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How to Develop a Consumer Awareness Campaign
Using Social Marketing and COMBI Principles

Developing a consumer awareness campaign can be achieved using a range of methods. The application of social marketing and COMBI principles offers a simple framework that allows each step to occur at the appropriate time. This process involves using research at each stage and constant reassessment to ensure the project is on course.  

Step 1 – Background, Purpose and Focus for your Campaign

· Summarise the background that has led to the development of this campaign.

· Identify your key target group or key stakeholders.

· State the campaign purpose and the overall goal.

· Establish a budget to support your campaign. This should be identified early in the process as it will influence the research, strategy and evaluation capabilities.  

Step 2 – Strategic Behavioural Objectives

· State the strategic behavioural objectives (SBOs) of your campaign. In identifying your SBOs, examine them in relation to the S.M.A.R.T criteria – are they Specific, Measurable, Appropriate, Realistic and Time-bound?

· The SBOs describe the transitional steps that are taken to reach the overall goal, and they are also the desired outcomes. Identifying the goal and objectives for your target group will also assist in tailoring the communication approach.  

Step 3 – Conduct a Situational Market Analysis

· Formative research is essential to identifying and understanding the target audience. It can be used in many ways, and is often used as a situation analysis tool to aid in the identification of problems that your campaign might address.  

· You can use a choice of two methods:
· Understanding the needs, wants and values of the target audience can be investigated through qualitative research. This will provide insight into the key target group’s motivations, behaviours, needs, desires and understanding of the issue, and will generally allow further exploration into the issue itself and desired behaviour.  
· Conducting research with a larger portion of the target group can be achieved through quantitative research in the form of online surveys or questionnaires. This will help to identify communication tools and methods, levels of importance, how often and how many etc. 

· Identify internal strengths (to maximise) and weaknesses (to minimize) – e.g. resources, expertise, management support, partnerships, publics.	Comment by Jacqui Webster: ?

· Identify external opportunities (to take advantage of) and threats (that you will plan for) – e.g. publics and cultural, technological, demographic, economic and political forces. Lee and Kotler (2011).

· The most important factor to consider is that an attempt is made to Iidentify stakeholder needs, wants and values before the strategy is developed.

· Make a list of barriers your target group may have to adopting the desired behaviour. Things to consider include physical, psychological, skills, knowledge, awareness, attitudes etc.

· Use the S.W.O.T and Force-Field Analysis outline below as an analysis of the research conducted for key target groups.	Comment by Jacqui Webster: ?

	Key Target Group
	Strategic Behavioural Objective

	e.g. Primary Target Group
	List SBO here

	Internal
Strengths: 
Weaknesses:
External
Opportunities: 
Threats:

	Current Perception
	

	Barriers (worst perception and bad things)
	What will prevent achievement of the best perception?  Use this to overcome barriers in strategy.

	Best Perception (drivers and good things)
	What would help prevent the barriers etc?  Use this to overcome barriers in strategy.

	e.g. Secondary Target Group
	List SBO here

	Internal
Strengths:  
Weaknesses:
External
Opportunities:
Threats:

	Current Perception
	

	Barriers (worst perception and bad things)
	What will prevent achievement of the best perception?  Use this to overcome barriers in strategy.

	Best Perception (drivers and good things)
	What would help prevent the barriers etc?  Use this to overcome barriers in strategy.


Adapted from: Hosein and Odugleh-Kolev (2012 (Revised))


Step 4 – Develop and Test your Messages

· Develop your message based on the outcomes of your formative research.

· There are many reasons why pre-testing your message, and in some situations your materials, before making final decisions is important to the successful outcome of your strategy. They include:
· Ensures that your target group/s understands the message.
· Can identify costly mistakes early.
· Provides the opportunity to make the message and materials more appealing and believable.
· Provides the opportunity to confirm methods of delivery and/or identify additional methods.

Step 5 – Develop your Strategy

· The development of an integrated strategy will provide the best opportunity for behaviour change. This approach recognizes that it will need more than just promotion to affect long term sustainable change. The strategy will outline specific details related to how you will achieve the SBOs and pulls together all of the information gathered through research to inform your direction.  

· Consider the 4Ps of marketing – product, price, place, promotion and the 4Ps of social marketing – publics, partnership, policy, purse strings.  Weinreich (2011).  

· The strategy can also include actions for your implementation plan, e.g. for each phase of your campaign, what will be accomplished, who will be responsible, when will it be done and at what cost.

· You can use a framework similar to the one outlined below to document specific details:

	Key Target Group
	Strategic Behavioural Objective

	E.g. Primary Target Group
	List SBOs here

	Strategy
This section pulls together succinctly observations and findings from the Situational Market Analysis and links them to the strategy outline from the following – re-stating the SBOs, the communication objectives to be achieved in order to contribute to achieving the SBOs, considers advertising, PR, personal selling, community mobilisation, printed material, social media, meetings – i.e. how will the SBOs be achieved through integrated marketing communication.  

	Key Messages


	Outcomes


	Who and When






Step 6 – Evaluation and Monitoring

· You will need to think about the following when planning your evaluation:
· What is the purpose?
· Who is it being conducted for?
· What specifically will be measured?
· What techniques and methodologies will be used? E.g. Quantitative: looks at how much change occurred, how many people adopted the desired behaviour, practice, etc – OR Qualitative: looks for the ‘why’ and ‘how’ something worked or didn’t work.
· How will you communicate the evaluation outcomes to interested parties and key groups?

Step 7 – Feedback

· The fundamental purpose of your evaluation is to learn how to improve your current and future campaigns and programs.
· The feedback function should not wait until the conclusion of the campaign when all evaluation has been completed. Instead, it should occur in real time, allowing you to use it effectively to adjust campaign direction.  
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