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Across domains such as health, sustainability, and community participation, a
persistent gap remains between what people intend to do and what they actually do.

This intfenfion-behaviour gap is not new - but it remains stubborn




What is social marketing?
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“the application of marketing
principles and techniques to
influence target audience
behaviours that benefit society”

Reviews suggest that
interventions incorporating
a greater number of
benchmark criteria tend to
report stronger outcomes
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Social marketing is usually confused with:

« social media marketing

« corporate social responsibility campaigns
« public awareness campaigns
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Social marketing in action




Social marketing:
Four critical distinctions

1. Behaviour
Social marketing is

explicitly concerned with

observable behaviour
change

3. Exchange
Benefits must outweigh

costs from the audience’s

perspective

. Audience insight

Formative research,
segmentation, and pre-
testing are consistently
identified as success
factors

. Competition

Desired behaviours
compete with enfrenched
habits, social norms, and
commercial influences
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CASE STUDY

Cancer Council Victoria SunSmart

Slip! Slop! Slap!
« Long-term behaviour focus

« Multi-level targeting (schools, parents, policy)

« Shifted social norms around sun exposure

Slip Slop Slap Seek Slide

SUNSMART @ @ & & &

Protect yourself in five ways from skin cancer
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What the evidence says

» Social marketing can change behaviour
« Strongest evidence in public health

But there are some limitations to the evidence...
A Short term focus

N Self-report bias

N Weak designs

A Behaviour harder to shift than attitudes
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Exosystem
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Image source: https://helpfulprofessor.com/mesosystem-examples/
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The shift from
the individual
to systems
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Thinking (and acting) “upstream”

When We Think & Act Upstream Health Impact Pyramid

We create a healthier, safer world Factors that affect health

 Individual counseling services
Counseling & \

Education

- . Medications and monitoring
Clinical Interventions disease

UPSTREAM Promoting Preventing Addressing

(Prevention) Healthy Injury and Sc*.cial.
Environments IlIness Injustice
Long-lasting Protective

Support to quit smokin
Interventions ppe 9 : &

_Largest ChanEing the Context Tobacco control

impact making the heal{hy and milnimum
wage laws

DOWNSTREAM
(Reaction)

choice, the easy choice

Income,

Socioeconomic Factors housing, and

employment

Reacting to Treating Ignering
Problems injury and Social
illness Inequities

@ LIVE WELL PE| W LIVE WELL PEI
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CASE STUDY

Tobacco Control
Program Australia

Why it's working:
Addressing multiple levels

v Downstream: quit campaigns,
individual support

v Midstream: smoke-free norms
over time

v Upstream: taxes, plain
packaging legislation

1973 First pack text
health warning
introduced

1970s: Inclusion of
smoking in drug

education inschools

1980s: Increased
penalties for sales to
minors

1987: Fourrotating
text health wamings

1986: Smoke-free
policies in public
service and large
companies

1984: NRT gum
approved for sale;

1888 2mg gqum
available OTC

1983 Firststate-
based anti-smoking
television campaigns

19305: NHMRC
education poster
leaflet campaign

From early 1990s:
Widespread smoking
bans in indoor
workplaces

1994: Australian
Capital Territory
bans smoking in
public places
1993: NRT patches
approved for sale

From early 1990s:
Increase in minimum
age of purchaseto 18

Phasing out of tobacco advertising and promotion: 1970s: Bans on TV
advertising; late 1980s: Banning of outdoor advertising and sport
sponsorships; 1991: End of print advertising

1983: Indexation of
duties, and
increases in state
franchise fees from
10% to50%

Cessation promotion and assistance

Retail restrictions

Packaging and health waming labels

Smokefree regulation

Excise/customs duty and taxation

Industry regulation
Other

1991: Major Federal
Court ruling against
industry for advert
that downplayed the
healthrisks of
passive smoking

1992: Tobacco
Advertising
Prohibition Act
1992.95: Annual
increases in excise
duty; state franchise

fees rise from 30% to
100%

1997: National ban on
smoking in airports
1997: NRT advertising
permitted

1995: Text health
WaImings covering
25% of frontand 33%
of back of packs

From early 2000s:
Increasing bans on
point-of-sale (POS)
advertising

2001: Bupropion
(Zyban) available on
Pharmaceutical
Benefits Scheme
(PBS)

2000.-06; Numerous s

2008: First point-of-
sale display bans

2007 Varenicline
(Champix)on PES

2006: Twa rotating

GHWSs sets: 30% of
front & 90% of back
of most products

2006: Low tar, lights
and mild product
descriptors dropped
2006: General sale of
NRT permitted

tate-based smoke-free

acts and bans implemented

2000-2011: Increasing state-based smoking bans in restaurants, pubs and
clubs, outdoor dining areas, and in cars with children present

1997-2001: National Tobacco Campaign with
graphic TVCs and increased Quitline support

1970s 1980s » 1990-94 > 1995-99 » 2000-04 » 2005-09 mm

1999-2001: Er.uﬂ charged per stick instead of

by tobacco weight

2000: Voluntary
industry agreement
to disclose cigarette
ingredients

S

s s

2012-13: Two new
rotating sets of
GHWs, covering
75% of frontand
40% of back of most
producis

2012: Plain tobacco
packaging legislation
implemented

2011: NRT patches
available on PES

2010: Point-of-sale
display bans become
more widespread

2009-14: National Tobacco Campaign and the

More Targeted Approach

2005: Australia
becomes a full party
tothe WHO
Framework
Convention on
Tobacco Control

2008: Reduced fire
risk standards for
cigarettes introduced

&

2011: Tightening of
restrictions on
internet advertising
2012: Duty-free
limited to 50 sticks or

|2013: First of four
‘annual 12.5%
lincreases in excise/
customs duty
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Why downstream alone fails
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The reality

Commercial determinants of health

Corporations shape behaviour
environments

Who influences policy<¢ Social
and cultural norms?e
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Common questions
about social marketing
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You might be thinking...
“Is there actually strong causal “Isn’'t social marketing just behavioural
evidence that social marketing worksg” science or public healthe”
“How do you measure behaviour “Is co-creation really more
change properly in this fielde” effective, or just a trende”
“If upstream factors are so important, “How does social marketing deal

what can practitioners realistically do¢” with structural inequalitye”




What is the

future of social
marketing?
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So, what is the future of
social marketing? © . ‘
[ 4 A J
Behaviourdl BN

Co-creation

models T

Sustainable
Digital tools Development
Goals

Social marketing is moving from a

I communications discipline to a systems discipline
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What does it all

mean in practice?

Some ideas to takeaway
with you




What this means in practice

1. 2 3. 4,

Diagnose Target the Take cndesiond

before design level

exchange the
seriously competition

Effective social marketing is about rigorous systems thinking

|
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5.
Think
Systematically

20



--g=:y [HE UNIVERSITY OF

Using the benchmark criteria to
diagnose, design, and deliver

DIAGNOSE

(Understand the behaviour)

|

XX

YN WESTERN
S AUSTRALIA

DESIGN DELIVER

(Build the intervention) (Make it work in the real world)

21



We have the knowledge.
We lack application at scale.

We must work toward

s understanding contexts and
influencing systems so we

can build bridges between

intentions and behaviours
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Asia Pacific Social \
Marketing Conference ¥\

21-23 October 2026 | UWA Business School so%‘g; ,iﬁiﬁiENG

)
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The 2026 conference theme — Compassion Complexity,
and Change: Navigating a Polycrisis World — invites
contributions that reflect on how social marketing can
respond effectively and ethically for positive impact.

Paper submission deadline: 21 May 2026

https://aasm.org.au/events/
conferences/apsmc-2026/

https://www.uwa.edu.au/schools/business/events
/asia-pacific-social-marketing-conference

CALL FOR PAPERS
UWA EVENT PAGE
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Let’s keep in touch

é% uwana.evers@Quwa.edu.au

@ uwanaevers
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