
Is there a need for ñBehaviour changeò skills  in daily EH 
practice? 
Jenny Morris, Principal Policy Officer, CIEH



Yes!

ñIt would be easy to just give the public (or business) information 
and hope they change behaviour but we know that doesnôt work 
very well. 
Otherwise none of us would be obese, smoke or break the lawò



But we have Regulation so what 
is the relevance for EH?

ÅEH works to improve standards

ÅRegulation is a limited tool

ÅPromotion of change is the goal

ÅFocus on being effective

ÅBehaviour change is on the agenda



Behavioural Theory
óStanding on the shoulders of giantsô - Newton

Social Cognitive Theory 
(Maibach & Cotton, ó95 & Bandura ô86)

Why do what they doé

Stages of Change

Exchange Theory
How to get them to do something elseé

Win:Win Not just individual needs / 
wants but what society allows. If 
exchange is intangible ïneed to add 
value / branding. 

Our behaviour is influenced by internal 
and environmental factors. Internal ï
knowledge, ability, desire, attitudes. 
Environmental ïresources, 
availability, accessibility.

When know their behaviour use 
behaviour theory PLUS insight & 
experience to add ó WHY they do 
what they doôé.

Where people are até

Pre-contemplation ï
contemplation ïpreparation ï
action ïmaintenance -
termination



How about social marketing?

ñSocial marketing is not about smarter 

campaigns or a new function for government 
departments ïit is about a long term cultural 
change agenda built on deep ñuserò insight 
that will deliver significant benefits to society 
and the efficient management of public 
servicesò

Ed Mayo, National Consumer Council



Making the distinction between:
strategic & operational social marketing

POLICY

STRATEGY

IMPLEMENTATION

strategic 
social 
marketing

operational     

social marketing

Where can social marketing apply?

Strategic 
social 
marketing

Operational     

social marketing

POLICY

STRATEGY

IMPLEMENTATION



To recap social marketing is not:

ÅJust social communication re-badged

ÅAbout telling people what to do

ÅA panacea or magic bullet

ÅEvil ïitôs ómarketingô



Social marketing 
ïña paradigm shiftò

Professional ódirectionô

Selling/telling

Awareness raising

Adult ïChild

One off

Problem

General audience

Central command

Customer led

Marketing/exchange

Behavioural change

Sustained

Opportunity

Segmented audience

Networks



9

Range of policy drivers



8 Benchmark criteria

ÅCustomer orientation

ÅBehaviour

ÅTheory

ÅInsight

ÅExchange

ÅCompetition

ÅSegmentation

ÅMethods mix



Social marketing customer triangle

3 core concepts

ÅInsight

ÅExchange

ÅCompetition



Gaining insight 

Knowledge 
understanding

Beliefs
Attitudes

Social norms
Cultural norms

Benefits
Barriers

Motivators
Aspirations

Values
Fears

Feelings

Influences
e.g. peers, 
family, role 

models





Developing actionable insights



Both areas contribute valuable expertise, 
skills, techniques and theory 

This means .....

ÅUsing research to pinpoint the problem, 
understand why people do what they do 
and what might help them to change their 
behaviour

ÅIdentifying ñincentivesò to sustain change

ÅIdentifying and eliminating barriers to 
change

ÅñOutsmartingò the ñcompetitionò



Social marketing customer triangle

3 core principles

ÅBehavioural goals

ÅSegmentation

ÅIntervention and 
marketing mix



The importance of segmentation

MESSAGE
Remove out of date 
foods ïthey could 

harm people

Oh no ï
how am I 

going to do 
that 

everyday

So 
what? Hmm, they didnôt say 

anything about  
drinks though so 
thatôs ok

But itôs really 
unlikely and 

they might not 
... And Iôve got 
to make a profit



The UK ñEating outò market 2005

Food: an analysis of the issues. Cabinet Office. January 2008



A segmentation approach uses

ÅMore than just demographics

ÅA focus on target audience motivation

ÅInterventions tailored to specific 
segments



Identifying the Marketing mix

Formative research

ÅWhat is the problem?

ÅWhat is the context?

ÅWho will be the target audience?

ÅHow do they think and behave about the problem?

ÅWhat óproductô will appeal?

ÅHow can you best reach the audience?

ÅWhat messages and materials would work best?

ÅWhat is the best intervention mix?



Influencing behaviour ï
four key elements

Education
Å Inform and advise

Å Build awareness

Å Persuade and inspire

Design
Å Environmental and physical 

context
Å Design and engineer
Å Increase availability
Å Improve distribution

Control
Å Legislate, regulate

Å Enforce

Å Set standards

Support
Å Toolkits e.g. SFBB

Å Business support

Å Recognise success eg
Awards



An intervention mix



Both areas contribute valuable expertise, 
skills, techniques and theory 

This means ...

ÅBeing clear about the change sought and 
how it will be measured

ÅIdentifying specific groups with common 
behaviours, culture, knowledge, norms etc  
(segmentation) in order to create targeted 
solutions 

ÅCreating an  ñoffer you canôt refuseò 

ÅDoing more than communication and 
awareness raising



Starting from ñwhere the 
customer is atò

unaware or 
not considering

attempting but 
not succeeding

contemplating but
not yet acting

actively resisting      
or entrenched

SOCIAL MARKETING

Tailoring interventions to take 
full account of where the 
customer is starting from

SUPPORT DESIGN



ñThe Chitterlings storyò

The problem

ÅTraditional seasonal product (Nov/Dec)

ÅHome prepared by African American 
community (US)

ÅSevere diarrhoea outbreaks (infants 
predominantly)



ñThe Chitterlings storyò (2)

ÅThe solution
- Pre-boil for 5 minutes

ÅñThe old approachò 
- Leaflets, campaigns, posters

ÅThe outcome
- No change



The Social marketing approach

ÅUnderstand the barriers

- Not the way we do it  traditionally

- Might not taste so good

ÅOvercome the barriers

- Find the community ñpowerò i.e. the matriarchs 

- Use community channels to pass the message

- Show it still tastes good 

- Promote the message widely

ÅNew outcome

- Year on year reduction in cases



Scope Develop Implement Evaluate Follow-up

óTotal Process Planningô ï
TPP model

A deliberately simple and straight-forward process to help ñmanage the 
complexityò within each stage & keep the process óon-trackô

Total process planning model

A systematic and staged process



Superficial adoption wonôt deliver

ÅUsing the language of social 
marketing without applying its 
disciplines

ÅOnly applying social marketing 
principles to operational issues

ÅGetting a few practitioners             
to take up social marketing

3 traps we need to avoid



www.nsmcentre.org.uk www.brilliantfutures.org



Ongoing developments

National Social Marketing Centre 
Å Planning tools 

Å Evaluation tools

Å Case studies of effective practice

Å One stop shop for research

FSA/NSMC/CIEH partnership
Å Development of training course 

CIEH 
ÅWider training needs review

Å Skin cancer prevention toolkit with SWPHO












