment operating.
Modern economy, Romania European Union member country shall require that all public authorities
to adapt quickly to change the market place. Connected to a dynamic environment, public institutions
are obliged to receive its signals and respond as quickly and efficiently.

Public authorities will have regard to knowledge about social trends and future provision. It is
recommended that state institutions are duly organized to meet needs of citizens. Therefore, deep
knowledge is required by civil service requirements of each community. Based on statistical study and
other research methods, administrative bodies which seek to provide areas where there are large
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mutations, where requirements will increase more in the proper orientation and intensify their efforts
(Filip and Onofrei 2004: 74).

The necessity of adaptation imposes, for the public administration, an exact knowledge in any moment
of the situation in social environment in which it develops its activity. Adaptation represents one of the
basis features of a good administration.

Need to adapt requires the government, a precise knowledge of the situation and at any time in the
social environment in which they operate. Continuous adaptation is one of the basic features of good
and step up their appropriate orientation.

Marketing orientation of administrative institutions is fundamental objective research citizens' needs -
clients to align supply public disadvantages (volume, structure, quality level) - the requirements
expressed in the market. Oriented marketing administrations, the priority order of business began to be
regarded as meeting the general interests of citizens - customers.

A broad approach, government marketing is concerned with studying the attitudes of beneficiaries
uncertain scattered vast territories (where the central government) in terms of imperfect information,
hardly controllable, which means taking risk in formulating marketing program objectives public
administration. Conduct research of an efficient marketing environment of public administration may
lead to minimizing the risk involved with any initiative to renew and reform public administration.
Actual orientation meets citizens where state institutions are concerned to find out the needs of the
citizens of their constituency / jurisdiction. In many cases, officials enter into a routine that leads to
bureaucracy. This makes them less sensitive to the needs, wishes that people tread the threshold.
Often, public officials fail to notice that the population needs have changed and that activities /
procedures do not match those of their conventional needs. It is necessary that all staff of the mentality
of the public to rely on a "marketing culture" whose purpose is to satisfy citizens. Each official is able
to positively or negatively influence people's perceptions about the image of the public..
In the case of public institutions should exist the following code of behavior:
e The citizen is the most important person for the public servant in any of the following: Contact
/ communication by telephone, mail or directly (face to face).
e The citizen does not depend on us (civil servants), we are the ones who depend on it.
e The citizen is not that we pause from work; he is even to this work. Not us do it for him to
serve, it makes us a favor by giving us the opportunity to serve.
e Citizen is outside our business, it is a part of it.
e Citizen is a statistical figure empty; he is a human being with feelings and emotions like ours,
with prejudices and preferences.
e The citizen is not someone we need to argue or try our strength. Nobody ever won anything in
dispute with a citizen.
e The citizen is the person we communicate his wishes. Our mission is to treat them in a manner
mutually agreed.
Citizens who reach government institution are not interested and not bored with the problems it has
that organization. Administrative problems and lack of staff or damage arising in the computer system
of the public body it should not affect the citizen. It showed that state institutions to find out the exact
benefits that citizens expected.
Public bodies which use oriented approach create the possibility of confidence in the administration
system. This trust provides a basis for citizens and state authorities for working together to solve local
problems. After obtaining information from the public, an administration official responsible are
required to listen to what people say and take their views into account. An idea came from a citizen
may be accepted or rejected, but if it is rejected, administration representatives are required to explain
why that idea can not or should not be implemented. Suggestion or complaint came from a citizen
should never be ignored.
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The target audience of public institutions is very varied. State institutions can reach the following
audiences:

public organization's internal audience: heads of offices or departments, officials, public
managers;

organization's external audiences: press, government, local community (ie the categories
that are not directly connected to the public organization);

primary, secondary and marginal public, are representative only for specific categories of
public institutions such as ministries, government agencies etc. Primarily public can
support a lot (or on the contrary) the efforts of the organization. The other two categories
are less or not at all involved in supporting public institution;

mainstream and future audiences: current employees and citizens are mainstream
audiences, however, younger generations are the future audience, both may be particularly
important in the success of the organization;

opponent, not involved and supporter public: an organization (and especially the
government) comes in contact with representatives of the three categories above.

3. CASE STUDY

The public opinion surveys in Romania indicate a lack of confidence to the government
population. One of the most obvious explanations is the low credibility of the administrative
system in Romania. Thus, we conducted a survey entitled "Perceptions of public officials from
Department of Labor and Social Protection Constanta by citizens." The study was conducted,

from

June 8 to 28, 2009, on a sample of 200 adults. Regarding subjects' satisfaction with relations

with public officials, it was found that 35% of citizens were satisfied with the way they were

treate

[02]

d in the public institutions and 65% dissatisfied.

FIGURE 1
Customer satisfaction

satisfied; 35%

atisfied,
655%

46% of respondents considered that the public servant is appointed on political criteria, that is 49%
corrupt, 44% that is involved in business, 44% that function for personal use.
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FIGURE 2
Citizen perception

appointed on
political
criteria; 40%

use his position
for personal
use; 42%

isinvolved in is corrupt; 50%

business; 47%

78% of subject surveyed agree with the depoliticization of public function, 20% said they disagree
with the depoliticization of public function.

FIGURE 3
Citizen attitude about the depoliticization of public function

no; 22%

yes; 78%

Satisfaction with the way citizens are treated in public institutions is relatively low. The main issues
are related to generating an atmosphere of discontent in public institutions, the way work is organized
and inefficient public officials.

In our country there is someone who has not got in touch with the public and not be felt directly or
indirectly, benefits or exaggerations them (through oversize bureaucracy and formalism).

Media and civil society, as image format, send a series of messages on civil servants negative
connotations, which generate a negative perception of public opinion on the civil service. In addition,
unfortunately, this picture is taken, treated and agency officials default. Public servant in Romania is
often seen through the press or image transmitted direct perception, as incompetent, poorly reasoned,
bureaucrat, obedient, politicized, lacking initiative, corrupt and arrogant. All these deficiencies are
associated with public administration as a whole. The public appears to be radically different from the
private sector, based on professionalism, open competition, objectivity and merit. A revival of public
official in Romania's image would be wise to just go away, the state sector to change attitudes towards
a specific type of private sector mentality. A solution for this is to implement a marketing program
with the full range of services to best meet customer needs. Government, whose purpose is to satisfy
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people by providing quality services, will be oriented towards this kind of thinking to increase
productivity and closer to citizens.

4. CONCLUSIONS

Open and honest orientation to solve problems that citizen marketing is the key government institution
in the country I take to open the door to success in society it is part. A state institution that adopts the
marketing concept that sees philosophy major national landmark, considering that the organization is
justified only if it manages to satisfy the needs of citizens.

A policy to rebuild confidence in the government of Romania may eventually lead to increased
efficiency and effectiveness of both public servants and increased satisfaction of citizens, civil society
and media services to the public. Real reform in public administration in Romania involves not only
replacing, removing or creating institutions to adapt to new conditions of management and marketing
them, but changing the mentality of civil servants.

Marketing orientation to work it must be adopted as the underlying principle, to be acquired as leaders
of government institutions in our country and all officials involved in serving citizens.

I think one way of solving the state "conflict" between some officials and citizens of Romania is the
application of marketing principles in government institutions. Future this can be redefined in the
current starting companies improve the image of the public institution.
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ABSTRACT

The National Institute of Administration was established to handle issues of personnel training within
the system of public administration in Romania. After a stage of progress (2002-2005), the existing
conflict between top management leaders questioned the institute’s existence, such as a reconstruction
process has started, based on three strategies: development, human resources and marketing. The
achievement of the last strategy was necessary mainly due to the competitive environment in which the
institute is forced to exist. As a result, the application of those strategies led to enhanced performance
and gaining the institute capacity to achieve the objectives it was created for. The NIA was the only
central public institution in Romania that developed and implemented in 2006 a public marketing
strategy.
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1. CONTEXT

At the beginning of the 2000s, public administration reform in Romania gained new directions,
generated by the development of the Public Administration Reform Strategy. In order to support the
process of transforming public administration, in accordance with the requirements of the reform
process from this area, a coherent set of measures was considered necessary to be taken, in a very well
determined time period, in the field of public function, with the purpose of creating a professional
body of permanent and politically not involved civil servants, in the field of local public
administration, by continuing the process of decentralization/ devolution of public services and of the
system of central public administration, through improving the process of public policy development.
In this context, considering the ambitious reform objectives regarding civil service and its
professionalization, similar to the European experience in the field, in the year 2001 was founded the
National Institute of Administration, designed as a major player in the public administration reform in
Romania, responsible with the development and implementation of the strategy concerning the
lifelong learning training programs of civil servants.

Therefore, in accordance with Government Ordinance no. 81/2002, the Institute was established as a
public institution under the Ministry of Administration and Interior and under the patronage of the
Prime Minister, having as main responsibilities specialized training and improving professional
training in administration, for civil servants and staff employed through individual employment
contract within the authorities and public institutions, for persons appointed or elected in office of
public dignity or similar to those, from central and local administration.

Also, the institute can carry out studies, projects and publications in the field of public administration,
and coordinate the work of 8 regional centers of continuing education for local public administration.
As a way of financing, the main resources of the institute were taken from their own activity.

The role of main actor of administrative reform was shared with the Ministry of Interior, the National
Agency of Civil Servants, and the Central Unit for Public Administration Reform and Public Policy
Unit within the General Secretariat of the Romanian Government.

In an assessment (Profiroiu et al. 2005) regarding the activity of the main actors involved in public
administration reform, made at the beginning of 2005, civil servants have awarded the highest score to
the National Institute of Administration (50% estimated its work as being good, 45.5% - very good).
Therefore, during 2002-2005, the institute progressed, improving its presence both domestically and
abroad, being appreciated in the administrative environment. The main criticisms were concerning the
position of monopoly held on the training market for civil servants in Romania and the questionable
quality of some training programs, mainly the absence of filters concerning the selection of trainers.
Year 2005 marked a strong setback for the institute, both in the field of public image and at the
organizational level, in the sense of diminishing the capacity to provide quantitative and especially
qualitative training programs.

For a year, the existing conflict at the top management level and the frequent changes of leadership,
suspicions of corruption, frequent disputes at all levels of the organization, led to the emergence of a
negative organizational culture and the loss of any concerns for a qualitative activity.

From the image point of view, NIA appears in the mass-media as an organization with a less
performant management, who suffers from lack of credibility and who, at the beginning of 2005, was
involved in political scandals. (NIA 2005-2006)

Based on this decline capacity to fulfill its role, the European Commission's 2005 report was very hard
on the training scheme coordinated by the NIA and the European Commission report in early 2006
tackled the issue of training civil servants in Romania, adding that “the general level of training is
weak”.

In this context, rebooting the NIA activities was necessary, in order to respond to its founding
objectives and targets set out in the Government Program, the Updated Strategy for Public
Administration Reform (2004) or in the Continuing Education Strategy of Civil Servants in Romania
(2004).
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2. RELAUNCHING THROUGH CAF (THE COMMON ASSESSMENT
FRAMEWORK)

In 2006, we started from the following theoretical conclusion: for a long time, marketing research and
research on quality were inspired by one other. Common or similar fields of investigation were
brought to attention (buyer behavior, mechanisms of consumer satisfaction). If we analyze the quality
criteria that Malcolm Baldrige National Quality Award (National Institute of Standards and
Technology) takes into consideration for awarding its best companies, five of them are wholly or
partially covered by the classical marketing functions. Thus, a strategic approach designed to restore
the customer clerk as the focus of the institute’s concerns had to begin with CAF".
Following the application of this instrument a number of shortcomings have been identified:

Poor quality of internal communication

Lack of organizational strategies

Poorly shaped organizational culture

Low quality of external communication, of public relations and marketing activities -

low visibility for the Institute before the public

Lack of a clear and well defined career development and human resources plan

Limited training capacity

Insufficient logistical capacity

Low quality and expertise of trainers and experts recruited

Lack of a national network of training institutions and training schools

Increasing competition on the training market

Wrong perception of the public about the mission and role of NIA

Legislative changes regarding lifelong learning programs training

3. STRATEGIC APPROACH

The use of the CAF instrument represented the starting point for developing a set of instruments that
were meant to revitalize the work of the institute. We have started from the sustainable elements of the
environment in which the Institute acts, reducing the variables as much as we could, and, implicitly,
the irrelevance risks. We took into consideration at the same time the identified constraints and
conditions.

We used both the “top-down approach”, thought which general objectives related to public
administration reform and EU integration were taken into account, and the “bottom-up approach”,
which started from “the need for training of the beneficiaries” and not from the "services offered by
NIA”.

In this context, the strategic approach of NIA followed the objectives and priorities defined in the
above documents, in accordance with other programmatic documents (Partnership for Romania's
Accession to the European Union, the National Plan for Romania's Integration in the EU, Single
Action Plan for Improving the Management of EU funds in Romania, etc.).

A set of documents, elaborated with the support of the technical assistance team from the Phare
project no. RO 0106.022, and the evaluation report on the National Institute of Administration
prepared by SIGMA experts, have also been consulted and analyzed.

The strategic approach was the result of an extensive consultation process of various stakeholders that
where interested in the issue of training civil servants, decision factors within public administration
and NIA employees.

! The Common Assessment Framework (CAF) is a total quality management tool inspired by the Excellence Model of the
European Foundation for Quality Management (EFQM) and the model of the German University of Administrative Sciences
in Speyer. It is based on the premise that excellent results in organizations performance, citizens/costumers, people and
society are achieved through leadership driving strategy and planning, people, partnerships and resources and processes. It
looks at the organization from different angles at the same time, the holistic approach of organization performance analysis-
CAF2006_brochure 10July06_VO08.doc, p.2, Ministry of Administration and Interior, Romania.
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Three major strategies were developed:
a) The National Institute of Administration’s Development Strategy, 2006-2009;
b) The National Institute of Administration’s Human Resources Strategy;
¢) The National Institute of Administration’s Marketing Strategy.

FIGURE 1
NIA’s Strategic approach

National Instlitute of
Administration

3.1. Development Strategy of the National Institute of Administration, 2006-2009

The strategy presents the NIA vision, values, as well as its strategic directions and action plan. The
presented vision was as follows: NIA will be a nationally and internationally recognized leader in
continuing training programs for public administration, which will contribute to the development of a
competent public administration, dedicated to providing efficient and effective public services for the
citizens ( NIA Strategy).

The values promoted by the NIA, as it appears in strategy, are performance, leadership and openness
to collaboration.

FIGURE 2
NIA’s Values

<7

Leadership Performanti

Source — Development Strategy of the National Institute of Administration, 2006-2009

The strategic directions that have been formulated were:
1. Transforming NIA into a training Institute oriented towards beneficiaries;
2. Assertion of NIA on the training market, by means of the quality programs and  services
provided;
3. Improving the NIA public image and visibility.

3.2. The National Institute of Administration’s Human Resources Strategy
The human resources strategy started from the premise that the most important resource for the
organization are people, the development capacity of the individual creative potential being important.

The strategy focused on three major components: balanced distribution of responsibilities, human
resources motivation and professional training.
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The next objectives and actions have been formulated:

a) redistribution of responsibilities and tasks within the institute: redesign of the
organizational structure, restoration of internal regulations (Rules of Organization and Functioning,
Rules of Procedures), job analysis, job description and developing job descriptions;

b) evaluating and motivating employees: conducting an analysis regarding employee
satisfaction at work and the motivation factors, developing an integration guide for young employees,
evaluating the existing system for motivating employees to remain within the institution and for the
development of efficiency and performance at work (salary, promotion, awards), integrating human
resources procedures inside NIA’s internal procedures, organizing informal meetings, team-building,
objective using of the professional performance evaluation system, creating a friendly physical
environment work, generating professional competition between employees;

c) professional training: assessment of the individual and organizational training needs,
organization of multiple training forms, concerning there owns employees, initiation of exchanges of
experience by identifying potential partners.

3.3. Marketing Strategy
13.3.1. Principles, objectives, message, brand

The National Institute of Administration’s marketing strategy took into consideration the exploitation
and development of the existing competitive advantage, with the purpose of understanding and
satisfying the need of knowledge and lifelong learning programs training in public administration.

The Institute’s brand values, promoted both by the employees and the collaborators, formulated by the
strategy, were: PROFESSIONALISM, QUALITY, and DYNAMISM.

The strategy started from the premise that the product value of the National Institute of Administration
is given by the importance of satisfying the need for lifelong learning training programs, expressed at
the individual level, for career development in line with institutional requirements for increased
quality of public services.

The competitive advantage is not enough to obtain good results and a good position on the training
market must not be endangered by poor performance; the creation, exploitation and preservation of
this advantage represent a continuous process. The desire to succeed, communicated from the
management level throughout the entire organization and further development of operational
capability represent the key to this achievement.

From a financial perspective, an opinion has been formulated that the training programs are organized
in terms of economic efficiency, while profit is not an institutional objective. NIA intends to keep the
constantly ascending trend of the proportion of their income in the total annual budget of the Institute.

Marketing objectives formulated were:

1. Permanent knowledge regarding the demand for continuing training, by using tools designed to
facilitate the extraction of the information necessary for developing quality lifelong learning
training programs;

2. Development of quality lifelong learning training programs, adequate for satisfying the existing
need on the market;

3. Promotion of endogenous programs and development of a strong brand of the National Institute of
Administration - as a reference point for lifelong learning programs in public administration.

In terms of marketing message, it has been found that the quality of the training programs offered is

the main carrier of the message, and the trainers and organizers of the programs are able to provide the

best service of its kind. The message is addressed to the public administration personnel, who is the
center of high concern for NIA programs, given the statutory powers and responsibilities.

The NIA brand represents a construction based on customer satisfaction. Every opportunity should be

used to promote the brand's visual elements, as defined in NIA’s visual identity manual because NIA

intends to become a reference point in terms of quality standard of professional training for public
administration.
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3.3.2. Lifelong learning marketing training programs. Marketing Mix
(NIA Marketing Strategy, 2006)

By means of the marketing strategy, the following opinions have been formulated:

Product

The lifelong learning training programs, as a product of the Institute, represent the key component
used by the marketing mix and the product quality represents the best advertising. The quality
standard proposed is always improved, in order to preserve the value of the product offered.

Price (rates)

The price of the lifelong learning training programs is not an important element of the marketing
strategy, economic efficiency representing the only criterion for determining its level, adapted to
market conditions.

Promotion

Promoting the NIA product is centered on successful management relationships with customers and
partners. Special events represent opportunities for promoting the Institute and its offer. Starting from
the fact that a strategy based on advertising is not adequate in relation to the nature of the product
offered by the Institute and the specific legal framework, this tool can be a complementary promoting
option. In addition to developing quality programs and providing them in an optimal environment,
NIA must constantly notify its customers regarding its offer and activity.

Advertising

Advertising is not designed to be an important part of the marketing strategy with regard to NIA’s
position as a public institution. However, the Institute’s offers are submitted directly to potential
customers, and the portal is designed to provide useful information in this regard.

Public Relations

Public relations represent the main marketing tool for promoting lifelong learning training programs
on institutional or individual plateau. Within the promotion strategy, special attention is given to the
relationship with customers and partners and to the transmission of information to the media.

Through the communication and public relations plan, specific communication tools and messages for
each target group are been identified, including a component dedicated to internal communication.

4. PERFORMANCE OR THE RESULTS OF THE MARKETING STRATEGY

Once the strategies have been developed and adopted, implementing the action plans attached to them
represented a priority. The results were spectacular, such as in less than two years NIA was capable to
respond to customer’s expectations and to its founding purpose.

On a quantitative level, is remarkable (Figure 3) a constant increase of the number of participants in
short-term training programs, although during the reported period we have witnessed a reduction of
the training budgets of public institutions.” In terms of quality, there is a noticeable increase in the
number of programs organized, due to the course topics diversification approach, result of internal
activity analysis of training needs at the administrative system level of (Fig. no. 4). In this context, the
average number of trainees on a program decreased, approaching the ideal in 2008: in average, 24
students in a training program lasting 5 days.

2 Moreover, in the last three months of year 2008, by order of the Minister of Finance, it was forbidden to participate in
training programs outside the employer’s city of residence.

182



Session 2. Marketing in Public Administrations 183

FIGURE 3
The number of participants in short-term training programs of NIA
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FIGURE 4
The number of short-term programs organized by NIA
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Source: Development Strategy of the National Institute of Administration, 2006-2009.

A special remark must be made concerning The Program for Specialized Training for Senior Civil
Servants. This was a unique program, NIA brand, considered the main INTRUMENT to promote
quality in training and generating clients for other types of programs. Although the completion of this
program was mandatory for entry into the body of senior civil servants, in year 2006, the program
didn’t received special attention, bringing together less than one candidate on a place (85 candidates
admitted for the 100 places allocated). The promotion of the program, especially by the alumni, led, in
the context of raising the number of places and of substantially increasing the fee, to nearly 3
candidates on a place in 2008.

In the field of public image, during the analyzed period we witnessed a substantial increase of the
number of appearances in the newspapers and audio-visual, as a result of the organization of events of
interest, from the festivities honoring students, trainers, to volunteer campaign or open doors day. To
be noted that these appearances were overwhelmingly favorable to NIA.

Referring strictly to the marketing strategy, some of the results obtained must be presented, as
mentioned in the annual activity reports and operational plans.

Marketing Ob