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Abstract: Shifting towards sustainability in environmental, social and 

economic systems is an urgent concern for society today. In order to 

contribute to this, the thesis focuses on behaviour orientated social 

marketing campaigns, which can complement the broader changes 

required. This study adds knowledge to communication design for 

social marketing campaigns to improve the conversion of information 

to action helping move society towards a more sustainable future. 

Results, drawn from the literature, case studies and interviews, 

demonstrated the need for a shared vision, detailed knowledge of both 

the audience and behaviour, development of a network to support the 

campaign and better use of behavioural psychology and social media. 

Overall it was found that a more strategic approach is needed during 

the design and implementation of social marketing campaigns. The 

Framework for Strategic Sustainable Development (FSSD) was used to 

structure findings and provide context for campaigners. In practice the 

FSSD would be used to inform The Strategic Planning Process (SPP), 

proposed for development of social marketing campaigns that move 

society towards sustainability.  
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Executive Summary 

Introduction 

Society is in urgent need of solutions to help direct development in a more 

sustainable direction. These solutions must be a combination of 

technological, economic, structural, political and behavioural. As 

individuals form the building blocks of society, affecting the behaviours of 

an individual can strategically complement broader societal changes. 

Fostering a desired behaviour can be a complicated process however, and 

successful adoption of such behaviours has varied widely in practice.   

In order to analyse the factors which affect behavioural change in a 

measurable way, the authors chose to focus this research around past and 

present precedent in social marketing campaigns. Social marketing 

campaigns are defined in this research as designed sets of communications, 

that promote a behaviour which would, if adopted, result in a benefit to the 

campaign's recipients, partners and the broader society at large (adapted 

from Dann 2009) 

In order to further structure the way that the research was undertaken, four 

focus areas were identified from the prior work of Kotler (1989): 

• Drivers and barriers to behaviour change; 

• Audience segmentation; 

• Behaviour adoption life cycle; and 

• Media. 

The purpose of this research paper is to contribute knowledge to 

communication design for social marketing campaigns to improve the 

conversion of information to action helping move society towards a more 

sustainable future. As such, the following research question was defined: 

Primary research question: How can social marketing campaigns be 

designed to improve in motivating action with the intention to move society 

towards sustainability? 

 To best understand the key themes necessary for creating a systemic 

approach to communication design, a supporting question was identified as: 

Supporting research question: What design elements of social marketing 

campaigns have been shown to successfully create behaviour change? 
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Methods 

The supporting research question structured the research through an initial 

literature review and analysis of 22 case studies, followed by 15 interviews 

with industry professionals. Finally the results from this process were 

compiled and analysed in a manner adhering to Patton’s (1990) method for 

verification and validation of qualitative analysis. To answer the primary 

research question, themes that emerged from this analysis were structured 

using the Framework for Strategic Sustainable Development. In order to 

make this information relevant to practitioners, the Strategic Planning 

Process was developed to arrange the information into a tool for planning. 

Limitations to the overall validity of this research exist due to time and 

resources, which restricted the number of case studies able to be reviewed. 

These factors also impacted the quantity of interviews that could be 

conducted. The process of selection of individuals for interview and those 

who responded may have created an unintended bias in information 

collected for analysis. Bias in similar thinking of the authors through a 

shared academic framework may have also affected the results. 

Results 

As a result of the literature review, case study analysis, interviews with 

practitioners and careful compilation and discussion within the thesis 

group, the authors found a number of significant results answering the 

secondary research question which may have implications for campaign 

designers.  

Results of the research are grouped into nine themes within three 

components of the campaign design process, shown in the figure below.  

 
Key themes within the campaign planning process 
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The Visioning component was found to be an area which was not 

undertaken by many campaign groups. A shared vision can allow for 

strategic decision making processes and should be concise, clear, future 

orientated, stable, challenging and able to inspire (Kantabutra and Avery 

2010). 

Within the Researching component, strategic questions were identified 

which may assist planners in better understanding the key research target 

areas: behaviour, audience and networks. 

To select and understand a strategic behaviour, it was found to be beneficial 

to consider: 

• Does the behaviour contribute to long-term sustainability? 

• With which behaviour can the most impact be made?  

• Has the proposed behaviour been targeted in the past? 

• What additional desired behaviours is the targeted behaviour likely 

to encourage? 

• How can the campaign follow-up to ensure long-term adoption? 

To select and understand a strategic audience, it was found to be beneficial 

to consider: 

• With which audience can the biggest impact be made? 

• What does the audience care about/relate to? 

• Who are the opinion leaders who can build momentum? 

In addition, partners were identified as a crucial tool to build support 

internally, with external partners and within audiences 

As part of the Developing component some key points were found which 

related to the identified themes. These are described below.  

When identifying and leveraging behaviour drivers: 

• Don’t rely on attitude alone to create change 

• Find and target the tangible social benefit 

• Address specific barriers 

• Use the audience’s ideas and language 

• Provide a sense of empowerment 

• Start with the small steps  

• Don’t lead with ‘green’ 

• Sensation gets attention 
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Select media based on research not reach and: 

• Connect delivery and action 

• Weigh the good and bad of using programme news media and 

sensation 

• Carefully consider media type when seeking commitment 

• Understand the medium can be the message 

• Use interpersonal media to build community and trust 

Use social media to: 

• Create the next step in dialogue 

• Harness networks to create audience champions 

• Create transparency to address ethical concerns 

During the research it became apparent that a variety of guides and tools for 

planning and executing social marketing campaigns already exists. The 

content of these tools re-enforced many of the research findings for this 

thesis. It also demonstrated a need for a structured, strategic approach to 

campaign planning and development.  

The Framework for Strategic Sustainable Development (FSSD) is a 

planning tool developed to assist organisations in planning within complex 

systems. The authors would like to introduce this for its potential to 

contribute to the coordination and understanding required for developing 

social marketing campaigns. The FSSD is broken into five interrelated 

elements which each describe a part of the planning structure. 

The System level refers to the need to have a detailed understanding of the 

operating environment and the place of that system within the larger 

biosphere. For campaigners this also means a detailed understanding of the 

behaviour and audience to be targeted and the networks of stakeholders 

which can benefit a campaign. This understanding is achieved in three 

stages, an initial scoping research stage, an identification stage which 

highlights potential behaviours and audiences to target and an 

understanding stage where an in depth analysis of selected targets is 

achieved.  

The Success level defines the requirements of success of the social 

marketing campaign within the principles of sustainability. The principles 

are those described by Robèrt et al. (1997). They are scientifically based 

and set minimum requirements for a sustainable society. Having a 
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definition of success allows for flexibility in the development of a 

campaign.  

The Strategic Guideline level requires a process of ‘backcasting’ from an 

envisioned future in order to outline possible solutions to move in the 

direction of success. Three strategic questions are recommended for the 

process of prioritsation of solutions: Does it move society towards success? 

Is it a flexible platform for future advancement? Does it provide a sufficient 

return on investment (ROI)? Other prioritisation questions may be added 

dependent on an organisation’s goals. This informs the process for 

campaigners when selecting strategic behaviour/s and audience/s to target, 

and secondly, in the prioritisation of the messages and media that can best 

reach and be received by an audience to adopt a behaviour. 

The Action level details actions to be taken to move towards the vision. In 

this case this in the developed communication plan for message content and 

delivery. 

The Tool level is a list of resources available for use to help achieve the 

goal. As earlier discussed, a wide range of tools exist which can help a 

planner at various stages of understanding, development and action.  

The information structured by the FSSD can be used in practice to inform a 

strategic planning process.  

Discussion 

The goal of this thesis was to contribute knowledge to communication 

design for social marketing campaigns to improve the conversion of 

information to action in order to move society towards a more sustainable 

future. Although the authors found many elements (within themes) which 

could be structured as a guide for campaigners in response to the supporting 

research question. Most of these suggestions are already incorporated into 

tools or guides by prior research efforts. These tools sought to reduce and 

simplify information for the use of campaigners and none provide a sure 

recipe for success in communications planning.  

The importance of taking a strategic approach to planning was not expected 

at the outset of this research. Initially expecting to create a guide from 

results for planners, the focus shifted and the FSSD and The Strategic 

Planning Process (SPP) became a core element in recommendations for 
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social marketing campaign design. The authors suggest that the use of SPP 

and FSSD can bridge the gap between the lack of planning dynamic in 

currently used guides and theories and planning practice. 

Within current planning processes, this research found a lack of strategic 

analysis of the behaviour which was being campaigned. In initial discussion 

and testing of results with key interview subjects, it was agreed that a better 

understanding of how to analyse the behaviour with a definition of 

sustainability and check for trade-offs would be beneficial. The authors, at 

the time of writing, had not been able to source tools which would 

specifically solve this issue, and a more strategic approach to the problem 

was recommended in the results.  

Conclusions  

Social marketing campaigns with an aim to create behaviour change happen 

within complex and changing environment. In order to be best equipped for 

success, communicators must have a detailed understanding of the unique 

attributes of their environment coupled with a vision for success to 

effectively plan and develop flexible evolving campaigns. 

The Framework for Strategic Sustainable Development (FSSD) was found 

to be a useful tool for structuring the complexity of information involved in 

campaign development. The findings of the thesis were grouped into three 

key campaign planning components: visioning, researching and developing 

framed within the FSSD. The authors suggest the use of SPP, informed by 

the FSSD and built upon backcasting from a vision of success to assist 

campaigners with the process of communication design.  

The communications field is a very complex area for study and practice. 

Having a framework to structure information can make research developed 

in the academic world more accessible to practitioners through a shared 

understanding of how this information could be incorporated into planning. 

By strategically designing social marketing campaigns, communications 

can be used more effectively to engage individual action and move society 

towards a more sustainable future. 
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Glossary 

ABCD Analysis – strategic process to systematically apply backcasting 

from sustainability principles. 

Action – a behaviour being enacted by a group or individual. 

Audience – see target audience. 

Backcasting – a strategic planning approach where the action plan is 

developed from initially envisioned future of success. Differs from 

forecasting by basing solutions on the desired future rather than a current 

reality. 

Behaviour adoption life cycle – similar to a product, behaviours are 

influenced by a life cycle of:  

• growth - creating awareness and persuading action;  

• maturity - confirming and maintaining behaviour (where behaviour 

becomes a habit); and  

• decline - phasing out the behaviour due to lapse or external factors.  

Campaign development – the process of designing and implementing a 

social marketing campaign. 

Campaigner/s – an individual or a group of individuals creating and running 

social marketing campaigns. 

Channel – means of transferring a message. 

Communication – communication is the transference of a message from 

one individual or entity to an individual or group of individuals with an 

intended or unintended outcome. 

Communication channel – audio, visual, sensory means of communication 

delivery. 

Communication design – the process of developing messages choosing 

media. 

Designed communication – a purposeful communication created by a group 

with a specific intended outcome. 
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Decision Innovation Process – as outlined in the Diffusion of Innovation 

(Rogers 2003), includes five steps:  

1. Knowledge: receiving knowledge of the innovation; 

2. Persuasion: researching and questioning of benefits; 

3. Decision: deciding to adopt or reject the innovation; 

4. Implementation: testing and using innovation (if accepted); 

5. Confirmation: deciding to continue using innovation.  

Diffusion of Innovation – theory that demonstrates how individual 

inclination to adopt an innovation affects it’s spread throughout society. 

According to this theory, society can be split, based on individual 

willingness, into five adopter categories (Rogers 2003):  

• innovators,  

• early adopters,  

• early majority,  

• late majority,  

• laggards. 

Green – refers to topics which are focused on environmental issues or 

appeals. 

Interpersonal media – communications media which allows for direct 

message between two individuals which is highly personalised and 

delivered directly to the intended recipient. 

Issue campaign – see Social marketing campaign. 

Issue campaigner – see Campaigner. 

Network – the connections held by an individual or group which may help 

to reach strategic partners or resources. 

Networked media – media which directly connects to social networks, also 

see Social media. 

New media – new forms of media created by digital technology, see Social 

media. 

Mass communication – communication to many individuals simultaneously 

on a large scale.  
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Mass media – media which is capable of delivering the same message to 

many individuals (e.g. newspaper, website, lecture etc).  

Mass-personal communication – communication which combines mass and 

interpersonal forms. Can be a personal message delivered via a mass media 

(eg. ‘I love you’ message on a sports field screen), a non-personal message 

delivered via an interpersonal media (eg. direct mail which has been 

personalised to the addressee), or both simultaneously (eg. personal 

discussion between two individuals on a call-in talk show). 

Media or medium – media, as the plural of medium, is the specific 

technological form designed to convey a message through a media channel 

technology (eg. a television program). 

Media channel – media channel is defined as a specific tool or technology 

that is used to convey a message from one individual or entity to another 

individual or group of individuals (eg. television). 

Media framing – use of a type of appeal in media to convey a behaviour 

change persuasion message. 

Message – the content of a communication. 

Opinion leaders – The members of an audience who are first movers in 

adopting, modelling and redistributing a behaviour. 

Partners – individuals or groups a campaign could connect with to share 

resources to benefit of the strategic goals of both parties.  

Perceived control – the perception of personal ability to take an action. May 

or may not be grounded in real environmental controls. Usually related to 

perception of time, money, resources or personal strength of will. 

Perceived social norms – the perception of the social norms, accepted 

behaviours and attitudes of a wider social group, by an individual. 

Real control – the real environmental or infrastructural barriers preventing 

an individual from being able to take action. For example an individual 

cannot recycle paper if systems are not put in place to allow for the paper to 

be collected and taken for recycling. 
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Root sustainability issue – the underlying sustainability problem or 

problems which a campaign is seeking to address e.g. In a given area 

“reducing use of electricity” may be specifically addressing systematic 

increases in damage of local environment (mountain-top strip mining) and 

systematic increases in extraction of materials from the earth’s crust (coal 

removal). 

Social marketing campaign – designed sets of communications, that 

promote a behaviour which would, if adopted, result in a benefit to the 

campaign's recipients, partners and the broader society at large (adapted 

from Dann 2009) 

Social marketing campaigner – see campaigner. 

Social marketing – the action of marketing associated with a social 

marketing campaign. 

Social media – communication which relies on digital means to deliver 

messages either in a mass, interpersonal or mass-personal style (see 1.5.4 

Media, page 12). Commonly allows for user creation and connection to 

online social networks. 

Society – a collective of individuals and groups who share cultural, 

technological, economic and political structures. 

Stakeholders – individuals and groups who have a relationship with or 

connection to an issue, organization or audience. 

Strategic behaviour/audience/partners – The behaviour/audience/partners 

which, if targeted, would have the largest possible impact on the success of 

a campaign. 

Sustainability – sustainability is defined through principles required to 

maintain human quality of life in the global biosphere system. This is 

defined as a society in which nature is not subject to systematically 

increasing: 

• Concentrations of substances extracted from the Earth’s crust;  

• Concentration of substances produced by society; 

• Degradation by physical means; 

And in that society: 
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• People are not subject to conditions that systematically undermine 

their capacity to meet their needs (Robèrt et al. 1997). 

Sustainability principles – refers to the principles required for a sustainable 

society, see Sustainability. 

Sustainable society – see Sustainability.  

Theory of Planned Behaviour – a framework developed by Azjen (1991) 

for understanding of the predictors of intention of an individual to act. 

Target audience – a group of individuals which share one or more 

characteristic which are chosen as the primary audience for a campaign. 
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1 Introduction 

1.1 Context 

Shifting towards sustainability in environmental, social and economic 

systems is an urgent concern for society today. Solutions must be a 

combination of behavioural and technological at all levels, from individual 

to industry.  

Leveraging individual behaviour to address sustainability concerns is 

potentially the fastest and cheapest way to create lasting societal change 

(Allcott and Mullainathan 2010). Case studies, particularly in the energy 

sector (Wood and Newborough 2003), have shown that complementing 

technological, political and economic action with individual behavioural 

change theory can result in expedited systemic changes. Harnessing the 

power of individual action is desirable, but developing and distributing 

effective messaging to motivate action can be a daunting challenge for 

communications professionals. 

This challenge is particularly evident in the gap existing between individual 

attitude towards sustainability and alignment of behaviour. Two polls 

conducted in 2008 and 2009 demonstrate this issue. The first showed that 

the majority (72%) of US citizens felt their personal actions had a “very or 

somewhat significant” impact on the environment (Humphrey 2009). The 

second survey investigated the adoption of environmentally conscious 

behaviour by groups of varying level of alignment with ‘green’ issues. It 

illustrated that across all levels of environmental consciousness, a gap 

exists between attitude and behaviour–even the most conscious individuals 

are not fully committed to undertaking relevant behaviours (Humphrey 

2009). This level of awareness and behaviour suggests that messages are 

reaching the public, but failing to resonate and motivate action. 

There are significant bodies of research which indicate that information 

about environmental and social challenges is not adequate to significantly 

alter the behaviour of the general public (McKenzie-Mohr 1999; Kollmuss 

and Agyeman 2002; Gupta and Ogden 2006; Prillwitz and Barr 2009). This 

demonstrates a potential need for an improved understanding of 

communication today, and analysis required to move towards a more 

sustainable society. 
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1.2 Sustainability challenge 

During the last half century, the world has seen unprecedented development 

and growth coupled with increasing natural disasters and environmental 

destruction (Bournay 2005). Within past decades scientists have 

demonstrated that the actions of society are putting pressure on the 

ecosystem’s ability to sustain and improve current lifestyles (IPCC 2007). 

This is demonstrated by many factors including decreasing availability of 

natural resources and ecosystem services (Schroter et al. 2005), an 

economic system failing to adequately satisfy human needs and decreasing 

societal trust (Putnam 1995). Opposing pressures including overpopulation, 

over consumption, increasing demand for ecosystem resources, and rising 

affluence compound these issues. 

 

Figure 1.1. The sustainability challenge (adapted from Bertner, 2008) 

These pressures can be illustrated through the metaphor of a funnel, where 

declining quantity and quality of natural resources, declining social trust 

and increasing pressures of rising demand and population growth (amongst 

many other factors) represent the walls of the funnel. Without taking 

control of the direction of society and moving towards sustainability, 

organisations, and eventually society as a whole, will increasingly be 

affected by hitting the walls of this funnel. As time passes, these constraints 

will only get tighter, resulting in decreasing room for adjustment and 

manoeuvrability. The possibility of a sustainable future is represented as the 

point were those pressures are balanced and no longer increasing. There is 
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also potential to move into a restorative future in which quality of the 

biosphere we live in is systematically improved. The challenge for society 

is to recognize the constraints of the system and seize the opportunities to 

move towards a more sustainable and restorative future. It is necessary for 

society to change its’ current path, but what specifically needs to change 

within society? 

1.3 Components of society 

There are many different definitions and approaches for understanding 

culture and society; having a shared understanding is important when 

determining what leverage points to select for creating societal change 

(Barnard 1997; Moore 1998; Bodley 2000; Hughes et al. 2003). Based on 

these definitions, the authors break society into its fundamental components 

in order to understand where change is possible. At its core, society consists 

of a group of diverse, autonomous and self-organising individuals (Robèrt 

et al. 2007). These individuals are unified through their culture, which 

consists of the shared knowledge and structures by that group. Culture takes 

form in many things such as technology, politics, or economics. Together, a 

group of individuals and their culture constitute a community and a 

collection of communities creates our global society.  

 

Figure 1.2. Components of society 
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1.4 Planning for sustainability challenges 

Within the many cultural components of society, there is no singular 

solution or formula capable of responding to the numerous and complex 

global challenges facing society today. It is therefore necessary to address 

sustainability issues from a principle level and through a guiding 

framework for planning.   

1.4.1 Principles of sustainability 

Dr. Karl-Henrik Robèrt, in collaboration with the scientific society, 

developed a principle-based definition of sustainability that identifies basic 

requirements for the existence of a sustainable society (Robèrt et al. 1997; 

Broman, Holmberg and Robèrt 2000). These four principles are 

scientifically based, necessary and enough for success, general to allow 

collaboration, concrete to guide actions and distinct (Robèrt 2000; Ny 

2009). These four principles, shown in Figure 1.3, are used as the definition 

of sustainability throughout this thesis. 

 

Figure 1.3. Definition of sustainability using four principles (Robèrt et al. 

1997) 

1.4.2 Framework for Strategic Sustainable 
Development 

To strategically and systematically understand and plan within complex 

systems, such as society, a guiding framework is needed to structure and 

inform decision-making processes. The Framework for Strategic 

Sustainable Development (FSSD) is a framework which has been 

developed by the scientific community as a systemic approach to planning 

for sustainability (Robèrt et al. 1997; Broman, Holmberg and Robèrt 2000; 
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Robèrt 2000; Waldron et al. 2008; Ny 2009).  The FSSD consists of five 

interrelated levels as illustrated in Figure 1.4. These levels are described in 

more detail below. 

 

Figure 1.4. Framework for Strategic Sustainable Development principles 

(Robèrt et al. 1997) 

The System level refers to the need to have a detailed understanding of the 

operating environment and the place of that system within the larger 

biosphere.  

The Success level defines the requirements of success within the system as 

framed by the principles of sustainability, see section 1.4.1. Having a 

principle-based definition of success ensures flexibility in the solutions to 

the problem and allows for evolution in the selected actions used since any 

solution meeting the requirements for success is equally valid.  

The Strategic Guidelines level requires a process of backcasting from an 

envisioned future in order to outline possible solutions to move in the 

direction of success. Three strategic questions are recommended for the 

process of prioritisation of solutions: Does it move society towards 

success? Is it a flexible platform for future advancement? Does it provide a 

sufficient return on investment (ROI)? Other prioritisation questions may 

be added depending on an organisation’s goals.  

The Actions level describes the options available to meet the envisioned 

success while in alignment with the strategic guidelines. 
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The Tools level is the collection of resources available to help achieve the 

goal. Tools can be assigned into three different categories: strategic tools, 

systems tools, capacity tools. Various tools are often used to 

develop/understand other levels of the framework; research tools may be 

needed to understand the system at the outset, or an academic theory may 

be used to provide additional prioritisation questions. 

The sustainability challenge described in section 1.2.1 is a part of the 

System level shown in the FSSD. Communications contributing to a 

societal shift towards sustainability occur in this context within society 

within the biosphere. Communications are one of many tools which can be 

used to create change towards success. The FSSD can assist to structure the 

complexity and volume of information used in the coordination and 

development of strategic communications.  

ABCD Process 

The ABCD process is a strategic process commonly used in conjunction 

with the FSSD. It utilises the system understanding and combines 

backcasting and prioritisation to develop an action plan (Robèrt et al. 2007; 

Waldron et al. 2008). It consists of four steps: 

A: Awareness and Visioning: Develop a shared understanding of the 

system and success between all stakeholders involved in strategic 

planning. This creates a context for the remaining process. 

B: Baseline Mapping: Conduct a baseline analysis of the system’s 

current state against the sustainability principles and requirements 

of success. This reveals flaws and strengths of the current system. 

C: Creative Solutions: Backcasting from a vision of success, 

brainstorm a list of creative solutions and measures which could 

address the gap between the current reality and the envisioned 

future. This creates an extensive list of possible actions. 

D: Decide on Priorities: Prioritise creative solutions from previous step, 

by using prioritisation questions as described in the ‘strategic 

guideline’ level above. This results in the development of an action 

plan.  
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1.5 Identifying key leverage points 

Shifting to a sustainable society requires the combination of numerous 

changes to behaviour, lifestyle and culture (Leal and Borner 2005) within 

the principles for sustainability described in section 1.4.1. As shown in 

Figure 1.5, within society, there is an interactive relationship between 

individuals and culture. Societal change can be initiated from the cultural 

components (such as technological innovation or policy change) or the 

individuals themselves and society as a whole will be affected. Individual 

behaviour changes alone are not enough to move society towards a 

sustainable future. They are however critical to spark or accelerate change 

when used in combination with other cultural components. In order 

understand how to take advantage of this, the cultural leverage point which 

is examined in this research is communications. This leverage point was 

selected for its potential to significantly influence and motivate actions of 

individuals. 

 

Figure 1.5. Interaction between individuals and culture, specifically the 

communication component 
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1.5.1 Communications  

Communication is a process by which participants share information with 

each another in order to establish a mutual understanding (Rogers 2003; 

Thunecke and Bär 2007). Messages can be transmitted and received 

through visual, audio, other sensory or digital means. The means of 

transference is referred to as the communication channel (Rogers 2003) and 

the technical mode of delivery, such as television, radio or billboards, is 

referred to as media (O’Sullivan 2009).  

When communication occurs on a large scale, to many individuals 

simultaneously, this is described as ‘mass communication’ and uses ‘mass 

media’ for delivery of messages. Mass media is crucial for transferring 

knowledge of sustainability to a wide-range of people (Leal and Borner 

2005). Messages conveyed through mass media affect the attitudes and 

behaviours of a population both intentionally and unintentionally (Cho and 

Salmon 2007). As a result, mass media has the ability to influence society 

while at the same time being a product of the society in which it operates 

(Vraneski and Richter 2003). Through this perspective, the media can be 

seen as a “tool to promote social change” and “agents that reinforce the 

accepted norms” (Vraneski and Richter 2003, 245). This role is critical for 

promoting messages of individual behaviour change to lead to broader 

societal change toward sustainability. 

Changing the behaviour of individuals, poses significant challenges. 

Despite considerable time and effort spent on communication of 

sustainability (specifically environmental) challenges and solutions, a 

fundamental gap still exists between attitude towards the issues and 

willingness to change behaviour accordingly (Kollmuss 2002; Gupta 2006).  

Currently a proportion of the population, who consider themselves 

environmentally and socially conscious, are making an effort to change 

their behaviour. Within this group of individuals, knowledge is transferred, 

accepted and converted into action. Relative to this active minority, the 

actions are not translating to the larger population who have remained slow 

to adopt relevant behaviours (Humphrey 2009). Finding ways to 

systematically increase the number of individuals who take action will help 

society as a whole to move towards sustainability.  
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1.5.2 Social marketing campaigns 

The challenges of communicating concepts of sustainability are many and 

complex. In addition, their cumulated effects on the behaviour of 

individuals within society is difficult to measure. To understand the effect 

of designed communications on behaviour and best target specific 

behavioural changes, a focused approach is needed. The authors of the 

thesis have selected to focus on targeted social marketing campaigns 

because these are designed to: 

• Use activities, institutions and processes as a means to motivate 

behavioural change; and  

• Use these to address a social goal (Dann 2009). 

Social marketing campaigns are designed sets of communications, that 

promote a behaviour which would, if adopted, result in a benefit to the 

campaign's recipients, partners and the broader society at large (Dann 

2009). These often address social or environmental issues which have a 

root cause in a sustainability challenge.  

1.6 Focus areas within social marketing 

campaigns 

The quality and success of campaigns to affect behaviour has varied 

extensively. In the 1950’s this prompted social scientists to begin 

systematically studying campaigns for social change. Ongoing research 

identified key factors which significantly contribute to the likelihood of 

changing the behaviour of an individual through communication, 

specifically social marketing campaigns. These factors centred around 

audience understanding, message framing, media choice and response 

mechanisms (Kotler 1989). Based on an initial literature review, and 

Kotler’s research (1989), the authors scoped this thesis research on four 

focus areas within a campaign’s development that were pivotal in creating 

success: 

• Drivers and barriers to behaviour change; 

• Audience segmentation; 

• Behaviour adoption life cycle; and 

• Media understanding. 

Although the direct and relative influence of each areas contribution to a 

campaign’s success is unknown and is context dependent, they consistently 
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play a role in the achievement of the goals of social marketing campaigns. 

These focus areas were used to frame understanding and structure the 

research of this thesis in order to ensure that factors influencing success in a 

campaign were comprehensively examined. The understanding of these 

focus areas are described in greater detail in the following sections. 

1.6.1 Drivers and barriers to behaviour change 

In psychology and marketing theory a number of ways to address the 

underlying motivators of behaviour change are suggested. Many of these 

are rooted in similar principles (Anable 2006). The Theory of Planned 

Behaviour (TPB) is widely recognized in academic literature (Anable 2006) 

and provides an understanding of the motivating factors of intention as 

precursors to engagement in a behaviour (Fielding et al. 2008). Figure 1.6 is 

an adaptation of this framework and illustrates three main influencers of 

intention as attitude toward the behaviour, perception of social norms, and 

perceived behavioural control.  

 

Figure 1.6. Theory of Planned Behaviour (adapted from Azjen 1991) 

The TPB provides a framework to understand the primary drivers 

influencing an audience’s action. Past research has shown that all three 

influencers of intention have effect – it is the relative strength of each that 

varies between individuals (Azjen 1991). Academic literature has shown 

that influencing attitude alone is not sufficient to change behaviour 

(McKenzie-Mohr 1999; Kollmuss and Agyeman 2002; Gupta and Ogden 

2006; Prillwitz and Barr 2009). As a result social marketing theory places a 

strong emphasis on perceived control (Kotler 1989).  
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1.6.2 Audience segmentation 

Understanding the drivers of behavioural intention is important for message 

development and appeal choice (Rice 2001). But in order to identify those 

drivers correctly for a specific audience, additional research and 

segmentation of the audience itself must be done.  

A popular theory that has been applied in numerous fields is known as the 

Diffusion of Innovation (DoI), one of the most well-known models of 

forecasting the spread of adoption of innovations (Kotler 1989). Made 

famous by Everett Rogers in the 1960’s, DoI demonstrates how individual 

inclination to adopt an innovation affects its spread throughout society. As 

illustrated below, DoI suggests society can be split, based on individual 

willingness, into five adopter categories: innovators, early adopters, early 

majority, late majority, and laggards. Relative percentages of these groups 

in a population have been suggested from prior research. These categories 

describe the relative adoption rate of individuals and when graphed over 

time, show that in a large and diverse population, innovations are likely to 

diffuse according to a normal distribution as shown in Figure 1.7 (Rogers 

2003).  

 
Figure 1.7. Diffusion of Innovation (adapted from Rogers 2003) 

Many innovative behaviours intended to help society move towards 

sustainability have difficulty transitioning from the active minority to 

greater majority (Jones 2007). According to Rogers (2003) this is due to 

how individuals communicate and adopt innovations. Each adopter 

category has unique personality traits and communication methods 

associated with them, as further described in Appendix A (Rogers 2003).  
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1.6.3 Behaviour adoption life cycle 

Similar to a product, behaviours are influenced by a life cycle of growth, 

maturity and decline. Each life cycle stage of a behaviour will affect 

selection of the appeal used to drive the type of adoption required. This 

may be through creating knowledge/awareness (early growth), persuading 

action (early-late growth), or confirming and maintaining a behaviour 

(maturity) within a target audience. As a behaviour declines due to lapse or 

external factors, the process of knowledge creation, persuasion and 

confirmation must repeat to maintain the behaviour at a mature stage 

(where the behaviour becomes habit). This is in compliment to the five-step 

process of behaviour adoption where an individual moves through the 

Decision Innovation Process (Rogers 2003). These five steps include:  

1. Knowledge: receiving knowledge of the innovation 

2. Persuasion: researching and questioning of benefits 

3. Decision: deciding to adopt or reject the innovation 

4. Implementation: testing and using innovation (if accepted) 

5. Confirmation: deciding to continue using innovation  

Media and communicated messages influence an individual throughout this 

process and are identified in Figure 1.8. Mass media is most effective in the 

knowledge stage while consequent stages rely heavily on interpersonal 

media (Rogers 2003). Successful campaigns which encourage innovative 

behaviour are dependent on targeted messages and carefully selected media 

to support each decision stage (Day 2000).  

 

Figure 1.8. Decision Innovation Process (adapted from Rogers 2003) 
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1.6.4 Media understanding 

Communicators have a wide variety of means for spreading their messages 

to the public; media choice is therefore key to creating the reach and 

response desired by a communication. With the introduction of new 

technologies (the internet, social media, mobile devices, etc.), the media 

landscape is increasingly changing from traditional mass media approaches 

and allowing for more creative options for communication. These new 

media forms are widely discussed for the potential opportunity they present 

in spreading ideas (Manovich 2002; Jenkins 2006), but little is understood 

in how to categorise or understand them in relation to audiences and 

traditional media (Tham 2009). 

Established communications literature splits media into either interpersonal 

or mass using distinct characteristics to define each type (Dimbleby et al. 

1998; Hartley 1999). New, social or networked media, made possible by 

digital technologies such as the internet, allow users to become creators of a 

much wider variety of communication than previously possible. This may 

include forms of mass media (eg. a website), personal forms of mass 

communication (eg. a twitter post), and interpersonal communication (eg. 

an email). This creates difficulty when attempting to create a definitive 

categorisation of new media – external to the traditional mass or 

interpersonal definitions. 

 

Figure 1.9. Defining media: Identifying the level of personalization and 

exclusivity for media and messages (O’Sullivan 2009) 
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Research produced by Patrick O’Sullivan (2009) has made contributions to 

understanding the blurry distinction between traditional media 

(interpersonal and mass) and new, emerging forms by separating the 

exclusivity (a measure of a medium’s reach) and personalisation (a measure 

of a message’s recipient-tailored content) of a communication. O’Sullivan 

breaks communication into three types, mass, interpersonal and 

masspersonal. Mass communication involves a mass message sent through 

a mass medium, such as an advertisement on a billboard. Interpersonal 

communication involves both an interpersonal message and medium, such 

as a personal conversation with a friend. Masspersonal communication 

involves either an interpersonal message through mass mediums (such as an 

“I Love You Sally” message displayed on a sports stadium screen) or a 

mass message through an interpersonal medium (such as a business sending 

a direct mailing to residential homes). 

The authors suggest that this way of defining media may be of use in 

predicting the likelihood of an individual to be open to the message being 

communicated and therefore have an intention to undertake the behaviour. 

By identifying both the message and medium as either interpersonal or 

mass, one can better classify the interaction and relationship between a 

communication and the intended audience. Exclusivity, or potential reach, 

is an important measurement for a medium choice as it analyses the 

potential percentage of an audience which can be reached by a single 

message. A higher reach is generally associated with a lower level of trust 

in the media form if the message has not been solicited (Nielsen 2009). 

This links with the work of O’Sullivan as the interaction is not solely a 

product of the media form itself, but the relationship of the communicator 

and receiver and therefore inherent in the personalisation of the message.  

Media forms which act as prompts are outside this general prediction as 

they intervene between intention and action (see 1.6.1 Drivers and barriers 

to behaviour change). The careful placing of communication in the vicinity 

in which an individual is able to perform a behaviour can change the 

intention at the time of decision (Mackenzie-Mohr 2009) (see 1.6.3 

Behaviour adoption life cycle). Understanding the influence of the media 

and message affects media choice for communicators. 
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1.7 Research design 

1.7.1 Purpose 

The purpose of the research paper is to contribute knowledge to 

communication design for social marketing campaigns to improve the 

conversion of information to action helping move society towards 

sustainability. Researchers aimed to identify how a strategic approach to the 

campaign planning process could be developed informed by the Framework 

for Strategic Sustainable Development. 

1.7.2 Scope  

The thesis research will use past and current information regarding social 

marketing, communication, psychology and behaviour theory to 

systemically examine the importance and relationship of factors 

contributing to behaviour adoption resulting from communication. The 

scope of this thesis does not include examination of types of behaviours 

that should be targeted, specific content and appeal of messages or specific 

audience segmenting techniques. The research will take a broad and 

strategic overview in analysis, aiming to understand the underlying 

contributors to success in encouraging behaviour adoption rather than 

providing specific techniques. This research is intended to benefit 

practitioners and researchers of social campaigns, especially those who are 

interested in contributing in a societal shift towards sustainability. 

1.7.3 Limitations 

Given the broad nature of the research and time available, the authors 

recognise a number of possible limitations in the validity and applicability 

of the findings. The complexity of human interactions with media and 

messages makes it difficult to identify distinct trends in communication 

campaign factors which lead to behaviour change. Framing theories, 

although academically recognized, may have limitations in their scope and 

purpose as applied in this research for understanding and application for 

behaviour change towards sustainability. Due to time restrictions, not all 

findings were tested and refined through feedback with external partners. 

Throughout the research process, the authors’ backgrounds and similar 

thinking through the shared framework of the FSSD may also have biased 

final results. 
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1.7.4 Validity 

In an attempt to avoid bias in collection and interpretation of results, the 

authors recognize the importance of diversity in sources and analyses of 

information. “By combining multiple observers, theories, methods and data 

sources,” researches can hope to “overcome the intrinsic bias that comes 

from single-methods, single-observer, and single-theory studies” (Patton 

1990, 464). Method design took into account the recommendations of 

Patton (1990) for the verification and validation of research as follows: 

• Requiring consistency of findings as a result of the different 

methods used for data collection;  

• Requiring consistency of data as a result of the different sources 

used within the same research method; 

• Utilising a research team comprised of three researchers and 

additional reviewers with different professional backgrounds and 

experience;  

• Selecting framing theories that are recognised by the scientific 

community, to structure the research and results. 

1.7.5 Research Questions 

To understand how the four focus areas are used in practice through social 

marketing campaigns to help society move towards a more sustainable 

future, the research of this thesis was structured into a primary and 

supporting research question. 

Primary research question: How can social marketing campaigns be 

designed to improve in motivating action with the intention to move 

society towards sustainability? 

Supporting research question: What design elements of social 

marketing campaigns have been shown to successfully create 

behaviour change? 
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2 Research Methods 

A literature review was conducted from which four focus areas were 

defined. These were used to structure the research, see section 1.6. These 

framed the case study review and interviews in answering the supporting 

research question. The results from the supporting question were used to 

identify opportunities within current reality of the campaign design process. 

This took the form of key themes, which were applied to an understanding 

of Strategic Sustainable Development in order to answer the primary 

research question. Throughout the thesis period, results were constantly 

checked against the primary research question, and methods updated 

accordingly. This process is illustrated in Figure 2.1 below. 

 

Figure 2.1. The research process flow diagram 
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2.1 Supporting Research Question 

This portion of the research consisted of literature and case study reviews, 

and interviews. These were designed to answer the supporting research 

question:  

What design elements of social marketing campaigns have been shown to 

successfully create behaviour change? 

Methods were built upon the initial literature review and focus areas.  

2.1.1 Method 

Case study review 

The thesis team undertook an analysis of peer-reviewed social marketing 

campaigns. These were predominately peer reviewed evaluations which 

relied on a scientific approach for result analysis allowing for a reasonable 

level of comparability over the sample. In total the study encompassed a 

qualitative review of 22 social marketing campaigns from culturally similar 

English-speaking regions. The full list of campaigns can be found in 

Appendix B (the names of campaigns are shortened, please see References 

for full source). 

The campaigns were analysed for a number of variables according to 

definitions and flow diagrams described in Appendix A. Variables were 

chosen which addressed the four focus areas identified by the initial 

research. Case studies were analysed independently by the three researchers 

and compiled into one document with discussion when results varied. A 

sample analysis is available in Appendix C. 

Case study selection: Campaigns were selected from culturally similar 

regions of the UK, the USA, Canada, New Zealand and Australia. All case 

studies used must have provided measurement of behaviour adoption prior 

to, and after campaign duration. The campaign must have been designed 

and completed after 1995. To allow for analysis of drivers used in messages 

in case studies, examples of media communications were required to be 

included in the case study or readily available in Internet archives. 

Campaigns were chosen that utilised a diverse range of media, including at 

least two forms of mass media. Within the chosen case studies, explanation 



19 

must have been included on research of the target audience and reasoning 

for choice of message framing.  

Interviews 

To balance the case study review, the authors interviewed individuals 

actively involved in the field of communications, including:  

• Campaigners active in the creation of social marketing campaigns 

intended to produce behaviour change; and 

• Other researchers or professionals within the fields of media, 

marketing, sustainability and behaviour change. 

Eight interview questions were developed from the focus areas and 

literature review. Interviews were semi-formal in style and depending on 

the expertise and focus of the individual, these questions were modified to 

most appropriately relate to the experience of the interviewee. The 

interview questions were designed to provide information on what 

techniques and theory are currently considered to be best practice in the 

industry. For a full list of interview questions, see Appendix D. 

The authors individually recorded and compiled responses from each 

interview. These were individually analysed across all the interviews and 

key points derived. The collective results of the researchers were then 

compared for similarities and common themes identified.  

When designing the interview method, the authors created a contact list of 

individuals based on knowledge or referral. Additionally online networks 

were used to source further contacts. In total 15 interviews were conducted 

via teleconference. The following list, Figure 2.2, shows a breakdown of 

the expertise and specialty of the interviewees.  

 
Figure 2.2. List of interviewees by specialty 
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Identification of themes 

In order to identify themes which could contribute to answering the 

supporting research question the authors used a process of triangulation to 

find connections in results from the case study analysis and interview 

methods to identify common themes. The themes contain elements which 

were found to be consistent across the different methods of research (with 

the exception of social media) and differing sources. As a secondary check, 

each author analysed datasets individually and the results of the three 

individual analyses were compared for similarities. If all authors had 

identified a topic, it was accepted as being significant and permitted as an 

element in research results. This is consistent with Patton’s (1990) 

requirements for verification of data from qualitative analyses. This 

analysis identified the common areas (grouped into themes) which can 

provide opportunities to improve design of social marketing campaigns 

aimed at behaviour change.  

2.1.2 Expectations  

It was expected that the qualitative case study review would indicate trends 

in relationships between elements influencing campaign’s success and 

show features of campaigns that appear to stimulate adoption of the desired 

behaviour. Furthermore it was expected that the interview results would 

provide qualitative data for understanding the campaign planning process – 

pre-campaign planning, execution and post-campaign evaluation – 

including personal reflections of campaigners on key leverage points for 

improvement. 

The conclusions of the case study review and interviews were expected to 

support the importance of the need for a careful understanding of the target 

audience and behaviour influencers described by the TPB in message 

planning. It was expected that very few campaigns considered the 

behaviour adoption life cycle in planning and that perceived social norms 

would be under-utilised in message development. 

As a result of this process, it was expected that much of the theory behind 

behaviour change has been researched, but is not currently presented in 

useful means for practitioners and campaigners. Due to the large amount of 

information and the complex environment in which campaigns operate, it 

was expected that certain critical components of the campaigned behaviour 

are not strategically analysed in the planning process.  
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2.1.3 Limitations 

Restricted by time and resources available, the sample size of case studies 

and interviews may not have been sufficient to generalise trends that relate 

to the success of the campaigns affecting behaviour adoption. Furthermore, 

the factors included for comparison may not directly contribute to the 

underlying causes for behaviour adoption, rejection or relapse. Context is 

also an influencing factor on success and this aspect was difficult to control 

for in analysis. Although the authors attempted to improve comparability 

through careful case study selection and sourcing a range of qualified 

interview subjects, a study that seeks to analyse trends at a generalised 

level, such as this one, may have missed key situational elements relevant 

to the ultimate outcome, which may have skewed results. Finally, media 

forms used for communication have evolved rapidly over the past 15 years. 

The introduction of digital media allowed individuals to create and 

distribute their own messages at a mass media scale. This may have 

influenced results of social marketing campaigns during this period in ways 

which could not be addressed in this research. 

The quality of information from the interviews was limited to the quality of 

knowledge and expertise of those who were willing to be interviewed. The 

methods used to source and contact interview subjects may have created 

unintentional bias. The wide range of experiences and type of involvement 

in social marketing campaigns amongst interviewees may have influenced 

the comparability and validity of the results. 

2.2 Primary Research Question 

This section of the research was designed to compile the results from 

section 2.1 which sought to understand the current reality, and structure 

those findings with an understanding of strategic sustainable development 

and communications planning process according to the primary research 

question:  

How can social marketing campaigns be designed to improve in motivating 

action with the intention to move society towards sustainability?  
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2.2.1 Method 

Applying the FSSD 

The results from the supporting research question served as a platform for 

application of the Framework for Strategic Sustainable Development to 

answer the primary research question. This framework was used for its 

ability to organise the diverse variety of elements identified and array of 

information with which campaigners work in a comprehensive form that 

includes the concepts of strategic sustainable development. Elements 

discovered in answering the supporting question were viewed through the 

lens of the FSSD to understand how they could uniquely contribute to a 

systemic approach to social marketing campaign design.  

Development of The Strategic Planning Process 

Framing the campaign design elements within the FSSD may not be 

directly useful to planners however, so in the second part of the primary 

research question’s results the authors have created a tool - The Strategic 

Planning Process (SPP). The SPP illustrates how the FSSD can inform the 

design of campaigns in practice. This was based on an understanding of 

what campaigners are doing today and incorporated and adapted identified 

elements to create a strategic approach. This approach included the concept 

of backcasting as suggested by the FSSD. The development of the SPP was 

informed by the authors’ understanding of the current planning process and 

feedback from external partners. 

2.2.2 Expectations 

It was expected that the results of the supporting research question will 

highlight specific gaps which could be structured into a guide to benefit 

planners of social marketing campaigns. This guide was expected to include 

elements of the FSSD. In the supporting research question expectations, a 

lack of research into the behaviour which is being promoted was 

anticipated. In answering this research question it was expected that the 

FSSD would be most useful in assisting planners to understand and select a 

behaviour to promote by creating awareness of the biosphere system and 

backcasting from the principles of sustainability. By being aware of and 

using the FSSD, social marketing campaigners would be able to be more 

confident that their campaigns are helping move society towards 

sustainability.  
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2.2.3 Limitations  

Time constraints limited the extent to which the final results of the SPP 

could be discussed and tested with external partners and campaigners. The 

quality of the results to the primary research question was also limited by 

the quality of the findings to the case study analysis and interviews. The 

SPP may have missed key elements in campaign planning because it was 

informed by the identified themes rather than planning-specific research. 

The region selected for the study also limits its potential applicability for 

non-english speaking cultures. 
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3 Results 

3.1 Supporting Research Results 

Results from the literature review, case study analyses, and interviews were 

examined and compared in order to find common elements which could 

form recommendations for improving communication strategy within social 

marketing campaign development. These elements, grouped into nine 

themes, as illustrated in Figure 3.1, were identified from case study, 

literature and interview analysis. These themes served to answer the 

supporting research question: What design elements of social marketing 

campaigns have been shown to successfully create behaviour change? 

 

Figure 3.1. Key themes for campaign planning process 

The themes have been grouped into three components of campaign 

planning: Visioning, Researching and Developing. These refer to distinct 

processes which occur during the design of a campaign as understood from 

interviews and literature review. 

It should be noted that quotations throughout the results are taken directly 

from interviews which were conducted in a confidential manner. Results 

will not directly name individuals or organisations in examples where this 

information is not otherwise publicly available. 
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3.1.1 Visioning 

At the outset of campaign planning it was found to be important to have a 

clear direction for the campaign and a means to understand and measure 

success. The authors found three key themes which can expand the concept 

of objective and goal setting which currently dominate in this campaign 

planning component. These were the need to: determine purpose and create 

a shared vision, develop a brand identity and plan ahead for measuring 

success. 

Determine purpose and create a shared vision 

Creating a shared vision for a campaign and its results can connect 

communicators to audiences and allow strategic decision-making. In 

business a shared organisational vision is widely understood to be a crucial 

element of leadership allowing for the achievement of desired goals (Senge 

1990, Kantabutra and Avery 2010). This is equally relevant and important 

within groups campaigning for a behavioural change. The difference is that 

vision in campaigns must be shared internally within the campaigning 

organisation, but also by the audience in order to inspire change. 

In the case study analysis, tactical goals were included for all campaigns, 

but a strategic vision for the campaign was seldom identified. Where a 

vision was identified (4 of 22 cases), it was not able to be shared by the 

audience, for example “To take the public on a journey to achieve 

sustainable living” (Frame 2004). In some cases the main slogan for a 

campaign was most closely linked to the concept of a vision – a social 

marketing campaign aiming to educate on diabetes control named itself 

“Control your diabetes, for life.” Again this separates the audience from the 

campaigners. Although these visions are restricted, the campaigns including 

them had comparatively higher success. In interviews and later feedback 

discussions the importance of a vision was confirmed. The improvements to 

success were found to likely be attributable to improved ability to source 

campaign partners, improved motivation and creativity in the campaign 

team and ability to inspire members of the audience to champion the cause. 

To establish a vision, it is first important to clearly identify the root issue 

that the campaigning group seeks to address (the purpose). For example, a 

group initially seeking to reduce energy use in a local area may discover 

that the underlying purpose for their campaign might be “to eliminate our 

community’s dependence on imported energy.” This is crucial to allow for 
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strategic and creative identification of target audience and behavioural 

solutions. A shared vision should be intrinsically motivating (Senge 1990) 

but also concise, clear, future orientated, stable, challenging and able to 

inspire (Kantabutra and Avery 2010). 

As many campaigns are funded through sponsoring organisations, it is also 

important to determine whether and in what way the purpose of a campaign 

aligns with the established mission of its sponsors. Often the sponsoring 

organisation is likely to have a mission that the campaign is seeking to 

address. In the case study review this was not able to be analysed but was 

highlighted as important by campaigners in interview, particularly those 

involved in large organisations which may be responsible for multiple 

campaigns. Understanding the importance of the issues to other key 

stakeholders will assist in appropriately directing the campaign.  

Develop a brand identity 

Investment of time in creating a clear and relevant brand identity in line 

with the vision can help build trust, recognition, and credibility of a 

communicating group. In the for-profit business sector, it is well 

established that creation of brand equity can contribute to overall 

profitability (Aaker 1990; Farquhar 1990). Clarity in brand identity and 

alignment of products/services to it are fundamental in creating success.  

These concepts were also found to be important within the social campaign 

sector. An example is the (RED)
TM

 Product campaign (About (RED)
 TM

 

2010). The (RED)
TM

 campaign is operated by The Persuaders LLC an 

organisation based in the USA. (RED)
TM

 partners with companies to design 

a series of products under the (RED)
TM

 brand identity. All products sold 

under the (RED)
TM

 label contribute a portion of proceeds to buy and 

distribute antiretroviral medicine in Africa. The (RED)
TM 

brand clearly 

identifies products which are aligned with the cause for consumers. A 

similar approach of creating a clear brand identity for issue campaigns can 

be applied to build trust and receptivity for communicated messages.  

In interviews, members of large organisations which run many campaigns 

drew attention to the importance of a brand to establish an authority around 

a set of related issues, “It is most important to invest in the brand. [The] 

brand must have been strategically grown. [A] campaign‘s brand should be 

used to differentiate from like groups. Groups need to know what their 

identity is and be true to it.” This was also discussed in case study Frame 
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2004. Having a known brand helped to reduce the time required 

establishing credibility at the start of a new campaign allowing for 

maximisation of available resources.  

The decision to run a particular campaign was found to have potential 

impact of the wider brand, positively or negatively. This is a concept 

widely understood in product marketing (Aaker 1990). Consistency in 

brand image was shown to be as important to credibility in social marketing 

campaigns as in product marketing (from interviews with communications 

professionals in one global campaigning organisation and two global 

consulting agencies). Developing and building a brand for a campaign or 

campaigning organisation connects a single campaign message to a larger 

concept over time through authority and credibility. 

Plan ahead for measuring success 

In order to demonstrate success of a campaign, planners must use 

measurement units that can be verified before and after a campaign 

invention. Being able to demonstrate success is crucial for campaigners to 

be able to secure funding (specifically described in interviews with 

government funded campaigns). Case studies, however demonstrated a lack 

of effective measure for tracking success of a campaign. This is a probable 

result of time and budget restrictions as well as to the difficulty of 

identifying and measuring individual behaviour change. Four common 

measurements of behaviour adoption approaches in case studies included: 

• self-reported behaviour and survey; 

• statistical increase/decrease in behaviour performance as a result 

from individuals undertaking the behaviour (eg. decrease in waste 

disposal, increase in undertaking a test); 

• increase/decrease in sales of products related to performing the 

behaviour; and 

• use of a control region where the campaign messages were not 

accessible. 

Measuring the influence of a media campaign on a population is complex 

due to the number and variety of potential influencing factors and lack of 

ability to concretely measure unseen action. Planning for multiple 

measurement approaches was shown to lead to a more provable outcome in 

case studies. For example the Wipe Off 5 campaign (Mulholland et al. 

2005) used a self-reporting survey and compared this to real road statistics 

over the period. Multiple approaches can strengthen credibility of data.  



28 

3.1.2 Researching 

Thorough research of the behaviour to be campaigned and the target 

audience increases the likelihood of success in creating a desired behaviour 

change. Research was repeatedly shown through case study and interview 

evaluation to be the most important contributor to success of a campaign in 

creating behaviour change. Three areas of research were identified from 

literature review and interview discussion: Behaviour research, Audience 

research and Partner research.  

Identify, select and understand the strategic behaviour 

Having a clear understanding of why a particular behaviour is being 

targeted from a strategic point of view and its contribution to sustainability 

is a fundamental element of moving towards a campaign’s vision. It was 

found that 4 of the 22 case studies included specific analysis of the nature 

of the behaviour that they were targeting. As a result some campaigns used 

their resources to target behaviours which either had very little impact on 

their root issue or would not lead to other desired behaviours in the future.  

The following questions were created from analysis of common themes in 

case study review and interviews. These can assist in understanding if and 

how selected behaviours can most effectively achieve the aims of the 

campaign’s vision. These are further detailed below.  

1) Does the behaviour contribute to long-term sustainability? 

2) With which behaviour can the most impact be made? 

3) Has the proposed behaviour been targeted in the past? 

4) What additional desired behaviours is the targeted behaviour likely 

to encourage? 

5) How can the campaign follow-up to ensure long-term adoption? 

1) Does the behaviour contribute to long-term sustainability?  

Knowing how a behaviour contributes to long-term sustainability is critical 

to understanding its role in the vision of a campaign. Consultants who were 

interviewed have found that clients (campaigners and businesses) 

addressing sustainability-related issues use a definition which is primarily 

focused on environmental issues. Social issues are usually considered 

separate from the environment. One consultant noted, “For many of the 

companies we work with, ‘Sustainability’ just means ‘Green’, with a little 

social thrown in. [Our company] tries to build upon and expand the 
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definition.” Overall, this research found that campaigners address causes 

which are rooted in the sustainability challenge without directly being 

aware of their contribution. From the authors’ perspective this hinders 

campaigns from strategically moving society towards sustainability.  

A definition of sustainability as outlined in section 1.4.1 is important to 

identify hidden trade-offs associated with a behaviour. Behaviours do not 

happen in isolation. They have effects on the individual performing the 

behaviour, the people they interact with, other behaviours and the products 

and services they might require. Even with the best of intentions, 

campaigns may promote a behaviour which has unintended contributions 

towards un-sustainability. Some behaviours, which initially appear to be 

‘green,’ have underlying environmental or social costs which are not 

immediately obvious. While positively contributing to the campaign’s root 

issue a behaviour may negatively impact other sustainability concerns not 

immediately considered. Having guiding criteria is important to navigate 

these trade-offs and ensure a promoted change helps shift society towards 

sustainability in the short and long term.  

2) With which behaviour can the biggest impact be made?  

For any given sustainability challenge, there are numerous behaviours that 

can contribute to addressing the larger issue. This thesis research found that 

campaigners who did not strategically select a behaviour, were inefficient 

in the contribution to their stated goal. In discussion with a campaigner for 

energy reduction, it was pointed out that the first year of the campaign, the 

behaviour promoted was one which was chosen for originality, but it was a 

behaviour which neither provided benefits to the intended audience, nor 

made a significant contribution to addressing the underlying issue of energy 

use reduction. In the following year the campaign promoted a behaviour 

which had benefit to the audience and greater contribution to the issue, 

resulting in greater overall success relative to investment.  

Analysis of the impact on sustainability that different behaviours have 

(relative to each other) can allow campaigners to more strategically use 

their time and effort. Behaviours also have different attributes – some may 

contribute less to the vision but be more attractive to the target audience 

due to ease of adoption or inherent benefits. This means that there may be a 

need to accept trade-offs for short-term wins with a view to the overall 

vision. Understanding attributes of the behaviour can assist in strategic 

behaviour selection in trade-off situations.  
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3) Has the proposed behaviour been targeted in the past? 

Identifying if and how similar behaviours have been communicated in the 

past helps to provide a benchmark to build from for new campaigns. For 

example, due to the fact that previous campaigns targeting speeding in 

Scotland had been hard-hitting, fear-based marketing, the Foolsspeed 

campaign sought to “test out whether a more empathetic and credible style 

of road safety advertising could be equally, if not more, effective in 

engaging audiences” (Stead 2005). Understanding why campaigns 

were/were not successful at creating behaviour change, what aspects of the 

behaviour they promoted and the partners they engaged with provides 

insight for developing new campaigns. This may seem obvious, but case 

studies showed this was not always successfully considered at the outset. 

This was in part due to a lack of coordination in detailing local 

communication efforts. 

4) What additional desired behaviours is the targeted behaviour likely to 

encourage? 

The consideration of how a chosen behaviour leads to another action can 

prevent tunnel-visioning for campaigners. It also can ensure a single 

behaviour change can lead to broader societal action. Prioritising the 

network of behaviours and how they connect to the underlying purpose 

helps in strategically planning a campaign. For example, recycling is made 

up of many cumulative behaviours. This usually starts with the recycling of 

a single item, perhaps paper, but may eventually include more items such as 

glass, metal and plastic. Ultimately this may create a mindset which will 

open an individual to related behaviours such as composting.  

In discussion with campaigners it was felt that different groups within an 

audience varied in responsiveness to issues. Where people were less 

moveable, it was advantageous to focus on small initial behaviours that 

may later affect attitudes and cumulative behaviour. For example, a 

consultant working with companies producing industrial cleaners found that 

many organisations had added an environmentally friendly line to their 

product selection in the past few years due to market pressure. This initial 

change to one product within a business “sometimes revolutionises and 

affects other products; [those companies] catch the ‘green bug’.” Even 

those less innovative companies who reluctantly added a green product “are 

starting to see good profits from their green lines and are starting to move 

further down that road.” 
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5) How can the campaign be followed-up to ensure long-term adoption? 

In order to both sustain the behaviour and lead individuals to adopt 

additional desired behaviours, campaign design should include 

consideration of both the short and long-term adoption of a behaviour by an 

individual. This may include follow-up from the campaign and/or 

connecting individuals with support networks in which they can continue to 

discuss issues after the campaign has ended. 

Behaviours, like products, follow a life cycle of knowledge collection, 

decision, adoption, maturation and lapse. In order to sustain behaviours 

over the long term, it was shown to be important to establish a social norm 

(in the case of regular behaviours such as recycling) or develop a 

supportive community (in the case of irregular/one-off behaviours such as 

donations). A communications coordinator in a large organisation described 

their approach, “[We] don’t want people to feel left out of the loop after 

taking an action. [We] want people to feel rewarded and appreciated as a 

part of the action. There is a constant balance between bringing people in 

and maintaining relationships which have already been established.” Where 

a behaviour has a cost to an individual (time, energy, financial or 

otherwise), the audience needs to feel rewarded and appreciated. By 

creating a supportive community where actions are visible, long term buy-

in is easier to achieve. 

Identify, select and understand the strategic audience 

Case studies showed a wide variety of research styles including: 

demographic data, surveys, focus groups, interviews, and expert panels. 

Both case studies and interviews repeatedly stressed the importance of 

adequate audience research. Many groups, particularly in interviews, 

argued that if they had taken short cuts in audience research, it would likely 

have led to failure of the campaign. One interview subject suggested that if 

the outcome of the research adhered to the researcher’s prior expectations 

regarding the audience, and wasn’t “surprising”, it was unlikely to be 

quality research. In addition considering the following questions in 

selection and research of an audience was identified as important through 

evaluation of case studies and interviews. These are discussed in more 

detail below. 

1) With which audience can the biggest impact be made? 

2) What does the audience care about/relate to? 

3) Who are the opinion leaders who can build momentum? 
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1) With which audience can the biggest impact be made? 

Similar to understanding which behaviour to target, this is an important 

initial question in selection of a target audience. Strategic selection of an 

audience can ease the implementation and increase speed of the 

introduction of a new behaviour into society. One campaigner targeted 

female students because they were more likely to adopt the behaviour and 

had greater influence on the actions of their male peers than the campaign 

itself. Important considerations to determine the audience with the biggest 

opportunity for impact, refined in discussion with interview subjects, 

includes: size of the group, willingness to adopt behaviour, level of current 

behavioural adoption, and relative desire for personal benefit from 

adoption.  

 

Target audiences can have differing impacts, for example some groups are 

more receptive to ideas, some can be influential in affecting the behaviour 

of others, and potentially independent groups may be causing the majority 

of the contribution to un-sustainability. To give an example of this, 

encouraging paper recycling behaviour of children at school may affect 

both the children’s behaviour and eventually affect that of their parents at 

home, but this may not influence the behaviour of office workers who 

produce the majority of waste paper (assuming the behaviour of the parents 

is context dependent). By making sure that the energy of a campaign is 

directed at an audience who is highly connected to the issue and/or other 

audience groups, campaign resources can be maximised. 

2) What does the audience care about/relate to? 

Understanding how the audience relates to environmental and social issues 

and to the targeted behaviour is crucial for the message development. One 

consultant explained, “Getting the message right to reach the most 

important groups in your audience is important. For example while ‘Dark 

greens’ might be motivated to seek environment products, other audience 

groups are affected differently.” Common traits and willingness of an 

individual to listen to messages regarding the concept or issues behind a 

behaviour is important in both selecting the behaviour/s to promote and 

affect the messages and appeals used. 

Knowing the language and concerns of the audience was highlighted by  

interview subjects as being especially important. Knowing which issues 

inspire the group and the language they use to describe it can vastly 
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improve the appeal of later messages. This can also provide insight into 

where and when the target group are most likely to be receptive to a 

message.  

3) Who are the opinion leaders who can build momentum? 

Opinions leaders were identified as being an important element in the 

success of a campaign. They are individuals who have significant influence 

over others within a target audience. They may be part of the selected 

audience demographic or external to it, but have strong connectivity and 

influence. Three key characteristics identified by an interviewed 

campaigner to identify opinion leaders were those individuals who are:  

“passionate about the issue, committed to being actively involved, and 
influential amongst their networks.”  

Finding opinion leaders to support a campaign can build momentum and 

help a behaviour become normalised within a group. Some opinion leaders 

such as celebrities are particularly successful at creating social pressure 

behind an idea and have been useful at localising intangible concepts for 

audiences. One interviewee explained the effective use of a popular band as 

a partner in their campaign. The band was used due to their position as an 

opinion leader within the targeted youth audience to help spread the 

campaign message. 

Identify and select partners to build support 

Creating relationships with those who may be able to further campaign 

resources and have established connectivity with the audience was credited 

with being a major factor in success in interview with campaigners. Case 

studies and interviews revealed that multifaceted partnerships can 

contribute positively towards creation of momentum and reinforcement of 

behaviour adoption. Internal networks within the campaigning organisation 

were also highlighted as important for sharing of resources, talent, 

information and contacts.  

When conducting pre-campaign research, identification of partners should 

occur: 

1) externally between the campaign and other relevant stakeholders in 

the community; 

2) within the communicating organisation; and 

3) within the campaign audience. 



34 

1) External partners 

External partners include other organisations who are promoting similar or 

related actions, products or services, and organisations with aligned vision 

to that of a campaigner which have high connectivity with the target 

audience. For example in the Plant Eastern Shore Natives campaign, the 

campaigning body established partnerships with 35 different organisations 

such as gardening centres, demonstration gardens and gardening clubs 

which greatly improved the spread of campaign messages and created local 

buy-in (Witmer 2009). Connecting with these groups during campaign 

development and execution can improve the stretch of budgeted resources 

and improve audience coverage.  

In this thesis research, some campaigners discussed knowledge of other 

campaigns similar to their own, but had avoided partnering to “not confuse 

messages.” In one example this had the unfortunate effect of creating a 

situation of competition between the two similar campaigns and a portion 

of the audience left the community created to join with the competing 

campaign. While this may not be an issue since the group was still a part of 

a positive campaign, coordination of the two may have created a more 

inclusive positive environment for the audience as well as maximising scant 

resources. 

Working alongside partners also limits conflicting messages sent to an 

individual. One interviewed campaigner suggested “Ask how they can 

‘piggy-back’ rather than compete.” This minimizes the risk of confusion or 

lack of interest within an audience for acting on a promoted behaviour. 

Developing the network of external partners may also allow for 

coordination of events, providing alternative means to distribute messages 

in a more interpersonal form. 

2) Internal networks 

The research revealed that campaign groups should place more emphasis on 

utilising existing talent and networks within their organisations. In 

discussion with interview subjects it was found that some organisations 

campaign more than one issue simultaneously. From two different 

examples in our research it was shown that where a campaign group has 

strong internal networks, motivation is improved. Energy in a campaign is 

likely to cycle as the campaign experiences positive and negative results 

(depending on the length of the intervention). One interview subject 

described the challenge in this way, “Within the team there was a tunnel-



35 

visioning which occurred and siloed different campaign groups. [We] 

didn’t always understand all the skills in the room. This made it stressful 

and depressing at times. There should have been a way to find that support 

from the team.” A group who had met this challenge described their 

approach: “The main committee continues to meet monthly to share news, 

success, tools and stories. This helps recreate enthusiasm and offer support 

to those who lose momentum.” When individuals are able to come together 

and share where they are at, tools and resources, the group energy can help 

to motivate those experiencing difficulty with their campaign.  

Specifically, sharing of resources was discussed as both knowing the talents 

that existed within the team, and also in terms of sharing a network of 

stakeholders. Relationships with external stakeholders take considerable 

time and energy to develop. When a team is able share the external network 

of their connections within the organisation, this can reduce duplication of 

efforts and improve overall external relations. 

3) Campaign audience 

Relationship building efforts with an audience can support development of 

a core group of “champions” who are highly engaged and can over time 

become opinion leaders. This group assists in the campaign’s aims by 

becoming involved and potentially sharing their own resources and 

networks as well as distributing campaign information. In some campaigns, 

individuals who actively begin to participate in the campaign were used as 

a powerful tool for campaigners. For example one interview subject found 

that a member of the audience had started a club around the subject of the 

campaign and worked with him to build his resources and influence within 

the community. If used strategically, these individuals become opinion 

leaders who can help increase acceptance of the behaviour within the target 

audience. Using interpersonal mediums to build the group’s sense of 

community and trust can turn the audience into a medium for distribution 

and communication of messages. 

3.1.3 Developing 

Within the third component of campaign planning, related to the 

development of the communication, the author found three themes which 

described the need to: identify and leverage behaviour drivers, select media 

based on research and use social media to create dialogue and harness 

networks. 
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Identify and leverage behaviour drivers 

Numerous guides and theories have been developed to assist campaigners 

in targeting some of the key drivers of behaviour. This thesis research 

confirmed many of those findings and provides further elaboration on 

specific areas. 

1) Don’t rely on attitude alone to create change 

2) Find and target the tangible social benefit 

3) Address specific barriers 

4) Use the audience’s ideas and language 

5) Provide a sense of empowerment 

6) Start with the small steps  

7) Don’t lead with ‘green’ 

8) Sensation gets attention 

1) Don’t rely on attitude alone to create change 

Communications that are heavily focused on targeting attitudes as a means 

to create change will continue to influence only a relatively small group. It 

was found that attitudes are a primary driver mostly for the innovators and 

early adopters of society and can be illustrated by applying the Theory of 

Planned Behaviour to the Diffusion of Innovation Figure 3.2. These 

findings are also supported by a study conducted by DEFRA on the primary 

drivers of various population segmentations (Dresner, McGeevor and 

Tomei 2007). An interviewed communication expert also described that an 

individual, if pushed, will find it easier to change their attitude about the 

subject rather than their behaviour, the “I don’t care anymore” mentality. 

 

Figure 3.2. Primary behavioural motivators for different adopter 

categories within the Diffusion of Innovation 
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Attitude is only one contributor in an individual’s decision to act. Its 

relative contributions to overall intention and action also vary when based 

on a single issue (environmental, social or otherwise) for the majority of a 

population. A study conducted by Future Foundations in 2007 found that 

attitudinal variables are the primary influencer for only 22% of purchasing 

decisions, 11% of travelling decisions, and 8% of energy actions (Peattie, 

Peattie and Ponting 2009). Case study analysis likewise demonstrated that 

in campaigns where attitudes, perceived controls and normative beliefs 

were all addressed, higher levels of behaviour change were achieved 

relative to those targeting only attitudinal motivators.  

2) Find and target tangible social benefit 

Campaigns that are not meeting the audience at their level and not 

addressing their concerns do not resonate no matter how important the 

cause. This appears to be common sense but the passion of campaigners for 

the issue, a lack of resources for adequate research, and/or a lack of 

experience can lead communications to fail in presenting tangible social 

benefits for the audience. 

Campaigners who design communications to change behaviours, 

particularly those related to environmental concerns, were found to focus 

heavily on high-level concepts rather than demonstrate benefits on a scale 

that is relatable to the intended audience (eg. installing solar for 

environmental protection vs. installing solar for a rebate and ongoing 

savings).  Keeping the scale of a benefit local and relevant was identified as 

a key driver of success by various groups involved in this research. One 

example from an interview was changing the focus of their campaign from 

an environmental benefit to a benefit for local schools, which more closely 

resonated with the target audience. 

3) Address specific barriers 

Often the benefit of taking a specific action alone is not enough to motivate 

an audience member to act. This research demonstrated the need to address 

barriers which exist for the audience in order to improve the likelihood of 

behaviour adoption. Often these barriers relate to the social cost of 

performing the behaviour (energy, time, reputation etc.). Campaigners in 

both case studies and interviews found that messages which addressed 

barriers to action were often more effective than those that targeted 

attitudes alone. 
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4) Use the audience’s ideas and language 

The need to make the message relevant and relatable to an audience was re-

enforced repeatedly by our interview participants and case studies. The 

importance of the language that is being used by the audience was 

identified as critical when developing messages. An interview subject in a 

local campaign noted the following, “Listen to how they describe things 

and where they are at. We were careful to note the language which was 

used by participants in focus groups and surveys and this was mirrored in 

our campaign messages.” A key part of this is an extension of audience 

research using focus groups to pre- and post- test a campaign message. By 

using the audience’s own style in language, messages can be understood 

and remembered with minimum effort by the group.  

5) Provide a sense of empowerment 

In instances where the received benefit may be less tangible, such as 

donating time, money or resources to a cause, it was described as important 

to provide the individual with a sense of empowerment. By conveying an 

understanding that the individual’s actions are making a difference, and that 

they are connecting to something much larger than their individual action, 

they are more likely to remain engaged. The 350.org campaign (About 

350.org 2010) was dedicated to this principle. It was based on the idea that 

uniting grassroots organisations all around the world could hold leaders 

accountable to climate science. The campaign brought the topic of the need 

to reduce atmospheric CO2 levels to 350ppm into local conversations in 181 

countries around the world with more than 5,000 locally organised events. 

Ultimately the outcome of the global negotiation was inconclusive, but the 

success of this campaign for motivating individual political action was 

significant. Relationship building is crucial to this process.  

6) Start with the small steps  

Sometimes the concept behind a campaign (eg. CO2 reduction) is too broad, 

too confusing or just not appealing to a target audience. In many cases it’s 

more preferable to lead communications with the easy-to-adopt actions. 

One interview subject described their approach, “We thought it was more 

effective to ask for a small step – like PETA asking animal lovers to skip 

one meal of meat a week, rather than turn vegetarian completely.” Rather 

than ask consumers to use an unfamiliar technology or take an action 

radically different to their current behaviour, interview subjects who have 
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worked to target non-green audiences have changed their tactics to find 

ways to introduce the desired action in a step-wise fashion.  

7) Don’t lead with ‘green’ 

Leading with ‘green’ messages was discussed as potentially discouraging to 

certain audiences. Particularly relating to purchasing decisions, there is a 

residual perception that ‘green’ products are not equivalent in quality and 

are more expensive. This was evident through lack of action from non-

green identifying audiences in case studies where environmental issues 

were a target motivator. It was also raised in interviews, particularly with 

consultants who also work with for-profit organisations. One interviewee 

commented “It’s important to make sure that you are meeting the primary 

needs first – that your product is price/quality competitive and then focus 

on the right message as a differentiator. Start with function, then follow 

with the ‘great’ stuff.” The benefit that the audience wants should be the 

leading attribute that is promoted. Environmentally-friendly or ‘green’ 

messages were defined as serving a purpose to differentiate and improve 

uptake as long as all other factors remain equal. 

8) Sensation gets attention 

Part of getting a message across to an audience is the need to cut through 

the noise created by competing messages in order to get attention. One 

method that can be effective is to use sensation around an issue to stimulate 

publicity. Dan Gardner (2008) makes reference to this in his book “The 

Science and Politics of Fear,” describing outrage over injustice as being a 

primal emotion of human beings. This can be used to the benefit or 

detriment of an issue (see 3.1.3 Select media based on research not reach: 

Weigh the good and bad of news media and sensation). Interview 

participants of this research had found it effective in maintaining or re-

invigorating momentum for campaigns which lack defined personal 

benefits or require political activism, “[We] played off drama in the 

situation and events to keep it relevant and in the media.” 

Select media based on research not reach 

Communicating to a large audience is expensive, so careful thought is 

important to make sure that the message which reaches an individual is 

appropriate to the time and place it is received to best affect reception and 

response. While selecting media which can reach the largest possible 

audience can be beneficial, it is no predictor of success if the message isn’t 
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carefully designed to be actionable and relevant to the audience. Trust in 

the information source and ability to ask questions, experiment and receive 

feedback had much higher overall impact on success. In general, social 

marketing campaigns where a mass media approach was combined with 

interpersonal contact were more successful in achieving their objectives. A 

few key findings are discussed below.  

1) Choose media based on research 

2) Connect delivery and action 

3) Weigh the good and bad of using programme news media and 

sensation 

4) Carefully consider media type when seeking commitment 

5) Understand the medium can be the message 

6) Use interpersonal media to build community and trust 

1) Choose media based on research 

Knowing where the audience gets its information, the types of media they 

trust and the information that they are requesting, are key requirements for 

creating a media mix. While there are media research organisations which 

can demonstrate which audiences can be best reached by particular types of 

media, there is no substitute for asking audience members directly. For 

example, one campaigner found “People in the area don’t have high-speed 

internet or watch a lot of TV. Radio and newspapers were shown to be key 

ways to reach the audience.” Because the ideas of where and when impact 

the likelihood of behaviour adoption, a direct dialogue with the targeted 

group will improve appropriateness of media selection. 

2) Connect delivery and action 

A key outcome from the research was the need to first understand the 

desired response and then search for media types that could best connect 

the content with the action. This is related to ideas introduced by the 

behaviour adoption life cycle in section 1.6.3. Knowing when the audience 

is receptive to absorbing, understanding and interacting with information 

can help inform the media choices a campaign should use and improve 

communication reach. For example, in the Go for 2&5 campaign (Pollard et 

al. 2007), emphasis was placed on finding media forms which reached the 

audience at decision points, eg. recipe cards in supermarkets to encourage 

choice of vegetables for meals and purchase. The closer the message is to 

the place/time the audience has the ability to perform the promoted action, 

the more likely it is to prompt the desired behaviour. 
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3) Weigh the good and bad of using news media and sensation 

Both positive and negative examples of the use of news media to promote a 

behaviour were found in the research. The positive side demonstrated that a 

message spread by news media could increase the reach of the message 

well beyond the budget of most campaigners. An interview subject 

interested in creating outrage around the issues behind their campaign was 

able to use news media to great success. Unfortunately, the message that is 

communicated is not always to the benefit of the behaviour. Because of 

news media’s tendency to focus on conflict and who is winning/losing in an 

exchange, the players in a campaign tend to be the primary focus, not the 

desired behaviour or the solutions themselves. Another interview subject 

had found that this degraded the actions which they had been seeking to 

promote “The first report took off with large amount of media interest and 

traction. However reporters weren’t interested in telling the story of how 

consumers could [adapt their behaviour], they focused on the sensational 

side.” 

4) Carefully consider media type when seeking commitment 

Mackenzie-Mohr (1999) refers to commitment as being a way to motivate 

from intention to action. In this research, campaigners have sought 

commitments have had mixed success in achieving objectives and were 

unable to demonstrate the transference of the commitment to real 

behaviour. The way in which the commitment is solicited and the medium 

that records that commitment is key to making this psychological principle 

viable. Online commitments such as photos were described by two 

interviewees who had used them, as creating a sense of community 

regarding the action, rather than direct commitment. This may however 

have been important to the campaign success as a powerful motivator by 

visually demonstrating a social norm. When a commitment, such as a 

photograph of an individual undertaking an action is encouraged by an 

incentive, it is especially likely to contribute to the norms and not to real 

behaviour change. Interpersonal commitments are preferable and some 

form of follow-up activity was discussed as being crucial by a member of a 

large organisation, to ensure that action is taken. 

5) Understand that the medium can be the message 

McLuhan (1964) famously suggested that the medium is also a form of 

message. Adopting this mentality can be effective in educating a potential 

audience, especially when the medium used is experiential. An example of 
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this is a student project “Zero Waste” at Tufts University (Environmental 
Action: Shifting from saying to doing 2010) which requires students to 

carry their waste with them for one week. This medium demonstrates in a 

tangible and visible way to the students participating, their families, friends 

and other students the concept that waste does not disappear. Other groups 

also use demonstrations to illustrate their messages in a tangible way, 

setting up a physical site where visitors could test the promoted 

action/product with great success.  

Making an issue relevant and relatable is a challenge of both message and 

medium. The message/medium concept can also help ground distant issues 

more personally, for example the use of celebrity spokespeople can help to 

lend an issue a sense of social acceptance and norm increasing visibility 

and acceptance. By creating mixes of interpersonal and mass/online media 

forms a campaigned action can create more sustained appeal. 

6) Interpersonal media can build trust and sense of community. 

Community building and enhancing trust were found to be key elements of 

interpersonal media in campaigns. Interview partners from larger 

organisations discussed this aspect of interpersonal media as a way to 

connect online and offline elements of a campaign. It was found that around 

salient issues online communities would often develop, but creating a space 

for interpersonal interaction was important for moving from talk to action. 

This is why social media was highlighted as an emerging theme for further 

creating dialogue to build trust.  

Use social media to create dialogue and harness networks 

Social media can be a powerful tool to mobilise individuals around an 

issue, encourage trust, or create transparency and dialogue. It emerged as 

being an issue currently relevant to and little understood by campaigners. 

As it is a relatively new technology, the research results about social media 

come predominately from interviews, literature review and personal 

experience. The following key points emerged and are further discussed 

below. 

1) Create the next step in dialogue 

2) Harness networks to create audience champions 

3) Use social media for creating transparency to avoid ethical issues 

4) Define purpose and plan for measurement 
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1) Create the next step in dialogue 

Social media was found to be most effective at reaching audiences who are 

already engaged in the action being promoted and want to connect in 

further dialogue to expand their knowledge. Since messages for action are 

simplified as much as possible in order to be easily understood and 

received, much of the information behind them which connects the actions 

to the bigger picture of sustainability is hidden. As pointed out by one 

interviewee, “Sustainability is the reason the campaign exists essentially – 

but this connection is not included to avoid muddying campaign messages.” 

Social media is a good platform through which to widen this discussion. 

Particularly in parts of the life cycle where a behaviour may be prone to 

lapsing, social media is able to prompt and promote re-enforcing messages 

to an active community. 

2) Harness networks to create audience champions 

As social media surrounding campaigns is likely to be picked up 

predominately by those actively interested in the promoted issue, social 

media has the ability to turn community members into active spokespeople 

within their own networks. In addition, individuals are more likely to accept 

digital messages and engage in conversation when it is distributed by a 

trust-worthy source (a friend or acquaintance). As with sensation and news 

media however, campaign creators have very little control over content of 

the message once it becomes redistributed through digital means. This 

makes the relationship created with social media audiences especially 

important for maintaining influence in message content. Unlike traditional 

messages which are developed by the campaigner and transmitted to an 

audience, harnessing social media involves defining the pillars of the 

conversation rather than the content of the message itself.  

Having an active community can also become a powerful tool for an 

organisation and potentially used to mobilise a large number of individuals 

toward action around specific projects to forward the overall cause. This 

was demonstrated by one campaigner when describing their online 

network, “The community becomes much more active at times of crisis, 

specifically the earthquake in Haiti.” This campaigner found that members 

actively began sharing their affiliation and donations to the campaign 

significantly increased. 
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3) Use social media for creating transparency to avoid ethical issues  

Social media emerged as playing a key role in addressing transparency and 

ethical concerns associated with the communication of behaviour change 

promotions. This is predominately a concern of for-profit clients of 

interviewed consultants, but it is also an important consideration for social 

marketing campaigners. By being open to discussing concerns of the 

audience in regard to the campaign, credibility is improved or maintained. 

Since Orwell’s book “1984”, there have been concerns over the use of 

influence to manipulate and control populations. Kotler (1989) refers to this 

in his commentary over the potential ethical conflict in communicating 

social issues using mass media due to its close affiliation with propaganda. 

Social marketing uses behavioural psychology to attempt to persuade 

audiences to act in a way which is assumed to be in the public’s best 

interest. While it is hoped that campaigners have thoroughly researched 

their promoted activity and are earnest in their interests, this has been 

shown to not always be the case (take for example early campaigns to 

promoting the health benefits of smoking cigarettes). Social media, 

therefore, create an open dialogue between the communicating organisation 

and the audience. 

An interviewed consultant commented on this challenge with reference to 

an event where activists posted negative publicity about Nestle’s business 

activities on their social media sites. “The importance of transparency and 

allowing a ‘dialogue’ with consumers is being increasingly demanded, and 

companies which fail to meet this requirement are being targeted by 

activists these days – the takeover of Nestle’s Facebook page is a great 

example. People don’t always need the messages to be perfect…but they 

need to know they are being listened to.”  

4) Define purpose and plan for measurement 

The research has shown that use of social media should be carefully 

considered early in campaign development in the same way as other media 

forms. Social media requires active participation by campaigners 

throughout the promotion period and if used only as an online form of mass 

media, it is likely to have a very limited reach and reception. Social media 

used in practice has had unexpected outcomes, both good and bad, when 

used in campaigns. As an emerging field, minimal resources are available 

to guide campaigners in the strategic use of social media.  
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Measurement of the effective use of social media is also important for 

consideration early in the campaign. There is very little information on how 

to measure the reception and influence of social media outside counts of 

members, friends and followers. This research found that achievement 

towards the overall goal was the best measure currently used, and the ratio 

of active community members to number of followers may also be 

indicative of a successful social media strategy. The key point as identified 

from one interviewee was to know what the campaign needs to achieve 

from the use of social media, and then plan for achieving that purpose. 

3.2 Primary Research Results  

The results of the supporting research question provided a base from which 

to answer the primary research question: How can social marketing 

campaigns be designed to improve in motivating action with the intention 

to move society towards sustainability? The answer to this question is 

structured into two parts. Firstly how the results of the supporting research 

question could be applied to the FSSD to provide a base for strategic 

planning of social marketing campaigns, and secondly in the development 

of The Strategic Planning Process (SPP) to illustrate the use of the 

information structured through the FSSD in practice.  

3.2.1 Using the FSSD to structure planning 

elements for social marketing campaigns 

The Framework for Strategic Sustainable Development (FSSD) is a 

framework for planning for sustainability within complex systems. This 

framework was introduced earlier as a way to provide context for 

communications in sustainable development (see 1.4.2 Framework for 

Strategic Sustainable Development). The authors would like to reintroduce 

it at this stage to for its ability to contribute to the coordination and 

understanding of information required for social marketing campaign 

planning. The FSSD is broken into five interrelated levels which structure 

information required for a campaign planning process. In order to be of best 

use to communications planners, the outcomes of the secondary research 

question results are incorporated into the five levels of the FSSD. These 

levels are then used to inform the SPP (see 3.2.7 The FSSD in practice: The 

Strategic Planning Process).  
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3.2.2 The System level 

A thorough understanding at the system level is critical in order to inform 

and build all other planning elements. By using the wider scope of the 

system provided by the FSSD (society within the biosphere) campaigners 

are enabled with a broader systemic understanding of the influence of their 

work within society. Taking research beyond traditional audience research 

and including contextual, behavioural and stakeholder/partner assessments 

is important to allow strategic decision-making within planning.  

In analysing the results from the supporting research question, the authors 

found three types of research required for the system level: scoping, 

identifying and understanding, as illustrated in Figure 3.3.  

 

Figure 3.3. Three levels of research required to define the system  

Scoping 

Scoping sets the planning process within the context of the biosphere and 

identifies the root issue for which campaigners seek to create a constructive 

solution. This step is crucial to build a vision of success (see 3.2.3 The 

Success level). This scoping research should also include an understanding 

of the interrelatedness of the cultural factors within society (see 1.3 

Components of society) in contribution to the root issue identified within 

society within the biosphere. 

Identifying  

This stage involves research to uncover relevant points of leverage within 

cultural elements to which a social marketing campaign could contribute a 

behaviour based solution. This allows for the identification of behaviours, 

audiences and partners that could be specifically targeted within the given 

context to achieve the overall success (see 3.2.3 The Success level). 
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• Behaviours: This research should identify behaviours in relation to 

the relevant context, which could potentially be promoted in order 

to reach success. This may include identification of specific barriers 

which are currently inhibiting action, similar behaviours and 

technologies as well as local concerns and trends. 

• Audiences: Identification of potential target audiences. This should 

highlight the ability of the communicator to reach the audience, the 

audience’s current contribution to the problem, the affect of the 

audience’s behaviour on other audiences, the audience’s current 

behaviour and a general DoI assessment in addition to other relevant 

selecting factors. 

• Partners: This research should identify potential partners and major 

stakeholders who are aligned with the vision of success and could 

be beneficial for maximising the resources of the campaign.  

Understanding 

After research elements (behaviour, audience and partners) have been 

selected, further research should be conducted in order to thoroughly 

understand all aspects of each element. This may require the use of other 

tools such as market research tools, stakeholder mapping and theories such 

as the Theory of Planned Behaviour, see section 1.6.1. 

These processes (scoping, identifying and understanding) create the 

groundwork for setting the boundaries of the system. Researching the 

interrelations of the behaviour, audience and partners in the context of 

society within the biosphere can help prevent a single mindset from 

impeding success of a social marketing campaign.  

In addition to researching the external factors required to develop a 

campaign, factors internal to the communicating group should also be 

understood. This should be built from the values present within the 

organisation and create a clear identity and place for the group within 

society which will serve as a reference to inform other parts of the 

communication design. 

3.2.3 The Success level 

With an understanding of the system, the FSSD introduces a need to create 

an overarching vision for the campaign framed within the constraints of the 

principles of sustainability (see 1.4.1 Principles of sustainability).  
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For campaigners using this tool, the vision that is developed should be 

concrete while also creating a strong tension between the current reality and 

the desired future. For example, “A 100% rate of literacy within the county 

through means which do not contribute to non-sustainability” is an example 

of a possible success vision. Tactical, incremental goals such as “A 5% 

increase in literacy rates” are not appropriate as they both are limited in 

regard to the tension created and their potential to allow for future 

succession in solutions. A vision should also avoid identification of any 

means that might be used (eg. “via internet learning”) as this will limit the 

flexibility of the campaign to evolve based on the changing context over 

time (Senge 1990, Kantabutra and Avery 2010).  

The tangibility of the vision is important, “For all children to receive a good 

education” is not a good example because terms are not defined in a way 

that allows intermediate objectives to have clear direction for specific 

measurement. A measurable outcome ensures that the success of the 

campaign can be tracked and improved upon. 

How a vision of success can work alongside other planning elements is 

demonstrated through the example provided below in Figure 3.4. 

 

Figure 3.4. Campaign planning elements within the visioning and 

researching components contribute to a shared vision of success  
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3.2.4 The Strategic Guidelines level 

Backcasting from sustainability principles and a vision for success is 

coupled with prioritisation questions at this level of the FSSD for the 

purpose of selecting actions to move towards the desired success (see 1.4.2 

Framework for Strategic Sustainable Development). This allows 

campaigners to create and prioritise creative solutions, which lead to the 

development of a communication action plan. For social marketing 

campaigners, this stage has two main steps: 

1) strategic selection of a behaviour, audience and partners to target, and 

2) development of the messages and media which will form the action 

plan enabling the social marketing campaign to move towards the 

desired success.  

1) Behaviour, audience and partners selection 

After the initial stage of identifying research of the System level has been 

completed, a behaviour, audience and partners must be chosen for targeting. 

Building on the prioritisation questions which the FSSD includes at this 

level, the authors have adapted these as shown in Figure 3.5 to assist in 

strategic selection of a behaviour, audience and partner which will move 

towards the desired vision.  

 
Figure 3.5. Identification questions to determine target behaviour, audience 

and partners 
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2) Communication development 

Once the targeted behaviour, audience and partners are thoroughly 

researched and understood, it will become possible to develop message, 

select media, and as a result create communication strategy. This process 

should provide campaigners with a wide range of creative solutions for 

meeting objectives. To make the most of campaign resources it is important 

to prioritise possibilities in order to be most strategic in helping shift the 

current reality closer to the vision. The prioritisation questions of the FSSD 

are adapted again for the stage of communication development. They 

include a series of sub-questions which are relevant to use for social 

marketing campaign planning. These questions are shown in Figure 3.6. 

 
Figure 3.6. Communication development questions for campaigners to 

select message and media  

It is also recommended that planners develop their own strategic guidelines 

as required by the unique context and objectives of their campaign. 

3.2.5 The Action level 

The action level contains prioritised measures recommended for 

implementation in the communication plan of the social marketing 

campaign. Informed by research at the system level, the strategic behaviour, 
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audience and network partners would have allowed for prioritisation of 

message and media in line with the desired vision. 

Developed action plan should include specific actions, measures of success 

and defined timeline of communication implementation. It should allow for 

assessment and revision of measures as campaigners see results and effects 

of messages in local behaviour change. 

3.2.6 The Tools level 

There are many tools for research and guides for communication and 

message development in social marketing campaign planning. These should 

be used as required to best assist planners at all stages of campaign 

development and delivery. Such tools may include those introduced in 

structuring this thesis research such as the Theory of Planned Behaviour 

(see 1.6.1 Drivers and barriers to behaviour change), the Diffusion of 

Innovation theory (see 1.6.2 Audience segmentation), and the Decision 

Innovation Process (see 1.6.3 Behaviour adoption life cycle). 

3.2.7 The FSSD in practice: The Strategic Planning 
Process 

As described earlier, campaign development is comprised of three distinct 

components, Researching, Developing, and Visioning. These three 

components are interconnected and affect each other. While each 

component contributes information at specific levels of the FSSD, their 

interrelated nature builds knowledge and informs decisions within the 

framework. 

While this understanding, in addition to the structure of information 

provided by the FSSD, are important, they do not define the process 

required for those involved with social marketing campaign design. The 

authors would like to briefly introduce how the findings from the results 

structured through the FSSD, can be used in combination with backcasting 

(see 1.4.2 Framework for Strategic Sustainable Development) to assist the 

overall design process of communication strategy. Robèrt et al. (2007) 

suggests use of a tool known as the ABCD Process (see 1.4.2 Framework 

for Strategic Sustainable Development: ABCD Process) to assist groups in 

strategically planning for sustainability. This tool has been adapted and 

modified by the authors to best assist campaign developers when designing 

strategic communications to move society towards sustainability. 
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The Strategic Planning Process (SPP) is outlined in Figure 3.7 (see page 

53). The procedure for use of the tool is explained in Figure 3.8 (see page 

54), describing each stage of the planning process. The SPP should also be 

flexible in practice and open to incorporation of feedback at all stages. The 

authors suggest this strategic approach to communication design, with 

ultimate goal of contributing to the overall strategic sustainable 

development of society, as a basic illustration of the findings of this 

research. This strategic process is a potential tool which could be used by 

campaigners to structure the process of campaign planning in a way which 

maintains a systems perspective and a view to strategic sustainable 

development. 
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Figure 3.7. The Strategic Planning Process 
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Figure 3.8. Description of The Strategic Planning Process 
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4 Discussion 

The goal of this thesis was to contribute knowledge to communication 

design for social marketing campaigns to improve the conversion of 

information to action in order to move society towards a more sustainable 

future. The intention was to structure the findings into a planning strategy 

for issue campaigners. Groups who partnered with this research were also 

interested to discover gaps in their current campaign design process that 

could be leveraged to improve future success.  

Although the authors found many elements (within themes) which could be 

structured as a guide for campaigners in response to the supporting research 

question (see 3 Results), most of these suggestions are already incorporated 

into tools or guides by prior research efforts. Other guides discovered in 

literature review and being used in case studies/by practitioners, highlighted 

many of the gaps between theory and practice which this research 

supported. However, a long list of suggestions is of better use to a 

practitioner in analysing a current or past campaign than at planning stages.  

 

Figure 4.1. Difference in findings from expected results. 

The importance of taking a strategic approach to planning was not expected 

at the outset of this research. Initially expecting to create a guide from 

results for planners, the focus shifted to creating an overarching planning 

process for social marketing campaign design. The authors suggest that use 

of The Framework for Strategic Sustainable Development (FSSD) can 

bridge the gap between the lack of planning dynamic in currently used 

guides and theories and planning practice. In order to make the FSSD most 

useful to campaigners, the authors have developed The Strategic Planning 

Process (SPP). The authors were able to confirm the need for this through 

discussion with external interviewees around the findings as structured in 

the FSSD. 
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In creating the SPP the authors found the ABCD tool as useful to create the 

mindset required to maintain a strategic overview in planning. As a result 

this tool was selected for adaptation, but other strategic planning tools 

which exist may also be useful if informed by the FSSD in this way. Due to 

time and resources this was not able to be explored in detail. The SPP, as it 

is provided, has not been tested with external partners; it may not be 

comprehensive and should be adapted as needed by interested 

organisations.  

Successfully creating behaviour change through social marketing 

campaigns is dependent on numerous factors, including the local and global 

context, the ability of a communication to leverage the unique behaviour 

drivers of the individuals in the audience, the quality of behaviour, audience 

and partner research, and the appropriateness of the media. No single 

dynamic between these factors can be singularly attributed to behaviour 

adoption, and may change throughout the course of a campaign. As a result, 

success with one communication strategy is not a good predictor of success 

in another environment.  

As anticipated the campaigned behaviour is rarely strategically analysed - 

as found in the case studies and interview analysis. In initial discussion and 

testing of results with key interview subjects, it was agreed that a better 

understanding of how to analyse the behaviour with a definition of 

sustainability and check for trade-offs would be beneficial. The authors, at 

the time of writing, had not been able to source tools which would 

specifically solve this issue, and a more strategic approach to the problem 

was recommended in the results.  

Finally, the behaviour adoption life cycle (see 1.6.3 Behaviour adoption life 

cycle) was found to be under-represented in case studies and interview 

discussions. This may have been a result of the format of questions asked of 

campaigners. The authors maintain however, that literature shows that this 

area has potential to contribute to message development. The resources of 

this research did not allow authors to investigate effects directly.  
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5 Conclusion 

Social marketing campaigns with an aim to create behaviour change happen 

within complex and changing environment. In order to be best equipped for 

achieving success, communicators must have a detailed understanding of 

the unique attributes of their environment coupled with a vision for success 

to effectively plan and develop flexible evolving campaigns. 

This research was prompted by a gap established by prior research between 

the attitudes and actions of audiences in regard to environmental issues. 

The authors initially thought this lack of transference may be due to 

elements in the four focus areas – drivers and barriers to behaviour change, 

audience segmentation, behaviour adoption life cycle and media 

understanding – not being properly implemented into campaign design. The 

results of this research showed however, that professional guides and tools 

are available and campaigners are aware of at least those relating to 

message development and audience research. The problem was found to be 

not that the tools or resources do not exist to translate theory into practical 

suggestions, but rather that there is no overarching framework to structure 

the numerous guides and tools available. This shifted the focus of the 

results toward providing an inclusive framework for campaigners to be 

more strategic in their use of the tools they have available. 

The Framework for Strategic Sustainable Development (FSSD) was found 

to be a useful tool for structuring the complexity of information involved in 

campaign development. The findings of the thesis were grouped into three 

key campaign planning components (visioning, researching and 

developing) and themes within each were framed within the FSSD. The 

authors suggest the use of The Strategic Planning Process informed by the 

FSSD. The SPP is built upon backcasting from a vision of success to assist 

campaigners with the process of communication design. An outline of this 

process is included which was adapted from an ABCD process regularly 

used in conjunction with the FSSD (see 1.4.2). 

5.1 Future research 

Emerging from the thesis findings were multiple recommendations for 

further research. 



58 

1) Due to time restrictions, the proposed Strategic Planning Process was 

unable to be comprehensively tested among experts and campaigners. 

Further research to test the applicability and validity of the process is 

recommended. The process currently serves as a starting point in which 

future research can be built upon to contribute to the communications field. 

2) Within the proposed Strategic Planning Process, three areas of research 

were identified as critical when deciding where to focus a campaign: 

behaviour, audience and partners. Of these three, behaviour and partners 

were found to be the least researched and understood by campaigners. 

Future research could strengthen understanding in these areas: 

Behaviour: At the time of writing, the authors had not sourced an adequate 

tool which could help campaigners thoroughly understand a behaviour and 

its implications toward the campaign's vision. To address this gap, future 

research could be conducted to better understand how different behaviours 

contribute to the larger picture of sustainability including understanding 

trade-offs, similarities to other behaviours and their relative impact. A 

potential research question might be: 

• What tool is needed to demonstrate and analyse a behaviour’s 

contribution to sustainable development?  

Partners: Future research could investigate how potential partnership 

synergies (between non-profit, business, and education) strengthen 

individual efforts to lead to broader behaviour change. This could 

compliment the REAL Change programme, an initiative to connect 

sustainable development research efforts with industry, providing 

opportunity for various groups to partner with universities and implement 

research findings into practice.  

• How can the REAL Change program connect social marketing 

campaign efforts to maximise information sharing and collective 

impact towards sustainability? 

3) Social marketing campaigns are only one way of influencing behaviour 

through communication. This thesis has provided a starting point for 

research in the communication area and a way of structuring information 

through the FSSD. This contribution may be useful in informing future 

research as to the implications of communication on behaviour change as a 

leverage point for strategic sustainable development. Examples of other 

forms of influential communication may include journalism, entertainment 
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and print literature. Such research may consider how individual behaviour 

change contributes to larger organisational and cultural change. Potential 

research questions could include: 

• How does news media framing of environmental/social issues affect 

the likelihood of individuals to take action? 

• How can entertainment media be best utilised to create action 

around issues affecting strategic sustainable development? 

5.2 Concluding thought 

The communications field is a very complex area for study and practice. 

Having a framework to structure information can make research developed 

in the academic world more accessible to practitioners through a shared 

understanding of how this information could be incorporated into strategic 

planning. Improved dialogue between these groups will strengthen future 

research and applied success of communication design in social marketing 

campaigns. Coordinated efforts to improve strategic communication can 

better engage and motivate action for a more sustainable future. 
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Appendices 

Appendix A: Case study analysis variables 

This appendix is broken into the ten variables used for analysing case 

studies. These were informed by the four focus areas, as indicated below:  

Focus Area 1: Drivers and barriers to behaviour change 

1) How to rate past perceptions  

2) Analysing TPB factors which are appealed to 

3) Analysing campaign content for appeal 

Focus Area 2: Audience segmentation 

4) Reach 

5) Newness of an innovation 

6) Diffusion of Innovation adopter categories 

Focus Area 3: Behaviour adoption life cycle 

7) Appropriateness of timing 

8) Definition of Behaviour Adoption Life Cycle (BALC) 

Focus Area 4: Media 

9) Definition of relationship 

10) Personalization and exclusivity of media 

1. How to rate past perceptions 

1.1 Attitude 

Prior Attitude Factors: 

- Perceived personal benefit - cost/labour/health eg. energy saving bulbs 

will save money over time 

- Perceived benefit for a third party eg. composting will help reduce 

waste 

- Perceived likelihood of the action helping avoid negative outcome eg. 

eating healthy will help avoid weight gain 

- Perceived alignment to desired personal identity eg. large car 

demonstrates wealth/power 

Rating:  

Based on relative conviction of the audience that the outcome will result 

and/or the strength of personal alignment. eg. distance of the real cost 

saving of energy-efficient bulbs from the immediate cost makes the 
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perceived personal benefit lower (2), but the perceived benefit of carbon 

reduction (3) and alignment of the individual to environmental causes (5) 

may strengthen this to a 3 or 4 as a total rating 

Scale:  

1 (very low conviction/alignment) - 5 (very high conviction/alignment) 

1.2 Perceived Social Norm 

Prior Factors: 

- Perceived attitudes of opinion leaders eg. A respected actor is seen to 

strongly support anti-fur causes 

- Perceived acceptable and/or observable behaviour (may be environment 

specific) eg. hand-washing, not littering/picking up after animals. 

Conversely disobeying the speed limit may be perceived as relatively 

acceptable. 

- Importance of maintaining consistent behaviour eg. after telling 

someone else to follow a behaviour an individual will be more likely to 

be careful to continue to lead by example to avoid appearing a hypocrite 

(eg. being on time). 

Rating: 

Perceived level of social pressure and desire to conform. Eg. wearing fur 

may be considered very negatively by opinion leaders (5), but contextually 

there is no pressure either way (1). A prior behaviour pattern such as being 

a vegetarian may increase need for consistency (5) so overall rating 

remains high in this case as a 4 since the importance of the two high factors 

are stronger. 

Scale: 

1 (very low social pressure/desire to conform) - 5 (very high social 

pressure/desire to conform) 

1.3 Perceived Control 

Prior Factors: 

(It is assumed that all tested case studies have little or no real controls 

prohibiting action) 
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- Perceived physical ability to carry out behaviour (resources and 

opportunity) - time/money/tools/knowledge. Eg. “I don’t have the time 

to exercise” 

- Perceived personal ability to carry out behaviour. Eg. “I think I am 

determined enough to quit smoking on my own” 

Rating: 

Based on the perceived strength of the barrier compared to maintaining 

current behaviour eg. in order to exercise I will need to get up an hour 

earlier which is not hard (4) but I don’t think I will be able to maintain it as 

I’m often tired now (2). Overall a 3 result. 

Scale:  

1 (very high barriers to behaviour) - 5 (very low barriers to behaviour) 

2. Analysing TPB factors which are appealed to 

A campaign may use all three TPB components in a campaign, or only one 

or two. Use the questions below for each component to analyse if it has 

been included.  

Each component may feature predominately (primary factor) or play a 

lesser role, being included in the campaign but not as a main feature of the 

appeal (supporting factor). It has been chosen to analyse for primary factors 

and supporting factors to acknowledge the varying strengths of TPB 

components of a campaign while avoiding attempting to assign more 

specific weightings. 

Does the campaign target attitudes?: 

- Is the content of the campaign designed to provoke an emotional 

response?  

Eg. are they making not taking an action seem dangerous? are they 

trying to attract sympathy for a group or individual? 

- Is the content of the campaign designed to appeal strongly to a certain 

type a desirable or existing personality trait?   

Eg. is the campaign making the behaviour/product seem sexy? is the 

campaign making the behaviour seem safe/organised/logical? 

- Is the content of the campaign highlighting a personal benefit? 



74 

Eg. does the campaign suggest that an action could save time/money or 

improve health etc? 

- Is the content of a campaign highlighting a benefit for a third party? 

Eg. does the campaign suggest an action could help the environment or 

a group the target audience is sympathetic to? 

if you have answered ‘yes’ to one or more of the above questions, the 

campaign is using an attitudinal appeal in its content. 

Does the campaign target normative beliefs?: 

- Is the content endorsed by well-regarded opinion leaders? 

Eg. the campaign feature a prominent celebrity, the campaign suggests 

friends/family would approve  

- Does the campaign suggest that some element is already common? 

Eg. does the campaign suggest statistics such as “1 in 3 already do 

this”? 

- Does the campaign try to leverage an accepted ‘normal’ behaviour? 

Eg. advertisements equating downloading a movie with stealing a purse 

try to use this appeal. 

- Does the campaign suggest that action will lead to inclusion or stop 

exclusion from a group? 

Eg. “Become part of the team” etc 

if you have answered ‘yes’ to one or more of the above questions the 

campaign is using an normative appeal in its content. 

Does the campaign target perceived control factors? 

- Is the action explained, demonstrated or trialable? 

Eg. how to complete the action is specified stepwise 

- Does the content of the campaign attempt to reduce the perception of a 

barrier to taking action? 

Eg. “it only takes 2 minutes”, “free this week”, “free advice” 

- Does the campaign attempt to reduce personal barriers to a behaviour? 

Eg. “you are strong enough”, “don’t think, just act” 

if you have answered ‘yes’ to one or more of the above questions the 

campaign is using a perceived control appeal in its content. 
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3. Analysing campaign content for appeal type 

There are many types of appeal which can be used to ‘sell’ to each of the 

TPB factors. These are predominately grouped into three types of appeal: 

Emotional, Rational with two related categories, Incentive/Disincentive and 

Prompt. There are many ways of considering appeal using the literature. 

For the purpose of the case study review we are using this as a control 

category to check if the appeal type itself may be more important than the 

TPB behavioural factor to which the appeal is designed to target. This set of 

definitions may not be comprehensive (there are many conflicting sources 

which describe ways of categorising appeals) and therefore should be added 

to if it is not felt to be sufficient to describe an appeal. 

Only the primary or most predominate appeal type used in a campaign 

should be referenced in analysis. 

Emotional: 

An appeal which uses human emotions to invoke a reaction, for example 

messages which try to create a sense of fear or vulnerability, messages 

which try to create sympathy using imagery of hurt or suffering 

animals/children, messages which try to create outrage or angry against a 

group, messages which use sexual imagery etc. 

Rational: 

Appeals which use facts or figures to explain the logic or illogic of a 

decision, for example an appeal which includes information that a 10% 

increase in speed amounts to a 50% increase in momentum appeals 

rationally to drivers to reconsider their speed. 

Incentive/Disincentive: 

Appeals which offer a specific reason to do something, for example 

advertising an increase in speeding fines uses a disincentive to promote 

driving at the speed limit. Appeals which advertise a sale use the sale as an 

incentive to motivate individuals to visit a store. 

Prompt: 

Prompts are appeals at the point of decision making which serve as a 

reminder or immediate call to action, for example a shelf-talker at point of 

sale for a product uses an appeal to create action.  
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Care must be taken to distinguish prompt as an appeal type since a prompt 

type medium may not use a prompt appeal primarily. A shelf talker may 

use a price incentive appeal to create a purchasing behaviour - in this case 

the medium is a ‘shelf-talker’ and the appeal is ‘incentive’. If the shelf 

talker states a fact eg. “This product contains recycled materials”, the 

medium used is still ‘shelf-talker’ but the appeal is ‘prompt’ since no other 

information is given and the shelf talker appeal is being used as a reminder 

targeting a pre-existing attitude. 

4. Reach 

This is the assessment of the percentage of the target audience a used 

medium is likely to reach on a 5 point scale where each point corresponds 

to the below: 

5 = 80-100% of the audience 

4 = 60-80% of the audience 

3 = 40-60% of the audience 

2 = 20-40% of the audience 

1 = less than 20% of the audience 

5. Newness of a behaviour innovation 

Familiarity of technical knowledge* needed to carry out campaigned 

behaviour  

1 = New and unfamiliar ‘technology’ eg. Solar panels, Mammography tests 

2 = Somewhat familiar ‘technology’ eg. Composting 

3 = Common and familiar ‘technology’ eg. Using a reusable water bottle, 

Turning off lights in a room  

*Technical knowledge in this sense refers to the technical, detailed and 

unique characteristics of a behaviour that an individual should understand 

for a behaviour. eg. Technical details of energy-efficient windows, specifics 

of how to compost, details involved with unique health tests 

Similarity of Campaigned Behaviour to Another Behaviour 

1 = Not like any other currently adopted behaviour eg. Using public 

transportation is minimally similar to a personal vehicle 

2 = Somewhat similar to another behaviour eg. Composting is very similar 

to recycling 
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3 = Very similar to another behaviour eg. Using energy-efficient light bulbs 

to replace CFLs 

6. Diffusion of Innovation adopter categories 

This refers to which audience group is the message designed to target. 

Diffusion innovation categories exist within a diverse range of audiences 

independent of age or status. For example a technology innovation such as 

an iPhone will attract different innovators in an audience than a new wine 

technology. 

1 = Innovators 

2 = Early Adopters 

3 = Early Majority 

4 = Late Majority 

5 = Laggards 

6 = All  

Innovators   

- First to adopt an innovation 

- Willing to take risks 

- Youngest in age 

- Highest social class 

- Great financial lucidity 

- Very social  

- Close contact to scientific sources and other innovators 

Early Adopters   

- Highest degree of opinion leadership among other adopter categories 

- Younger in age 

- Higher social status 

- More financial lucidity 

- Advanced education 

- More socially forward that late adopters 

Early Majority  

- Above average social status 

- Contact with early adopters 

- Show some opinion leadership 
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Late Majority  

- Adopt after the average member of the society 

- Highly sceptical 

- Below average social status 

- Very little financial lucidity 

- In contact with others in early and late majority 

- Very little opinion leadership 

Laggards  

- Last to adopt and innovation 

- Little or no opinion leadership 

- Aversion to change-agents 

- Oldest of all other adopters 

- Focused on “traditions” 

- Lowest social status 

- Lowest financial fluidity 

- In contact with only family and close friends 

7. Appropriateness of timing 

This is the assessment of the proximity of a message to the ability of a 

receiver to complete the required behaviour. ‘Proximity’ in this sense is 

physical in the case of a message being delivered in the environment where 

an individual is able to take action, but further distance is measured by the 

number of steps or obstacles which must be overcome prior to the 

behaviour being completed. This may also be described as the points at 

which an individual could choose to discontinue the behaviour or the 

decision to implement could be interrupted. See the scale below for 

examples. 

5 = Message received in environment where action can be immediately 

taken eg. An advertisement to ‘slow down’ is seen on a billboard visible on 

the motorway. 

4 = One obstacle or step exists between message and behaviour eg. Poster 

in a doctors surgery suggests asking your doctor about a cancer scan. This 

requires that you remember the message after you discuss with your doctor 

the reason for your visit. Or a poster advertising a product outside a 

supermarket which you then have to remember to find inside. 
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3 = Two obstacles or steps exist between the message and behaviour eg. An 

advertisement in a magazine to make an appointment can be read at a time 

of day when booking hours are open or kept as a reminder to call (1) to 

book (2 – since the time needed may not be available, phone may be busy) 

an appointment (desired behaviour). 

2 = Three obstacles or steps exist between the message and behaviour eg. 

An advertisement to make an appointment which plays on tv at night 

requires remembering or creating a reminder (1) to call (2) to book (3) an 

appointment (desired behaviour). As a second example a council pamphlet 

about recycling explains opening times when you can pick up a recycling 

bin (1) to collect your recycling in (2) and times for collection (3). 

1 = Four or more obstacles exist between the message and desired 

behaviour eg. Getting people who don’t cycle to bike to work may require 

an individual to collect recommendations about bikes from friends (1) to go 

to the store (2) to talk to an assistant and make a decision (3) to plan a 

cycling route (4) to decide to bike to work (desired behaviour). 

More steps may exist for all behaviours in certain situations. For the 

purposes of this case study analysis the authors assume a ‘best case’ 

scenario which is the minimum possible steps between message and desired 

behaviour. 

8. Definition of Behaviour Adoption Life Cycle  (BALC) 

BALC reflects the stage the target audience is at in adoption of the 

respective behaviour. It can be selected from three dimensions, which are: 

1 Knowledge  

This is the stage where person gets familiar with the behaviour, its benefits 

and implications, impacts on self/environment. This is shown in campaign 

by: 

- Awareness – A campaign explaining new, unknown or unfamiliar 

information or characteristics about the behaviour. 

- Campaign element which reframes a known characteristic in such a way 

as to make the audience rethink their attitudes 

Eg. An anti-speed campaign element demonstrating the real difference of a 

small change in speed on stopping ability control. 
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2 Persuasion (decision to adopt the behaviour)  

The stage when the person has awareness and intention towards the 

behaviour and must be persuaded to take action. This may be shown in a 

campaign by: 

- Appeal emphasising immediate (known) benefits 

- Campaign leveraging known characteristics to motivate a need for 

action 

- Provides an incentive to motivate action 

- Prompting appeal at decision point initiating action 

Eg. An anti-speed campaign element using an emotional appeal to 

emphasise the negative benefit of an accident to motivate driving behaviour 

change. 

 

3 Confirmation (confirmation to continue performing the behaviour)  

The stage when the person has been performing the behaviour and is 

open/looking for reinforcement of the decision to continue performing 

behaviour. This may be shown in a campaign element which: 

- Thanks/confirms/rewards the performance of a behaviour 

- Uses opinions of the wider aspirational group to re-enforce continuation 

of being part of a group 

- Uses prior commitment to motivate continuance 

Eg. An anti-speed campaign element which emphasises the opinions of 

others regarding a speeder who was responsible for a fatal accident.   

9. Definition of relationship  

Relationship is measured as the level of trustworthiness of media channel as 

perceived by the receiver in the communication process.  This has been 

based on known consumer trust of advertising sources (Nielsen, 2009) 

For the purpose of case study analysis, relationship will be measured 

according a 5 point scale, where  5 = very high trust source and 1 = very 

low trust source. 

A non-comprehensive list of possible examples is included below: 

5 = Solicited information from trusted personal contacts or trusted experts 

(interpersonal channels). 
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4 = Information solicited from trusted brand or commercial group. 

Unsolicited information from personal contacts (interpersonal channels). 

 

3 = Unsolicited information from trusted brands (interpersonal, mass or 

massinterpersonal), published consumer opinions, editorial content (such as 

article in magazine/newspaper, tv show), news stories on TV. 

 

2 = Brand sponsorship, ads on TV, ads in newspapers, ads in magazines, 

ads in radio, subscribed email news., information included in utility bill. 

 

1 = Bilboards and other outdoor advertising, ads before movies, ads served 

in search engine results, online video ads, online banner ads, text ads on 

mobile phones. 
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10.  Personalization and exclusivity of media 
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Appendix B: List of case studies analysed 

Campaign Author Behaviour Type 

Plant ES Native Witmer Biodiversity 

Flex your power California Bender et al. Energy 

Cooling the campus  Marcell K. Energy 

Conservation of energy McMakin A Energy 

Cervical Cancer Anderson et al. Health 

Immunisation Carrol and Van Veen Health 

Diabetes care Gallivan et al. Health 

Mammography Screening McCaul et al. Health 

Mammography Screening Page et al. Health 

Healthy Eating, Go for 2&5 Pollard et al. Health 

Walking in Scotland Wimbush E Health 

Food Allergies Maurer et al. Health 

Emergency kit preparation Marshal et al. Safety 

Rollover protective structures Sorensen J Safety 

Wipe Off 5 Mulholland et al. Safety 

Speeding Stead et al. Safety 

Big Clean Up Frame Sustainable Living 

Driving Less for Better Air Henry et al. Transport 

HOV Lane Palewonsky Transport 

Recycling Haldeman Waste 

Recycling Roadshow Read et al. Waste 

The Natural Lawn Programme Shridhar R Water 
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Appendix C: Sample case study analysis 

Campaign Speeding 

Author, Year Stead et al., 2005 

Goal Reduce speeding on Scotland's roads 

General level of Innovation of behaviour 

(Familiarity/Similarity) 
Well known behaviour and technology 

Total Length (weeks) 156 

Prior Attitude/Norm/Control  

Attitude toward speeding was fairly positive, very low social pressure 

to not speed and barrier to speeding was need to get somewhere on 

time/faster 

Demographics of audience targeted Primarily focused on men 

Type of research done on audience Quantitative and qualitative questionnaire 

Framing theories for research and 

campaign dev 
TPB 

Media categories used Mass 

Types of media used TV 

Discussion of exclusivity and 

personalisation mix in media selection 

TV ads were trying to relate to men 20-44. Non-exclusive and non-

personal 

Concept of campaign message/appeal 
Ads sought to use a more rational appeal to not talk down to the 

audience and argue that speeding wasn't worth it 

Primary TPB motivators used Attitudes, Norms and Controls 

Appeals used Rational 

DoI audience type targeted Majority 

Research of connecting/competing 

behaviours 
None mentioned 

Type of behaviour lifecycle stage/s 

targeted 
Decision point 

Discussion of reach of media selection High reach of media 

Discussion of appropriateness of timing 

of media selection 
TV media may be one or two steps from decision point 

Additional unanalysed campaign 

elements 
PR, Sponsorship 

Recall 33-86% 

Immediate Behaviour Change (during or 

immediately after campaign) 
4% 
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Appendix D: Interview questions 

 


