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ABSTRACT
THE DIFFUSION OF A DISCIPLINE: EXAMINING SOCIAL MARKETING’S
INSTITUTIONALIZATION WITHIN ENVIRONMENTAL CONTEXTS
LIZ FOOTE
Antioch University New England
Keene, NH
As a social change discipline, social marketing has demonstrated its effectiveness in
addressing many types of wicked problems. However, despite its utility in environmental
contexts, it is neither well known nor widespread in its uptake in these settings. This
study’s purpose is to reveal opportunities to drive the adoption, implementation, and
diffusion (“institutionalization”) of social marketing within the domains of environmental
sustainability and natural resource conservation. This research considers the use of
social marketing as an innovative practice within a diffusion of innovations framework
and uses a systems lens to examine early adopter social marketing professionals and
the institutional contexts in which they operate. It employs an exploratory sequential
mixed-methods research design within a two-phased inquiry consisting of three
independent but interconnected studies. The dataset includes 90 qualitative interviews
and two quantitative surveys. The first phase of this research examined 1) challenges
and opportunities facing the discipline, and 2) status and trends within social marketing
formal academic training. Findings from this phase included a thematic analysis of
challenges related to institutionalization that centered the conceptualization of the
discipline alongside the importance of key aspects of organizational culture and the
critical role of formal education and professional development opportunities.
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Recommendations were developed to address these challenges broadly as well as
increase social marketing academic programming. The second phase consisted of a
case study of environmental social marketing within the Pacific Northwest United
States. Findings revealed several aspects of organizational culture and practice that can
be considered success factors driving social marketing implementation, particularly the
diffusion concepts of observability, relative advantage, adaptation and reinvention, and
innovation champions. This study also identified disconnects affecting social
marketing’s institutionalization; most notably a gap between the initiation and
implementation stages of the organizational innovation process, and a gap in perceived
efficacy between the micro and meso systems levels. Recommendations for practice
were proposed to address these gaps. This study’s contribution to theory and practice
centers around demonstrating the utility of a systems approach to explore and identify
elements of organizational culture that can be considered potential leverage points for
advancing the institutionalization of social marketing. This dissertation is available in
open access at AURA (https://aura.antioch.edu) and OhioLINK ETD Center
(https://etd.ohiolink.edu).

Keywords: social marketing, social change, organizational change, social sciences,
behavioral sciences, environmental studies, sustainability, conservation,
institutionalization, diffusion of innovations, systems theory, self-efficacy, collectiveefficacy
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CHAPTER I: INTRODUCTION
Addressing Wicked Environmental Problems
The term “wicked problems” has become increasingly used to characterize
environmental conservation challenges related to issues of sustainability. Wicked
problems (Churchman, 1967; Rittell & Webber, 1973) have several characteristics
setting them apart and earning them their namesake. They are often described as
deeply entrenched and seemingly intractable, long-standing, continually changing, and
generally difficult to define. Moreover, they are socially complex, often nonlinear in
nature, and subject to multiple interlocking causes (Gordon et al., 2016; Lee & Kotler,
2020).
In a BioScience Viewpoint supported by 15,364 scientist signatories (Ripple et
al., 2017), an array of environmental trends were presented along with the conclusion
that “despite intensifying efforts in both science and society, numerous indicators of
social and biophysical unsustainability continue to exponentially increase” (p. 1026). In
other words, what is collectively known as “the environment” is getting much worse, and
quickly. This assessment is consistent with many others that demonstrate patterns of
decline in terrestrial and marine environments alike (Bradshaw et al., 2021; Driscoll et
al., 2018; Mumby & Steneck, 2008; Steffen et al., 2015; Worm et al., 2006), overlaid by
global climate change (Intergovernmental Panel on Climate Change [IPCC], 2022). To
situate my dissertation research, I must first examine how these wicked problems are
currently being conceptualized and addressed.
The commonality shared by such a diverse range of environmental problems is
that they are all anthropogenic in nature, caused by human behavior. Addressing these
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problems requires recognizing this reality (Cinner, 2018; Schultz, 2011). Indeed, this
recognition has been present for decades, with calls to those in the field of conservation
biology to integrate human dimensions, or the social science underpinning human
behavior, into their efforts (Jacobson & Duff, 1998; Mascia et al., 2003; Saberwal &
Kothari, 1996).
Advancements have been made, as evidenced by an increasing recognition
within the conservation science subdiscipline (Anderson et al., 2021) alongside an
increasing number of publications and textbooks, integration of social science content
into universities’ natural resources conservation departments, and conservation
organizations hiring social scientists (Bennett et al., 2016). However, the amount of
social science uptake has arguably been insufficient to meet the conservation
challenges of today. As recently as 2012, scholars (Sievanen et al., 2012) noted that
“on the ground, far too often, social science is not embedded in the design,
implementation, monitoring, and assessment of conservation interventions” (Bennett et
al., 2016, p. 58). Bennett et al. (2017) continue to take the conservation community to
task for an enduring lack of awareness about and integration of the social sciences,
claiming there remains a “knowledge void” and much confusion (Bennett et al., 2017, p.
94). The authors developed a reference guide to the social sciences for conservation

scientists and practitioners, in hopes of facilitating “conservation policies, actions and
outcomes that are more legitimate, salient, robust and effective” (p. 93). Yet, this call
and helpful resource comes several years after a very similar attempt (Moon &
Blackman, 2014) in which the authors developed a comprehensive guide to support
natural scientists’ understanding of the epistemological, ontological, and philosophical
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dimensions of social science. This disconnect is also evidenced and exacerbated by
disparities in funding priorities; one study found that between 1990 and 2018, climate
change research within the natural and technical sciences received 770% more funding
than within the social sciences (Overland & Sovacool, 2020).
The problem of insufficient social and natural science integration has endured. I
have seen it firsthand as a conservation practitioner, having worked in the field of
marine conservation in Hawaiʻi since 1998. In my time working with nonprofits and
governmental agencies, references to social science theory have been at a minimum,
and I have watched many managers here and elsewhere decide on strategies without
consulting the people who would be affected by various interventions. I have been a
part of many of these efforts myself, since it is still often the norm to develop outreach
strategies and materials by consulting with “experts” to the exclusion of the community
stakeholder “end-users.” The ongoing lack of meaningful uptake of the social sciences
may be an ironic manifestation of the knowledge-deficit model, the assumption that an
increase in knowledge and awareness will lead to a change in behavior. Decades of
social science research has demonstrated again and again that information alone, in
most circumstances, does not lead to behavior change (Bamberg & Moser, 2007;
Hayhoe, 2018; Schultz, 2002, 2011; Simis et al., 2016; Suldovsky, 2016). However, this

viewpoint, that knowledge leads to action, remains in effect and still serves as the
default framework guiding many conservation programs and policies. Another approach
is urgently needed.
Other challenges exist within the landscape of natural resource conservation
related to the two primary modalities through which the work occurs: the academic and
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practitioner settings. Undeniably related and embedded within this landscape is the
disconnect between academics and practitioners (Parsons & MacPherson, 2016; Scott,
2015). Interaction between the two communities is often limited due to a number of
factors. This divide results in a gap between theory and practice, which hinders both the
implementation of evidence-based solutions as well as the integration of “real-world”
insights gained outside of academic settings. This condition is related to the systems in
which academics and practitioners reside, two fundamentally different contexts, each
with their own unique set of goals and challenges. For example, the norm in academia
is to publish in peer-reviewed journals; this is not the case with most practitioners, which
I will define as those operating within governmental agencies, nongovernmental
organizations, and consultant firms. Peer-reviewed research is not always accessible to
those in practitioner settings, which hampers the dissemination of theory-based
knowledge and guidance for practice. On the practitioner side, methods, outcomes, and
lessons learned are often not published at all, or take the form of inaccessible “gray
literature” such as internal project reports or conference proceedings (Flaherty et al.,
2020). In addition, the current Western-science-oriented publishing culture has the
potential to marginalize many, eliminating potential voices from the discourse, thus
intersecting with equity issues (Gordon et al., 2016; Tennant, 2018). Funding timelines

and constraints, along with policy issues, also affect academic and practitioner
communities differently, in both cases presenting various challenges (Parsons &
MacPherson, 2016; Rose & Parsons, 2015). Furthermore, through my experience, I
have observed that that many of the more small-scale grassroots organizations do not
have the resources and capacity to carry out conservation interventions and evaluation
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at the same level of empirical rigor as academic institutions. Many well-resourced
government agencies even struggle in this area. All these circumstances thwart
conservation and sustainability efforts, making it all the more difficult to address today’s
wicked problems.
Approaches to Drive Pro-Environmental Behavior
Arguably, in no other time period during the past century has the importance of
promoting behavior change been so evident as during the coronavirus pandemic that
emerged in 2020. Seemingly simple behaviors such as wearing a mask and “social
distancing” became of critical importance for saving lives, but the diverse approaches
and responses around the world demonstrated that effective strategies did not come
about universally, easily, or quickly. If anything, this should demonstrate the danger of
discounting the value of outreach, education, and communication linked to behavioral
objectives, particularly when backed by evidence-based practice and empirical data.
The coronavirus pandemic brought these themes to the forefront, and they apply to
environmental concerns just as surely as they do to public health issues. In this section,
I will broadly explore approaches to behavior change, highlighting pro-environmental
applications.
There are many ways to categorize approaches to drive pro-environmental

behavior change. At the broadest scale, the approaches typically used are either policy
change or education (Rothschild, 2000). These in turn are distinguished by being
classified as mandatory or voluntary in nature. Factors that determine which approach
will apply include the audience’s levels of motivation, opportunity, and ability to act
(Rothschild, 2000), as well as key thresholds related to the potential degree of
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ecological damage in a given circumstance or attached to a particular environmental
issue (Prugh, 1995). Interventions have also been classified as either informational or
structural in nature (Steg & Vlek, 2009), or at an even finer scale, broken out into five
categories: education and awareness, social influence, relationship-building, incentives,
and nudges (Grilli & Curtis, 2021). Technology-based and marketing approaches have
been highlighted as standalone categories as well (Smith et al., 2020). Environmental
education in particular uses messaging, communications, and other educational
strategies to thoughtfully drive behavior through skills development (Heimlich & Ardoin,
2008). This range in approaches is not surprising when considering that environmental
problems are inherently interdisciplinary in nature, existing at several different levels:
psychological, socio-cultural, technological, and ecological (Steg & Vlek, 2009).
Furthermore, pro-environmental behavior itself is influenced by a diversity of
factors operating at the scale of the individual, the community, and society. Additionally,
human behavior often occurs outside of conscious awareness and cannot always be
considered “rational” (Clayton & Myers, 2015; Kahneman, 2011). Behaviors can also be
classified as overt (i.e. observable) and covert (such as thoughts and emotions) and
represent a complex interaction between affective and cognitive processes (Heimlich &
Ardoin, 2008). Linear, overly simplistic representations of behavior are not realistic.

Perhaps the best and often-referenced example of this is the knowledge-deficit model
that links behavior change outcomes to increased knowledge and awareness despite a
solid body of evidence demonstrating this is not the case (Bamberg & Moser, 2007;
Hungerford & Volk, 1990; Schultz, 2002, 2011). Similar findings exist regarding
connections between attitudes and behavior, acknowledging that additional constructs
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and context are in play, and that attitudes alone rarely lead to specific behavior change
(Heimlich & Ardoin, 2008).
Kollmuss and Agyman (2002) cited a number of factors related to proenvironmental behavior, including demographic factors, internal factors (such as
motivation, pro-environmental knowledge, awareness, values, attitudes, emotion, locus
of control, responsibilities, and priorities), and external factors (such as institutional,
economic, social, and cultural). Osbaldiston and Schott (2012) acknowledged that while
some types of interventions to promote pro-environmental behaviors may be more
effective than others for particular behaviors, interventions involving the psychological
processes of cognitive dissonance, goal-setting, social modeling, and prompts produced
the largest effect sizes as shown in an analysis of 87 studies.
Building on others’ seminal meta-analyses (Bamberg & Moser, 2007; Hines et
al., 1987), Gifford and Nilsson (2014) identified 18 personal and social factors that
influence pro-environmental behavior; personal factors include knowledge and
education, values and worldviews, sense of control, cognitive biases, and demographic
factors, while social factors include norms and cultural context. These overlapping lists
are a reminder that there is no shortage of theories, models, and frameworks that have
been advanced as a means of understanding and predicting behavior. Given the reality

surrounding the complexity of human behavior, it is impossible to visualize the factors
that shape pro-environmental behavior through one single framework or diagram
(Kollmuss & Agyeman, 2002).
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Commonly Applied Behavioral Theory
The preceding broad-scale exploration of the diversity of approaches to drive
pro-environmental behavior will serve as a backdrop to my exploration, in this section,
of several specific bodies of behavioral and psychological theory. Recognizing that an
exhaustive review of all the theories, models, and frameworks relevant to proenvironmental behavior would be impossible, I will instead discuss an empirically
validated subset that is broadly applicable to environmental contexts.
Theory of Planned Behavior
The theory of planned behavior (TPB; Ajzen, 1991) has been described by
behavior change scholars and practitioners who specialize in sustainability studies as
standing out in the behavioral prediction domain (Staats, 2003; Tabanico et al., 2015).
According to this theory, the key determinant of behavior is “behavioral intention” which
is in turn influenced by one’s attitude towards performing the behavior along with
subjective norms. Subjective norms refer to beliefs about what others think about the
behavior under consideration. Perceived behavioral control is another key element of
the theory of planned behavior.
The predictive capability of the theory of planned behavior is driven by the three
belief constructs that contribute to behavioral intentions (Ajzen, 1991). When someone

holds a positive attitude toward a behavior characterized by positive factors outweighing
the negative (Janis & Mann, 1977), when they believe that “important others” approve of
the behavior, and when they think they will be successful in performing the behavior (
i.e. “self-efficacy”); (Bandura, 1977), they are more likely to actually succeed in
performing the behavior (Lee & Kotler, 2016).
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A key assumption within the TPB is that the behavior in question needs to be
under one’s volitional control, meaning they are able to decide at will whether or not to
perform the behavior (Ajzen, 2011). Taking volitional control into account, the TPB also
delineates between a person’s behavioral intentions and their actual control of their
behavior, which in turn is influenced by additional factors, often external and outside of
their volition. Having the required opportunities and resources necessary for performing
the behavior is essential; one’s awareness of this reality will influence the measure of
perceived behavioral control within the TPB (Ajzen, 1991).

Transtheoretical Model of Behavior Change
Decades of research have validated the transtheoretical model of behavior
change (TTM; also known as the “stages of change” model); (Prochaska & DiClemente,
1983, 1986; Prochaska & Velicer, 1997), described as a “systematic and empirically
based approach to conceptualizing and assessing readiness to undertake an activity”
(J. M. Prochaska et al., 2006, p. 870). It consists of four constructs: 1) stages of
readiness to engage in a new behavior (in turn consisting of five stages); 2) a decisional
balance inventory; 3) self-efficacy; and 4) processes of change (consisting of ten
processes). The five stages of readiness include pre-contemplation, contemplation,

preparation, action, and maintenance. Each stage has its own characteristics and the
stages are considered discrete, but the process of progressing through the stages is
non-linear. Decisional balance refers to the considerations one gives to the pros and
cons associated with a given behavior, and self-efficacy is described as “the degree to
which an individual believes that he or she has the capacity to make and sustain
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changes in difficult situations” (Prochaska et al., 2006, p. 871). The ten processes of
change were identified as consciousness raising, dramatic relief, self-reevaluation,
environmental reevaluation, self liberation, helping relationships, reinforcement
management, stimulus control, counter-conditioning, and social liberation (Prochaska et
al., 2006). Prochaska and DiClemente found that particular processes of change are
more associated with specific stages of change and are used more in those
circumstances (Prochaska & DiClemente, 1982). A strength of the TTM is that stagematched interventions can be designed to drive behavior change; once it has been
determined which stage a person is in, these interventions can strategically move them
to the next stage. Further, self-efficacy and decisional balance have been identified as
key predictors of transitions between stages (Armitage et al., 2004).
While the TTM has been used extensively in other areas, particularly public
health, Abrash Walton (2018) was one of the first to apply the model within the proenvironmental behavior domain. Her research focused on fossil fuel divestment
behavior of foundation leaders and identified key factors—linked to the processes of
change and decisional balance constructs—that influenced this behavior at both the
organizational and individual levels (Abrash Walton, 2018). This foundational research
provided a basis for the expansion of the TTM to conservation psychology and

practitioner contexts (Abrash Walton et al., 2022).

Diffusion of Innovations
Like the transtheoretical model, the diffusion of innovations model (Rogers, 1962,
2003) can operate at both the individual level and that of the community or group, while

27

28
the theory of planned behavior operates primarily at the individual level. Diffusion theory
is discussed in greater depth in Chapter III within the context of the theoretical basis for
my study. This multifaceted model describes how any type of innovation (which could
include behaviors, ideas, or technology) propagates within or between social systems,
based upon the characteristics of both the system and the innovation (Rogers, 2003). I
reference it here simply to note its wide applicability within the domain of behavior
change as well as its capacity to serve as an overarching framework under which many
other specific behavior change approaches can be situated (Smith, 2004). Thus,
diffusion theory is compatible with and complementary to the breadth of behavioral
theory available to change agents.

Social Cognitive Theory
Considered to operate on an “interpersonal” level in that it emphasizes wider
social interactions (French & Gordon, 2020), social cognitive theory (Bandura, 1977,
1986) takes into account personal factors, behavioral factors, and environmental
(external) factors. Personal factors can be characterized as cognitive, affective, and
emotional, and behavior can be explained by variables related to one’s knowledge,
skills, competencies, and beliefs about their abilities as well as the impact of their

actions (Lefebvre, 2013). A critical component of social cognitive theory is the construct
of self-efficacy. Self-efficacy is the conception that unless a person feels they are
actually able to accomplish a particular goal, they are unlikely to act. Perceived selfefficacy takes the form of one’s judgment of one’s own capabilities (Bandura, 1977).
This construct influences one’s behavior not just directly but by influencing additional
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determinants of behavior, thus affecting outcomes such as the courses of action people
choose to take, how much effort they expend, and their perseverance and resilience as
they face challenges (Bandura, 1977). Self-efficacy is an integrative framework that has
been positioned as a unifying theory of behavioral change (Bandura, 1977); its wide
applicability suggests that it can be considered a cross-cutting construct across multiple
behavioral theories and models. Within the context of social cognitive theory, human
agency extends to the collective and results in the concept of perceived collectiveefficacy. Perceived collective-efficacy is the shared belief in the collective power to
achieve goals as a group (Bandura, 2000). Collective-efficacy research has found that
higher levels of perceived collective-efficacy are associated with high group motivation,
stronger staying power, and greater performance accomplishments (Bandura, 2000).

Social Norms
The concept of social norms, much like the efficacy construct, is foundational to
behavioral science. In general, social influences (which includes approaches
incorporating social norms, commitments, modeling, and feedback) have been found to
be effective at encouraging resource conservation (Abrahamse & Steg, 2013). Social
norms in particular “appear to have a significant effect on a range of pro-environmental

behaviors” (Farrow et al., 2017, p. 3). Social norms can broadly be described as the
shared (unwritten) rules of conduct that are implicit, conditionally followed, and
motivated by external (vs. internal) enforcement through others’ approval or disapproval
(Elster, 1989; Farrow et al., 2017). However, it is widely understood that the specific
social and environmental context involved will influence the role and impact of social
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norms upon behavior; one should also consider factors such as the characteristics of
the individual and the reference group (Christensen et al., 2004; Farrow et al., 2017).
Additionally, the type of norms at play (Thogersen, 2006) as well as their salience
(Cialdini et al., 1990) are significant.
The focus theory of normative conduct (Cialdini et al., 1991) describes and
differentiates two types of social norms: descriptive and injunctive. A descriptive norm is
a person’s belief about what other people are doing, while an injunctive norm relates to
what people believe others either approve or disapprove of in terms of the behavior in
question. In a groundbreaking study, Schultz and colleagues uncovered a critical
interaction between descriptive and injunctive norms (Schultz et al., 2018), indicating
that the pairing of an injunctive norm with a descriptive norm is necessary in order to
avoid “boomerang effects,” when people revert to the undesirable state of an behavior.
In other words, when people believe they are doing “better” than the norm in terms of a
pro-environmental behavior, they may begin to engage in the pro-environmental
behavior less in order to conform with others. The application of this research took the
form of messaging on residential energy bills to signal a household’s energy
consumption (as compared to their neighbors’) along with a “smiley” or “frowny” face
graphic to indicate approval or disapproval regarding actual energy usage. After 10

years of being implemented at the energy utility where the field experiment occurred,
this practice has resulted in the reduction of nearly 13 billion pounds of CO2 emissions,
representing over a billion dollars in household energy cost savings (Schultz et al.,
2018). This approach is now widely used in practice within many energy utility
companies, and has expanded to water conservation (Ferraro & Price, 2011), recycling,
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and waste management efforts as well (Phelps et al., 2017). The fact that people
conform to normative information about what others like themselves are thinking and
doing can be operationalized to drive behavior change (Farrow et al., 2017; Mengak et
al., 2019; Sunstein, 2019a, 2019b), and even the suggestion that norms are in the
process of changing (i.e., “dynamic norms”) has been shown to influence proenvironmental behavior (Mortensen et al., 2019; Sparkman & Walton, 2017).
An important consideration surrounding social norms is the fact that they can
operate without the individual being explicitly aware of their influence and effect
(Cialdini, 2009), and some suggest they also impact behavior through both “fast” and
“slow” cognitive processes (Christensen et al., 2004). These processes themselves
constitute another key category within the behavior change domain: heuristics. The
concept of heuristics, or “mental shortcuts,” derives from within the domain of cognitive
psychology and relates to the process of decision-making. Tversky and Kahneman’s
(Kahneman, 2011; Kahneman & Tversky, 1979) research revealed an array of cognitive
biases structured by two modes of thinking; the “fast” system is characterized as
instinctual and emotional whereas the “slow” system is more logical and deliberative.
Key examples of cognitive biases that affect behavior include loss aversion, anchoring,
availability, scarcity, discounting of value over time, and sunk costs (Kahneman et al.,

1982; Kahneman & Tversky, 1979). The integration of these concepts into economic
theory laid the foundation for behavioral economics (Thaler, 2015; Thaler & Sunstein,
2009), which I will briefly describe in the next section. The realization that not all
behavior is driven by rational processes and consciously reasoned decisions was a
milestone for the behavioral sciences.
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Disciplines and Focus Areas
The behavioral theories, models, concepts, and constructs I discussed above are
an integral part of a number of overlapping and adjacent disciplines and focus areas
that operationalize them in practice to address issues of environmental sustainability. I
will now highlight several of the more relevant examples here, in order to situate my
own research.
The discipline I will briefly introduce here, social marketing, is the focus of my
dissertation. Social marketing integrates marketing practices to address societal and
environmental problems, with a strong emphasis upon behavior change. This evidencebased, audience-informed multidisciplinary approach draws from a wide range of
behavioral theory, particularly psychology. I will explore social marketing’s background,
history, and approaches in greater depth in the following chapter.
At the broadest level, behavioral science and conservation social science can be
considered overarching disciplinary areas within which pro-environmental behavior
change initiatives reside. Conservation policies and practices are inherently social
phenomena, thus benefitting from political science, anthropology, psychology,
economics, sociology, geography, legal studies, and other social science disciplines
(Mascia et al., 2003). Successful conservation efforts depend on understanding human

behavior (Schultz, 2011), and empirically developed tools and tactics have resulted from
insights drawn from social and cognitive psychology (McKenzie-Mohr, 2011; McKenzieMohr & Schultz, 2014). Efforts in this area are supported by conservation psychology, a
standalone goal-oriented and prescriptive field that seeks to use psychological
techniques and research “to understand and promote a healthy relationship between
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humans and the natural environment” (Clayton & Myers, 2015, p. 2). Environmental
psychology is similar to conservation psychology but is differentiated by its inclusion of
the built environment and the fact that it is considered an area of focus as opposed to a
distinct subdiscipline of psychology; it “includes theory, research, and practice aimed at
improving human relations with the natural environment and making the built
environment more humane” (Gifford, 2014, p. 543). Both conservation and
environmental psychology however incorporate a focus on the psychological constructs
of knowledge, behavior, attitudes, and values (at the individual level), and also examine,
at the systems level, norms, barriers, incentives, and other characteristics of the
behavioral settings.
Conservation psychology and environmental psychology are both considered
part of the classic conservation social sciences, as delineated in a typology developed
by Bennett and colleagues (Bennett et al., 2017). This typology also includes examples
of applied conservation social sciences, to which human dimensions of conservation,
environmental and conservation education, and conservation marketing belong. Human
dimensions of conservation is an evolving field that focuses on natural resource
management, primarily drawing from social psychology and sociology, and has been
applied in the areas of terrestrial and marine wildlife conservation as well as global

environmental change (Bennett et al., 2017; Decker et al., 2012; Kittinger et al., 2012).
Environmental and conservation education “aims to cultivate awareness, ecological
sensitivity, civic engagement, and pro-environmental behaviors through a foundation of
knowledge, values, and attitudes” (Bennett et al., 2017, p. 97); skill-building is a key
component (Heimlich & Ardoin, 2008). Conservation marketing adapts marketing
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strategies and social science insights to influence audiences towards the adoption of
more sustainable behaviors (Wright et al., 2015), particularly in the biodiversity
conservation domain (Veríssimo, 2019; Verissimo et al., 2011).
Behavioral economics is another significant disciplinary area within the social and
environmental behavior change domain (Lefebvre & Kotler, 2011; Thaler, 2015; Thaler
& Sunstein, 2009), having derived from the field of cognitive psychology. It applies
behavioral insights to the decision-making context in consideration of the heuristics that
thwart “rational” thought processes. I will return to behavioral economics in Chapter II.
Dissertation Overview and Rationale
I will argue, in this dissertation, that social marketing is a much-needed yet
underutilized behavioral framework, particularly in the domains of environmental
sustainability and conservation. Social marketing is ideally positioned to address the
need for improved integration of natural resource conservation and social science, as its
multidisciplinary nature and unique attributes distinguish it from other approaches to
drive environmental and social change. As I will describe in further detail in the next
chapter, social marketing draws from a diversity of fields, such as behavioral science,
psychology, and sociology. Its distinctness stems from its integration of marketing
theory and practice. My overarching research objective is to learn about the

institutionalization process of social marketing within the domains of environmental
sustainability and natural resource conservation by studying primarily successful “early
adopter” social marketing professionals and the contexts in which they operate.
In its 50 years as a discipline, social marketing has amassed an array of case
studies documenting empirically grounded and successful interventions, campaigns,

34

35
and programs (French & Evans, 2018; Stead et al., 2007; Truong, 2014; Veríssimo,
2019). Decades of theoretical development and applied practice have resulted in much
advancement, but challenges persist that are related to the identity and scope of the
discipline itself, the approaches used within it, and its overall uptake and adoption.
Despite its broader progress in other areas such as public health, social marketing is
less known and utilized within the domains of natural resource conservation and
environmental sustainability. This reality creates the backdrop for my examination of the
issues surrounding social marketing’s status and advancement.
My dissertation research consists of a mixed-methods investigation of the factors
related to social marketing’s adoption, implementation, and dissemination to reveal
commonalities that may be instructive in driving its wider adoption and uptake. Using a
conceptual framework that merges elements of diffusion of innovations and systems
theory, I have examined the organizational contexts in which social marketing occurs,
along with the experiences and perceptions of the individuals who operate within them.
My goal was to uncover characteristics and practices that could form the basis for
recommendations to further advance social marketing within environmental
sustainability and natural resource conservation contexts.
While others have put forth considerable effort examining the development,

evolution, and current status of the discipline (Andreasen, 2006; Beall et al., 2012;
Deshpande, 2019; Dibb & Carrigan, 2013; Fox & Kotler, 1980; French, 2015a, 2015b;
Gordon et al., 2016; Kassirer et al., 2019; Lee, 2020), there have been few efforts to
study the settings and practices that either foster or impede the successful adoption and
diffusion of social marketing as a behavior change approach. Previous studies guided

35

36
by diffusion theory have examined social marketing as a practice within the field of
public health (Baskin, 2012; Scott, 2015), but to my knowledge, no research of this
nature has occurred within environmental sustainability and natural resource
conservation domains.
Research in the public health setting has revealed that social marketing as a
practice can be identified as a diffusion process, described, and assessed (Scott, 2015),
indicating a research precedent from which to build. Further, within the diffusion
literature, much less attention has been paid to implementation than it has to adoption
(Dearing & Cox, 2018); my primary focus on those who have already successfully
adopted social marketing will address this need. Finally, systems approaches have
been receiving increased attention from within the social marketing community
(Biroscak et al., 2014; Brychkov & Domegan, 2017; Dibb, 2014; Domegan et al., 2016;
French & Gordon, 2020; Lefebvre, 2013; Truong et al., 2019), but I am not aware of this
concept having ever been applied to the field of social marketing itself.

Dissertation Structure
I have prepared this dissertation using a hybrid format, integrating both traditional
(i.e., introduction, methods, results, and discussion) and manuscript (i.e., submitted to a
peer-reviewed journal) elements. Chapter III covers my conceptual framework and
methods for the interconnected studies carried out over two research phases. In
Chapter III, methods for Chapters IV and VI are covered fully, as those studies are
presented in the traditional format; methods for Chapter V are presented as an
overview, since Chapter V is presented in manuscript format. Chapter V consists of a
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standalone co-authored manuscript that is in preparation for submittal to Social
Marketing Quarterly (Foote et al., 2022). Additionally, Chapters IV and V include both
results and discussion. Chapter VII presents a synthesis and conclusion that integrates
findings from both study phases (Chapters IV–VI).

Research Questions

Phase I Research Questions
Question 1: What do the perceptions and experiences of early adopter social marketing
practitioners and academics reveal about both challenges to and opportunities for
institutionalization of the discipline of social marketing in the domains of environmental
sustainability and natural resource conservation?
Sub-questions:
1.1 How do experienced social marketers define successful institutionalization in
a variety of settings (particularly academic and governmental), and what factors
do they believe need to be present for social marketing to be considered
“institutionalized” in a given setting?
1.2 What do social marketing practitioners, academics perceive to be the key
issues, in terms of challenges and opportunities, currently faced by the field of
social marketing in general, which may be hindering the field’s
institutionalization?

Question 2: What is the current global state of general social marketing education and
training opportunities, and what trends, challenges, and opportunities can be identified?
Sub-questions:
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2.1 What geographic, institutional, and disciplinary patterns can be identified
concerning the availability of social marketing training?
2.2 What do university faculty and administrators identify as their perceptions
about social marketing, and the challenges and opportunities that exist
related to curriculum integration?

Phase II Research Questions
Question 3: How do micro-, meso-, and macro-level factors in environmentally focused
organizations in the Pacific Northwest influence the adoption, implementation, and
diffusion of social marketing practice?
Sub-questions:
3.1 What do the perceptions and experiences of social marketing practitioners
reveal about the organizational characteristics related to social marketing
uptake and diffusion in their professional settings?
3.2 What common factors can be identified between governmental agencies that
have successfully adopted and implemented social marketing in the Pacific
Northwest? What are the barriers to social marketing uptake?
3.3 How can elements of systems and diffusion theory reveal leverage points for
change?

Researcher Background and Positionality
It is important for any researcher to situate themselves within their study. One’s
own experience, perceptions, and opinions absolutely shape and influence their inquiry
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(Denscombe, 2017; Rossman & Rallis, 2017). As such, I will present an overview of my
approach to my research and how my background and worldview has influenced it.
My grandfather, Emerson Foote, was a high-powered Madison Avenue
advertising executive during the postwar era, when advertising was in its heyday
glorifying the commodification of American culture to sell the “American Dream.”
Tobacco advertising was ubiquitous during these times, and beginning in the 1940s the
deleterious health effects of tobacco started to become known. In 1948, my grandfather
resigned a $12 million tobacco account at his own firm, Foote, Cone, and Belding, over
his opposition to smoking and tobacco advertising. In 1964, on the heels of the historic
US Surgeon General’s report on the health effects of smoking (Public Health Service,
1964), he famously resigned his chairmanship of the firm McCann-Erickson over his
ongoing conviction that the advertising of tobacco products was unethical. He became a
vocal anti-tobacco advocate, served as a director of the American Cancer Society, and
was recognized by President Lyndon Johnson.
I begin this section by bringing up my grandfather’s story for a few reasons. First
and not unsurprisingly because it’s admirable and inspirational. His actions inspired a
storyline in the TV series Mad Men, and a famous quote of his (Saxon, 1992) was cited
by Gerard Hastings, a pioneer in the field of social marketing and author of a widely

used social marketing textbook (Hastings, 2007):
I am always amused by the suggestion that advertising, a function that has been
shown to increase consumption of virtually every other product, somehow
miraculously fails to work for tobacco products (Hastings, 2013, p. 64).
Here, my grandfather was ridiculing the tobacco industry’s attempts to dispute
the effectiveness of their own practice. These corporations made every effort to
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confuse, misdirect, and obfuscate through heavily funded disinformation campaigns and
other underhanded tactics aimed at casting aspersions on the science surrounding the
issue. While tobacco marketing and advertising was finally regulated decades later,
these strategies are still in force, particularly by the fossil fuel industry (Oreskes &
Conway, 2012). This reality adds an additional dimension to today’s wicked problems.
Complex issues are characterized by a diversity of interrelated factors existing at
multiple levels, involving many different actors with varying motivations.
Further, my grandfather’s quote underscores the fact that advertising and
marketing work. The reasons why are encapsulated in the behavioral science that
underpins these fields. Social marketing is all about harnessing the power of marketing
for good, in service of society and the environment. A lot of what we have been doing in
the conservation world has not been working, to put it simply. After training in the
natural sciences and over 20 years of field-based work in marine conservation, my
exposure to social marketing broadened my worldview to encapsulate more of the
social sciences. I recognized the value of stepping out of one’s silo and looking to other
disciplines for guidance.
In approaching my dissertation research, I decided that rather than focus on
carrying out and evaluating a specific intervention, I would investigate the field of social

marketing itself, as I was fascinated by the very question of how this approach to drive
change had been around for decades, yet I had never heard of it until 2013. There is
some pragmatism behind that decision as well, as social marketing efforts can often
take years to carry out effectively, typically require teams of professionals with diverse
expertise, and should actively involve the priority stakeholder audience in their
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development. The constraints of a time-limited self-funded dissertation carried out as a
solo investigator made those features less realizable. I will further explore how my study
is grounded in a pragmatism-based worldview in Chapter III.
As the value and role of reflexivity has been increasingly recognized within social
marketing settings (Gordon & Gurrieri, 2014) as well as within qualitative research more
generally (Palaganas et al., 2017; Popoveniuc, 2014; Rossman & Rallis, 2017), I must
consider my own relationship to my research and to the people who were part of it.
I began the data collection phase of my research in the summer of 2019, a period
which is now not-so-affectionately known as the “before times.” As I work to write up my
results in the spring of 2022, I find myself constantly reflecting on my dissertation
research process in general but particularly how it has been mediated via a global
pandemic. It is impossible to extricate this reality from the outcomes of my research
from both a scholarly and a personal standpoint. To date, more than 6 million people
worldwide have died from COVID-19, including family members and other loved ones of
the research participants in my study. This reality is something I never lost sight of, and
I cannot fully convey how difficult it has been to complete a dissertation under these
circumstances.
As a conservation practitioner, the process of completing this dissertation
allowed me to find a scholarly voice within a formal academic context while allowing me
to situate myself within the social marketing “pracademic” community. I have been able
to draw upon my past experience within organizational settings while learning an
immense amount more about the dynamics of these systems.
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As someone trained in the natural sciences and mostly positivist methodologies, I
now have a newfound appreciation for qualitative methods and the rich details they can
bring to an inquiry. I also learned firsthand how labor-intensive qualitative methods can
be. Somehow this did not stop me from conducting nearly 100 interviews, a process
which I hadn’t expected to love as much as I did. I attribute this to the responsive
interviewing style and how it allowed me to connect more personally with the research
participants. I considered myself an aspiring “in-group” member of the community,
which was clear to the participants, and I believe allowed for a degree of openness and
candor that provided me with insights I would not have gained otherwise. I am truly
grateful to the many individuals I spoke with for sharing their stories with me. I also
appreciate how welcoming everyone from within my case study setting in the Pacific
Northwest was, and how they supported this research in various ways. I can only hope
that I captured and conveyed their realities and perspectives as accurately and
respectfully as possible, recognizing that this dissertation represents just a fraction of
what they shared with me and what I learned from them. To that last point, this
experience has been invaluable for me as a practitioner and emerging scholar.
Conclusion
In this chapter I have presented a broad overview of current approaches to drive
pro-environmental behavior in the face of wicked problems, provided the rationale
behind this dissertation, outlined the three research questions guiding my inquiry, and
situated myself within my study. In Chapter II, I shift my focus to the field of social
marketing and review the literature pertaining to its status as a discipline, both broadly
and within environmental contexts. I also consider several key trends within the field
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relating to its disciplinary identity, scope, impact, and current level of professionalization.
These elements provide the backdrop for my study.
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CHAPTER II: LITERATURE REVIEW
To situate my study, in the first chapter I described the landscape in which
humanity finds itself, where we must address environmental challenges by recognizing
the role of human behavior. I presented a broad overview of some of the key theoretical
and strategic approaches to drive change and outlined several constraints faced by
practitioners. I briefly introduced social marketing as the focus of this dissertation and
shared the motivation and rationale for my inquiry. In this chapter, I will review the
literature with regard to social marketing as a discipline, its evolving scope and capacity
to address wicked problems, its current status and challenges, and the opportunities for
its advancement.
The Field of Social Marketing: Background and History
Social marketing is described as a multi-professional, cross-disciplinary field of
study and practice that “seeks to develop and integrate marketing concepts with other
approaches to influence behaviours that benefit individuals and communities for the
greater social good” (International Social Marketing Association, 2013, para. 1). The
establishment of this definition, derived through consensus by representatives from
worldwide social marketing professional associations, represented a milestone in the
development and advancement of this unique discipline.

The consensus definition reflects the uniqueness of social marketing as a means
of driving change, specifically due to its integration of foundational marketing principles
and the establishment of audience insights through formative research alongside other
theoretical concepts from the social and behavioral sciences. As an example in practice,
the social marketing program “Leave It” reduced koala mortality caused by dog attacks
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in Australia by integrating a competition analysis of previous efforts, audience
segmentation via surveys, co-design with priority audiences, piloting of strategies, and
the leveraging of audience insights to develop a successful marketing mix (David, 2019;
Rundle-Thiele, Pang, et al., 2019; Rundle-Thiele et al., 2021).
While my study is primarily focused on the current state and emerging capacity of
social marketing to address environmental challenges, it is important to begin by
examining the history of the discipline itself. A look at the past will provide important
context for my focus on its future. The earliest roots of social marketing are firmly
planted within the field of commercial marketing. In turn, marketing itself is historically
grounded in behavioral concepts (Zaltman, 1965) and the social sciences more broadly,
incorporating psychology, social psychology, sociology, political science, anthropology,
geography, demography, and other areas that consider community and environmental
factors (Bartels, 1976). After an initial exploration of broadening the concept of
marketing beyond commercial applications (Kotler & Levy, 1969), Kotler and Zaltman
(1971) first introduced the term “social marketing,” then defined as “the theory and
practice of marketing an idea, cause, or behavior” (p. 3). As Kotler (2017) describes it in
his autobiography:
Zaltman and I were looking at a broader question, whether marketing could be
used to persuade people to adopt behaviors that would be better for them, their
families and friends, and the society in general. We decided to call such
marketing actions “social marketing” as a short term for “social cause marketing”
(p. 51).
Kotler and his colleagues’ seminal papers conceptualized and formally
established the field of social marketing, while they and others demonstrated its utility
on the ground and in practice. Social marketing initiatives began in the public health
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domain during the 1960s; the earliest efforts focused on areas such as family planning,
tobacco use, and disease epidemics (Andreasen, 2006; French, 2015a, 2015b). Social
marketing efforts then expanded from public health to many other disciplines to address
a diversity of social and environmental issues.
A key feature that distinguishes social marketing from commercial marketing is
its purpose-driven approach rather than a focus on selling commodities (Hastings &
Domegan, 2014; Weinreich, 2010). However, this reality means that social marketing is
typically more difficult to carry out than commercial marketing (Bloom & Novelli, 1981;
Fox & Kotler, 1980; Rogers, 2003), since many of the efforts focus on behaviors that
people either do not want to do or have a hard time doing, such as eating healthier food
or conserving energy. Nevertheless, it is the “marketing” part of social marketing that
distinguishes it from other approaches to drive change such as those I discussed in
Chapter I.
In 2017, the International Social Marketing Association established a set of six
fundamental concepts surrounding a central principle of social marketing, “the
facilitation of personal and social good,” designed to serve as a “necessary marker for
all social marketing programmes” (International Social Marketing Association, 2017, p.
2). These concepts include elements specific to marketing theory such as

segmentation, competition/barrier and asset analysis, value exchange, and the use of
the social marketing intervention mix in support of a specific value proposition. For an
effort to be considered social marketing, the principle and most, if not all, of the six core
concepts must be present. However, what exactly should constitute the intervention mix
in particular remains a topic of debate and discourse within the discipline. Traditionally,
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the marketing mix is referred to as the “4Ps” (product, place, price, and promotion), but
as I will describe in the next section, social marketing’s intervention mix toolkit has
greatly expanded since the field was established. According to a coalition of social
marketing thought leaders:
Social marketers understand and build upon the consumer’s perception of self
interest, barriers to behavior, and competitive forces that create attractive
choices. These lead to interventions that reduce barriers, and, in the end, move
people to action (Lee et al., 2011 as cited in Lee & Kotler, 2020).
Evolving Scope and Impact
While establishing consensus on elements of social marketing’s identity is
certainly an advance toward a shared understanding of the discipline, a degree of
confusion still remains regarding perceptions of what social marketing is and what it
does and does not entail (Akbar, Foote, Lawson, et al., 2021). Many social marketing
scholars have highlighted these misunderstandings (French & Gordon, 2020;
McDermott et al., 2005; Wood, 2012). Some of the confusion can be attributed to early
and evolving definitions of social marketing (Andreasen, 2006; Dibb & Carrigan, 2013),
which gave the impression that social marketing was solely focused on the outcome of
behavior change as well as individual-level behavior and behavior as “voluntary”
(Spotswood et al., 2012). Therefore, to address some of these issues, in this section I
will explore some of social marketing’s diversity along with a few key milestones in its
progression. Social marketing has unquestionably increased in sophistication and
comprehensiveness in recent years (Akbar et al., 2019) and represents “a dynamic and
evolving field of theory and practice” (International Social Marketing Association, 2017,
p. 2).
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Since its establishment as a discipline, social marketing has broadly expanded its
scope, leading to a diversity of guiding frameworks, models, and methods being
developed and applied within many disciplinary areas. Academics and practitioners
have described and debated a variety of criteria and benchmarks surrounded by an
ever-increasing portfolio of overlapping planning approaches. Andreasen (2002)
developed a set of six benchmark criteria, often cited to differentiate social marketing
efforts from other approaches and used to conduct systematic reviews (Stead et al.,
2007; Truong, 2014). These criteria underwent a series of adaptations that themselves
reflect social marketing’s own evolution. Andreasen’s six elements include: a) behavior
change, b) consumer research, c) segmentation and targeting, d) marketing mix, e)
exchange, and f) competition. French and Blair-Stevens (2006) revised the criteria to
include two additional components, “insight driven’ and ‘theory-based and informed,”
which reflect the importance of integrating behavioral theory within social marketing
interventions. In addition, Andreasen’s “consumer research” was changed to “customer
orientation,” then after another update in 2012 became “citizen orientation” to further
reflect a shift in focus from the individual to the community (French & Russell-Bennett,
2015). These criteria, along with the associated terminology, are currently being
reviewed as part of a professional standards development process coordinated by the

International Social Marketing Association.
The Social Marketing Intervention Mix
The expanding conceptualization of the marketing mix (or “social marketing
intervention mix”) along with views of the concept altogether is another ongoing topic of
discourse that reflects on social marketing’s progression. The 4Ps (product, price,
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place, and promotion) marketing mix framework was established in the early 1960s and
not only became the dominant framework for traditional marketing (French & Gordon,
2020), but became the dominant framework for social marketing (Hastings, 2007). After
the initial formal definition of social marketing (Kotler & Zaltman, 1971) incorporated the
concept, Andreasen’s benchmark criteria required it (Andreasen, 2002) and popular
textbooks highlighted it (Hastings & Domegan, 2014; Lee & Kotler, 2016). However,
some scholars have critiqued the 4Ps as being too simplistic, narrow, and prescriptive
(French & Gordon, 2020; Gordon, 2012), while others objected to the direct translation
of traditional marketing models to social marketing, arguing that the discipline’s
distinctiveness required more thoughtful consideration of context (Peattie & Peattie,
2003).
The fact that a number of adaptations and expansions of the 4Ps have been
proposed and implemented suggests that a broader consideration of the marketing mix
was in fact necessary. For example, a popular social marketing textbook (Weinreich,
2010) added four additional Ps (publics, partnerships, policy, and purse strings), while
an extended 7P framework added process, physical evidence, and people (Booms &
Bitner, 1981). Another approach introduced a new letter to the mix in the form of
multiple Cs (corporation and competitor, commodity, cost, channel, communication,

consumer, and circumstance) (Shizimu, 1973); a different array of Cs was proposed by
Lauterborn (1990); consumer, costs, communication, and convenience. Additional
examples abound and are emblematic of the continued growth and uptake of the
discipline alongside the need to refine and articulate its methodology.
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Efforts to broaden the social marketing intervention mix in a comprehensive and
inclusive manner have resulted in new frameworks and models. For example, the CBE
(“Co-create-Build-Engage") framework (Rundle-Thiele et al., 2021) embeds eight
distinguishing social marketing principles (French & Blair-Stevens, 2006) within a three
step continual improvement process. Within this process, the “Build” step incorporates a
marketing mix consisting of “product, program and/or service, price, place, people,
promotion, processes, and policy” (Rundle-Thiele et al., 2021, p. 187), and centers and
engages “the people at the heart of the problem” (Rundle-Thiele et al., 2021, p. 175)
and ensures theoretically underpinned and human centered formative research. This
framework is unique in that it not only ensures theoretically underpinned and human
centered formative research, but provides guidance as to when which social marketing
principles should be applied and in what sequence.
French and Gordon (2020) proposed a model (Figure 2.1) that centers the core
values and principles of social marketing (International Social Marketing Association,
2017). This model considers several different scales upon which interventions can occur
and incorporates a variety of techniques, tools, and strategies that can be used.
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Figure 2.1
Strategic Social Marketing Intervention Mix

Note: Strategic Social Marketing Intervention Mix. Reprinted from Strategic Social Marketing for
Behaviour & Social Change (p. 496), by J. French and R. Gordon, 2018, SAGE Publications
Ltd. Copyright by SAGE Publications Ltd. Books. Reprinted with permission.

Demarketing and Critical Social Marketing
The discourse surrounding the marketing mix is a reminder that social marketing
has had a complicated relationship with commercial marketing (Spotswood et al., 2012).
It is necessary to acknowledge the relationship itself as well as its complexity. While
social marketing has now been accepted as “part of the marketing mainstream” (Dibb &
Carrigan, 2013, p. 1377), views differ as to the degree to which mainstream marketing
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practices should continue to be integrated into social marketing efforts (Hastings &
Saren, 2003; Peattie & Peattie, 2003). The subtitle, “Why should the devil have all the
best tunes?” of the first edition of a popular social marketing textbook (Hastings, 2007),
speaks to the pervasive negative perceptions about marketing. This is primarily due to
the fact that many view marketing as an inherently manipulative practice (Spotswood et
al., 2012), noting commercial marketing’s role in encouraging consumption, which in
turn can promote inequalities (Andreasen, 2006) and environmental unsustainability
(Hastings, 2007). Use of the term “social marketing” itself has even been seen as
problematic based upon these reasons as well as the inevitable association with
traditional commercial marketing’s focus upon the exchange of goods and services
between corporations and individuals (Andreasen, 2006; Deshpande, 2019; Hastings &
Domegan, 2014; Lefebvre, 2013). These viewpoints will more than likely continue to
persist, despite calls for social marketing to break free from its “preoccupation” with its
relationship to commercial marketing (Dibb, 2014).
In recognition of and in response to the realities and perceptions surrounding
commercial marketing, two related approaches have emerged: demarketing and critical
social marketing. Demarketing is described as the practice of demand reduction (Kotler
& Levy, 1971) that uses the marketing mix “in a reverse way” (Kotler, 2011b, p. 135).

This practice can be used to manage shortages (e.g., water and energy), avoid potential
shortages (e.g., overfishing), minimize harm to individuals (e.g., tobacco use), and
minimize harm to natural resources (Lefebvre & Kotler, 2011). Lefebvre and Kotler
(2011) advocated for an expansion of the social marketing paradigm to accommodate
demarketing and encouraged social marketers to “consider the use of demarketing
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where the program objective is to reduce use of specific products and services, reduce
engagement in specific behaviors, change organizational or business practices and
craft healthier public policies” (p. 89). Smoking cessation efforts are a predominant form
of demarketing, having occurred for decades in America (Moore, 2005) and focusing on
shifting social and cultural norms to the view that smoking is an unacceptable practice in
both public and private places (Kim & Shanahan, 2003).
In the wildlife conservation realm, demarketing research has increasingly focused
on the unsustainable and illegal trade of wildmeat in order to reduce the demand for
threatened and protected species (Thomas-Walters et al., 2020). In a study conducted
in West Africa, a structured approach to consumer research examined attitudes, social
norms, and trusted influencers surrounding the issue of sea turtle meat and egg
consumption (Veríssimo et al., 2020). The research team conducted surveys and
unstructured interviews with the fishing community and residents of the region in order
to gain insights into potential predictors of behavior as well as key community
influencers and communication channels. Further, the research was grounded in
behavioral theory, specifically the theory of planned behavior. The authors stressed the
value of conducting rigorous consumer research as a means of informing demarketing
efforts.

Calling the field of social marketing “somewhat cautious and reactionary” Gordon
proposed a “broadening movement” (2013b, p. 17) for social marketing that centers the
concept of critical social marketing (Gordon, 2011b, 2013b). Critical social marketing is
defined as an examination of “the impact of commercial marketing and business on
society and/or [critical analysis of] social marketing theories, concepts, discourses, and
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practice, to generate critique, conflict and change that facilitates social good” (Gordon,
2018, p. 86). Critical social marketing integrates critical thinking and reflexivity,
challenges norms in economic and social institutions, addresses issues of power, and
focuses on communality, value creation, social justice, social equality, and social
welfare (Brace-Govan, 2015; French & Gordon, 2020). This approach, while still
considered to be in the early stages of development, has been used to focus on big
tobacco, food, and alcohol corporations (Gordon, 2011a; Hastings, 2013) and is
increasing in prominence and recognition as a means of promoting organizational and
structural changes (Farrell & Gordon, 2012; Hastings, 2013; Truong, 2014). Finally,
critical social marketing is well aligned with systems thinking (French & Gordon, 2020)
as it allows for strategic action at multiple levels, seen as critical in challenging dominant
commercial, political, social, and economic forces (Hastings, 2013). In the next sections,
I consider social marketing approaches that occur at the midstream, upstream, and
systems levels.
Midstream and Upstream Approaches
In its early decades, social marketing as a discipline was more narrowly focused
than it is today (Gordon & Gurrieri, 2014). Beginning in the 1990s, many began to
criticize social marketing’s downstream focus on individual behavior change as too
limited and called for social marketing to broaden its approach and adopt more
midstream and upstream methods (Andreasen, 1995, 2010; Gordon, 2013a; Hastings &
Donovan, 2002; Wells, 1993). Midstream audiences are those who are influential
towards the priority audience, such as friends, family members, neighbors, local
leaders, entertainers, or media (Lee & Kotler, 2020). Midstream approaches include
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strengthening community resilience and building stakeholder networks and value
(French & Gordon, 2020). Upstream social marketing focuses upon decision makers,
policy makers, service providers, and regulators, and include analysis of causal agents
and determinants of focal problems (French & Gordon, 2020; Kennedy & Parsons,
2012). While progress has undeniably been made in these areas, some have pointed
out that social marketing’s focus still occurs predominantly at the individual level (Dibb &
Carrigan, 2013; French & Gordon, 2015; Truong et al., 2019); in 2013 Kotler warned
that midstream and upstream social marketing was being neglected (Dibb & Carrigan,
2013, p. 1381). However, as noted in an editorial following the 2015 World Social
Marketing Conference, an uptick in presentations that featured behavior change efforts
beyond the level of the individual was viewed as an encouraging sign for the discipline
(Gordon et al., 2016). Indeed, within social change efforts more broadly, upstream
approaches have been increasing in their application and recognition (Heath, 2020).
Macro- and Systems Social Marketing
Here, I discuss some of the key features of macro- and systems social
marketing; in the following chapter I will return to this topic within the context of my
conceptual framework for this study. Midstream and upstream approaches to social
marketing recognize that complex problems need to be addressed at a scale beyond
that of the individual, but to fully address the root causes of social and environmental
issues, change is needed at the even broader scale of systems. In recent years, social
marketing scholars have increasingly adopted and advocated for systems-level
approaches (Brennan et al., 2016; Brychkov & Domegan, 2017; Domegan et al., 2016;
Kennedy et al., 2018; Kennedy & Parsons, 2012; Lee & Kotler, 2020; Trenchard-
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Mabere, 2016). The terms “macro-social marketing” and “systems social marketing”
have been used interchangeably to represent efforts carried out at population,
institutional and societal levels (Lefebvre, 2013; Truong et al., 2019). A distinguishing
feature is a focus on influencing the structure and function of systems as opposed to
simply the decision makers within them (Truong et al., 2019). Kennedy described
macro-social marketing as a process to “bring about system wide change by addressing
the institutional norms that perpetuate the problem,” noting that normative changes to
institutions can be formal, informal, or ideological (Kennedy, 2015, p. 354). Advocates
for systems approaches in social marketing highlight their utility in addressing wicked
problems (French & Gordon, 2020; Kennedy et al., 2017; Lefebvre, 2013) by allowing
the simultaneous consideration of multiple contributing forces, institutions, and
structures to gain a holistic understanding of the problem and its contributing parts.
Further, understanding stakeholder interactions and relationships is critical
(Truong et al., 2019), as is uncovering interrelationships and interdependencies
between elements of the system (Anaf et al., 2007). Assessing a system’s parts and
patterns allows for the identification of levers for change and appropriate places for
intervention (Foster-Fishman et al., 2007). Findings suggest that macro-social
marketing tactics should target a combination of upstream, midstream, downstream,

and internal agents (French & Gordon, 2015; Huff et al., 2017; Kennedy, 2017), while
there is some disagreement over timescales and whether efforts should be coordinated
simultaneously to be effective (Truong et al., 2019). An appealing feature of macrosocial marketing is that it can be carried out in a participatory and emancipatory manner
by leveraging community groups and the public to co-create interventions and
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innovations (Gordon et al., 2013; Kemper & Ballantine, 2017). This is especially
welcome as a feature, as participatory approaches incorporating co-design strategies
have been increasingly used in social marketing and when done right, recognized as a
means of promoting diversity, equity, and inclusion (Bowie et al., 2020; CaterianoArévalo et al., 2022; Kubacki, Szablewska, et al., 2020; Rundle-Thiele et al., 2021;
Sherring, 2021).
The emerging literature around macro- and systems social marketing prompted a
critical appraisal (Truong et al., 2019) followed by the first systematic review (Flaherty et
al., 2020); these explorations taken together alongside other scholars’ views revealed
the similarities, differences, strengths, and weaknesses of current macro- and systems
social marketing efforts. First, in their review, the authors suggest that “macro-social
marketing” and “systems social marketing” are indeed conceptually distinct, defining the
former as “an approach, which integrates social marketing, institutional theory, systems
thinking and other theoretical contributions to seek system-wide change through altering
the problem-perpetuating institutional norms of all stakeholders in the system,”
distinguished from the latter which seeks “system-wide change through addressing the
evolutionary dynamics of all elements of a social marketing system” (Flaherty et al.,
2020, p. 160). Their definition of systems social marketing appears to hinge on the

integration of a specific theory, “MAS” or “Mechanism, Action, Structure” (Layton, 2015)
along with social marketing and generic system methodologies. The authors also
pointed out that a diversity of methodologies are used in both macro-social and systems
social marketing, including both quantitative and qualitative approaches, to understand
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the structural and behavioral dynamics in a system in order to leverage change
(Flaherty et al., 2020).
Truong and colleagues noted that systems social marketing draws upon multiple
theories and models, with less of an emphasis on internal or volitional drivers of human
behavior—such as perceptions, attitudes, and intentions (Lefebvre, 2013) —and more
upon those which explain the behavior of a system, highlighting Meadows’ system
thinking and leverage points framework (Meadows, 2008), wherein the structure,
purpose, and goal of a system are crucial sources and determinant of the system’s
behavior. However, the authors noted that many social marketing efforts overlooked the
overall structure and purpose of the focal system, as well as the interconnections and
feedback among actors (Truong et al., 2019). This critique echoes others who suggest
that social marketing needs to address several “missing change elements” such as
dynamic complexities, social mechanisms, causal pathways, value exchanges, and
feedback relationships (Brychkov & Domegan, 2017, p. 86). These insights indicate
there is opportunity to develop more robust social marketing efforts guided by systems
theory.

Professionalization of the Field

In the previous sections I have advanced the argument that social marketing is a
diverse and evolving discipline that is well positioned to effect social and environmental
change. An additional dimension of its advancement is the ongoing professionalization
of the field. Social marketing’s leading scholars and practitioners have concurred that
“the discipline has reached a new level of organization and critical mass as it has grown
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and matured beyond its adolescence and early adulthood phase” (Kassirer et al., 2019,
p. 209). What was once considered a “community of practice” is now routinely referred
to as a field, discipline, or profession (terms I will use interchangeably). Lee (2020) has
outlined a series of indicators that attest to the level of advancement of the field: its two
academic journals (Social Marketing Quarterly and Journal of Social Marketing), seven
worldwide professional associations (representing Africa, Australia, Europe, Latin
America, North America, the Pacific Northwest USA, and a worldwide federation of all
associations combined), nine recurring global conferences, a listserv with several
thousand members, more than 60 books, more than 200 academic and training
opportunities, and the adoption of social marketing language by government agencies.
Kotler estimated that there are around 100,000 practicing social marketers worldwide
(Kotler, 2017).

Social Marketing in Conservation and Environmental Sustainability
Background
Having examined the discipline of social marketing more broadly, I will now turn
to an exploration of its development within the areas of conservation and sustainability.
Among the earliest formal and academically situated applications of social marketing

within the context of environmental sustainability dates back to 1994, when
environmental psychologist McKenzie-Mohr first described the ineffective energyefficiency campaigns being carried out by governmental agencies in North America at
the time (McKenzie-Mohr, 1994). These campaigns, he noted, were built upon the
rational-economic model which assumes that individuals act in their own economic self-
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interest guided by a systematic and conscious decision-making process. These
agencies also employed the knowledge-deficit model which assumes that behavior
change will occur as a result of new information being provided. McKenzie-Mohr argued
that social marketing approaches taking social psychological concepts into account
were far more likely to result in behavior change. He pointed to successful initiatives by
public utilities that had adopted strategies such as promoting commitments and framing
savings in terms of loss versus gains (Tversky & Kahneman, 1991). In doing so, he
cited Kahneman and Tversky’s (Kahneman & Tversky, 1979) seminal research on
heuristics and biases which later formed the basis of behavioral economics (Thaler,
2015). McKenzie-Mohr’s application of this groundbreaking cognitive psychological
research within the field of environmental sustainability was in itself groundbreaking.
Soon after his pioneering work proposing a social psychological model for energy
conservation, he founded the sub-field of community-based social marketing
(McKenzie-Mohr, 1996). Community-based social marketing (CBSM) is a participatory
process that has been recognized for its systems-level consideration of social and
environmental problems (French & Gordon, 2020). CBSM is grounded in social
psychological theory and outlines a scientific approach based on rigorous formative and
summative research and the systematic piloting of behavior change strategies

(McKenzie-Mohr, 1996, 2011). As a result of McKenzie-Mohr having trained over
75,000 individuals through introductory and advanced community-based social
marketing workshops conducted around the world since the mid-90s, CBSM has
widespread uptake and popularity within the environmental practitioner community.
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Scope and Applications
Since the mid-1990s, social marketing has continued to expand its applications
within environmental sustainability (Basil et al., 2019; Frause & Colehour, 1994; French
& Evans, 2018; Green et al., 2019; McKenzie-Mohr et al., 2012; Smith et al., 2020;
Sutherland et al., 2021), with numerous successful campaigns, interventions, and
programs conducted within the areas of energy efficiency and emissions reduction
(Natural Resources Canada, 2010; Schultz et al., 2007), waste management and
recycling (Allison et al., 2021; Gregory-Smith et al., 2015; Lynes et al., 2014; Sewak et
al., 2021; Tabanico & Schultz, 2007), water conservation and water quality (Hasan et
al., 2021; Kurz et al., 2005), and wildlife and fisheries management (Dennings &
Tabanico, 2017; Larson et al., 2011; McDonald et al., 2020). Social marketing has also
been applied to biodiversity conservation by academics and practitioners (DeWan et al.,
2013; Doughty et al., 2021; Green et al., 2019; MacFarlane et al., 2022; Pearson et al.,
2014; Saypanya et al., 2013; Veríssimo, 2019; Veríssimo et al., 2017).
A sub-discipline with the field of conservation biology, known as “conservation
marketing” was founded in 2015 (Veríssimo & McKinley, 2016; Wright et al., 2015). In
Chapter I, I briefly touched on the significance of conservation marketing as an
accepted part of the applied conservation social sciences. It is defined as “the ethical

application of marketing strategies, concepts, and techniques to influence attitudes,
perceptions, and behaviors of individuals, and ultimately societies, with the objective of
advancing conservation goals” (Veríssimo & McKinley, 2016, p. 14). While conservation
marketing is situated within the domain of biodiversity conservation, it is also being
positioned as addressing broader environmental issues (Veríssimo & McKinley, 2016;
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Wright et al., 2015), and its proponents routinely reference social marketing. Some
proponents have also called for a closer relationship between conservation psychology
and conservation marketing, in order to advance the publication of research in highimpact peer-reviewed journals, provide practical recommendations for conservation,
and reach laypersons (Ryan et al., 2019). I will consider conservation marketing to be
part of (or at least adjacent to) the broader social marketing realm until clearer
distinctions are made. The establishment and rising popularity of conservation
marketing can be considered yet another milestone for the broader domain of
environmental social marketing.

Current Status and Trends
The World Social Marketing Conference (WSMC) has been held every two years
since 2009 (with the exception of 2021 due to the COVID-19 pandemic). In 2019,
organizers of the 6th WSMC (Edinburgh, Scotland) reported that for the first time ever,
the conference featured more abstracts on environmental topics than on public health.
This was a significant occurrence and speaks to social marketing’s increasing popularity
and application in the environmental and conservation sectors. However, social
marketing in this area is arguably still much further behind than in public health in terms

of implementation and reach, ostensibly due to its more recent uptake. In this section, I
will examine social marketing’s status and identify trends within the environmental
sustainability and conservation realm as a means of further situating my research. I will
also explore trends impacting the field more broadly.
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Academic Scholarship and Publications
Trends in academic scholarship at the graduate level can be used as one
indicator of interest in social marketing. An analysis (Truong et al., 2014) found that 93
doctoral dissertations produced between 1971 and 2013 featured social marketing as
their subject. The majority of these were from the fields of health sciences and
education, with fewer representing business administration, marketing, communications,
and psychology. Only five dissertations (representing 5% of the total) were identified as
positioning themselves within the area of environmental protection (Cole, 2007; Hurth,
2012; McGovern, 2000; Miller, 2012; Werder, 2002). Master’s theses exhibit a similar
pattern. While social marketing-focused theses, like dissertations, are generally on the
rise, an examination of 266 theses completed between 1971–2015 showed that only 18
(6.8%) of these were classified as being from a Master of Environmental
Science/Studies degree program. Of those, the disciplinary context identified was
nested under “agricultural sciences” which comprised a total of 9.4% of theses;
biological sciences and earth/ocean sciences made up 2.6% and 1.9%, respectively
(Truong & Dietrich, 2018).
Examining academic publication patterns and trends can also be instructive.
Publications within one of the two flagship journals of the field, Social Marketing

Quarterly, can serve as an indication of scholarly interest and activity. For the first time,
the journal devoted an entire issue to environmental sustainability and biodiversity
conservation topics in 2019. However, an inventory of articles published by the journal
since its inception in 1994 revealed that while research on these topics has increased
over time, it still only comprises 4.4% of the 632 articles that have been published
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through 2018 (Veríssimo, 2019). Other academic publication trends can be gleaned by
examining systematic reviews and meta-analyses conducted for the field. It wasn’t until
2019 that a meta-analysis focused solely on social marketing campaigns with a
conservation focus emerged (Green et al., 2019); there are still no systematic reviews
specifically for environmental social marketing topics. I was however able to find one
systematic review for macro- and systems social marketing (Flaherty et al., 2020) that
did include a marine conservation initiative.
The field has produced many systematic reviews (French & Evans, 2018; Stead
et al., 2007), but they tend to be topic-specific and focused on public health and
communications (Buyucek et al., 2016; Firestone et al., 2017; Kubacki & Szablewska,
2017; MacDonald et al., 2012). One general systematic review (Truong, 2014) indicated
that 31 of the 833 total papers reviewed (representing 3.7%) focused on environmental
protection between 1998 and 2012, but the review did not highlight the specific studies.
I argue that these patterns reflect on the differential application of social marketing in
topic areas to a degree, but moreover may be due to my observation that many of the
environmentally focused social marketing efforts are practitioner-focused and thus not
published in peer-reviewed journals or even gray literature databases. The
aforementioned Western publishing bias may also play a role.

Formal Academic Coursework
The availability of formal academic courses, programming, and degrees is
another important indicator of the status of a discipline (Kelly, 2009, 2013; Truong et al.,
2014); being taught regularly at major universities is one means of conferring legitimacy
to a field of study (Andreasen, 2002). While academic courses in social marketing are
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available (Deshpande, 2019; Kelly, 2009, 2013), they are still relatively few in number,
the majority are offered in North America, and they are concentrated within the areas of
public health, business, and communications. As observed, social marketing does not
appear to have a specific “academic home” despite a rise in social marketing-focused
graduate theses (Truong & Dietrich, 2018) and dissertations (Truong et al., 2014).
Truong and Dietrich (2018) asserted that “if social marketing is to continue developing
as an academic discipline, it is important that more academic programmes are created
at the undergraduate and graduate levels so that future social marketers can be trained”
(p. 69). I concur with leading social marketing scholars and practitioners (Kapetanaki &
Spotswood, 2021; Kassirer et al., 2019; Lee, 2020) who stress that a definite need
exists to increase training options within relevant degree programs. As a result, I have
specifically examined this issue as my second research question; outcomes are
presented in Chapter V.

Use of Theory, Frameworks, and Models
Social marketing itself is not a theory; it is a structural guiding framework (Kotler
& Zaltman, 1971; Lee & Kotler, 2020; Stead et al., 2007) which draws from theory from
multiple disciplines. In the early 1980s, Bloom & Novelli (1981) noted that many social

marketing studies lacked proper design and implementation, responding with a call for
the discipline to develop a greater theoretical foundation. Lefebvre (1996) repeated the
same observation and recommendation 15 years later. Today, over two decades later,
despite a proliferation of the available theory, frameworks, and models (Akbar et al.,
2019; French & Gordon, 2015), leading social marketing scholars still assert that theory
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is “under-utilised” in social marketing and that it is problematic for the field that “there is
little guidance on which theory to use, for what purpose, and importantly there is limited
guidance directing researchers on how to apply theory to deliver behavioural change”
(Rundle-Thiele, David, et al., 2019, p. 4). Others have noted that many social marketers
fail to use theory altogether (Kubacki & Rundle-Thiele, 2013; Truong, 2014), or instead,
default to familiar theories which may not apply in the particular context (Manikam &
Russell-Bennett, 2016). Lefebvre (2013), citing others (Blair-Stevens et al., 2010;
Donovan & Henley, 2010; Hastings, 2007; Lefebvre, 2001; Novelli, 1990), indicated that
while this is a known issue, increasing attention has been given to addressing it: “many
social marketers stress the need to base programs on empirically validated models and
theories in order to understand and influence the many variables that affect human
behavior” (Lefebvre, 2013, p. 77). Not to be lost amongst all the discourse surrounding
the use of theory is the reality that the discipline of social marketing has failed to
produce theories unique to itself (Akbar, Foote, Lawson, et al., 2021; Peattie & Peattie,
2003; Rundle-Thiele, David, et al., 2019).
While the current complexity of theoretical guidance without a unifying and
distinct body of theory may be seen as problematic, advances have nevertheless been
made. A synthesis of existing frameworks established an integrated model of behavior

change based on recurring concepts (Michie et al., 2005); in one instance, 33 theories
and 128 constructs were analyzed and simplified into 12 domains, which were then
used to create a Behaviour Change Wheel (Michie et al., 2011) that is increasingly cited
and used in practice (Bonell et al., 2020; West et al., 2020). Other integrated models
have been advanced by Lefebrve (2011), Akbar and colleagues (Akbar, French, &
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Lawson, 2021), French and Russell-Bennett (French & Russell-Bennett, 2015), and
Willmott and Rundle-Thiele (2022). Further, there have been increasing calls for social
marketing to be explicitly and formally considered as part of the behavioral sciences
(Dessart & van Bavel, 2017; French & Russell-Bennett, 2015). Social marketing is
grounded in the application of behavioral insights, yet “this fact has not been sufficiently
acknowledged” (Dessart & van Bavel, 2017, p. 356).
Identity and “Competition”
Despite its maturity and increasing popularity as a discipline, social marketing is
still not widely known. Andreasen characterized social marketing as having “poor brand
positioning” (2002, p. 4), an assessment that continued to be echoed a decade later
(Beall et al., 2012) and through to the present (Kassirer et al., 2019; Lee, 2020). Social
marketing as a discipline has been affected by a lack of clarity around its own “label” or
lack thereof. Many people mistakenly equate social advertising, strategic
communications, and educational outreach with social marketing, calling themselves
“social marketers” when the field’s criteria and benchmarks suggest they should not be
doing so (Donovan, 2011; French & Gordon, 2015; Spotswood & Tapp, 2013).
The inverse situation also exists, where people who are legitimately using a
social marketing conceptual framework aligned with the core concepts, principles, and

values do not call themselves social marketers or refer to the work as social marketing
(Kassirer et al., 2019). Scott (2015) has deemed the latter “hidden social marketers” and
suggested there are many who fit this description working as practitioners. This
condition has also been retroactively applied, where campaigns such as Smokey Bear
and others have been identified as using social marketing practices but were not
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identified as such until recently (Veríssimo, 2019). Similarly, many efforts have
historically been carried out in the Global South which meet the criteria for social
marketing, but were unlabeled and/or undocumented and have therefore been
overlooked (Alonso Vázquez & Aya Pastrana, 2022; Cateriano-Arévalo et al., 2022;
Pang et al., 2021; White, 2018). Some social marketing scholars have made the explicit
request to other academics and practitioners to appropriately label themselves and their
work (Deshpande, 2019; Kassirer et al., 2019). French & Gordon (2015) have warned
that a failure to address erroneous views of social marketing “could lead to its
marginalization” (p. 34).
Additionally, the confusion that abounds with the similarly named “social media”
has been deemed not just a challenge, but a threat to the discipline, as noted in a
SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis of social marketing
(Deshpande, 2019). In his autobiography, Kotler (2017) recounted the origin of the
name “social marketing” which was chosen in 1971 as a shortened term for “social
cause marketing.” However, just as social marketing was gaining significant traction
within the realm of public health in the 1990s, a new form of communications emerged,
consisting of various individual online networking platforms collectively known as “social
media.” Kotler noted, “Little did we know that social marketing would later be confused

with ‘social media marketing’ where some practitioners of social media marketing today
shorten their phrase to ‘social marketing’” (2017, p. 51). Indeed, online searches for
“social marketing” invariably return responses primarily related to social media, and
even with a modifier to exclude the term “media,” Google Scholar searches return
mostly social media related content in the top results.
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Given these constraints and realities, many have called for the field of social
marketing to do a better job of marketing itself (Akbar, Foote, Lawson, et al., 2021;
Andreasen, 2002; Beall et al., 2012; Lee, 2020; Wood, 2012). Others highlight the need
to not just promote but protect the brand (Kassirer et al., 2019) and develop a stronger
brand identity through words and visuals (Lee, 2020). It is quite instructive to compare
the state of social marketing’s uptake and reputation to that of behavioral economics. It
has been recommended that social marketers should look to the history of behavioral
economics for guidance on advancing the discipline (Lotenberg, 2015), while some
identify behavioral economics as a disciplinary “competitor” (Deshpande, 2019).
Behavioral economics is arguably more well-known than social marketing, and
also appears to have more support at the governmental policy level around the world,
based on the formal establishment of numerous behavioral insights teams (Dessart &
van Bavel, 2017; Samson, 2020; Soman & Yeung, 2021; Wendel, 2020). In a
noteworthy development, behavioral economics reportedly supplanted social marketing
at a governmental level in the UK after a change in national leadership (Gordon et al.,
2016).
Social marketing and behavioral economics are complementary in the sense that
both integrate much of the same behavioral science theory as foundational to their

frameworks. Social marketing, however, is broader and arguably more versatile
(Deshpande, 2019; French, 2011; Kotler, 2011a; Lee & Kotler, 2020). Further,
behavioral economics has endured critique by those who maintain its methods subvert
volitional choice and are therefore manipulative (Grune-Yanoff, 2017; Wilkinson, 2013).
However, recent discourse within behavioral economics has begun to consider systems,
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complexity, and distributive justice (Chater & Lowenstein, 2022; Schmidt & Stenger,
2021; Sunstein, 2022; Thaler, 2021). Comparatively, as a field, behavioral economics is
bolstered by numerous accounts in the popular literature of the people behind the
discipline and their personal stories, along with the history of the underlying social
science and cognitive psychological theory (Ariely, 2008; Kahneman, 2011; Levitt &
Dubner, 2006; Lewis, 2017; Sunstein, 2019b; Thaler, 2015; Thaler & Sunstein, 2009),
whereas popular writings that focus on social marketing in a similar manner are lacking.
These type of accounts have succeeded in making the body of theory that forms the
basis for both behavioral economics and social marketing more accessible and exciting,
while explicitly identifying it with the former but not the latter.

Looking Ahead
In this chapter I have considered several aspects of social marketing which
invariably factor into its ongoing advancement as a discipline, which I am in turn
considering as a dimension of “institutionalization.” The extent to which these and other
factors matter—and in which circumstances—is the focus of my research. In the next
chapter I will describe the conceptual framework that guided my inquiry and my chosen
methodology for the interconnected studies that address my research questions.
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CHAPTER III: METHODS
In this section, I will describe the theoretical concepts that underpin my research
and the conceptual framework I developed to situate my inquiry. My conceptual
framework provides the relevant context and the connections and overlap between the
theoretical constructs. The primary bodies of theory I have drawn from are systems
theory and the diffusion of innovations, both of which are quite broad and encompass
multiple theoretical constructs that apply to my inquiry. I will describe how I approached
and operationalized these constructs, and how they relate to the overarching concept of
“institutionalization” and my research questions. I will then present my methodological
approach, a mixed-methods sequential design consisting of three separate but
interconnected studies that include qualitative interviewing, quantitative surveys, and a
multiple case study.
Theoretical Underpinnings of the Study
Overview
After years of reviewing a broad range of behavioral theory while I worked to
conceptualize my dissertation research, I found myself a bit overwhelmed by the sheer
amount of theory, and by the fact that so much of it overlaps in various ways and to
various degrees. I approached the development of my conceptual framework from the

standpoint of a practitioner, with the goal of engaging with theory in a way that would be
accessible to and operationalizable by a practitioner, while maintaining what could be
considered its empirical academic foundations. I recognized that a critical factor is the
context in which one applies any given theory, as this context determines its relevance
and applicability. However, I also recognized that multiple theories, models, and

71

72
frameworks can be used depending on this context and when considered alongside the
specific research questions and the researcher’s identity and positionality. From a
realist perspective (Maxwell, 2012), “no theory or model can be a complete picture of
what exists” (p. 86), and awareness of alternate theories can help one avoid the
potential for “ideological hegemony” (Becker, 1986, p.148) associated with single
dominant theories. Thus, I have adopted a pragmatic approach known as “eclectic
theorizing” (Baum, 1995; Lefebvre, 2013), which recommends using the parts of
theories that are most applicable to the particular people and contexts being studied.
The theoretical concepts and constructs I have selected are a direct result of the
insights I gained during my pilot research, bolstered by engaging with the literature. This
research served as the first phase of my overall inquiry and consisted of qualitative
interviews with individuals from around the world, including two separate instances of
fieldwork conducted in the United States Pacific Northwest region. In the following
sections, I will present systems theory and the diffusion of innovations broadly, then I
will describe how they align with each other, and I will outline the specific constructs I
have selected along with my rationale for doing so. This synthesis forms the basis of my
conceptual framework.
Systems Theory

As I noted above, it is essential to consider context in any inquiry, and the larger
context in which I found myself preparing this dissertation – beginning in the year 2020
– has starkly illustrated this reality while illuminating the need to focus on systems. In
that year, both the coronavirus pandemic and the social unrest sparked by police
brutality in the United States revealed many of the key characteristics and vulnerabilities
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of systems, as we collectively and tragically realized how many of our systems failed us,
while disproportionately affecting the most marginalized and vulnerable among us.
Understanding the characteristics of systems is the first step towards changing them for
the better.
As though it were written specifically for the events of 2020, the groundbreaking
book Doughnut Economics (Raworth, 2017) laid out a transformative vision of a new
“compass for guiding humanity,” rooted in equity, empathy, justice, and sustainability.
Raworth’s conceptualization of this vision in the form of a doughnut-shaped diagram
(Figure 2.1) features a “safe and just space for humanity” (p. 38) in between a social
foundation of human well-being and an ecological ceiling representing the threats and
impacts of wicked environmental problems. A central premise of Raworth’s was that in
order for this vision to become reality, a new way of thinking about economics is
necessary, breaking free of models based on rationality and general equilibrium. She
highlighted systems theory as a critical component of this undertaking, citing the
seminal work of Donella Meadows (1999, 2008).
Systems theory is broad and holistic in nature, which is why I have chosen to
discuss it first; as I will articulate later, the additional theories and constructs that inform
my study can themselves be embedded within a systems framework. Commonly
presented definitions of systems focus on their structure and components and the
interactions between them. Bertalanffy (1968) defined a system as an entity whose
existence is maintained through the interactions of its constituent parts, while Meadows
(2008) adds an aspect of purpose in her definition of a system as “an interconnected set
of elements that is coherently organized in a way that achieves something” (p. 11).
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These elements include the actors, activities, and settings that either influence or are
affected by a particular problem scenario (Foster-Fishman et al., 2007). Further, a
system’s components have social, cultural, political, and psychological characteristics
(Domegan et al., 2016). An important and often highlighted feature of a system is the
idea that the entities that make up a system have their own purpose, as does the
system as a whole, but together these entities amount to more than just the sum of their
parts (Churchman, 1968; Kennedy, 2015). The process of mutual interactions in a
system is key (French & Gordon, 2020), and a focus exclusively on constituent parts
without considering the whole is inadequate for addressing complex problems
(Bertalanffy, 1968). Studying systems typically involves investigating the structure and
relation of the interacting entities and determining how they relate and interact with one
another (Kennedy, 2017). An inquiry of this nature requires analysis and synthesis to
determine how and why a system operates as it does, and further, how it relates to its
external environment (French & Gordon, 2020).
Systems thinking, a subset of systems theory, has been advocated for by
scholars from a diversity of fields, including community psychology (Foster-Fishman et
al., 2007), public health (Trenchard-Mabere, 2016), environmental sustainability
(Fischer & Riechers, 2019), conservation (Mahajan et al., 2019), public administration
(Kickert et al., 1999), and social science (Ostrom, 2009). Many social marketers have
embraced systems thinking and macro-social marketing (Biroscak et al., 2014;
Brychkov & Domegan, 2017; Dibb, 2014; Domegan et al., 2016; Kennedy, 2017;
Kennedy et al., 2017), as I described earlier. The integration of systems theory into
social marketing has been part of the discipline’s “broadening and deepening” of its
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applications (Gordon, 2013b). I have drawn heavily from Meadows’ guidance on
“thinking in systems” to structure my own approach to my research. Meadows provides
accessible and practical insight into key system characteristics. Elements of a system
are typically noticeable and may be tangible or intangible, divided into sub-elements,
and are held together through the relationships of interconnections. Interconnections,
notes Meadows, are “harder to see” and may consist of flows of information or signals
related to decision points (2008, p. 15); changing relationships usually results in a
change in system behavior. The final component of a system is its function or purpose,
and while elements and interconnections are essential and important, the system’s
function or purpose is “often the most crucial determinant of systems behavior” (2008, p.
17), but the most difficult to see. Meadows highlights several other characteristics of
systems that drive their behavior: stocks and flows, feedback, resilience, selforganization, non-linearities, and hierarchies. Stocks are the measurable elements of a
system that change over time through the action of flows; according to Meadows,
understanding the dynamics of stocks and flows is key to understanding the behavior of
complex systems. Feedback processes are the control mechanisms for stocks, and
operate through feedback loops, which Meadows defines as “a closed chain of causal
connections from a stock, through a set of decisions or rules or physical laws or actions

that are dependent on the level of the stock, and back again through a flow to change
the stock” (2008, p. 27). Feedback loops can be stabilizing or amplifying (also called
balancing and reinforcing, respectively), and essentially create a scenario where a
system can cause its own behavior.
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Anyone who has ever observed or operated within a complicated system–such
as a governmental agency or a university–will agree that changing systems can be
incredibly difficult. The solution offered by Meadows is to focus on identifying leverage
points, which she defines as “places within a complex system where a small shift in one
thing can produce big changes in everything” (1999, p. 1). Meadows developed a
hierarchical list of 12 leverage points, classifying them according to how much leverage
each confers. She identified “constants, parameters, and numbers” as the lowest
leverage point (#12), meaning it has the least amount of impact in changing a system,
but noted that parameters can become leverage points when they shift into ranges
which affect other leverage points higher on her list, such as system goals (#3). The
highest leverage points focus on changing and transcending paradigms, but with the
caution that the higher-level leverage points will resist change the most. A paradigm in
the systems sense is characterized as the mindset out of which the system arises, and
the source of the system itself. In between, additional leverage points include rules (#5)
and both types of feedback loops (#7 and #8). I will describe Meadows ’concept of
leverage points more in depth within the context of my conceptual framework later in
this section.
In addition to systems thinking, there are numerous ways of conceptualizing and
operationalizing systems theory, depending once again on context and objectives.
Distinguishing between “hard” and “soft” systems methodology is one means of doing
so at a broad scale. Soft systems approaches tend to be more qualitative and
interpretive while hard systems approaches are typically characterized by quantitative
modeling and focused on systems dynamics rather than stakeholder perspectives
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(Cabrera et al., 2008; Watson & Watson, 2013). As developed by Checkland (1981), the
soft systems approach is more applicable to systems developed around human
activities and culture, as opposed to systems found in the natural and physical world.
Checkland stressed that a key feature of the soft systems approach was that the
process of inquiry to learn about a system was itself systemic, seeking to understand
systems in a holistic manner from the perspectives of the system actors (Checkland,
2000). Checkland outlined a seven-step process that can be distilled into four
components: 1) finding out about the problem situation; 2) creating purposeful
conceptual and mental models; 3) debating the situation in terms of potential changes,
desirable outcomes, and enabling factors; and 4) taking action to improve the situation.
Checkland’s approach has been recognized as being practitioner-friendly and
appropriate for addressing real world wicked problems (Cabrera & Cabrera, 2015);
other scholars have adapted the soft systems methodology (SSM) due to its flexibility
(Françozo et al., 2022). Further, soft systems’ more constructivist and interpretive
methodology aligns well with critical systems theory, which places an emphasis upon
participatory processes, multiple methods, and is emancipatory in nature (Kennedy,
2017; Watson & Watson, 2013). A soft systems approach is therefore consistent with
my own worldview, and coupled with a leverage points perspective, will form the basis

of my conceptual framework for my study.
Diffusion of Innovations
Like systems theory, Rogers’ (1962, 2003) diffusion of innovations model, first
developed in 1962, is broad and interdisciplinary in nature. Also known as diffusion
theory, this model describes how innovations propagate within or between social
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systems, based upon the characteristics of the system, the innovation, and the social
context. An innovation is an idea, practice, or object that is perceived to be new by the
adopter, regardless of its objective “newness.” Diffusion is characterized as a type of
social change, whereby alterations occur in the structure and function of a social
system; it is also a “process by which an innovation is communicated through certain
channels over time among members of a social system” (Rogers, 2003, p. 211). Thus,
as characterized by Rogers, diffusion consists of four main elements: innovation,
communication channels, time, and the social system.
Rogers outlined multiple constructs important to diffusion overall, consisting of
subcomponents and processes of their own. For instance, he described the innovationdecision process in an individual as having five steps related to the time element: 1)
knowledge, 2) persuasion, 3) decision, 4) implementation, and 5) confirmation. In
addition, the rate of adoption of an innovation in a system depends on five variables: 1)
the perceived attributes of an innovation, 2) the type of innovation decision, 3)
communications channels, 4) the nature of the social system, 5) and the extent of
change agents ’promotion efforts. The variable of perceived attributes of an innovation
includes the constructs of relative advantage, compatibility, complexity, trialability, and
observability. The variable of the nature of the social system itself has several

components, including the structure of the system, the role of opinion leaders and
change agents, norms, and the type of innovation decisions. Diffusion studies can be
conducted at several levels: the individual, group, community, or organization. Within
the context of innovation in organizations specifically, Rogers outlined a five-stage
innovation process, where the first two stages, agenda-setting and matching, are part of
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the initiation process, and the latter three stages, redefining/restructuring, clarifying, and
routinizing, constitute the implementation process. Rogers also described several
characteristics that serve as the independent variables related to the dependent
variable of organizational innovativeness. These characteristics were broken down and
grouped into 1) individual (leader) characteristics, 2) internal characteristics of
organizational structure, and 3) external characteristics of the organization.
Rogers’ diffusion of innovations adoption bell curve (a normal distribution) is a
central feature of the model, arguably the most well known and referenced of the
various components of diffusion theory. Rogers described how a population could be
segmented into several different groups based on their adoption behavior and timing,
recognizing that people adopt innovations for different reasons and at different rates.
The adoption curve follows a normal distribution, with a small proportion of individuals
representing the first to either create or adopt an innovation, the innovators (2.5%) and
the early adopters (13.5%). An equally small proportion (16%) exists at the opposite end
of the curve, known as the laggards (also referred to as “traditional”), who “tend to be
suspicious of innovations and change agents” (Rogers, 2003, p. 284). In a given
population, most people collectively fall into the two middle categories, the early majority
(34%) and the late majority (34%). A critical mass “occurs at the point at which enough

individuals in a system have adopted an innovation so that the innovation’s further rate
of adoption becomes self-sustaining” (p. 344); this concept has also been popularized
by Gladwell as the “tipping point” (Gladwell, 2002). Of the above constructs and
concepts that form the basis of diffusion theory, I have identified a subset to be most
relevant to my study, which I will detail later in this chapter.
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Social change scholars have described Rogers’ diffusion theory as
comprehensive and robust, noting how the model has been empirically validated over
the decades since its inception (Lefebvre, 2013; Smith, 2004). Diffusion research is
extensive, encompassing a diversity of topics including health, technology, education,
traffic safety, and civil rights (Dearing & Cox, 2018). Notably, it is a favored body of
theory by many social marketing thought leaders (French & Gordon, 2020; Lee & Kotler,
2020; Lefebvre, 2013). According to Google Scholar, the fifth and final edition of
Rogers’ Diffusion of Innovations (2013) has been cited over 100,000 times, attesting to
its broad appeal and applicability. Not all of Rogers’ diffusion constructs have received
the same degree of attention, however. While much research has focused on the
attributes of an innovation and the rate of adoption, there has historically been less
attention paid to the implementation process itself (Dearing & Cox, 2018). Rogers
defines the implementation phase as “all the events, actions, and decisions involved in
putting the innovation into use” (2003, p. 421). Further, more attention has been paid to
the diffusion of technological innovations than those that can be characterized as
“human capital” (Bradley, Schlesinger, et al., 2004), such as new practices and policies.
Implementation science has only recently been integrated into diffusion studies, placing
an emphasis upon what happens before, during, and after the adoption of an

innovation, as well as the extent and quality of its implementation (Dearing & Cox,
2018). The reinvention process in particular has been cited as a key factor in need of
study within the context of implementation, especially in organizational settings
(Dearing, 2015).
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Several of Rogers’ diffusion constructs have been highlighted as markedly
significant, particularly when considered together. Bradley et al. (Bradley, Webster, et
al., 2004) conducted a study of an innovative evidence-based program in a healthcare
setting and found that shifts in organizational culture were key to diffusing the
innovation. Also, they documented the importance of adaptations to the innovation,
while maintaining a need to balance the modifications with the need to demonstrate
ongoing effectiveness. In addition to organizational culture factors, the presence of
“champions” as well as factors in the external environment were found to be
determinants of the adoption and diffusion of the innovation.
Examining the role of opinion leaders, change agents and “champions” is another
research opportunity social marketing scholars in particular have advocated for (Scott,
2015). “Innovation champions” play a significant role within diffusion theory, as their
presence in an organization contributes to the success of an innovation (Bradley,
Schlesinger, et al., 2004; Rogers, 2003). A “champion,” described by Rogers as “a
charismatic individual who throws his or her weight behind an innovation” (p. 414), can
help the innovation overcome resistance within the organization. Champions are often
middle managers who occupy a linking position within the organization, and have strong
analytical, intuitive, and interpersonal skills. They are able to integrate the innovation

into the specific organizational context. Rogers notes that skills such as brokering,
negotiating, and persuasion are really “people skills” and “may be more important than
power” (p. 415). Opinion leadership, more broadly, is “the degree to which an individual
is able to influence other individuals’ attitudes or overt behavior informally in a desired
way with relative frequency” (Rogers, 2003, p. 27). Opinion leaders do not engage in
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active advocacy as champions do but instead set a positive example for others; further,
champions may or may not occupy an organizationally powerful role (Dearing, 2015).
Finally, Rogers (2003) also differentiated “change agents” from champions and opinion
leaders: a change agent is “an individual who influences clients’ innovation-decisions in
a direction deemed desirable by a change agency” (p. 27).
Conceptual Framework
Overview
Having described both systems theory and diffusion of innovation in more
general terms, I will now discuss how I will integrate their most relevant features to form
the conceptual framework for my research. To develop the conceptual framework for
this study, I have adapted elements of Checkland’s (1981) soft systems methodology
and macro-social marketing (Foster-Fishman et al., 2007; Kennedy, 2017; Truong et al.,
2019) to guide my approach, and have aligned relevant diffusion constructs (Rogers,
2003) alongside Meadows’ leverage points (1999) to frame and inform my findings. I
have also highlighted the cross-cutting behavioral science constructs of norms and
efficacy. Finally, I will make an effort to situate my findings within the broader framework
of social marketing strategies. In this section, I will describe the structure and rationale
for my integration of these theoretical components, and will articulate how they apply to
my research context.
Research Context
The context for this research, broadly, is the institutionalization of social
marketing as an innovative practice. My three interconnected studies, which I will
describe in greater detail in a later section, all address the concept of institutionalization
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in a different yet related way and in different yet overlapping settings. As such, different
components of this framework will apply to each study. My Phase I study began with
pilot research designed to inform the development of the other research components,
and was the most broad in scope, consisting of qualitative interviews with social
marketing practitioners and academics from around the world. These participants were
based in academic institutions, governmental agencies, nonprofit organizations, and
private-sector firms (all referred to as “organizations” definitionally), and the content
focus of their work spanned multiple disciplinary areas. My second Phase I study
focused on social marketing education and training and consisted of a quantitative
survey of social marketing academics and practitioners in both formal and informal
education and training settings. Phase II of my research was a more focused inquiry
about environmental social marketing in the Pacific Northwest region of the United
States. This research consisted of a mixed methods study that included both a
quantitative survey and qualitative interviews.
To define and conceptualize “institutionalization,” I will draw from the diffusion
and systems literature as well as from my pilot research. Recalling Rogers’ five-stage
innovation process within organizations, the final stage, “routinizing,” is a part of the
implementation subprocess (following initiation) and marks the point at which “the

innovation becomes an ongoing element in the organization’s activities” (Rogers, 2003,
p. 421). “Sustainability” is a related concept, defined as “the degree to which an
innovation continues to be used after initial efforts to secure adoption” (Rogers, 2003, p.
429). Some have described institutionalization in terms of decisions regarding
sustainability (Goodman & Steckler, 1989), particularly when people have adopted and
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agreed upon a set of rules and social norms of behavior surrounding the innovation
(Scott & Meyer, 1994). According to Kennedy (2015), through the lens of macro-social
marketing, behaviors become internalized as normative through the process of
institutionalization, and take on a new value as they become part of the system.
However, in the context of implementation science, while the concept of sustainability
has received increased focus, little attention has been paid to the extent and quality of
implementation of an innovation (Dearing & Cox, 2018).
During the first phase of my research, I asked participants how they would define
“institutionalization” of social marketing in their particular context, and asked for
example metrics or indicators that could signal social marketing has become a
sustainable part of the organizational culture. I also asked about challenges and
impediments to institutionalization as a means of addressing the same issue from
another perspective. Following from this pilot research, I have additionally drawn from a
framework that provides guidance for integrating systems characteristics within a given
theory of change, by outlining a series of critical assessment questions aligned to
systems characteristics; the framework’s authors highlighted the necessity of promoting
the diffusion and sustainability of innovations (Foster-Fishman & Watson, 2012).
Another important distinction I will make to situate my research follows Rogers’

(2003) efforts to distinguish the concepts of “implementation” and “adoption;” adoption is
simply the decision to make use of an innovation whereas implementation occurs when
the innovation is actually put to use. Further, at the level of the organization (as
opposed to the individual), implementation is considered to be a more important and
meaningful process to study than adoption (Dearing, 2015; Dearing & Cox, 2018).
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Therefore, for my research I consider the “innovation” to be the implementation of social
marketing as an approach to drive social and environmental change. Additionally, at the
scale of the organization, this aligns to the early adopter category of the diffusion curve.
I chose research participants and settings where social marketing can be considered
both routinized and sustainable. As an exception to this approach, I also included a
small number of interviews with individuals who were not actively involved in social
marketing (e.g., university administrators) to gain additional insights into
institutionalization factors.
I consider implementation of social marketing to be a key selection criterion for
my research and definitional component of institutionalization, but it is the driving factors
for and barriers to implementation that are most relevant to my study. To explore these,
I consider a range of theoretical constructs taken mainly from the diffusion and systems
literature. Recognizing that the universe of constructs from these broad bodies of theory
is quite vast, I have narrowed them down by drawing from my pilot research findings as
well as my own observations and experience as a conservation practitioner for over two
decades, having worked in a variety of organizational settings myself. The result is a set
of variables that I have observed in practice, and/or that were referenced by research
participants, that I have now linked to theory. Table 3.1 presents these variables and the

theoretical constructs to which they are aligned.
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Table 3.1
Variables and Constructs Aligned to Theory

Variables/Constructs
(Institutionalization
Metric or Indicator)

Linkage to Theory

Variable Type
(Structural,
Norm,
Individual
Characteristic)

Leverage
Point
Category
(Parameters,
Feedbacks,
Design,
Intent)

Staff training
opportunities, number of
staff trained

stocks and flows (Meadows, 1999)

Norm

Parameters

Staff time devoted to
social marketing

implementation and sustainability
(Dearing, 2015)

Norm

Parameters

Availability of formal
academic
courses/coursework

stocks and flows (Meadows, 1999)

Norm

Parameters

Budget/Funding
(setup/structure)

organizational innovativeness;
internal characteristics of
organizational structure:
organizational slack (the degree to
which an organization has more
resources than those required for
ongoing operations) (Rogers, 2003)

Structural

Parameters

Norm

Parameters

stocks and flows (Meadows, 1999)

Structural

Parameters

external influences - interests,
agenda, and timeline (Cook et al.,
2020, 2021)

Norm

Feedbacks

Budget/Funding
(capacity)
External partnerships–
structure, description,
quantity
Funder/sponsor
timeframe constraints

external failure factors (Cook et al.,
2020, 2021)
stocks and flows (Meadows, 1999)

length of delays (Meadows, 1999)
"Small wins"

(Foster-Fishman et al., 2007)

Structural

Feedbacks

Role/practices of
champions, change
agents, and opinion
leaders

champions, change agents, and
opinion leaders
(Rogers, 2003; J. E. Scott, 2015)

Norm

Design

Leader/champion/change
agent characteristics

champions, change agents, and
opinion leaders (Bradley,
Schlesinger, et al., 2004; Rogers,
2003)

Individual
characteristic

Design
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Variables/Constructs
(Institutionalization
Metric or Indicator)

Characteristics of social
marketing as an
approach

Linkage to Theory

Perceived attributes of the
innovation (Rogers, 2003)

Variable Type
(Structural,
Norm,
Individual
Characteristic)

Leverage
Point
Category
(Parameters,
Feedbacks,
Design,
Intent)

Norm

Design

Structural

Design

Structural

Design

Norm

Design

Organizational innovativeness
(Rogers, 2003)
Organizational structure
and hierarchy

Dissemination
infrastructure

Nature/characteristics of
external partnerships and
networks

Internal characteristics of
organizational structure: complexity,
formalization, interconnectedness,
size (Rogers, 2003)
Infrastructure dedicated to
translating innovation from research
to practice (Bradley, Schlesinger, et
al., 2004; Rogers, 2003)
Organizational innovativeness
(Rogers, 2003)
External characteristics of the
organization: system openness
(Rogers, 2003)

Modifications to social
marketing approach

Reinvention and adaptation
(Dearing, 2015; Dearing & Cox,
2018; Rogers, 2003)

Norm

Design

Modifications to
organizational structure
resulting from
reinvention/adaptation of
social marketing
approach

Redefining/restructuring (Rogers,
2003)

Structural

Design

Individual
characteristic

Design

Structural

Design

Social institutional factors
(Kennedy, 2015)
System actors' beliefs,
attitudes, values

Perceived self-efficacy and
collective-efficacy (Bandura, 1997,
2000)
Readiness for change (Holt et al.,
2007)

Laws and regulations,
permit language

Formal institutional factors
(Kennedy, 2015)
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Variables/Constructs
(Institutionalization
Metric or Indicator)

Linkage to Theory

Variable Type
(Structural,
Norm,
Individual
Characteristic)

Leverage
Point
Category
(Parameters,
Feedbacks,
Design,
Intent)

Policies - Request for
Proposal (RFP) language

Formal institutional factors
(Kennedy, 2015)

Structural

Design

Policies - job description
language

Formal institutional factors
(Kennedy, 2015)

Structural

Design

Readiness for change

Change-specific efficacy (Holt et al.,
2007)

Individual
characteristic

Design

Funder, stakeholder, and
partner constraints

External influences - interests,
agenda, and timeline (Bradley,
Schlesinger, et al., 2004; Cook et
al., 2020, 2021)

Norm

Design

Management support

Internal support (Bradley,
Schlesinger, et al., 2004)
Readiness for change, personal
valence (Holt et al., 2007)

Norm

Design

Organizational mission
and vision

Goals and mindset of the system
(Meadows, 1999)

Norm

Intent

Perceived collective
efficacy

(Bandura, 2000; Casanova & Azzi,
2015)

Individual
characteristic

Intent

Levels of Analysis
Diffusion theory can apply at a community level or an individual level, allowing it
to be nested within a broader systems approach. I will seek to examine practical
elements of diffusion theory as a means of describing the overall system. I am defining
and bounding multiple levels of analysis, consistent with systems research conventions
(Cabrera et al., 2008; Domegan et al., 2016; Kennedy, 2015; Layton, 2015); these
include the macro, meso, and micro environments. For my study setting, the meso level
consists of the focal organization, the micro level is the staff within it, and the macro
level is the external environment. These designations form the overarching categories
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under which I will organize and apply all additional concepts and constructs. It is
important to establish this convention at the outset, since it has been found that change
interventions can be most effective at the boundaries between levels (Domegan et al.,
2016; Kennedy, 2015; Truong et al., 2019), with systems social marketers suggesting a
strategy of facilitating “joint actions with actors across and between micro, meso, and
macro levels” (Domegan et al., 2016, p. 1135).
The relationship between levels is significant in other ways. The presence of both
internal and external supporting factors has been linked to project sustainability
(Scheirer, 2005) as well as success and failure factors in social marketing efforts (Cook
et al., 2020). Interactions among influences at multiple levels are an important
consideration affecting an innovation’s sustainability (Stirman et al., 2012). According to
Rogers, “organizational variables act on innovation behavior in a manner over and
above that of the aggregate of individual members of the organization” (2003, p. 418),
thereby applying a system lens to diffusion constructs. Similarly, as key components of
social cognitive theory (Bandura, 1977, 1986, 2000), the constructs of perceived selfefficacy and collective-efficacy, described in Chapter I, are both important in the context
of my study. Perceived collective efficacy is the shared belief in the collective power to
achieve goals as a group; “a group’s attainments are the product not only of shared
knowledge and skills of its different members, but also of the interactive, coordinative,
and synergistic dynamics of their transactions” (Bandura, 2000, p. 75). In systems
terms, collective efficacy is an emergent group-level property. As such, it will be
informative to explore dimensions of both self- and collective-efficacy regarding

89

90
organizational staff’s confidence and beliefs about their own and their working units’
abilities to carry out social marketing efforts within the organization.
When considering innovations within the organizational setting, the organization
itself provides the context for the social system. Rogers’ definition of the social system
as “a set of interrelated units that are engaged in joint problem solving to accomplish a
common goal” (2003, p. 23) is notably consistent with overall characterizations of
systems. Rogers’ aforementioned five-stage innovation process includes matching an
innovation to the organization’s agenda, a process that I view as needing to align with
the organization’s overall purpose, mindset, mission, and goals; this is significant as
these are the more meaningful leverage points (Meadows, 1999, 2008). Also, the
innovation’s meaning is clarified through a social process as an organization’s staff
engage with it, discuss it, and gain a common understanding of it, which I view as an
inherently constructivist process. This stage intersects with social norms, as staff
consider the attributes of social marketing as well as what others think about this
innovation; this personal and social influence plays a key role in structuring peoples’
views and decisions regarding innovations (Dearing, 2015; Wejnert, 2002). The
redefining/restructuring phase is also critical as the point where the “innovation is
modified and re-invented to fit the organization, and organizational structures are
altered” (Rogers, 2003, p. 421), yet adopter involvement in reinvention “is not a
prevalent concept in the diffusion literature” (Dearing, 2015, p. 55). As an organization’s
staff changes an innovation, they may “begin to regard it as their own” (Rogers, 2003, p.
429); this buy-in and ownership increases the likelihood of the innovation becoming
sustainable (Goodman & Steckler, 1989) and routinized (Rogers, 2003), the final
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implementation stage when the innovation becomes embedded in the organization’s
structure.
Within and across system levels, I will examine three categories of variables: 1)
structural characteristics (patterned arrangements of system units, or how things are set
up), 2) norms (organizational culture, policies, procedures, practices –how things are
done– and perceptions of what others are doing and thinking), and 3) individual
characteristic of actors in the system (role of leaders and “champions”; psychological
constructs such as attitudes, values, and beliefs). Sub-variables consist of the
aforementioned theoretically-linked constructs associated with drivers of change
(presented in Table 3.1); this overall convention is depicted in Figure 3.1. Elements of
my overall conceptual framework have been highlighted as important components of a
synthesis of social change theory, which would ideally incorporate three main
categories of approaches: community, individual, and structural (Smith, 2004). My
research, broadly conceived, will take the form of examining the actions taken by and
viewpoints of the system actors in focal organizations known to be early adopters of
social marketing approaches.
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Figure 3.1
Systems Levels of Analysis

Leverage Points Perspective
The final step in soft systems methodology is to take action to improve the problem
situation; this is accomplished by identifying levers for change. To do so, I will use
Meadows’ leverage points (1999, 2008) as an overarching framework within which to
situate my findings, guided by relevant diffusion and other behavioral constructs. A
leverage points approach has been recognized by the sustainability science community
as a means of addressing the root cause of wicked environmental problems (Abson et
al., 2017). However, it is necessary to acknowledge the hierarchy of Meadows’ twelve
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leverage points, and recognize that many interventions take place at the shallower, less
impactful levels while what is often needed to effect systems-level change is
interventions at the deeper level. Characterizing change between levels is not exactly
straightforward; “sometimes relatively superficial interventions may pave the way for
deeper changes, while at other times, deeper changes may be required for superficial
interventions to work” (Fischer & Riechers, 2019, p. 115). Put another way, in the right
set of circumstances, “small wins” can serve as the engines for change and shift the
status quo, leading to deep and structural changes (Foster-Fishman et al., 2007). Abson
and colleagues (2017) aggregated Meadows’ twelve leverage points into four broader
categories of system characteristics which can be used to target interventions at both
shallow and deeper levels. These include (from shallowest to deepest): parameters,
feedbacks, design, and intent. Parameters include modifiable, mechanistic
characteristics or physical elements such as the sizes of stocks or rates of material
flows. Feedbacks are the interactions between elements that provide information
regarding desired outcomes or drive internal dynamics. Design characteristics include
rules, power, self-organization, and the structure of information flows. Intent is
considered an emergent property and its characteristics include the norms, values, and
goals of the system as well as the paradigms underpinning it (Abson et al., 2017). This
simplification into four realms of leverage has been cited as a promising framework for
approaching sustainability science by allowing for an investigation of both shallow and
deep system changes and their interactions (Fischer & Riechers, 2019). I have adopted
and adapted this organization scheme as a means of categorizing the theoretical
constructs and system variables from my research. Figure 3.2 presents an overview of
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this approach; taken together, the tables and figures in this section provide a visual
conceptualization of how I will organize the data from my studies to ultimately identify
patterns and relationships and provide recommendations for the institutionalization of
social marketing, derived from real-world observations and grounded in theoretical
concepts. By combining aspects of diffusion and systems theory, this framework
enables an exploration of contextual factors that may serve as independent variables for
the overarching dependent variable of implementation of social marketing approaches
in an organizational setting.
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Figure 3.2
Simplified Leverage Points Framework

Methodological Approach
Overview
The purpose of my research is to reveal opportunities to drive the adoption,
implementation, and diffusion (“institutionalization”) of social marketing within the
domains of environmental sustainability and natural resource conservation by
conducting a mixed-methods exploration of early adopter social marketing professionals
and the institutional contexts in which they operate. Using an exploratory sequential
mixed-methods research design (Creswell & Creswell, 2018; Creswell & Plano Clark,
2010), I undertook a two-phased inquiry consisting of three independent but
interconnected studies (see Figure 3.3).
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Figure 3.3
Mixed Methods Design and Research Timeline

Phase I included 1) semi-structured qualitative interviews with experienced social
marketing experts and representatives from formal academic institutions, and 2) a
quantitative survey investigating the current state of social marketing education and
training around the world. A total of 17 of the interviews from Phase I were conducted
in-person in Washington state during 2019 (eight during the summer; nine in
December). After returning to Hawaiʻi in summer 2019, I continued to conduct additional
interviews via the videoconferencing platforms Skype or Zoom, or through phone calls
with participants. These “virtual” interviews were not limited to the Pacific Northwest and
included participants around the world. I initially designed Phase I as a pilot study to
inform the remainder of my dissertation research. While that still ended up being the
case, after the onset of the COVID-19 pandemic in early 2020, I expanded the scope of
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Phase I so I could conduct a more in-depth exploration of the challenges and
opportunities facing the discipline. This was a pragmatic decision as I realized that
because of the pandemic, I would not be able to conduct further in-person fieldwork in
the Pacific Northwest for the remainder of my dissertation research. As such, I will
consider my Phase I research through the end of 2019 to be my pilot research, as it did
in fact inform the development of my Phase II research, including the survey
instruments from both phases.
Phase II consisted of multiple case study research (Stake, 1995; Yin, 2018)
conducted within organizations focused on natural resource management and located in
the United States Pacific Northwest region. Case study research included qualitative
interviews, a quantitative survey, and informal document review. I recognized that
conducting in-depth case study research in an exclusively remote manner would be
challenging and limiting from both a logistical and theoretical perspective, Therefore, I
adopted a modified case study design modeled after Yin (2018), described later in this
chapter.
Philosophical Underpinnings and Research Design Justification
My study is grounded primarily in the pragmatism worldview (Cherryholmes,
1992; Creswell & Creswell, 2018; Morgan, 2007). Pragmatism does not limit the

researcher to any one philosophical system, and instead recognizes that “research
always occurs in social, historical, political, and other contexts” (Creswell, 2008, p. 11).
Further, pragmatism supports research that combines qualitative and quantitative
approaches and emphasizes the connection of theory to practice (Morgan, 2007). This
is ideal for a mixed methods inquiry, and suits me well as a relatively new social science
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scholar with a practitioner background and prior formal education in the more positivist
natural sciences.
A mixed methods approach, by integrating quantitative and qualitative results,
will provide a stronger understanding of the study system than by using either
quantitative or qualitative methods alone (Creswell & Creswell, 2018). The
methodological approaches within a mixed methods study are purposefully
interdependent and lead to a more comprehensive and insightful analysis (Jackson &
Bazeley, 2019).
In choosing to use reflexive thematic analysis (Braun & Clarke, 2006, 2022) for
the qualitative component of my research and surveys for the quantitative component, I
have had to explore and articulate the philosophical underpinnings of my study and how
that reconciles with a pragmatic approach to a mixed-methods study. Further, my Phase
II inquiry consists of case study research in which the specific qualitative and
quantitative methods are embedded. Case study research is well suited for “how” and
“why” research questions as well as settings that are contemporary and over which the
researcher has little or no control (Yin, 2018). Indeed, my research questions focus on
the “how” and “why” behind successful examples of social marketing adoption, uptake,
implementation, and diffusion. I am exploring participants’ experiences as both a

reflection of a “real world” that exists as well as their subjective perceptions of their
specific contexts. As such, I am co-constructing meaning with these participants, and
through my analysis, making decisions as to how to interpret and apply this meaning.
This approach is well suited to a critical realist orientation, which combines a
realist ontology with a constructivist epistemology (Maxwell, 2012). Critical realism
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acknowledges how individuals make meaning of their experiences, while the broader
societal context affects this meaning. Thus, there is a reality that can be reflected
through research and analysis (Braun & Clarke, 2021b). A critical realist perspective
allows the researcher to situate somewhere between “scientifically descriptive” and
“artfully interpretive” and embrace both art and science in their analysis (Finlay, 2021, p.
105).
Ethical Protection of Participants
I took numerous steps to maintain the anonymity and confidentiality of research
participants for my interviews and surveys. First, through my interview participant
screening process, I ensured that I was not interviewing at-risk or vulnerable
populations. Prior to conducting the interview, I shared an informed consent information
document with participants (Appendix A and B for Phase I and II, respectively) that had
been approved by the Antioch University Institutional Review Board. All research files
were saved on my personal desktop computer requiring a password to open. When
conducting interviews, I assured participants that as the researcher, I would be the only
person with access to files with any identifying information, but that I might be using a
transcription service for their transcript. I ensured that all filenames of mp3 recordings
shared with professional transcription services did not include any identifying

information, and I confirmed that the individuals carrying out the transcription had
procedures in place for maintaining the confidentiality of the data.
All transcripts were de-identified, and a coding system was used to assign data
extracts to participants. The codes are grouped geographically, a decision that emerged
as I developed my thematic analysis and noted the value in differentiating between
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regions. I chose not to present individual profiles for each participant (e.g., specific
professional context, years experience, gender, etc.) since the social marketing
community is relatively small, with many of the individuals familiar with each other, so
this level of detail could potentially reveal identities. Instead, I opted to summarize the
sample characteristics in aggregate.
Next, the surveys from the two different phases of my research differed in that
my Phase II survey ensured anonymity and confidentiality, while my Phase I survey did
not. For my Phase I survey, participants were made aware that they were contributing
data that would be used to create a publicly available online database. In contrast, my
Phase II survey did not ask for respondents’ names. Both online surveys incorporated
an informed consent statement disclosing the purpose of the survey, participant rights
as a volunteer, anticipated length of the survey, anticipated use of the data, and other
key information. Respondents were required to select “agree” to an item on the form in
order to continue and complete the survey. Survey data was stored on passwordprotected computers and the online survey software 123FormBuilder.com, also
password-protected.
Qualitative Interviews
In this section, I will outline my research protocol for the qualitative component of
my mixed methods study while differentiating between the two phases of the research
design. Institutional Review Board approval from Antioch University New England was
obtained for Phase I on May 9, 2019, and for Phase II on December 2, 2020.
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Setting and Sample
The following sections will cover how I approached the qualitative interview
component of my research; specifically, the characteristics of the study population, the
inclusion criteria, and my sampling method. I will also address the issue of sample size
and saturation, which has been the topic of increasing discourse and critique within the
qualitative research paradigm (Braun & Clarke, 2021c; Pyett, 2003; Yardley, 2015).
At the broadest scale, my selection of participants was informed by the diffusion
of innovations model (Rogers, 1962, 2003) as well as the principles of positive deviance
theory (Abrash Walton, 2018; Cinner et al., 2016; Pascale et al., 2010; Spreitzer &
Sonenshein, 2003, 2004; Sternin, 2002). Recognizing that the use of social marketing
within environmental contexts is still a relatively new phenomenon, I sought out the
early adopters who had succeeded in implementing social marketing despite the
inherent challenges present. I considered these individuals and their organizations to be
“bright spots;” their stories, when situated within relevant contextual commonalities, can
potentially inform the ongoing uptake and diffusion of social marketing within
environmental contexts.
Population and Inclusion Criteria. Phase I differed from Phase II in that the
population was broader, with a worldwide focus, and covered a range of disciplinary
areas, professional contexts, and organization types (e.g., governmental agencies,
nonprofit organizations, academic institutions, and private-sector firms). This design
followed my first research question investigating the challenges and opportunities facing
the discipline of social marketing related to institutionalization, and my second research
question related to social marketing academic course offerings (which in turn stemmed
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from the first question). Participants with over 5 years of experience in social marketing
were prioritized for Phase I; individuals who did not self-identify as social marketers or
as sufficiently experienced were excluded. Other individuals determined to have insights
into general themes related to the research questions were included, such as academic
institution representatives, environmental sciences and studies faculty, or those from
other disciplines who were able to share insights into the challenges faced within social
marketing contexts. For Phase I, participants were not limited to environmental settings.
These criteria allowed me to include participants with a wide range of experience and
expertise, from a diversity of settings, backgrounds, and cultural contexts. Phase II was
aligned with my case study research design described below, linked to my third
research question exploring the institutionalization of social marketing within
environmentally focused organizations in the Pacific Northwest. From the multiple
organization types available, I chose to conduct interviews with individuals from
governmental agencies with missions explicitly devoted to natural resource
conservation and/or environmental sustainability. This decision was both theoretically
based and pragmatic in nature, based on the insights gained during the interviews I
conducted during my Phase I pilot research, and the fact that I had been able to meet
individuals in the region in person prior to the pandemic. Thus, I was able to identify
several agencies where social marketing could be considered in the early adopter
stage, where I could explore how it was implemented and diffused within and across
agencies. Further, my time spent in the region allowed me to identify points of contact at
several agencies with whom I could work to secure interviews.
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Participant Recruitment and Sampling Method. For both research phases,
participants were purposively sampled (Patton, 2015; Robinson, 2014) according to the
inclusion criteria, and participants identified via direct contact as well as snowball
sampling or chain sampling. Purposive sampling is non-random, with participants
specifically chosen based on their relevance to the research inquiry and for their
knowledge. This method is well suited for creating an exploratory sample, and can
essentially emulate a representative sample by ensuring that a wide cross-section of
participants is included (Denscombe, 2017). Snowball or chain sampling is a process
whereby research participants are asked for referrals to others who meet the inclusion
criteria. Purposive sampling and snowball/chain sampling are quite compatible and
complementary approaches that are particularly useful in qualitative research
(Denscombe, 2017). For my Phase I research, I began by purposively sampling a
relatively small group of people whom I knew from my professional contacts and
experience within the social marketing community. Recruitment was conducted via inperson contact (through December 2019) and emails. After initially making contact or
receiving a referral from others, I sent each participant an email with an overview of the
purpose of my study and an informed consent information sheet.
Interview participants were initially identified from within the membership of the
international and regional social marketing associations (e.g., the Pacific Northwest
Social Marketing Association, the Social Marketing Association of North America, and
the International Social Marketing Association) whom I had been able to meet in person
at social marketing settings and conferences, via other events while conducting field
research in the Pacific Northwest, and through further snowball/chain sampling via
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these participants in turn. Throughout the course of my interviews, I was able to identify
many other participants to interview subsequently. Being able to contact the next
participant in the “chain” and reference the original participant helped establish my
credibility to the referral. As a result, I was able to interview people from around the
world that I did not know personally at the beginning of my research, which allowed my
findings in Chapter IV to have more of a global scope. However, due to my native
language as sole researcher (and a lack of resources associated with translation
services), the ability to speak English was also a criterion for participation. For Phase II,
I used the same method of purposive and chain/snowball sampling, beginning with
several points of contact from governmental agencies in Washington State.
Description of Participants and Sample Size. A summary of participant
characteristics for both research phases is presented in Table 3.2. The sample is
weighted heavily toward individuals from the Pacific Northwest, since my case study
research was situated within the region. In addition, several individuals from the Pacific
Northwest participated in both phases, as the insights they shared during Phase I
informed the development of my Phase II research protocol, and as such they were
subsequently re-interviewed using a different set of questions (see interview guides in
Appendices C and D).
Table 3.2
Summary of Interview Participant Characteristics
Participant Characteristic
Professional Identity
Practitioner
Academic
Professional Setting (Primary Affiliation)
Academic institution

Phase I

104

Phase II

45
29

30
2

31

2
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Participant Characteristic
Governmental agency
Nonprofit organization
Private-sector firm

Phase I
15
9
19

Disciplinary Context
Environment
Public Health
Multiple, including environment
Multiple, not including environment
Geographic Classification
Global North, Total
Australia
Canada
Ireland
Israel
New Zealand
Portugal
UK (England)
United States
Global South, Total
Brazil
Colombia
India
Jamaica
Kuwait
Lebanon
Mexico
Peru
South Africa
Uganda
Vietnam
Zambia

Phase II
28
1
1

24
20
22
8

32
0
0
0

61
3
4
1
1
2
1
5
44
13
1
1
1

32
0
0
0
0
0
0
0
32
0
0
0
0

1
1
1
2
1
1
1
1
1

0
0
0
0
0
0
0
0
0

Together, both phases of my study included a total of 90 individual interview
participants. For Phase I, the sample consisted of 74 individuals representing a diversity
of organization types and disciplinary domains, whereas the Phase II sample (32
participants total) was limited to individuals from the governmental resource
management agencies I focused my case study research upon, as well as others with
whom they partnered on social marketing initiatives; this latter group was primarily from
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governmental agencies, but also included participants from academic institutions who
had previously worked in governmental agency settings.
I did not establish a concrete sample size for either phase of my study,
recognizing that my sample size would be a factor of time and capacity, while prioritizing
sufficiently answering my research questions. I found myself conducting many more
Phase I interviews than I’d anticipated, which I can primarily attribute to the impact of
the COVID-19 pandemic and the fact that I was forced to adjust my research plan, but
secondarily and quite honestly, because I immensely enjoyed conducting the interviews
and was learning so much from the participants. I found that connecting with the
participants on a human level made the distressing reality we were enduring slightly
more bearable, and it helped me maintain motivation to continue with my research.
Early on, I considered the concept of reaching a “saturation point,” characterized
by a failure to gain new insights or viewpoints (Denscombe, 2017). However, I found the
concept to be challenging in practice, and also subject to valid critique within qualitative
methodology due to its neo-positivist empiricist framing (Braun & Clarke, 2021c). After
conducting 90 interviews, I agreed with Low (2019) that the idea of there ever being “no
new information” should be considered a logical fallacy. While I did start to see patterns
surrounding the apparent prevalence of certain viewpoints, I continued to hear new
insights from participants throughout the process. Further, since I was using a semistructured interview format, I could not guarantee that each interview covered the same
exact subset of questions to the same degree. Some interviews were wide-ranging,
extensive, and in-depth while others were short and more superficial in nature. Thus, I
determined that quantifying instances of certain codes and themes would be
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inappropriate for my analysis. Instead, I opted for descriptive but less specific means of
describing the data, for instance using terms such as “several” or “many” to indicate
relative prevalence of participants’ views.
Table 3.3 presents the unique identifier codes I assigned to participants,
organized by geographic region. I chose this particular approach after learning more
about the range of ways in which social marketing is conceptualized broadly, but more
specifically in terms of the epistemological differences between the Global North and
Global South (Alonso Vázquez & Aya Pastrana, 2022; Cateriano-Arévalo et al., 2022;
White, 2018); this is a theme I will be exploring further in the next chapter.
Table 3.3
Interview Participants Summary
Geographic Region
Global North
North America
Pacific Northwest
Asia Pacific, North and Europe
Asia Pacific, North (Australia and New
Zealand)
Europe
Total, Global North:
Global South
Africa
Asia Pacific, South (India and Vietnam)
Latin America and the Caribbean
Middle East
Total, Global South:
Study Total:
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Total No.
Participants

Participant
Codes

64
46
13

P1–64
P1–P46
P65–P77

5
8
77

P1–P77

3
2
6
2
13
90

P78–P90
P1–P90
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Data Collection
I conducted semi-structured interviews either in person (restricted to Phase I due
to the pandemic), via phone calls, or through online conferencing platforms such as
Zoom or Skype. Interviews ranged from 23 to 109 minutes, with an average interview
time of 53 minutes across both research phases. I used a responsive interviewing
model (Rubin & Rubin, 2012), a flexible technique that “encourages building a
relationship between researchers and conversational partners” (Rubin & Rubin, 2012, p.
10). Responsive interviewing emphasizes active listening and allows the researcher to
change questions based on how the interview is progressing. This technique also
acknowledges the researcher’s filters and biases and does not require the interviewer to
try to appear neutral and detached. I found this style to be consistent with the
philosophical underpinnings of my study as outlined above; it also aligned with the
reflexive thematic analysis method I used to analyze the interview data, described
below.
I created interview guides for both research phases (Appendix C and D)
consisting of multiple questions derived from my literature review, conceptual
framework, and my prior experience interacting with members of the social marketing
community. For both phases, I did not ask the questions in a particular sequence, nor

did I seek to ask each participant all of the questions from the interview guide. However,
for the majority of the Phase I interviews, I began with a more personal question asking
the participant about their social marketing “origin story” which served not only as an
icebreaker, but allowed me to identify an optimal subset of questions related to their
experience and helped me structure my approach to the interview. The interview
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protocol included main questions, probes, and follow-up questions, following Rubin and
Rubin (2012) and Denscombe (2017). The question I sought to ask all Phase I
participants was “What would you say are the main issues, in terms of challenges and
opportunities, that social marketing faces as a field, that’s either keeping it from being
successfully institutionalized, or helping it to advance?” I also asked most Phase I
participants to help define “successful institutionalization” and identify potential metrics
or indicators that could be used to measure and assess this concept. For Phase II
interviews with participants from Washington State governmental agencies, the
interview guide incorporated numerous questions derived from diffusion of innovations
and systems theory constructs, developed as a result of my Phase I findings. The
questions I asked each participant depended on their role in their organization and
overall experience with social marketing; this served as my opening question for Phase
II interviews.
I collected the interview data using a Sony UX-560 Digital Voice Recorder for
both in-person interviews and those conducted via phone calls, and I used the built-in
recording capabilities of Zoom and Skype to record interviews conducted over those
online platforms. Digital mp3 audio files were generated and saved for each interview,
amounting to 80 hours total across both research phases. I used ExpressScribe
Transcription Pro v9.22 software to prepare written transcripts in Microsoft Word, and to
review and edit a subset of transcripts prepared by professional transcription services,
one of whom is my mother who provided this service on a volunteer basis. Transcripts
were prepared using an “intelligent verbatim” format, which allowed me to remove “filler”
words and terms such as “um” and “you know” as well as unclear or repetitive phrasing
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(e.g., when a participant clearly edited their statement mid-speech). This was a decision
based on my research questions and the intersection of my philosophical underpinnings
and methodological approach, resulting in a desire for the transcripts to reflect the
reality of the interview while maintaining readability and a conversational tone. I found
this approach made participants more comfortable reading their own words, and I
presumed it allowed them to focus more on the content and its meaning rather than the
form. I sent the Microsoft Word files of the transcripts to participants with the request
they review them for accuracy and, where applicable, address any questions I had
about sections that were unclear. Many of the participants opted out of this memberchecking step, either by noting up front that they trusted me with their data and
confidentiality or citing a lack of time. Twelve participants returned edited copies of their
transcripts.
Data Analysis: Reflexive Thematic Analysis
I chose to use reflexive thematic analysis (Braun & Clarke, 2006, 2022) to
analyze my interview data, as so many of its elements were consistent with my research
design as well as my identity as a researcher. The reflexive thematic analysis (RTA)
method is well-suited for research questions about social processes, human behavior,
and experiences (Terry et al., 2017), thus I identified it as ideal for the qualitative
component of my inquiry. This method is fully situated within the qualitative research
paradigm and is characterized by its theoretical independence and flexibility. Reflexive
thematic analysis recognizes researcher subjectivity as a resource “rather than a
potential threat to knowledge production” (Braun & Clarke, 2019, p. 591). RTA
encourages deep reflection on and engagement with data, centering the researcher’s
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role in knowledge production. The researcher situates themself in relation to the study
and makes active choices informed by their values; this is in contrast to other
approaches that position the researcher as a neutral conduit through which themes
“emerge” (Braun et al., 2022).
In reflexive thematic analysis, themes are patterns of shared meaning
underpinned by a central organizing concept, where the themes both tell a story and
make an argument to answer the research questions (Braun & Clarke, 2022). Other
approaches to thematic analysis do not necessarily incorporate this “so what?” aspect,
instead focusing more on domain or topic summaries. Further, themes are “more than
the sum of their parts” (Terry & Hayfield, 2021, p. 52), thus mirroring systems dynamics.
To conduct thematic analysis, Braun and Clarke have developed (2006) and with
colleagues, subsequently refined (Braun & Clarke, 2013, 2019, 2021a, 2021b, 2022;
Clarke & Braun, 2017; Terry et al., 2017) a rigorous and systematic six-phase process
that is iterative and recursive rather than rigid and linear (Terry & Hayfield, 2021). In the
next section, I will describe these six phases of RTA (drawn from Braun and Clarke’s
most recent scholarship (2022)) and how I approached each of these phases within my
study.
Phase 1: Data Familiarization. This first phase begins during the data collection
process, and consists of becoming deeply immersed in the dataset. Once I began
conducting interviews, I used Microsoft Excel to create summary databases to compile
descriptive data, and I used Microsoft Word to write analytic memos documenting my
emerging insights, beginning with my pilot field research conducted in Seattle in 2019. I
also recorded analytic memos for myself using my digital voice recorder or Zoom.
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During the interviews themselves, I took handwritten notes in a series of spiral bound
8.5x11” journals, amounting to over 300 pages. I used these notes to create a succinct
one-page summary immediately following each interview. I also reviewed the recordings
after the interviews, and again while producing the transcripts. While I created the
transcripts, I used the comment function in Microsoft Word to capture initial thoughts
and observations.
Phase 2: Coding. During coding, interesting and relevant segments of data are
identified and assigned analytically meaningful descriptions (“code labels” in RTA). I
used both deductive and inductive coding in my analysis. A deductive approach uses a
priori or theoretically derived codes, developed by engaging with the literature and
drawing from one’s own pre-existing knowledge and experience. I created an initial
starter list of codes in this manner, while not considering them as fixed, following Patton
(2002) and Strauss (1987). Inductive coding is driven by the data themselves; indeed, I
significantly altered my initial coding scheme as soon as I began preparing transcripts. I
also created both semantic (descriptive and surface-level) and latent (deeper
conceptualizations) codes (Terry et al., 2017).
I used NVivo software (QSR International Pty Ltd, 2020) to assist with the coding
process and the overall organization of the dataset. NVivo allowed me to code data
extracts to specific codes as well as assign attribute values to the data (e.g., academic
or practitioner, environmental vs. non-environmental context, etc.), which greatly
assisted me in managing such a large dataset. Beyond coding, I limited my use of the
NVivo software to organizing data, conducting queries, and creating visualizations.
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Phase 3: Generating Initial Themes. During the third phase, themes are
constructed by the researcher through an active process of pattern formation and
identification, where codes become collapsed, combined, and clustered to form
meaningful patterns across the dataset and establish provisional candidate themes
(Terry et al., 2017). This is the point in the analysis where central organizing concepts
are identified, reflecting patterning across the dataset, with little overlap of codes
between provisional themes. For this stage, I used a combination of NVivo and
whiteboards, both real and in software form (Miro), to help me refine latent and
semantic codes and develop initial themes. I found NVivo’s concept mapping function
and Miro’s whiteboard feature to be especially helpful, and I generated numerous
concept maps based on the domain summary topics I had identified. This phase of
analysis resulted in several provisional themes and many subthemes.
Because I had so much data to process and synthesize, I needed to create
reasonable boundaries, which I did by constantly revisiting my research questions and
reflecting upon the literature as well as my own insight. To organize and distill the data, I
created multiple domain summary tables categorizing the topics and sub-topics
discussed in these interviews. This form of simple categorization is viewed by some as
the lowest level of thematic analysis, requiring minimal interpretation (Braun & Clarke,
2016; Sandelowski, 2007; Terry & Hayfield, 2021). I used both formats—domain
summary tables and reflexive thematic analysis—to structure my analysis in Chapter IV.
Creating domain summary tables served to present results as well as provide evidence
for the reflexive thematic analysis. Conducting thematic analysis allowed for a more indepth exploration, influenced by and linked to my conceptual framework.
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Phase 4: Developing and Reviewing Themes. In this phase, provisional
candidate themes are evaluated in terms of their fit with the research questions and the
data, and whether they can be considered sufficiently distinct from one another. I sought
to address the question posed by Braun and Clarke (2022), “does each theme tell a
convincing and compelling story about an important pattern of shared meaning related
to the dataset?” (p. 35). As part of this process, I prepared a presentation with
“preliminary findings” which I shared with attendees at the Pacific Northwest Social
Marketing Association’s SPARKS conference in December 2021, which allowed me to
solicit feedback surrounding my broader case study research.
Phase 5: Refining, Defining, and Naming Themes. The fifth phase is where
the analysis becomes more fine-tuned, the story behind the themes is clarified, the
themes can be given concise names, and a synopsis of each can be developed. During
this phase, the iterative non-linear nature of reflexive thematic analysis became evident
to me, as I continued to revise the themes and subthemes and revisit the dataset. I
found that the overall process benefitted from periods of intense effort followed by
stepping away to work on other components of my dissertation, as this allowed me to
continue to reflect on the analysis in the background and crystallize insights.
Phase 6: Writing Up. The final phase involves producing the report. For my
study, I chose to approach the Phase I (Chapter IV) and Phase II (Chapter VI) write-ups
differently, which stemmed from their respective research questions and the methods
used to address them. The Chapter IV write-up entails a reflexive thematic analysis
aligned more closely with the method described by Braun and Clarke (2006, 2022),
whereas the analysis of interview data in Chapter VI is structured differently while
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retaining a similar method of coding. For Chapter VI, my approach to theme
development was more deductive than inductive in its weighting, with the final themes
more explicitly linked to the theoretical constructs within my conceptual framework.
Since the qualitative interviews were situated within a broader case study design that
included a quantitative survey, I used a mixed methods approach (Bazeley, 2018;
Creswell, 2007; Plano Clark & Creswell, 2008) to analyze and discuss both types of
data in an integrated manner.
Quantitative Surveys
Phase I Survey Methods: Social Marketing Education and Training
I conducted an online survey (see Appendix E) to assess the global landscape of
social marketing education and training opportunities currently available worldwide. As
this dissertation is being prepared in a hybrid format, I will provide a brief overview here;
details on the survey methodology can be found in Chapter V. The goal of the survey
was to generate an understanding (and catalog) of the existing academic and
practitioner-based settings where social marketing is being taught or offered as
professional development training. I also used the survey to identify potential Phase I
interview participants via an opt-in inquiry and permission checkbox incorporated into
the instrument.

This research represents a follow-up to and expansion upon previous research
conducted by Dr. Kathleen Kelly (2009, 2013), and was also carried out in collaboration
with Kelly as well as the global social marketing associations. The resulting publiclyavailable listings of academic courses and professional development opportunities are
now managed by the International Social Marketing Association (International Social
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Marketing Association, 2022). The insights gained from the survey revealed patterns
and needs related to geographic location and disciplinary contexts, and informed
components of an additional publication I co-authored with an international team from
the Global South (Cateriano-Arévalo et al., 2022).
Phase II Survey Methods: Environmental Social Marketing in the Pacific
Northwest
Present Research and Objectives. To broadly investigate environmental social
marketing in the Pacific Northwest, in addition to the case study research methods
described above, I also developed a quantitative online survey. My goal was to create a
practical instrument that could be adapted to serve as an evaluation tool for
organizations, while supporting my conceptual framework and building upon my
exploratory Phase I pilot research.
Sampling Frame and Distribution. The survey target population included
individual practitioners in the Pacific Northwest who work on environmentally focused
social marketing projects, and academics working more broadly within the social and
behavioral sciences. Purposive sampling was used to identify respondents. Survey
recruitment and distribution occurred from March 31 to December 31, 2021. The initial
launch was made through an announcement during the Pacific Northwest Social
Marketing Association’s (PNSMA) Spring Forum (which was held virtually due to
COVID-19), via a brief presentation I was able to make about the survey. This was
followed up by an email invitation sent out by PNSMA to their entire membership.
Emails were also sent to participants from the Phase I pilot research and concurrent
Phase II case study research, as well as other individuals encountered throughout the
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course of the research. Several individuals (particularly those from within the case study
agencies) were asked to share the survey invitation with their professional networks and
within their specific organizations. Periodic reminders were sent via email. The
Stormwater Outreach for Regional Municipalities (STORM) network also assisted in
survey dissemination, and I was invited to discuss the survey at their quarterly meeting
in May 2021 and their annual symposium in November 2021. STORM and PNSMA also
shared the email invitation as part of their periodic e-newsletters. Finally, I gave a
presentation in December 2021 at the PNSMA’s annual conference, SPARKS, during
which I provided an update on my research and invited the participants to take the
survey.
The survey was administered exclusively online through the web-based platform
123FormBuilder. Institutional Review Board approval through Antioch University New
England was granted in the form of exempt status in November 2020.
Survey Instrument and Key Study Measures. The survey instrument consisted
of a series of closed- and open-ended questions exploring respondents’ perceptions
about the use and support of social marketing as an innovative practice. It also
incorporated items related to perceptions about the social and behavioral sciences more
broadly. A systems lens was employed, modeled after macro-social marketing
frameworks (Flaherty et al., 2020; Kennedy, 2015, 2017) to segment key items into the
micro scale (the respondents themselves), meso scale (their organization), and macro
scale (the external environment).
The survey included a range of questions about respondents’ familiarity,
experience, expertise, and training in social marketing. It also investigated several
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social-psychological constructs such as norms and efficacy related to organizational
culture and practices which were in turn informed by systems theory (Checkland &
Scholes, 1990; Meadows, 1999) and the diffusion of innovations model (Rogers, 2003),
as described earlier in this chapter.
Existing validated survey instruments were identified, such as those that
measure perceived self- and collective-efficacy (Chen et al., 2001; Robertson Evia et
al., 2018), and used to adapt items for the present survey. Self-efficacy represented the
micro level of the system, whereas collective-efficacy represented the meso level. Three
efficacy items per level assessed respondents’ confidence in their ability to design,
implement, and evaluate a social marketing project, either on their own (micro scale) or
within their organizational unit (meso scale). Additional efficacy items on environmental
response efficacy (e.g., at the macro scale: ‘social marketing has the capacity to
positively address environmental issues in my geographic region’ and at the meso
scale: ‘social marketing has the capacity to positively address my organization’s
environmental stewardship goals and objectives’; 1=strongly disagree, 3=neither
disagree nor agree, 5=strongly agree) and organizational valence were incorporated to
explore respondents’ views about the benefit and value of social marketing.
Organizational valence was measured via the same 5-point level of agreement scale
and examined through two dimensions: non-monetary benefits (e.g., ‘my organization
benefits from the implementation of social marketing reputationally (increased
recognition, standing, etc.’) and monetary (e.g., ‘my organization benefits from the
implementation of social marketing by gaining increased funding’).
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Perceived norms included multiple items examining three different focal areas
concerning respondents’ perceptions about 1) the importance of and support for
integrating social marketing as well as the social and behavioral sciences within natural
resource conservation efforts (micro, meso, macro scales), 2) organizational culture and
practices (meso and macro scales), and 3) the influence of potential barriers and drivers
upon program success (systems scales not delineated). Items pertaining to the
integration of social marketing and the social and behavioral sciences were assessed
using a 7-point scale (1=not important at all to 7=extremely important). Items pertaining
to organizational culture and practices used a 5-point scale (1=strongly disagree,
3=neither disagree nor agree, 5=strongly agree). Items investigating barriers and drivers
used a 5-point scale (1=does not influence program success at all to 5=an extreme
influence upon program success). One item addressed relative norms by asking
respondents whether they believed their organization uses social marketing more or
less than other organizations.
To explore dynamic norms in the form of perceived trends regarding three
different institutionalization metrics (e.g., Requests for Proposals (RFPs), position
announcements, and current projects), respondents were asked whether they had
observed much less, less, more, much more, or about the same amount of the
particular metric over the past five years at their own organization (meso scale) and at
other organizations in the region (macro scale). Dynamic norms items also incorporated
“not sure” and “not applicable” response options.
Additional socio-demographic items included educational background and
disciplinary area, gender, location of their organization (US state or Canadian province),
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and type of organization (e.g. nonprofit organization, academic institution, private-sector
firm, or governmental agencies at the federal, state, and local levels). Survey responses
were anonymous, and it was optional for respondents to answer all items other than
three: 1) the electronic consent agreeing to take part in the survey, 2) their state or
province, and 3) the type of organization they worked for. The survey also included an
open-ended question at the end which allowed respondents to provide any additional
comments they chose to share.
To pilot the survey, a draft of the instrument was shared with key partners from
the Pacific Northwest Social Marketing Association, as well as points of contacts from
the case study agencies involved in Phase II. Their feedback and suggestions improved
the design of the survey; multiple iterations were created in order to develop the final
instrument, which is presented in Appendix F.
Analytical Approach and Data Analysis. Analysis was conducted in R (R Core
Team, 2021) and figures were produced using the package ggplot2 (Wickham, 2016). R
was also used to generate descriptive and inferential statistics, and Microsoft Excel was
used to create summary tables.
Inferential statistics were used to explore relationships between variables and
identify any statistically significant differences. Three items were used to assess
respondents’ perceived efficacy related to the carrying out of social marketing practices.
These items separately addressed aspects of their perceived self- (micro systems level)
and collective-efficacy (meso systems level) around 1) design, 2) implementation, and
2) monitoring and evaluation of a social marketing project. Respondents were asked to
rate their level of confidence, given sufficient organizational capacity and support, in
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their (i.e. micro systems level) ability and their organization’s (i.e., meso systems level)
ability to accomplish those three programmatic aspects. A 5-point confidence scale was
used to assess perceived self- and collective-efficacy (i.e., 1=not at all confident to
5=extremely confident). Two separate composite variables were created for the micro
and meso scales: a composite item for overall perceived self-efficacy (α = 0.94), and
perceived collective-efficacy (α = 0.95). Composites were created using only pairwise
complete cases, resulting in one respondent being dropped from the self-efficacy group
and one being dropped from the collective-efficacy group.
Paired samples t-tests were used to examine relationships between the efficacy
constructs and other aspects of the system. Two forms of perceived self-efficacy (i.e.,
respondents’ perceptions of their abilities both with and without the presence of
sufficient support and capacity at their organizations being specified) were compared,
as were the self- and collective-efficacy composites between the micro and meso
systems levels. T-tests were also used to explore aspects of organizational valence (i.e.
the perceived benefits of using social marketing) and levels of support for the integration
of social marketing and the social and behavioral sciences within natural resource
conservation efforts.
Finally, a Pearson Correlation was used to examine the relationship between
self- and collective-efficacy and the perceived norms surrounding respondents’
perceptions of their organization’s capacity (i.e., “my organization has devoted sufficient
resources and capacity to effectively carry out projects using social marketing”) using a
5-point agreement scale (i.e., 1=strongly disagree, 3=neither disagree nor agree,
5=strongly agree).
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Multiple Case Study Design
Case study research is ideally suited to address “how” and “why” questions
within settings that are contemporary and over which the researcher has little or no
control (Stake, 1995; Yin, 2018). Case study research follows systematic procedures
and is thereby differentiated from “popular” case studies or “teaching-practice” case
studies which tend to appear in the popular literature and in professional development
contexts (Yin, 2018). Case study research, while once considered an “obscure mode of
inquiry,” (Yin, 2018, p. xv), has become increasingly popular and respected as a means
of social science research (Elman et al., 2016; Ruddin, 2006; Yin, 2018). In case study
research, issues of reliability can be addressed by meticulously documenting and
maintaining a chain of evidence and developing guiding documents such as a case
study protocol and database. Procedures such as explanation building, developing logic
models, and exploring rival explanations can address validity (Yin, 2018). Further,
insights gained from case study research can apply to similar settings via naturalistic
generalizations (Stake, 1995), and “knowledge may be transferrable even where it is not
formally generalizable” (Flyvbjerg, 2011, p. 305).
Following Yin (2018), I established a case study protocol to delineate and guide
the research; it is presented in Appendix G. The overall “case” I investigated is the
process of social marketing’s institutionalization as an innovative practice, and it is
bounded geographically within the Pacific Northwest region of the United States and
Canada, and contextually through a focus on the domain of natural resource
conservation and environmental sustainability. Put simply, I was interested in how and
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why the Pacific Northwest had arguably come to be such a “bright spot” for
environmental social marketing.
Yin (2018) outlined a method of organizing case study research data according
to a descriptive framework, noting that a descriptive approach may be used to “identify
an overall pattern of complexity” (Yin, 2018, p. 172), which can in turn identify
explanations to be analyzed. This allows for a more flexible approach, as opposed to
some case study designs that are more positivist in nature (e.g., carrying out “pattern
matching” to investigate particular variables and seeking “theoretical replication” across
cases). Given that my Phase II research was limited to remote methods due to the
COVID-19 pandemic, I recognized the strength of the descriptive framework as it would
allow me to embed the theoretical components of my conceptual framework within the
mixed methods design. The quantitative survey provided a broader view of the
phenomenon I was investigating, while the qualitative interviews allowed me to explore
the specifics more in depth. The five levels of questions outlined in the case study
protocol—and the depths of inference they enable—range from surface-level to more
latent and conceptual, thus providing a sophisticated means of analysis.
Another strength of case study design is how it allows for results to be presented
in a variety of narrative formats (Stake, 1995; Yin, 2018). This method is consistent with
a systems approach; scholars advocating for more uptake of systems science to
address sustainability issues note that “qualitative methods may be used to elicit
narratives of system change, tracing for example, how chains of leverage may unfold in
a given system” (Fischer & Riechers, 2019, p. 119). Thus, I used a narrative descriptive
approach to present my findings while integrating elements of reflexive thematic
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analysis. This served the dual purpose of addressing my research questions about
social marketing’s institutionalization while documenting social marketing’s story itself.
Storytelling and narrative have been recognized as increasingly necessary parts of the
scientific enterprise (ElShafie, 2018; Gross et al., 2018; Maibach et al., 2007; Olson,
2009, 2015; Olson et al., 2013). Within the context of organizational change, Burke
(2018) emphasizes the importance of transformational leadership and makes the case
for the value of storytelling as a means of creating a basis for change.
As part of developing my narrative, I sought feedback from a subset of research
participants and others from the Pacific Northwest social marketing community on the
first section of Chapter VI (“Environmental Social Marketing in the Pacific Northwest:
Overview and Chronology”) in order to ensure accuracy of the historical account I
presented. I also shared a preliminary draft of Chapter VI with several individuals
associated with the focal case study agencies.
Chapter Summary
In this chapter I have presented the conceptual framework that guided my study,
along with a description of my two distinct research phases and the three studies that
comprised them. I also situated myself as the researcher and articulated my
positionality. Finally, I described my overall methodology and the methods I used for
each component of my research.
The following chapter will present the results and findings from my first study
linked to my pilot research: a broad inquiry into the challenges and opportunities facing
the discipline of social marketing as they relate to the concept of institutionalization.

124

125
CHAPTER IV: EXAMINING SOCIAL MARKETING PROFESSIONALS’
EXPERIENCES AND PERCEPTIONS ABOUT THE DISCIPLINE: CHALLENGES,
OPPORTUNITIES, AND INSTITUTIONALIZATION
Overview and Research Questions Addressed
In this chapter, I will address my first two research questions, the second
question stemming from my initial findings regarding the first question:
1) What do the perceptions and experiences of early adopter social marketing
practitioners and academics reveal about both challenges to and opportunities
for institutionalization of the discipline of social marketing in the domains of
environmental sustainability and natural resource conservation? and
2) What is the current global state of general social marketing education and
training opportunities, and what trends, challenges, and opportunities can be
identified?
Both questions will be explored qualitatively here; the second question is also
addressed quantitatively in the following chapter (Chapter V). In my concluding chapter
(Chapter VII) I will present a mixed methods synthesis, also incorporating findings from
my case study research (Chapter VI).
The findings in this chapter are based on a dataset of 74 semistructured
interviews, with results and analysis presented through a combination of domain
summary tables and reflexive thematic analysis, as described in Chapter III. These two
approaches, when taken together, reveal a broad array of topics and perspectives with
meaningful implications for the discipline.
Results and Analysis
Identifying Indicators of Institutionalization
Since my research investigates the concept of institutionalization, and I had been
able to develop a working definition by engaging with the literature, one of my first
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objectives was to examine how participants viewed this concept in practice. During my
pilot study, I explicitly asked people how they would go about determining whether
social marketing had become successfully institutionalized in a given organizational
setting, and if they could identify any specific metrics or indicators for assessing it. Table
4.1 provides on overview of their suggestions, categorized by topic and sub-topic, and
supported by representative interview data extracts.
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Table 4.1
Institutionalization Indicators
Indicator Type and Brief
Description
Requests for Proposals
(RFPs)
funded projects incorporating
and explicitly calling for social
marketing

Position announcements and
job descriptions/titles
incorporation of social
marketing language; positions
explicitly calling for social
marketing expertise

Language within policy and
organizational documents
presence and substance of
social marketing references
within formal and informal
policy, plans, and procedures

Representative Participant Quotes
“We are seeing it more and more show up in public sector RFPs where they're saying we want a
social marketing campaign, we want a social marketing philosophy, et cetera. So that's to me a real
indicator that we're getting some traction from that standpoint.” [P6]
“I would probably be looking at things like when people issued requests for proposals… did they
specify anything in there that would indicate that it is social marketing, the methodology, maybe the
word social marketing, but it could be the methodology that they use is either specifically social
marketing or pretty close to social marketing” [P56]
“I think in the contracting, too, it's how they write those RFPs. Are they using language from social
marketing? Are they asking for people with that expertise or willing to take that approach? And are
they constructing them with enough time to accomplish that full process and enough money? So yes,
how it's written and what the contents of it are.” [P10]
“I can feel that we are struggling getting a job because social marketing is not well known around the
world. So when you say “No, I am a social marketer,” people think that we are social media marketers,
which is something completely different. And I think that is terrible for us because we need to, I mean,
we're not working in the academia forever and ever, so not all people fit well for the academia. So we
need to look around for job opportunities. But when you are looking for a job, you can not see that
terminology, like “We are hiring a social marketer” or “We are hiring a social marketing specialist.”
[P83]
“The number of jobs being created with behavior change/social marketing type titles and descriptions.
Unfortunately, I think this might still be quite low.” [P50]
“Even in Australia and the US, we see very few people with a specific title in social marketing, like
professor in social marketing, associate professor in social marketing, or lecturer in social marketing.
There’s really few. Even in universities, people are not ready to allocate specific academic titles to
social marketing people, so it’s a barrier.” [P81]
“I think if I was looking at institutionalization of social marketing, you’ve got to look at policy
documents, you’ve got to look at annual reports, you’ve got to look at white papers of key
organizations, especially government and major NGOs, and look for social marketing to be mentioned.
You could look for behavior change principles that are associated with social marketing.” [P67]
“There may be policies that direct that programs of this sort be handled in a particular way. And again,
they may or may not say social marketing, but they may require that formative research be done, and
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Indicator Type and Brief
Description

Rules and regulations
Presence of formalized laws or
mandates calling for social
marketing or similar approaches

Education and training
availability and support for
formal academic coursework
and professional development
training

Quality and rigor
presence of and approaches to
specific practices (e.g.,
marketing orientation, use of
theory, robust evaluation, etc.);

Representative Participant Quotes
that serve some certain components that would then lead towards a social marketing kind of
approach.” [P56]
“It's not overtly called out in workplans or city policies to use this technique. So because of that, if [staff
members at organization with social marketing expertise] left tomorrow, I doubt there would be an
awareness of the benefits of continuing with social marketing.” [P25]
“Washington may be the most regulated state on the stormwater. And because of the state mandates,
and because a lot of it's based on desire to improve water quality for fish recovery, salmon recovery,
there’s a lot of regulation and a lot of measurables that the state requires local governments and
County governments to deliver on. And now some of those measurables it's expected that you'll do
some kind of social marketing type outreach.” [P25]
“One thing could be that you see more and more programs occurring, two is that it's institutionalized in
things like regulatory permits, like an NPDES permit, which is what we now have in Washington. I
don't know if we have that elsewhere.” [P1]
“The ultimate being, seeing those things at the level of the regulatory agencies or the ones that are
setting the regulatory requirements or the mandate for—because they're the ones, a lot of times that
are like, you need to show a change in knowledge and awareness.” [P63]
“Another potential indicator is that people are looking to hire people that have knowledge and then
people who are potential hirees are looking to obtain knowledge.” [P18]
“I would [want to] know if there is a curriculum that exists. Like there's competencies or there's a
curriculum that is not just some professor teaching one kind of class here and there, but there's
something that's written and that's there. […] So I’d say…what you want to see for institutionalization
in an academic setting is that….or even classes, like maybe are there classes that are like health
communication. So not a degree program, but just a class. So this could be like indirect way of kind of
assessing it, because it could be showing that there's some interest by the student body” [P53]
“They’re showing some investment in training and professional development of staff—ongoing, new
staff that come in are trained in the process, not just like, oh, I went to the workshop and then that's
how they do it. But they have some commitments to training, either sending people to trainings or
doing internal trainings or they're hiring people with those backgrounds.” [P63]
“The degree to which it's nested itself inside of either the state agencies or local governments has
varied considerably, and a lot of it was just due to who got trained and when.” [P4]
“The concept of a communications or marketing audit, is I think really critical for understanding
institutionalization of marketing within an organization. The more you see elements of marketing
throughout the planning process and throughout the implementation process, then to me, the more
confident I am that it's been institutionalized.” [P55]
“When you see an organization adopting the market orientation—that's when social marketing has
been institutionalized.” [P82]
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Indicator Type and Brief
Description
adherence to ethics, standards,
and benchmarks

Level of usage within
organizations
amount of uptake and
implementation within multiple
departments, across divisions,
etc.

Organizational capacity
presence of sufficient resources
(e.g., funding, trained staff, etc.)
and competencies (e.g.,

Representative Participant Quotes
“There should be some rigor behind how we [conduct formative research]. And so I think the thing to
be looking for is to what extent has that actually been institutionalized?” [P18]
“But really where the rubber hits the fan is in the committee that then reviews those proposals… they
didn’t have to call it social marketing, but they needed to have formative research, all the steps …
having people on the review panels even if they're not full time, if you have people, if you pay a
consultant or even have someone on staff who has that background. And you just bring them in for
that. That also is an indication that is embedded into the way they're doing it. It's not just that they’ve
got it in the RFP.” [P56]
“I think whether they do research with their audience is a huge metric on whether they're actually
doing social marketing. Then once they've done the research, how do they turn that into an
intervention? What do the elements of their strategy look like? So that right there I think is the core of
whether they're using social marketing—the research plus the strategy.” [P72]
“I think if you've got those things in place, a cadre of trained people, you've got standards of what
those people should be able to do, and then there are recognized sets of guidance documents, you're
all the way towards it. But I guess ultimately, the proof is in the pudding. Do people actually do it? Can
we visibly see these principles being applied in terms of good practice? … So basically, I think,
ultimately this is about the professionalization of a service. … You also need a set of goals
measures,… and then you also need a set of quality assurance measures for best practice.” [P73]
“That's pretty prevalent in [location]. I don't know if other cities are like this, but there's lots of public
health and environmentally oriented consulting groups that use social marketing a lot. And so now,
you know, here you have state departments knowing about social marketing too, which is pretty cool!
I'm sure that's not happening nationwide.” [P25]
“Even if you're not the person who's doing the research and collecting the data and being able to show
the policymakers, the decision makers, the data, you know, it's putting this stuff into practice every day
that institutionalizes it.” [P55]
“In natural resources, I haven't seen a single organization where across the organization it's become
part of the organizational culture.” [P4]
“I would say our public agencies putting out RFPs that mention social marketing, and are they then
creating campaigns and doing things using social marketing principles. The latter is probably harder to
measure.” [P6]
“We are, I think, one of the highest levels of social marketing in the world. The New Zealand
government has used it for a very, very long time.” [P69]
“Money is always a problem, people want to, or organizations want to, make a big difference but they
don't necessarily have or aren't necessarily willing to invest what's necessary to make it happen. I
don't know how many campaigns there have been, I would guess probably like 80 to 90% of social
marketing campaigns that are created out there just don't have enough funding behind them to have
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Indicator Type and Brief
Description
skillsets such as formative
research, evaluation, etc.)

Organizational setup and
structure
location and embeddedness
within organization

Decision-maker and
management support
awareness, understanding, and
approval by organizational
leadership and external funders

Representative Participant Quotes
the sustained presence—you need the dose response, the right dose—to get the response. And I
think way too often there's just not enough money. …the same problem comes up because of funding
that there's not enough money put into evaluation. Evaluation is always an afterthought—or not
always, but often—an afterthought. Things that might've been effective, we just don't know and we
can't use that as part of the evidence base to make the case for more funding. So I think that's another
outgrowth of the funding issue. I think that when the funders really understand how it works hopefully
they would be willing to invest the money that's necessary for that.” [P72]
“Is there designated funding or support for a social behavioral scientist, researcher, or somebody who
is either teaching those classes, conducting research in, or whose job is to be a practitioner of it in
some respect.” [P53]
“You've got people who would be overseeing the delivery of our program, who ought to have
behavioral science, social marketing degrees, and then sitting underneath them, maybe a number of
individuals who've had exposure to these concepts, whether it's through classes or workshops, et
cetera. But they're not yet at that same level, but they're getting direction from people who have a
higher level, right. And then finally that we've got put into place at the level of governmental and non
governmental agencies, clear expectations about guideposts that have to be hit before we allow, you
know, foundational money or taxpayer money to be spent and expect to design delivery programs.”
[P18]
“If they have a whole division, they have researchers or people, program planners, whose main role is
to work on social marketing programs…. So institutionalization, I wouldn’t look at just one grant that
came in for two years and then it's done and now ‘no more social marketing,’ but it's more kind of like
there's something there. It's in their mission. It's there in the organization. That they focus on behavior
change and that they look to social marketing help behavior change communication, whatever.” [P53]
“Where do the marketing and comms people sit? Are they on the board? Are they a full board
member? Or are they an officer two or three ranks down the line? And if they are, that tells you that
public organizations are not taking citizens seriously.” [P73]
“If it gets into an institution [but] it gets in the wrong place in the institution.” [P60]
“It's rare to find an organization that's not a social marketing company that's really built social
marketing into their structure.” [P72]
“When you take somebody who really gets it and really understands that social marketing is about
more than just education—because still, even in this region, you hear people talking about social
marketing and education interchangeably, they just don't get it—I think when you have somebody who
really gets it and can communicate that to management, that's some sort of magic that happens, and
you get this into something that can be sustained and really grow.” [P40]
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Indicator Type and Brief
Description

Career advancement
social marketing skills linked to
hiring and promotion
Publication and
dissemination
project outcomes are
documented and shared
Other potential metrics

Representative Participant Quotes
“So to be fully institutionalized, it's got to be institutionalized at the top of the level of
management…There has to be that buy-in and understanding from the top that are mandating the
behavior changes at whatever level. That would be the ultimate success.” [P63]
“I think what might be a missing piece is just the level of engagement and buy-in from our
management.” [P32]
“That you have the managers and the senior staff at an agency who buy into it and are now asking
their staff to do it. […] You need the managers to buy into it.” [P1]
“What's a metric to indicate that there is movement on this, I think, again, this is not a hard metric, but
from what I see from my angle is that realization that sort of a sense of urgency that we need to be
engaging people more and we need help doing that. And we're going to go look for that help or come
up with solutions for that help rather than just say we don't know how to do it, we’re just going to keep
sitting here and not do it.” [P50]
“Whether or not people are getting career progress in increments based upon their utilization of
behavioral science knowledge….that people are being promoted based upon this. So are our KPIs
directly tied into this body of knowledge?” [P18]
“[Agency] does work to publish a lot of its work, actually, the science. The agency does. They do try
and publish as much as they can—it helps the credibility…it just helps to have some of it published.”
[P41]
“I look at a marketing journal, that's talking about social marketing and you won’t see one article that's
referenced that’s in a public health or an environment journal.” [P55]
“If the faculty go to social marketing conferences or have subscription to the Social Marketing
Quarterly or the Journal of Social Marketing. Those are kind of indirect way of seeing if there is
support through some mechanism through those colleges or university.” [P53]
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Challenges Affecting the Discipline
Many of the institutionalization indicators identified by participants also represent
both barriers and drivers for the discipline. However, in asking participants the question,
“What would you say are the main issues, in terms of challenges and opportunities, that
social marketing faces as a field, that’s either keeping it from being successfully
institutionalized, or helping it to advance?” I was able to identify additional examples of
perceived challenges. Numerous participants discussed issues that relate to the
“identity” of the discipline, such as how it is perceived and how it is described. Table 4.2
provides a scoping overview of the topics and sub-topics linked to disciplinary identity.
Through the thematic analysis later in this chapter, I will draw from many of these and
discuss them in more depth.
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Table 4.2
Challenges Linked to Disciplinary Identity
Context

Representative Participant Quotes

Perceptions and Misperceptions

General lack of
understanding

“Second [challenge identified], but obviously, would just be the terminology. You say ‘I'm an accountant’ and
everybody knows what that means. You say, ‘I'm a lawyer.’ Everybody knows what that means. ‘I'm a professor.’
You say ‘I'm a social marketer’ and people don't know what that means, but I think we need to do a better job of
defining to ourselves what that means before we have any chance of defining to everybody else what that means.”
[P63]
“I think there are a lot of people who talk a lot about social marketing, but there are very few who really understand
it.” [P41]

Confusion with
social media

“I think the term itself, ‘social marketing,’ is really getting in the way, because it is consistently, as you know,
confused with social media and even looking it up in a standard search comes up with a lot of false results,
because you'll get tons of social media results.” [P43]
“The first challenge that I know everyone’s talked about is the term ‘social marketing’ and how it's not ‘social media
marketing.’ My personal opinion is that's a battle we already lost. Social media marketing is hella bigger than social
marketing and we lost that one.” [P50]

Perceptions related to marketing
“Those of us who were trying to do good work environmentally didn't have a real high respect for marketing and so
calling what we're doing ‘social marketing,’ first of all, had that ‘marketing’ bit in there.” [P56]
Negative views of
“Social marketing has an issue, which is, ironically its branding and the fact that a lot of people see marketing as a
marketing
dirty thing.” [P71]

Misperceptions of
marketing

“It's marketing based. And that, I think, is where the big challenges in social marketing is, this disconnect from
marketing.” [P79]
describing another professional’s reaction to misrepresentations of marketing in the social marketing community:
“…What you've just heard is poppycock. You've heard all about ads and you've heard about communication, but
marketing is not that. Marketing is products and price and placement, and advertising [promotion] is the tail that
wags the dog. [P51]
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Context

Representative Participant Quotes
“When it comes to human behavior, the behavioral sciences are just not at the same level as these other areas. So
donors don't take it seriously. Ministries of health tend to not take it seriously. People tend to just overlook the
natural starting point, which is before you do anything, go out and talk to the people that you're actually trying to
help and understand what a day in their life is like. But it's amazing to me how many times people just completely
skip over that step and they come in as these international experts thinking they've already figured out both what
the problem is and what the solution is.” [P48]
“I went to college in an era where social science really was [viewed as] fake pseudoscience, right, it wasn't ‘real
Perceptions related science’ because it wasn't ‘hard science’.” [P58]
“And natural scientists look at social scientists and say “that's not really science, you don't really even do science.”
to the social and
behavioral sciences [P9]
“The behavior change work and the behavioral sciences tend to be seen as this like squishy and really unscientific
discipline compared to like clinical service delivery, like training doctors and nurses and midwives, or building
hospitals and clinics and figuring out how to finance the health system. All those other parts of the pie are viewed
as like really technical, valid disciplines. And then when it comes to understanding what clients actually want and
need and listening to their concerns and generating demand for services and products, that's all seen as that soft
marketing communication stuff. It doesn't get the same kind of respect as a lot of other skill sets in global health.”
[P48]
“I think that there are a lot of people who maybe have heard of social marketing, but for whatever reason,
particularly in the US, aren't connected with it or don't see themselves doing it, and see it more as like a very
specific theory, rather than what I feel it should be, which is more of an all-encompassing term for all positive social
change marketing.” [P57]
Perceptions related “The word is, as I say, contentious and some people just don't like it. They see it as tricking people. You're not
to approaches
being honest with them. You're tricking them by your little slogan, your clever little slogan, because you know that
they like that, but that slogan really has nothing at all to do with clean water. Your slogan is just cute. So you should
tell them ‘clean water,’ you should talk to them ‘honestly.’ And social marketing is [seen as] kind of ‘not honest’ and
that bothers a lot of people. But those people—you know, I don't know what to say—they're just wrong.” [P60]
Cultural context
and diverse
epistemologies

“There are different conceptualization of what social marketing is and, therefore, even if you find courses that have
the name “social marketing,” that doesn't mean that what they are teaching is what the Anglo Saxon world
understands as social marketing.” [P85]

Perceptions related
to other disciplines
Other challenges
related to
perceptions and/or
misperceptions

“A challenge with the field of social marketing is sometimes being overly tied to certain methodologies and not
being as open and flexible to things like behavioral economics.” [P50]
“It's this whole scenario where it's challenging to kind of even look at and define the field when it’s sort of in the
shadows.” [P6]
“Too many people trying to restrict what social marketing is and what it means and whether you're using the 4Ps or
not, which I don't think is helpful. I think it's pushing more people out than it's pulling people in.” [P57]
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Context

Representative Participant Quotes

Language, Terminology, and Labeling

General issues and
observations

“I have a big pet peeve, which is the terminology issue, which just drives me crazy, to be honest. Because a lot of
our challenge relates to what we call what we do.” [P48]
“So there's a problem also if you just follow the labels, if you look [at] keywords social marketing, even in the
research literature, it's a peer review, does not necessarily correspond to what we mean as social marketers/social
marketing—it's beyond the definitions of the iSMA, ESMA, it's beyond also the benchmark criteria, it's how we apply
them, so the definition goes beyond that.” [P90]
“The few business schools out there that are offering similar things, they all call it something different, which might
be intentional from a branding perspective, but it doesn't really help our field if we're basically using the same ideas
and labeling them ten different ways. I just think that's confusing for people and doesn't help us with building out the
evidence based in the literature.” [P48]

Name “social
marketing” is
problematic

“Unfortunately social marketing definitely has a name problem.” [P5]
“The term has always been problematic. The right doesn't like the word “social” and the left doesn't like the word
“marketing,” so the extremes aren't really attracted to it.” [P60]
“It's a trivial thing that causes a lot of collateral damage I think.” [P27]

“Social marketing”
label is not
important

“What I found was it just confused people to call it social marketing, not just because of the whole social media
thing, but then they thought it was something special, like some special process and they needed to follow, when
really at the heart of it, it's good planning and program development. That's where you're going to get your best
results if you follow the social marketing process, framework, and you think about behavior changes in those ways.
That's where you're going to see your bigger impacts. So I don't care if you call it social marketing or not, that's just
how I want you ingrained in how you think about planning and developing your programs.” [P11]
“I don't think the label impacts the field as much as our lack of just doing good work and getting the work known.”
[P52]
“I don’t really care if people don’t call themselves ‘social marketers.’ It doesn't bother me. If they apply some of the
principles of evidence-based practice that I think we're espousing, that’s all I would want. I'm not in the business of
promoting social marketing as a phrase or as a discrete concept. For me, it's a useful descriptor umbrella under
which we can marshal best practice based on evidence and experience. It seems to me that's what it is to be a
professional in this field.” [P73]
“I think what's important for us to be thinking about is process and that what we call this is perhaps less important
than that we're able to arrive at a process that works well and has a body of supporting academic research that,
that allows practitioners to make informed decisions about how best to utilize different ideas and in what contexts to
utilize them.” [P18]
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Context

Intentional
avoidance of the
term “social
marketing” in favor
of alternate
terminology

Mislabeling

Inadvertent nonlabeling

Representative Participant Quotes
“We haven't really seen the use of the term in the United States at a level that it would be helpful for us to use the
term.” [P57]
“I’m like an evangelist [about social marketing] also but I don't always use the words ‘social marketing.’ I’m just
talking about basic principles around barrier identification, audience identification, using effective external points of
view, asking ‘what's in it for me,’ trying to get more into people's heads and out of our own. And that is a hard thing
to do, because there's probably thousands of people that are involved in this line of work.” [P43]
“When we're working with the public sector, which is what I do mostly, we tend to say we use traditional social
marketing process and we try to follow it as much as our budget will allow us to. But I've seen those same kinds of
principles talked about without saying social marketing—or I think because there is so much confusion about social
media versus social marketing, we'll just talk about behavior change campaigns and our planning process around
that.” [P10]
“I've actually moved away from just saying social marketing if I'm talking to someone who I don't think knows the
field, I'll talk about ‘social impact marketing’ or ‘marketing for behavior change’ without calling it ‘social marketing’
because I just want to be clear and I want to make sure they understand what I'm talking about.” [P72]
“One of the biggest challenges that I see is anyone and everyone can claim that they're social marketers. I feel like
having a more—and I know that's in the works—but a little more defined parameters around what does it mean to
be a social marketer, what are the qualifications and experiences and skillsets that you should have in order to be
able to claim that. Because as it is right now, people just claim, ‘I do social marketing.’ Well, I do social marketing,
and we see it all the time with firms, too: ‘We're a social marketing firm’ I'm like, ‘No, you're an advertising firm.
We’re social marketing.’ [P63]
“There's definitely a continuum of people who say they do social marketing too, that don't—to ones that do it well.
Having a code of ethics would help. I'm not sure it's going to solve the problem because I think firms are always
going to jump in and say, ‘Oh yeah, I do social marketing’ and do that, you know?” [P6]
“There's too many people who do not think about it as a marketing problem. They think about it as a
communications problem, who call themselves ‘social marketers’.” [P55]
“They say they do social marketing, but they don't.” [P29]
“I think when we talk about social marketing itself, I think that a lot of institutions and people actually engage in
activities that may qualify to be called social marketing, but it's not known as, or they don't hold job titles as, social
marketers, and therefore because of that state of affairs, it becomes a bit difficult to clearly say what it is, because
at the moment, people who are actually practicing social marketing do not understand that they're practicing social
marketing.” [P80]
“They might not identify that what they're doing necessarily is social marketing anymore. I know that some of our
staff here probably wouldn't pinpoint it as that.” [P17]
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Context

Linkage to “the
competition”

Funder-driven
considerations

Representative Participant Quotes
“I guess when we have the success of the behavioral economics, for instance, we have some interest in public
administration here, but very few creating units, modeling the UK Nudge Unit so, but in the end, if you look at the
perspective of behavior change or social change, we are doing the same thing, but using different labels, so these
people probably are using social marketing, but they don't acknowledge it. So I guess it is a branding problem.”
[P84]
I'm quite convinced having looked at social marketing, the evidence underpinning social marketing that you won't
find a paradigm of change that has as much evidence. Not only as much evidence, but evidence as structured, in
terms of systematic reviews for example, as you have with social marketing, than even in behavioral economics.
But yet behavioral economics has a lot more name recognition. Social behavior change communications, a lot more
backing from donors, I would argue in terms of big donors, right? UN, USAID [United Nations, US Agency for
International Development], you know, those types of things. And you have to ask yourself why is that? … So I think
the fact that there's so many, there’s this proliferation of different names for different approaches and lack of clarity
around what a lot of these things mean, then it dilutes overall the ability of social marketing to stand out and the
ability of us to make a case that we have a compelling product.” [P71]
“I think they'd [colleagues at international private sector firms] probably all say they do behavioral science or design
thinking now.” [P49]
“I think the major issue we have is we're not coalescing around a set of principles. …all of these different
organizations work under different principles. Some will say, “oh, we use social behavior change communications;”
“Oh, we use design thinking,” “Oh, we use social marketing,” “Oh, we use behavioral economics,” “Oh, we use that” …to what extent is this social marketing, yes or no?... this lack of clarity. Sometimes it becomes difficult to actually
know what is our unique selling point, what do we do? what we can we offer as social marketers that other fields
don't offer? And is it just a boom and bust sort of series of fads, we’ve got social marketing, now we have design
thinking, is it the same thing, but we call it different things? And I think to a great extent it's not, I think there are big
differences between these fields. So I think some lack of clarity then becomes, it becomes really hard for people on
the outside, let's say big funders for example. … all these competing demands on their time and they can't sit down
for a week and read about all of these different ways of doing things. No, they have to just go for the shiny thing or
they'll trust snippets of information. And so I think that is really, that's a barrier.” [P71]
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Exploring the Challenges Related to Institutionalization
Table 4.3 presents an overview of the three themes I developed through the
thematic analysis process, along with a brief summary of each and examples of their
associated code labels. The sections that follow provide an in-depth examination of
these themes.
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Table 4.3
Reflexive Thematic Analysis Summary Table
Themes and
Subthemes

Example Code Labels

Theme Summary

Theme 1: Conceptualizations of Social Marketing as a Discipline are Complex and Complicated
• Name (and/or lack of shared terminology) is problematic
• Name/label doesn’t matter
• Inadvertent mis-labeling or nonlabeling
• Intentional nonlabeling (active avoidance of term “social
marketing”)
In considering challenges that could
Subtheme 1.1
• Linkage to process and approach
potentially threaten the discipline’s ongoing
Language and labeling
• Linkage to funders’ preferences/norms
development, participants shared a wide
affect conceptualization
• Linkage to awareness and understanding
range of views that centered on how the field
• Linkage to cultural context
is conceptualized, revealing a high degree of
• Linkage to “the competition”
complexity. It became clear that a consensus
is far from evident about the degree to which
• Adjacent and overlapping terminology/disciplines
some of the issues may or may not be
Subtheme 1.2
• Connection to quality and rigor
problematic; for instance, the issue of the
Perceptions and
• Confusion with social media
name of the field and terminology associated
misperceptions abound
• Perceptions surrounding marketing
with it. Conceptualizations also varied
and impact disciplinary
according to sociocultural and
identity
epistemological context, with participants
Subtheme 1.3 Fuzzy
• Relationship with the social sciences
from the Global South discussing issues
disciplinary boundaries
• Overlapping and adjacent disciplines and sub-disciplines
related to equity and diversity in the field.
(e.g., behavioral economics)
Subtheme 1.4
• Differences between Global South and Global North
Diverse sociocultural and
• Diversity, equity, and inclusion (DEI) considerations and
epistemological contexts
perceptions
Theme 2: Education and Training as a Key Upstream Driver
Subtheme 2.1 Education
and training is valuable
and necessary

• Value and need for both formal academic coursework and
professional development opportunities
• Linkage to quality and rigor in practice
• Pedagogy/approach to teaching (value of cross-disciplinary
engagement)
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Participants highlighted the importance of
formal education and professional
development training, linking it to other
factors affecting the ongoing
institutionalization of the discipline and the

140
Themes and
Subthemes

Example Code Labels

Subtheme 2.2
Complicated
academic/practitioner
dynamics

• Problematic disconnect between theory and practice
• Tensions between academics and practitioners
• Existence of supportive partnerships and collaborations

Subtheme 2.3
Need exceeds supply, but
demand varies

• Decisionmaker/administration awareness and support
• Student demand linked to job market and professional
opportunities
• Institutional capacity and systemic issues
• Accreditation as a leverage point
• Internal “champions”
• Conducive or prohibitive system structures (e.g., policies
and procedures, etc.)
• “Bright spot” integration success stories range in application
and replicability

Theme 3: “Culture Eats Strategy for Lunch Every Day”
Subtheme 3.1
• Structure and setup of organizations
System structure and
• Policy and procedures
norms matters
• Laws and regulations
• Capacity (skills, funding, training, etc.)
• Collaboration and partnerships
• Variation in uptake across and within organizations
Subtheme 3.2
• Management and decisionmaker awareness and support
Exceptional leaders make
• Characteristics and actions of champions and opinion
a difference within and
leaders
across systems levels
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Theme Summary
overall needs of the field in general. In
examining formal academic settings in
particular, it was evident that contexts vary
significantly in terms of presenting barriers to
the integration of social marketing content.
Further, participants described numerous
factors that affect demand for education and
training; these also varied according to
context.

While participants were from multiple
organization types (e.g., government
agencies, academic institutions, nonprofit
organizations, and private sector practitioner
firms), their accounts of implementing social
marketing within their specific settings
revealed commonalities in terms of which
organizational culture elements were barriers
and drivers to the ongoing institutionalization
of social marketing.
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Conceptualizations of Social Marketing as a Discipline Are Complex and
Complicated
The current state of how social marketing is conceptualized both within and
outside the discipline has significant implications for its ongoing institutionalization. In
practice, conceptualization is multi-faceted, and the four subthemes outlined in Table
4.3 are distinct yet interrelated.
A significant amount of variation exists in the language, terminology, and labeling
used to describe social marketing in relation to what it is and how it is carried out.
Research and practice that is consistent with social marketing principles are often
mislabeled, or not linked to social marketing in the first place, as pointed out by P84:
[I]f you look at the perspective of behavior change or social change, we are doing
the same thing, but using different labels, so people probably are using social
marketing, but they don't acknowledge it.
Multiple participants referenced this disconnect, using nearly the same
descriptors such as “They don’t always call it social marketing” [P87], “They don’t
always call it that” [P9], “We don’t necessarily call it that” [P6], and “They all call it
something different” [P48]. A notable number of participants described how they learned
of the existence of social marketing only when others pointed out that their work fit its
framework, such as the case with P76: “Somebody said to me, you know what you're
doing—you’re doing social marketing!”
Interviews revealed a range of alternative terminology used to describe social
marketing and the domains it is situated within and alongside, including “behavior
change projects” [P7], “positive social change marketing” [P57], “social impact
marketing or marketing for behavior change” [P72], “marketing for social change” [P17],
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“social change” [P69], “social and behavior change” [48], “social behavior change
communication” [P89], “health communication…community-based prevention
marketing…[and] community-based social marketing” [P53], “social determinants of
health” [P55], “development communication” [P87], “corporate social marketing” [P86],
“community program development planning or community based planning” [P11], and
“behavioral science or design thinking” [P49]. Some participants described the shifting
terminology used by funders, for instance according to P15, “What's interesting is I see
more the words ‘barriers and motivators’ than I'm seeing, ‘We're doing a social
marketing project’” while P48 noted that “USAID keeps changing the vernacular,” and
P63 described a specific observation:
Increasingly there has been an evolution in the way that people are asking for it.
[…] I can say with certainty that there has been an evolution in the language
that's used and the criteria since at least from 2007 to now—for example, we're
seeing a lot more very specific references to behavior change now. Or there’s
social norms a lot.
Participants also pointed out that the lack of labeling efforts explicitly as “social
marketing” was often inadvertent, but in many instances, conscious and deliberate. The
reasons behind both of these conditions are linked to additional factors related to the
perceptions and misperceptions surrounding the discipline as well as the basic levels of
awareness about it. Addressing the term “social marketing” itself, P77 referenced the
complexity of the discipline and commented “It sounds stupid to start by saying, I think
the name’s wrong, but it's kind of fundamental to what we're offering. … I think social
marketing has a problem because the label has to encompass so much.” As P26
described, “The name I think is a barrier. Maybe it wasn't when it was constructed, but it
is now.” Many considered the name to be problematic due to its pervasive confusion
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with social media, or as P51 put it, “Social media marketing has taken the brand.” This
has practical repercussions, as indicated by P6:
Social marketing came before social media, but now you can't differentiate on it
because you type in “social marketing” on any Google search, you don't get
social marketing, you get social media, social media marketing and whatever. …
It's not going to win with social media out there, it's just not. [P6]
Numerous participants cited specific examples of the impact of this confusion; as
one academic noted, “There is a disconnect when you get to a big business school, you
ask about social marketing and people tell you about social media and it's not one staff
member, it's three, four, five, independently. There's a problem.” [P71] A practitioner
described the issue similarly: “Something about the term doesn't resonate with a lot of
people I think because they assume that it has to do with Facebook.” [P17] This reality
is one reason some academics and practitioners actively avoid using the term “social
marketing.” One practitioner noted, “Because there is so much confusion about social
media versus social marketing, we'll just talk about behavior change campaigns and our
planning process around that.” [P10]
Also affecting the conceptualization of the discipline are the unavoidable negative
perceptions about marketing itself. Many participants brought this up as a challenge,
and a subset of these cited this as the specific reason they and others don’t use the
term “social marketing.” This was common across disciplines and locations, with
participants sharing observations such as “A lot of people see marketing as a dirty
thing,” [P71] “they hear marketing and they think of it as a pejorative,” [P23] “Marketing
is still deemed as an instrument for capitalists,” [P90] and simply put, “People don't like
the word marketing;” [P59] “They hate marketers.” [P89] Also cited as problematic were

143

144
the fundamental misperceptions about marketing itself as a discipline. As one veteran
practitioner in the field described it:
I think that it's very difficult for people, and especially academics, to trust things
like marketing, because historically it's been seen as selling. When people say
marketing, they think of selling, and it's nothing like that at all. [P79]
Multiple participants highlighted the benefits and effectiveness of marketing while
at the same time lamenting the stigma associated with the term, such as P55 who said,
“the ideologies and ethos of a lot of people in public health is just so anti—I'll put it in
quotes—marketing, unquote, that they just don't see the value of their skills and
techniques.” As another participant noted:
[T]hey [program designers] need to do measurement, outcomes, theory,
evaluation, value exchange; these are the things that are missing [from many
existing behavior change initiatives], these are the things that marketing
contributes. [P69].
One participant made an attempt to reconcile the perceptions about social
marketing with its utility by likening marketing to a hammer:
[A] hammer can be used to bludgeon someone over the head, or it could be used
to build a house. It's not inherently good or bad, it's just a methodology for putting
forth something to make it as appealing as possible and thereby change
behavior. [P23]
The multiple dimensions of confusion about the discipline itself—as linked to
terminology and (mis)perceptions—has led to fuzzy disciplinary boundaries. One
practitioner noted an overlap of social marketing with “user-centered design, and
behavioral economics, and behavioral sciences, and social science.” [P50] Several
participants shared examples of the social marketing label being misattributed as a
result. P69 said, “When I’m working with practitioners …they’re using ‘social marketing,’
but not knowing what it is and so therefore basically doing health promotion and
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education, and then wondering why it's not effective.” Another observed, “You have this
tendency of people in government to use social advertising and they think they are
using social marketing, they think they are using behavioral science.” [P84] One
participant highlighted the relationship between social marketing and the social sciences
in particular, noting that “making it understood that it's part of the social science that we
do to change behavior is the part that has not been really mainstream.” [P24]
These types of scenarios were viewed by many participants as problematic, as
articulated by one academic:
I’m astounded at the amount of people who see the word “social marketing” and
think it means social impact of societal welfare, but they don't get the behavioral
change component to it. Or they see “social marketing” and they think “social
media marketing” and they think “communication only” and “digitized
communication only,” so I do think that's an issue out there. That's an ongoing
debate within the field as well. But I see that on a day-to-day basis, like on a
weekly basis. [P75]
The “ongoing debate” referenced by P75 and others is exemplified by the view by
some participants that terminology is less important than the process itself and
disseminating outcomes; P52 shared this perspective: “I don't think the label impacts
the field as much as our lack of just doing good work and getting the work known.” This
was echoed by other participants who stated “What I care about is not the label … it
doesn't matter to me as far as we can promote an ethical approach to behavior to
change” [P90] and “They don't need to know it’s social marketing. They just need to
know there's this powerful new way to bring about change.” [P51]
Others stressed the problematic nature of the overlapping and indistinct
disciplinary boundaries and how this has a negative downstream effect upon the
discipline of social marketing’s unique identity:
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I think the fact that there's so many, there’s this proliferation of different names
for different approaches and lack of clarity around what a lot of these things
mean, then it dilutes overall the ability of social marketing to stand out and the
ability of us to make a case that we have a compelling product. [P71]
One participant described an additional and unfortunate downstream effect of
social marketing’s “name problem”: “We have lost some people who would have been in
our tent, if they had felt more comfortable with the name of the tent.” [P56]
Another aspect related to the conceptualization of social marketing is centered
around the sociocultural and geographical contexts in which it occurs, as well as
perceptions regarding the field’s relationship with diversity, equity, and inclusion (DEI).
First, participants from Global South countries made it clear that social marketing is
conceptualized differently in these settings as compared to those in the Global North,
and this is related to the history of social marketing as well as differences in language
and terminology. One participant shared a multifaceted distinction tied to historical
circumstances:
[A] region is not only based on geography, and the differences in Global North
and Global South are not only measured based on geography, it's about the
colonial past. It’s about the current problems, it’s about the cultural environment.
In Latin American countries, we have indigenous communities, we have Latin
Americans. … So we have different needs, we have different context, we have
differing histories. And our trajectories to development, our struggles for control
and to emancipate ourselves and to solve our own problems, make us different
from the Global North. …we don't have the same needs as the associations in
the Global North. …we are very different. [P85]
Relatedly, power dynamics affect how social marketing is experienced and
viewed by those in the Global South. The manner in which some from the Global North
have approached social marketing efforts in Global South settings was addressed by
several participants. One noted:
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[T]he biggest challenge I find is that at places like [international funding agency]
we’re dealing with bureaucrats. They want to tick boxes and then they’ll know
they've done their job. But when I'm dealing with human beings and I'm working
on the ground, I can see suffering, poverty, all of these things, and those boxes
don't just do it. [P79]
Another further described this disconnect: “The donors and multilateral
institutions come into [location], and they have their own mindset, but they do not
understand the context or the circumstances in which these [behavioral decisions] are
made.” [P80]
Also, participants from multiple countries described Global North/Global South
power relationships at play within several aspects of the social marketing community
including the associations, conference venues, publishing models, and also related to
how knowledge is generated. One noted, “There are very limited opportunities for other
people [from the Global South], for newer faces and from people who could bring a
different perspective on how things could work.” [P85]
Global South participants especially highlighted the fact that social marketing is
not “new” in their countries due to it being unlabeled and unchronicled. P87 put it
bluntly,
[Y]ou guys in North America and Australia and Europe and the rest of the
world—you're just catching on, coming up with your textbooks now and your
associations, when in fact we have been doing it. … we have lived social
marketing firsthand—we may not call it that, but we are doing it. [P87]
Another participant drew a similarly clear distinction around the level of
awareness and uptake of social marketing by some Global South countries, noting that
they
[don’t] have to be convinced about social marketing…[they] understand, value,
and they support social marketing efforts at the national level too … they have no
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confusion about what social marketing is and can do, the problem is in the
developed world, the developed countries. [P82]
Multiple participants from several countries expanded upon the challenges
stemming from social change efforts in their regions being “hidden” for so long, due to
the work not being labeled as social marketing or not being documented by those who
carried it out within their countries. P85 attributed this to the fact that “not so many
people from the Global South have the possibility of writing in English and in
contributing to knowledge, because our needs are different.” Another participant from a
Latin American country articulated this reality further:
[D]uring 20 years or 30 years we did many things about social marketing without
knowing that we were doing social marketing! So the problem is that we never
systematized our knowledge, and we never systematized our experience in
English. We did many things in Spanish, and we did things well in Spanish, but
the problem is that everything in social marketing is published in English. So now
I feel that there is a big gap in terms of communicating what we did well. So it
seems like we don't know, in the South, we don't know anything about social
marketing because we ignored many things, but it's not like that. … [W]e have a
lot of experience working with the population on the ground, and there have been
many social movements working with people….the problem is that we need to
bridge the gap in terms of accessing English publications, English academics, or
many things…written in English. [P83]
Several participants from the Global South described an “academic culture
shock” when studying social marketing in Global North settings, due to the Westerncentric presentation of the discipline and examples of practice, and the fact that the
dominant literature was from Anglo-Saxon sources. They noted that differences related
to language and terminology reflected how the discipline is described and perceived,
and pointed out that the much-cited confusion with social media is not an issue in nonEnglish-speaking countries. Thus, exploring the lived experiences of participants from
the Global South makes it clear that the ways in which social marketing is
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conceptualized absolutely have the potential to impact multiple dimensions of the field’s
institutionalization.
Finally, many participants from North America discussed diversity, equity, and
inclusion (DEI) initiatives in relation to social marketing’s conceptualization, making it
clear that perceptions about how the discipline addresses and integrates DEI have the
potential to affect the discipline’s institutionalization. How social marketing is described
and carried out impacts perceptions both within and outside the discipline. Several
participants noted that audience stakeholders and partners showed aversion not just to
the term “social marketing” itself, but to how formative research methods were
described and carried out, regardless of whether and how effectively racial equity was
being centered in the process. As P11 put it, “Words do have a lot of power;” they
shared:
[I]n describing the programming or describing the social marketing framework—
while in my mind it fully engages voices at the beginning—[but] by talking about it
as a ‘prescribed framework,’ that automatically shut down people and so they
couldn't hear it and it became yet another framework dreamed up by academics
that ‘does not listen to me.’
Another participant acknowledged that challenges exist in this area and the field
is actively attempting to address them: “Being equitable requires distinct strategies and
involving those communities early on in the planning, and that's an emerging thing in
this field. It's not completely figured out.” [P6] Multiple participants highlighted social
marketing’s focus on priority audience research and segmentation as being an ideal
opportunity to genuinely integrate DEI initiatives:
Are we doing it equitably? Are we looking at who is the most impacted? Who has
been traditionally underserved by government? That helps us segment our
audience. Are we choosing topics to work on that affect our communities of color
because they also are experiencing health disparities and are we doing it in a
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way that we're using relevant data and providing services in a culturally
appropriate way? [P2]
Many participants expressed pride in how their organizations are addressing DEI.
According to one, “We're getting more clear–especially as we zero in on race and think
about how to develop programs that are really mindful of the communities that we are
serving–that each project potentially is its own project…because you're talking about
different audiences.” [P7] Another shared, “Our agency is really focused on DEI,
diversity, equity, and inclusion, and bringing that into the way that we think about our
work and the way that we do our work.” [P42] Participants specifically referenced
participatory process and co-design, such as P7 who stressed that the process should
not be uni-directional but rather more of a partnership with priority audiences: “It's about
going and working with the community, learning from them and letting them guide.” One
participant described how a private sector firm they partner with was overhauling its
survey methods “so it can be designed better and be more inclusive and more diverse
because they've had such frustration with getting good representation.” [P38]
Considering these subthemes together reveals a great degree of complexity in
terms of how social marketing is viewed and positioned, which is in turn compounded by
the complicated nature of participants’ experiences and perceptions.
Education and Training as a Key Upstream Driver
Formal academic coursework and professional development training in social
marketing are critical upstream drivers of the field’s institutionalization. Education and
training was viewed by participants as both valuable and essential, but also lacking in
availability and accessibility. Issues linked to supply and demand are complex and
reveal multiple challenges at play.
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My opening question inviting participants to share their social marketing origin
story served as more than just an icebreaker. In explaining how they were first exposed
to the field, most also shared how they were trained in its methods. The majority of
participants learned social marketing through professional development workshops and
on-the-job training; many fewer learned through formal academic programming. Of
those who had taken courses at an academic institution, the majority were at the
graduate level, with only one person (out of 74) having had an undergraduate course in
social marketing. Also, all the participants with formal coursework in social marketing
during their graduate training were from the field of public health, whereas most of the
participants working in environmental practitioner settings received training in the form
of workshops. Participants made it clear through sharing their experiences and opinions
that they felt more education and training opportunities are necessary, and they also
articulated the value and need.
At the basic level, the availability of education and training opportunities provides
much needed exposure for a field that is still not widely known, as pointed out by P87:
“By teaching social marketing at least people will now recognize that there is a discipline
named social marketing.” Further, several noted the value of social marketing as an
alternative to commercial marketing, such as the participant who shared their
observation that “young people that I’ve talked to coming through definitely are more
interested in what we do in behavior change than going off to a big company and
flogging credit cards” [P68], and another with a similar story:
I have had so many students come through and say, “Oh, thank goodness I took
your course. I’ve got this marketing degree, but all I want to do is do good. I don't
want to sell things, I want to change the world, and this is the first time someone
has introduced me to something where I don't have to sell toothpaste, or you
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know, whatever.” And so, in that sense, I think we are helping the future
businesspeople to steer even further away from profit for profit’s sake. It is really,
really important for students to be exposed to something beyond economic
growth at all sake and, especially, looking at sustainability. [P69]
These sentiments support the view that “there is call for teaching a critical
perspective of marketing and its role in society.” [P77] Other participants touched on the
current level of availability of academic coursework and perceptions about the
discipline. As one participant from the United States observed:
I feel like not enough schools are teaching social marketing, whether it's through
public health schools or business schools or other schools. It's just kind of a
smattering of courses around the country and it's not really seen as a bonafide
discipline that all public health schools teach or all business schools teach. [P48]
As one academic stated, “It's patently clear that people want to learn how to do
this, and we don't have enough program offerings on the planet for it,” [P65], a view
backed up by a practitioner: “I feel like it should be in graduate environmental programs
and public health programs and public policy.” [P25]
One participant made the explicit connection between social marketing education
and improved outcomes for the discipline:
I think it's very, very important. There is no discipline that is formed without
having proper curriculum and trainings and programs, so if this is to go forward,
we need to make sure people or institutions develop that, especially [since] it's
already being practiced and I think once people are trained, in an academic
sense or professional sense…even the design and implementation of social
marketing programs will be more effective than they are today. [P80]
This effect of training upon the ultimate quality and rigor of social marketing in
practice was discussed by many participants. In one example, a practitioner observed
that:
A lot of the outreach and education folks aren't really equipped to do what is
actually at least quasi-scientific work that goes into a social marketing campaign.
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There's this kind of assumption that we just need to make something kind of
splashy and exciting and colorful, and that is social marketing. [P41]
As another summarized it, “The barrier is not about content, it’s about expertise.”
[P22]. Thus, effective education and training not only enables positive outcomes in the
work that practitioners carry out, but have the potential to address the many
misperceptions that abound about the discipline and the resultant confusion about
disciplinary boundaries. This multifaceted concept also links to pedagogical approaches
to teaching social marketing, as discussed by several participants. Some participants
described best practices for academic settings, such as:
If students are instructed to develop plans and campaigns and evaluation plans
and so on, they should be able to actually implement them and then evaluate
them, so we need to connect the thread, and make sure that we are really
developing something good for the communities. [P90]
Another participant suggested that “the trick to teaching social marketing is to
teach it as part of a broader context,” [P77], which was directly experienced by another
participant:
One of the valuable things that our professor did was weave social marketing into
the program. So we actually had an entire ten-week class on social marketing
and we had to partner with community-based organizations and conduct a social
marketing project for them.” [P27]
Conducting these “real-world” projects through service learning opportunities built
into the curriculum was highlighted by several as an example of social marketing having
the capacity to bridge the gap between theory and practice. One participant suggested
that the issue of social marketing pedagogy is currently underrepresented in the
academic discourse: “it would be nice to start hearing a serious discussion among
academics who teach social marketing. I mean you don't tend to hear that at the
conferences.” [P87]
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Social marketing pedagogical approaches directly link to the complicated
dynamics between academic and practitioner settings and the interface between theory
and practice. Many participants readily identified this area as posing a challenge to the
discipline’s ongoing institutionalization. However, a striking polarity exists between
viewpoints, and a degree of tension between academics and practitioners is evident. On
one hand, many cited a disconnect between the academic and practitioner
communities; as one participant succinctly put it, “I would call it a chasm.” [P55] As
another observed: “There are those that think and read and plan and talk, and there are
those that do, and the two aren’t intersecting enough.” [P65] This sentiment was echoed
by P73, who also alluded to systemic issues playing a role: “The capacity such as we
have it in practice and academia is not as kind of joined up as it should be. I don't think
that's anybody's fault. I think everybody's pressured in their own way.”
Participants described this disconnect in terms of theory being inaccessible
and/or inapplicable in practitioner settings. P57 observed that “sometimes the research
that happens at universities just is not at all what's happening in the real world.” One
practitioner added, “I'm afraid a lot of it is based in theory and very little is really
experienced on the ground.” [P79] According to one practitioner, the case studies found
in textbooks are “like the romcom…it never actually happens that way.” [P29]
Some participants also made reference to publishing and disseminating
outcomes, which differs between the two settings. Academics are concerned with
publishing in the peer-reviewed literature, which does not always reach practitioners
outside of education and training settings. Further, as one participant observed,
practitioners are “doing [work], but they're not necessarily going to be publishing about
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it…They just do it from a perspective of just running a project and then moving on.”
[P53] One practitioner bluntly noted, “I couldn't care less about publishing in the
journals.” [P40] Thus, these circumstances create another form of disconnect between
the communities.
Several participants described the challenges they experienced after attending
professional development training workshops or conferences. As one practitioner said,
“The theory gets it, we all understand the basics but to actually turn that into application
there’s a gap there;” [P7] another shared: “I’ll listen to one of those 15-minute speed
talks and I'm like, ‘How do I use this?’” [P50] Some practitioners offered suggestions for
academics such as: “You have to put in a lot of time working with humans to boost your
game. You can't go from academia straight to research without doing a lot of face-toface human time,” [P16] and “There’s a certain point you have to stop the research and
actually try it.” [P6]
On the other hand, multiple participants described the opposite condition - where
collaborative and productive partnerships exist between the social marketing academic
and practitioner communities. Further, numerous participants referred to themselves as
“pracademics,” with some having worked in both academic and practitioner settings
sequentially, and some preferring the term based on their current role allowing them to
work in both settings simultaneously. One account of a “pracademic” was offered by a
participant:
I think there definitely are academics, there are practitioners, and then there's
this fuzzy middle of a lot of people who do both. And I like that. I like that the
people who are doing the research for the most part are really looking towards
how do we use this information in the real world. They're creating campaigns and
testing them and actually doing social marketing at the same time that they're
doing their research. And practitioners I think could do more research. But I see a
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lot of intermingling of both sides of it and I think that's a good thing. I don't think
that people stay in their little bubbles. [P72]
Another participant shared the following positive observation:
I see this a lot, say, in planning theory—you read these papers on the theory of
planning and they come up with these models or frameworks and this would
never work in real life. If you gave this to your practitioner they would not be able
to do anything with it. That's a good thing about social marketing, there tends to
be a close connection between the academics that are studying or doing
research in an area and the practitioners. [P61]
These divergent perspectives have not gone unnoticed by many in the social
marketing community. One participant from an academic setting shared a particularly
personal account:
The legitimacy of academics in a practitioner world, where practitioners, well, in a
business school, industry views academics as ivory tower, they're good at theory
but they don't do any real work, and they're behind, which is obviously the
opposite of how we view ourselves. …That perception that academics are not
practical and can't do real work in the area. And so what we have to do as
academics, I have to prove myself all the time. From an academic standpoint,
that trust, that legitimacy, is the biggest challenge. …We have reasonably
negative views of one another as being essentially stupid, for whatever reason.
And that's a massive challenge. [P69]
Another participant offered a similar sentiment and provided a nuanced view from
the standpoint of a practitioner:
I think there are for sure a lot of researchers or people who are situated in
academic settings that are more amenable to the realities of practice. And then
there are some that are just committed to the laboratory environment. And that's
fine too. I think there are both. I think the idea that academics don't get it and just
can't collaborate with practitioners is toxic and not true, but of course it's true in
some scenarios. [P62]
Thus, this undercurrent of tension in and of itself has the potential to impact the
discipline, particularly as it relates to how the teaching of social marketing – is
approached and carried out.
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While the value of and need for social marketing education and training is clearly
apparent, the issue of demand is more nuanced, as it is situates within multiple systems
levels and is affected by numerous interrelated factors. First, much of the demand for
academic programming stems from students, and is in turn driven by the job
opportunities available after they graduate. One participant observed, “We are
producing a good number of potential professionals but they're facing a roadblock in the
market,” [P82] which was expanded upon by another:
A lot of them are going to struggle to get a position...there's almost an oversupply
that's actually been driven on the supply side by the institutions. Because they
feel they can fill those places, students want to study that stuff. But I think there
needs to be somewhere for them to go. [P73]
P82 shared a more personal account of their students’ frustration:
They’re excited from the course I teach and this is true for many other faculty
members. And then they go [to online job sites], and they put “social marketing.”
What do they get? Social media, first of all. They don't get social marketing jobs,
then they come back to me and say “[Professor], you got us excited but there's
no jobs, how do I earn my money? Why should I complete my undergraduate
and master's degree and then land up being homeless and jobless?”
While multiple participants discussed the problematic lack of jobs labeled as
social marketing, others shared success stories as well as challenges they encountered
in establishing social marketing educational programming at their universities. Several
who had created courses or entire programs conducted comprehensive “outcomesfocused” [P65] cost benefit analyses and delineated a “competitive advantage” [P70];
P90 described their process:
It came from a need from the market, so we analyzed, we scoped the global
market, we understood the market, the needs, the demands of the regional
population, student population, and then we offered this [social marketing
programming].
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Participants familiar with academic settings shared numerous other challenges
focused upon limited institutional capacity, burdensome policies and procedures,
extended timeframes, and lack of administration support. One participant described a
scenario where:
Everyone's trying to squeeze their own favorite topic into the curriculum, and so
when you've only got X number of hours of graduate credits what suffers is that
no topic gets more than a couple of weeks’ worth of attention, unless you're in
statistics or epidemiology. …[W]hen you're talking about school curriculum… it's
like, well, and what are you going to throw out of the curriculum in order to
accommodate that, you know, we can’t expand the length of the day. [P55]
Another participant brought up budgetary constraints:
[T]he bottom line is for any given unit on campus, you can be philosophically
supportive of something, and you're going to lose money doing it. Potentially, not
always. It depends on the structure, but there's a whole other layer with a really
tight budget. [P23]
This disconnect between what faculty may want and what administration can and
will support often centers around financial issues, and was linked to broader critiques of
the university system itself:
Most universities now, particularly in the developed world, neoliberal policies
have been adopted, so we academics are facing funding cuts. It’s part of our
responsibility to demonstrate that we can attract funding.…[Y]ou can see that
university management people view universities as a commercial entity. [P81]
Others brought up the fact that academic programming must adhere to certain
standards, which themselves are part of a system with its own constraints: “It's the rules
of the accreditation body that determine what classes and professors each of those
programs are looking for.” [P52] The process driven by the accreditation bodies to
revise and update the standards–for instance, to incorporate specific references to
social marketing–can take as long as five or ten years, representing a further challenge.
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However, participants pointed out that social marketing principles and academic
competencies are already consistent with existing standards:
As sustainability and climate change creeps more into the curriculum and you
want…the accreditation, that “thought leadership” and the “societal impact” and
the “stakeholder engagement.” All of those standards for accreditation dovetail
very well with social marketing, its behavioral perspective and it being part of
multi-disciplinary offerings or part of courses that aren't as traditional career
orientated. [P75]
Exploring the experiences of “bright spot” participants—i.e., those who were able
to establish social marketing programming and/or continue to offer it at their institutions
despite the multifaceted challenges in place—revealed three commonalities. First, there
was often one or very few individuals who could be considered internal champions, who
were highly motivated, enthusiastic about social marketing, and persistent. Second,
they were assisted by supportive administration (or in some cases, shared in the
decision-making capability themselves). Lastly, they encountered favorable
organizational conditions such as less onerous policies, reasonable timeframes, and
sufficient budgets or fundraising atmospheres. However, these commonalities exist at
the broadest level, and each success story was linked to a specific set of conditions at
each university, thereby limiting the transferability potential for some of their
approaches.
“Culture Eats Strategy for Lunch Every Day”
Participants described their experiences both across and within organization
types (e.g., government agency, educational institution, nonprofit organization, or
private-sector firm), which revealed a wide range of characteristics that constitute
“organizational culture.” While the previous two themes described the nuance amidst
the complex conceptualizations of social marketing and the importance of education
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and training, I now turn to a broad exploration of success factors linked to organizational
culture. As observed by P8, “Culture eats strategy for lunch every day;” this notion
encapsulates the significance of organizational culture in either driving or hindering the
implementation of social marketing within organizational settings.
Examining participants’ accounts of the structure of their organizations (e.g.,
setup, capacity, etc.), the norms in place (such as policies, procedures, and practices),
external factors (e.g., rules and regulations, collaborations and partnerships), as well as
the actions of system actors (e.g., management, staff, and “champions”) can shed
additional light on institutionalization dynamics. Chapter VI will provide a more in-depth
look at some of these concepts and how they have been actualized within the Pacific
Northwest natural resource management and environmental sustainability community.
An organization’s structure and the norms in place within and outside the
organization make up critical elements of the system, as do the ways in which
individuals create, steer, and shape those elements. It was quite notable that multiple
participants used the terms “deliberate” and “intentional” when describing particular
aspects of their organization’s culture and how it came to be. At the broadest level, their
accounts of their organizations’ culture centered around openness, connectedness, and
collaboration. Also, participants identified specific individuals whom they described as
“advocates” or “champions” for social marketing; these exceptional leaders were viewed
as particularly motivated, enthusiastic, persistent, and strategic.
Participants noted the importance of integrating social marketing both vertically
(through the hierarchy) and laterally (across divisions) in terms of awareness, buy-in
and support, and practice. According to one manager:
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You need to have people who are operating at all levels of the organization that
are really committed to it. So from assigning the resources and being interested
in supporting the outcomes and what it takes to the people that are directly
leading the staff to the staff that are actually doing the work, and your contractors
and everybody. That's tough. [P2]
As a result of this challenging reality behind the conditions required to achieve a
high level of integration, many large organizations with multiple departments and
divisions have adopted and implemented social marketing, but “it’s happening in
pockets.” [P38] One manager who is considered a “champion” by many others in their
regional community suggested, “I don't know that I would say that it's fully
institutionalized because it's not across our organization.” [P5] In another circumstance,
substantial resources and capacity were marshalled to create a national center in the
United Kingdom devoted to social marketing, where “[t]he idea was to develop social
marketing as a principle embedded in the health sector and other government
departments as just part of the operating DNA of the organizations.” [P73] This effort
was facilitated by elevating a focus on training, which included “encourag[ing] and
work[ing] with university departments to start more training in the UK.” [P73]
The specific ways in which training was approached and carried out by
organizations revealed numerous interconnected success factors. Multiple participants
noted that their organization supported social marketing professional development
training for their staff, such as P37, who shared that “a lot of our folks, the first thing they
do when we hire them on is we send them to some of the social marketing courses.”
Another manager from a governmental agency said that they “subsidize those trainings
for a lot of our cities and counties that don't have the access.” [P16] This type of support
certainly builds social marketing capacity within the level of the individual organizations.
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Social marketing training also occurs through regional networks that serve multiple
organizations. Numerous participants pointed to a particularly compelling case in the
Pacific Northwest, where “the greatest success stories have come from the people that
got into the collaborative groups and are not trying to do it on their own.” [P46] Another
manager described how regional trainings were strategically established and supported:
You had coordinators at each county that were holding some kind of organized
approach for the various organizations within the counties. …It was folks that
were really looking at environmental health. What we ended up doing was, by the
end, really intentional, which was bringing in [a professional social marketer] to
do structured training with all of the [groups in the network]. …It wasn't like,
“come to this training.” It was really bringing in the resources and having people
understand why this is a better approach if you're trying to get to behavior
change, but thinking about what is it your organization is really trying to do. It was
getting folks to articulate that and think about it from their own standpoint and
then bring in both the peer support of folks that have done it, having the
conversation and building up resources. [P2]
In addition to training, this network approach also facilitated project
implementation by supporting a paid regional coordinator, providing mini-grants to
subregional groups, establishing informal working groups, pooling resources across
jurisdictions, and creating a shared repository of tools and resources. As one participant
enthusiastically observed, “It's just a great organizing structure!” [P39] Also, a critical
enabling factor served to support this particular scenario: the inclusion via state law of
behavior change language into permit requirements, which over time, incorporated a
specific reference to social marketing. Thus, since practices aligned with social
marketing essentially became required in the region, social marketing became more
common. As one participant observed, “Just the fact that it’s a permit requirement is
enough to nudge local governments into doing it;” [P4]; this will be explored further in
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Chapter VI. Similarly, the development of national occupational standards for social
marketing served an adjacent role in the UK:
[E]very five to six years they're revamped. In the UK, if you're a government
employee and you want to take some social marketing training, that training has
to be compatible with the national occupational standards. So there's a process
that's run by a separate body that looks at occupational standards in all fields and
it goes through a process of consultation with people in the field, experts,
academics, practitioners, and draws up a set of standards that describe what you
should be able to do if you're a competent social marketer. So you need a set of
benchmarks, if you like, of what is good practice. [P73]
Other participants described additional ways of assisting individuals and
organizations in implementing social marketing projects. As an example, some private
sector firms provide attendees of their trainings with templates that could be used for
RFPs, job descriptions, and presentations to promote social marketing to their senior
management. Further, the aforementioned social marketing center in the UK prioritized
training and created “demonstration sites” [P74] to disseminate tools and resources and
promote social marketing within policy contexts.
Several participants referenced having designated in-house experts who could
help staff from other divisions within their organization “when they first started venturing
into looking into social marketing…[and] would turn to [participant] as the expert to say,
‘Hey, this is what we're thinking, does this make sense?’” [P4] Another manager
described a scenario where they supervise a team of several employees who have
been trained in social marketing and “as a team, we offer consultations to other
programs who are doing their own campaigns.” [P27] In instances where other forms of
support are needed, one government employee described the necessity of devoting
resources towards guiding and assisting subcontractors in implementing social
marketing projects at their agency:
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I would say, with every project I’ve been a project manager, working alongside
with a consultant, it's at least a half-time job for me to go along the process. I
can't just give them the money and say “Come back when you're done!”—
doesn't work like that at all. [P7]
Alongside these examples of collaboration and support within and across
organizations, two additional practices stood out that seemed to play a role in the
institutionalization of social marketing: a focus on evaluation and a willingness to
confront and embrace the concept of “failure.” These two concepts go hand in hand,
which was recognized and articulated by participants. As one participant shared:
I think it's incredibly revealing how the level of detail that we have for the
evidence for the effectiveness of social marketing, I'm not saying social
marketing is a silver bullet that always works. It's far from, you know, as an
approach that always works. It fails a bunch, right? But the fact that we have the
capacity to in detail talk about when it fails and when it works, which is a thing no
one else… I would argue no other approach actually has in this field, because we
have not only the amount of information, but the evidence organized in a way
that allows us to do that, it’s really a thing that I don't think we explore enough. I
don't think we make enough out of that. [P71]
The importance of conducting rigorous and effective evaluation was highlighted
by many participants, but also seen as a challenge, as noted by P7: “I think helping set
up more process around project closure is in my opinion where we’re going to get the
best leverage. Evaluation is always considered an afterthought.” Another participant
stressed the importance of the timing of evaluation:
One of the things that is critically important is for people to build in the evaluation
from the get-go. And so many projects that are quote unquote, and I really mean
that quote unquote, “is a social marketing project,” don't include evaluation and
they don't build it in from the beginning and they do all this work and then they
actually can't say that whatever they did, did or didn't work. And to me that's a
complete waste of $300,000. So if you can't say that you actually made a
difference and that your thing is working one way or the other, you are
totally…you might as well have not done the project. [P1]
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One participant described a safe-to-fail organizational culture created by their
management that specifically “gave the support to fail at doing it [social marketing],”
going on to say that in terms of impact, it was “huge. ...sometimes you try something
and it just doesn't work...failure was an option [in their organization], and that you need
that, you need that. Otherwise the stakes are too high.” [P5] Another bluntly
underscored the value of exploring failure, alluding to the need to better integrate
reflexivity in social marketing:
[L]et’s talk about the nitty gritty stuff, let’s talk about when things go wrong, let’s
talk about mess, let’s talk about complexity. And in our own careers, because
that’s how we can learn as well. You know, like we’ll talk to younger social
marketers, or PhD students, or people that are in practice or just starting. They’re
not going to learn anything by someone going on about how great and successful
they are. Really how you learn, how you become a so-called success, is actually
figuring out the problems and getting through them, and not letting it all go to shit,
you know? [P67]
Adopting these types of mindsets was highlighted by participants as one of many
traits of exceptional leaders. Participants enthusiastically shared stories about the
characteristics and actions of individuals they considered to be advocates or
“champions” for social marketing’s institutionalization. A particular longtime advocate for
social marketing was described as “a really forward thinker, very innovative, and what
[they] did was [they] really empowered and respected the expertise of [specific
practitioner], who put a lot of support and effort behind really establishing social
marketing as one of our operational values here.” [P37] One participant, described as a
champion by others, shared that they “lead by example” and are especially persistent in
sharing social marketing outcomes with others in and across organizations, adding “I’ll
put it out there, I’ll wait, I’ll put it out there again, I’ll wait!” This degree of patience
alongside persistence appears to be especially important, and was highlighted by
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another manager who described how after supporting staff training in social marketing,
frequently sharing information, and constantly speaking about it in meetings, more and
more staff were “starting to get interested in it. …[s]o I think it's happening, it's just going
to take a little while.” [P33] Other champions were described as having “a great
relationship with staff” [P41], and “always encouraging us to think bigger, look at the
large overview picture, what are our goals, what are we trying to change, what can we
measure?” [P25] Finally, P7 shared a compelling account of the social marketing
champions from their region:
They have vision for what's possible, they have the understanding of the need for
a regional type of campaign if they really want change, because if you're only
focusing on your borders you're not likely reaching people enough ways, enough
places with consistent messaging in a way that's really going to be supportive,
most likely. It also takes politics, takes people who know how to move things and
who know how to make good cases for why we should go a certain direction. And
it takes networking, be willing to talk with anybody and everybody and continue to
beat the drum even when you have a bad day. And then it takes just continuing
to be open to explore.
This comprehensive description of “champions” touches upon multiple aspects of
organizational culture, making it clear how not only essential, but interconnected these
elements are. Thus, attempts to successfully implement social marketing may be either
facilitated or hindered depending on the structure and function of the organization, and
can be greatly affected by the actions of individuals within the system.

Addressing Institutionalization: Implications and Opportunities
The previous sections outlined specific contexts within the discipline of social
marketing and an array of challenges inherent to institutionalization within these
contexts, as they were identified by participants. Participants also offered many
solutions to these challenges. Table 4.4 provides a broad summary of these. Many of

166

167
the solutions have the potential to address multiple challenges and operate within and
across systems levels; in this section, I will discuss and expand upon several of the
proposed solutions that have the potential to be especially impactful, situated within the
extant literature.
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Table 4.4
Participant-Identified Solutions
Social Marketing
Representative Participant Quotes
Context
Marketing Social Marketing
“That's the main challenge—we need to market social marketing really well. We are putting ourselves in small
boxes and it’s certainly difficult for people who don't know about social marketing to break through.” [P70]
“We need to market social marketing very much, as much as possible. I'm not sure how we should do that.”
[P83]
“It's not just—'Well, if more people just knew what social marketing was’—I don't think it's that easy. I think that
often that conversation is, ‘Oh, we need to correct people's misunderstanding, their misperceptions that social
media is social marketing.’ It's deeper than that. We need to change their attitudes and that's a harder sell, and
we need to change the behavior that goes around with calling it one thing over another. And the repercussions
of that terminology. So that's one challenge.” [P27]
“We need to market this better. We need to have different language. We need people to buy into our
benchmarks and our criteria. But maybe that's not the story. And maybe the story is like, actually, it's already
happening, let's just create space for stories to be told.” [P29]
“If you still Google ‘social marketing’ the first things you see are mostly social media marketing. I think this is
General need
quite common—I mean I’m not the first person saying that. We need a stronger positioning—I don't know how
to put it, because how can you do it, it's not about search engine optimization, it's probably working on a higher
level, maybe talking with Google to help differentiate—at the same time, I think it's also the problem of defining
a discipline” [P90]
“The discipline has to wake up. Because they say, ‘Oh, but see the behavioral sciences, what they're doing? A
lot of it we are already doing it in social marketing.’ You're doing it badly or you're communicating badly. The
way you are doing it doesn’t give it any publicity.” [P89]
“If you've got a big bureaucracy who doesn't understand social marketing what you really need is a social
marketing campaign to sell your campaign internally.” [P6]
“The skillsets that are either in leadership positions or the people that people listen to, there is also a long way
to go, where social scientists of all stripes have got to assert their equal and primacy status in our shared work,
and do it in a really organized and systematic way. There's a lot of internal marketing that we need to do for the
social sciences writ large, because that is really the cradle within which this field emerges.” [P43]
“We should rebrand it. That's my opinion. It should be ‘behavior change marketing’ or something that we can
own because you’re not going to own social marketing. And then the other issue is social marketing has a bit of
Rebranding
a negative connotation with people saying, social engineering? And so let's just get rid of it. It's got some
baggage. We can't compete in the current environment.” [P6]
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Social Marketing
Context

Representative Participant Quotes
“I just don't think those resources exist to outdo social media marketing, which is way more prominent and
talked about more regularly. I sort of feel like a brand change wouldn't hurt.” [P50]
“Social marketing definitely has a name problem. […] It just, it's not, it doesn't sound like what it is. … So that's
a problem. I also don't think we can, you know, that train has left the station, that's the name we got, right?” [P5]
“I think there's a good argument to be made for changing the name of the field because of the social media
marketing phenomenon, and because marketing is still looked at as evil by a lot of people.” [P51]
“I think that using structured decision making on changing the name of social marketing, contextually linking it to
broad cultural change and how that comes about. …It probably needs a byline—maybe when you back away
from a term that's culturally embedded like that, and you need to change what it's called, you either have to do
some research to find out what would make more sense to call it, or [it] could be social marketing, or behavior
change for good, predicated on cognitive and behavioral psychology.” [P43]
“I think even if it doesn't happen in a formal way, it's happening informally with people who are just tired of
having to explain that ‘No, it's not that kind of social marketing.’ But I think if we were going to change, we
should have done it a long time ago; at this point it may be not worth it anymore.” [P72]

“It goes back to the funding. If you can somehow rope in all the people who are paying for these kinds of efforts,
then you're going to see the word “social marketing” pop up in job descriptions and job titles more often. Which
will then… you know, it's like we're really good in the academics and we're really good at sitting down a bunch
of social marketing professors and arguing over what should be in the definition of social marketing, but then
the real world doesn't care.” [P57]
“We need to really be using this language that has people asking questions like, ‘Oh, what is that, what does
Using language and
that mean?’ I would like to see that used more because it's a totally different audience.… it's just another way to
labeling
educate a different audience in terms of how do we effectively change behavior, what is the best use of our
money and strategies, and I want that language showing up more in some of this legislation, and I want this
language popping up more on websites to talk about their campaigns and in job descriptions and RFPs. I want
that out there more because even though it's been around a long time and it's really effective and there's tons of
stories out even in our state about how this has been successful, it's still not consistent, at all.” [P38]
Expanding and Improving Education and Training
“First chance we get people is when they're getting trained the first time through their getting a degree and so
on. So having some exposure, even at the bachelor level, whether that just means part of a course, and then at
the Masters level, at least having one course that’s social marketing or closely related, for people in public
Integrating social
health, for people in environmental studies, for people where that's a component.” [P56]
marketing content
into academic
“Is the approach to integrate social marketing into lots of other disciplines? Or is the approach to have schools
programming
of social marketing–or schools of behavioral science, however you want to think about this–that are broadly
attended by people working in other areas like health, safety, environment, et cetera. And I think probably we
want to do both. That we want people in other areas like environmental studies, public health to get exposure.
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Representative Participant Quotes
You know, they should be taking classes in social marketing. I don't think that's sufficient for them to be social
marketing practitioners, but it is moving us in the direction of having people have a body of knowledge though,
or be aware that there's this body of knowledge.” [P18]
“When you think about the thousands, tens of thousands of students every year that would graduate, having
had a social marketing course—I'm talking around the world—in public health and environmental studies, that
would [institutionalize it], because those people then move on to be practitioners.” [P30]
“If they start making it like an elective, then gradually… I'm even thinking it should be like a whole degree in
social marketing because there’s a lot to dissect there. It should not just be one of the tools that we use.” [P24]
“I frankly think the postgraduate certificate programs are going to be critical for folks to be thinking about. I don't
think we're going to win the battle of having a social marketing class in every school of public health in the
United States that some people dream about.” [P55]
I feel it really has to start at the undergraduate level. …it should be a cross-disciplinary thing where people who
are looking at the government track should be taking communications courses as well. And then we're also over
here looking at that intersection of how we as communicators and in this world—how do we make it a better
place to live? We have a role to play and there's actually a science and there's an established process and
principles, and your average person going through a marketing communications program is never going to
know that. I think that's a shame.” [P10]
“The approach to have schools of social marketing or schools of behavioral science, however you want to think
about this, that are broadly attended by people working in other areas like health, safety, environment, et
cetera. And I think probably we want to do both. That we want people in other areas like environmental studies,
public health to get exposure. You know, they should be taking classes in social marketing. I don't think that's
sufficient for them to be social marketing practitioners, but it is moving us in the direction of having people have
a body of knowledge though, or be aware that there's this body of knowledge.” [P18]
“You could have social marketing as a component. One way to maybe get this to happen…would be to include
it under other umbrellas that are there.” [P6]
“Can we get more marketers that can understand social marketing adding to courses in marketing that makes
you a social marketer, and portray this as the people that within marketing can do social good?…you can really
mainstream it…because you have the marketing discipline [competitive advantage] the behavioral science
community can’t talk about marketing, and that’s a competitive advantage that we’re not utilizing— the
marketing— why?” [P89]
“I think that's an important role, is to introduce marketing techniques to people in your field. And frankly, some of
it, if you get pushback, just don't even call it social marketing. Just call it more effective consumer-based change
or something.” [P51]
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Social Marketing
Context
Including social
marketing training in
more professional
development settings
Elevating dialog
around pedagogy

Representative Participant Quotes
“Those kinds of programs that people maybe come to after, or later in life, or when they're transitioning
careers— that would be another place that I would see the need.” [P10]

“It would be nice to even put forward a panel, where you could get persons from your research to speak about
aspects of the teaching of social marketing, because I think it needs to become a clear focus within these
conferences that there is a teaching section—this part is for the people who are teaching it—I have not seen
that in a major way in the various conferences.” [P87]
Improving Quality and Rigor
“People who would be overseeing the delivery of a program ought to have behavioral science, social marketing
Ensuring expertise of degrees. And sitting underneath them, maybe a number of individuals who’ve had exposure to these concepts,
whether it’s through classes or workshops, et cetera, but they’re not yet at that same level, but they’re getting
instructors
direction from people who have a higher level.” [P18]
Train the trainer

Improving evaluation
capacity and
accountability

Learning from
“failure”

“If there could be a trainer certification or a training of the trainer model where it could spread further, I think that
could be really interesting and valuable.” [P27]
“I think that there is a real need in all of these agencies and the projects that we move forward with for
effectiveness monitoring of these different types of campaigns and programs.” [P17]
“I think helping set up more process around project closure is in my opinion where we’re going to get the best
leverage.” [P7]
“There's not enough money put into evaluation. Evaluation is always an afterthought—or not always, but often—
an afterthought. Things that might've been effective, we just don't know and we can't use that as part of the
evidence base to make the case for more funding. So I think that's another outgrowth of the funding issue. I
think that when the funders really understand how it works hopefully they would be willing to invest the money
that's necessary for that.” [P72]
“We’ve got [to] put in place at the level of governmental and nongovernmental agencies, clear expectations
about guideposts that have to be hit before we allow foundational money or taxpayer money to spent.” [P18]
“They [social marketing organization] always created documents, evaluation reports, and so on, which means
they have a great culture of accountability. This is important for people to know, to account all our steps, to
discuss it, and so on.” [P74]
“If we can learn from the successes and the mistakes made, I believe there's a future for self-sustaining
organizations. … that's what we need to focus on for the next five years. …there’s still a lot to learn.” [P78]
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Representative Participant Quotes
“How do we create a culture where that’s okay to say, this is not a failure, how do we have a growth mindset
around social marketing? To say, ‘What can we learn from this?’ Because every learning, if it’s applied, to other
things, will make a difference and is not wasted. We aren’t doing that as much as we could. Supporting that
whole process would be awesome, like a practical, tangible thing for bureaucracies or people who are actually
the practitioners to do it. The academics can have their time to do that and they’re good at that, but that’s not
where the need is, relatively speaking, because they don’t have money the way that others do so there’s a
danger in the—at some point they’re going to say, ‘we keep throwing money at this, and we’re not getting any
real outcomes. Why is that?’ And if we can’t say ‘Here’s why’—you know, with a big report and release a real
thoughtful analysis of it, they’re eventually going to say, ‘You know what? Screw it. Do the brochure and we’re
going to do something else.’…There’s a culture of not wanting to hurt people’s feelings, at least on the
practitioners’ side, and I think that doesn’t serve us, and if we can find a way to create and cultivate a growth
mindset as an industry, that should be one of the top things for quality. That needs to be cultivated throughout,
because we’re frankly not going to change without it.” [P7]

Documenting and
Disseminating
Outcomes

“I think that we can't rely on people allowing us time to get to know the consumer. I think we need to create
models that can work within the funding capacities that we have outside of academia, because they’re a lot
different. And then if we could do that, we may be able to show examples of how it's been done well, and then
that would pick it up.” [P29]”
“We need to write social marketing articles for other journals.” [P55]
“The impression that many people get is that it's very difficult to get into these journals, and so the information
on the campaigns gets lost. These various journals are going to have to find ways to really allow the
practitioners to feel like they can come as they are.” [P87]
“I know that at one point [individual] was thinking about trying to write a book that was kind of more for the
popular bookshelf.… I think that that could be something that would be [worthwhile]….if I were going to do that
right now, I don't think I would frame it as like social marketing book. I would just frame it as this is a good way
to do social change, whether you're looking at health or the environment or whatever it is.” [P29]
“Over time it's about changing behavior for good. So if we have more champions talking about this and we use it
in other programs and we could show the results, then I think we'll make headway.” [P24]
“It's partly stories. And it's being able to demonstrate. It might be coming from sharing somebody else's story or
case study. That's a tough one because I realize I have had the luck or opportunity for working for organizations
that have had resources and I've been in positions to influence the expenditure of those resources in support of
social marketing, which I absolutely believe is the best, maybe only way to show a return on investment for what
you're spending in generally what is called the outreach dollars.” [P2]
“Moving away from this case-study mentality that is the biggest barrier that social marketing has to be accepted
as a science among the policymakers. You just can't walk in, as much as we all like to talk about stories, you
just can't walk in there and just tell stories about how successful we were in x, y, and z. At the end of the day,
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Representative Participant Quotes

Bridging the
academic/practitioner
divide and increasing
collaboration

they want to see numbers. Because they're talking about spending millions of dollars on a campaign, or a
distribution system and you know they're not going to do it because they hear a story from somebody unless it
happens to be their wife or spouse. …Well, you need data. Then if you want to tell a story that's nice but data
leads, data follows, and a story fills out the details. …A story is not data. … The field will live or die on datadriven evidence.” [P55]
“You have to give them numbers, but nobody reads the numbers, they don’t mean anything. So you have to
follow it up with stories, follow up with the meaning of what you created.” [P7]
“We can have testimonials. Not just from one country.” [P82]
“They should be so intimately tied to one another that you don't really see the distinction. And what I mean by
that is that theory and research in the behavioral sciences and social marketing should hugely inform what
practitioners are doing, and what practitioners are doing, the issues that they're working on, the challenges that
they're facing, should hugely inform what academics are doing. And those two should just be dancing back and
forth with one another.” [P18]
“The capacity such as we have it in practice and academia is not as kind of joined up as it should be. …we
need to create spaces and opportunities for people to come together.” [P73]
“Really being able to be the bridge between the academia and the practice … ‘How can we teach and develop
the capacity of our program managers to understand these things?’ And no, they don't need to know the name
of the theory and no, they don't need to know every predictive relationship. But if they know the flags and they
know the topics, that's enough when it comes to design and implementation of a program.” [P11]
“They [academics] are quite keen to have practitioner case studies, because it gives them something to then
teach back to their students to show real world examples, so I think it's beneficial for both of us. …One of my
goals is to make a bunch of academics available for practitioners to chat to and not quite a mentor system, but
like a buddy system, possibly, to try and match people up that are doing similar work.” [P68]
“Get them in the tent and then you can help them improve, rather than be a bouncer at the door and decide
whether they get to come in or not.” [P57]
“I think it's going to have to be much more behavioral and social science based. Over the course of the last 10
years, the role of behavior change and behavioral science is becoming more acceptable at the policymaker
level. And marketing needs to be sitting at the table with that.” [P55]
“How do we get more people to come to our conference from other disciplines? Well, let's flip that question
around! How do we get more social marketers to go to these other conferences? …We need to go to the other
conferences.” [P55]

Widening the tent

Developing tools and resources
“Agencies don't ask for it correctly. They don't know what they're getting or what they're ordering. So then they
Providing guidance to
get consultants that say social media, and then they go to conference or they go to conversation, look at, here's
funding agencies
our social marketing campaign we did …. Oh, no, you did a social media campaign. And then it just muddies
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Developing
supportive materials
for practitioners and
educators

Representative Participant Quotes
the water even more. So it's all kind of mixed up. There's that language on the top. It's just that good
understanding, defining those criteria about what it is, and what are the criteria, but then getting that in the
hands of the ones from the top so that they're asking for the right things.” [P63]
“I think that one of the most valuable pieces is to have—I don't know, are there templates? Are there databases
where practitioners who are not data people can access a means by which to evaluate the success of their
campaign? I think that that fundamentally, it’s so intimidating. Or even a template to build off for doing some
audience research. And instead having to hire out to a firm and always relying on other people—but we're
already on board. We know that social marketing works, I need help in creating those surveys and making that
audience research happen and then evaluating the success of that program. That is so data-heavy that it's—
that's just not my bag. I think that is a need within the community that's working because oftentimes if you're a
creative, visionary educator, you're not necessarily very good at crunching numbers.” [P17]
“I would say the barrier there is not about content, it's about expertise. I'm not going to get up in front of 150
students and pretend to be an expert based on a thin level of familiarity with something. I think that the barrier is
around developing tools that people could use to explore a particular topic without necessarily having to
become expert in it.” [P22]
“On the institutionalization front, one of the biggest opportunities is knowing that local governments do talk to
each other. They talk to each other all the time. And we're always comparing notes, sharing war stories and
trading materials. You know [project example], we stole the idea from somebody else and somebody else stole
it from us. And we're sharing resources because there is a genuine understanding that it's all public
material…we share stuff all the time. In the private sector, I would never share this with my competitors.” [P4]
“Anything you download [from organization’s website], it's free—use it. Under the Creative Commons we don't
care—that's the goal. So we want people to use it with some fidelity, so that's why we Creative Commons
license it, but like, ‘Have at it!’ and there's definitely an understandable sort of fear or anxiety about that in our
field…like, ‘You're just going to give it away?!’ Yeah, yeah, that's what we're going to do.” [P62]

Developing resources
in advance of
strategic opportunities

“I mean climate action is an excellent example or context now. In fact this is where we lack, we talk a lot, but we
don't practice around COP 26. That was a time in media was open to any environmental story, we knew this
was happening six months down before, so we should have put in some effort to come together, get some
testimonials on how now that we are all signed up to COP26 agreements and now we're all struggling and
scrambling to achieve them and deciding how to do it. Please put social marketing as a toolkit, so we should
have written a definitive piece declaring that we are available for business.” [P82]

Establishing in-house
expertise

“A year ago now our agency did a reorg…. There were key people behind that org change who wanted that kind
of a resource at the agency level. … I think the takeaway is being able to allocate a person who is working on
social marketing and can serve as a consultant internally.” [P27]
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Representative Participant Quotes
“The capacity thing comes up consistently. I think everyone wants some external help, but with the intention that
they can, on their own, learn to be able to do all of this a bit better. There may always be sort of a combo
approach where there's some designated staff in-house who are doing this, even if it's not their official
background, but we’re allocating their time and their energy towards this and giving them support either through
trainings, workshops, and consultancies. I think more and more people are looking for those agencies that can
do this work.” [P50]
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“Marketing Social Marketing” and Addressing the Brand Identity
Social marketing’s amorphous disciplinary identity and the need to improve the
marketing of social marketing are certainly not new concerns. They have been the
subject of discourse in the scholarly literature (Akbar, Foote, Lawson, et al., 2021;
Andreasen, 2002; Beall et al., 2012; Deshpande, 2019; Kassirer et al., 2019; Lee, 2020;
Lefebvre, 2012; Newton-Ward et al., 2004; Peattie & Peattie, 2003; Saunders et al.,
2015; Wood, 2012) and in practice for many years. Progress has undeniably occurred
over the decades. However, the fact that these issues are still being cited as significant
problems by academics and practitioners alike is notable in and of itself.
Two concepts from diffusion theory (Rogers, 2003) seem particularly relevant in
this circumstance: observability and complexity. As defined by Rogers, observability is
“the degree to which the results of an innovation are visible to others” (2003, p. 258),
and complexity is “the degree to which an innovation is perceived as relatively difficult to
understand and use” (2003, p. 257). In terms of their effect on the adoption rate for an
innovation, observability is positively related, while complexity is negatively related. As
pointed out by participants, the inherent complexity of social marketing is not only
difficult to convey but serves as a barrier when attempting to convince decisionmakers
and policymakers of the value of social marketing as compared to other approaches
which are positioned as simpler and faster. Social marketing also severely lacks in its
observability, since it is frequently neither identified nor labeled as “social marketing” for
the reasons participants discussed. Indeed, social marketing and social marketers have
been described as “hidden” (Cateriano-Arévalo et al., 2022; Scott, 2015), and arguably
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well-known efforts such as the truth anti-tobacco campaign (Farrelly et al., 2005) or
Smokey Bear (Veríssimo, 2019) are not associated with social marketing by the public.
Many participants mentioned the need for a rebrand, while opinions were divided
on whether not that should include the discipline’s changing its name. In terms of social
marketing’s identity as a discipline, there appears to be a disconnect between the
academic literature and the perceptions of some practitioners and academics. Despite
the established consensus definition (International Social Marketing Association, 2013)
which in turn draws from decades of scholarship and practice, multiple participants
shared the view that social marketing is “struggling with basic things around the field like
the definition” [P83]. It is also apparent that many practitioners have simply not
encountered the consensus definition or the core concepts developed by iSMA. This
suggests that more needs to be done to explicate and disseminate this definition
alongside efforts to address the enduring misperceptions and confusion about the
discipline.
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Building Capacity Through Education and Training and Quality Control
Social marketing education and training were viewed by participants as critical to
the discipline’s advancement. Scholars have articulated its value and advocated for its
inclusion in educational settings in multiple disciplines (Kapetanaki & Spotswood, 2021;
Kelly, 2009, 2013; Truong, 2017). Further, there is an undeniable linkage between the
availability and quality of education and training opportunities and the resultant quality
and rigor of social marketing efforts being carried out. Thus, in systems terms,
education and training dynamics can be viewed as stocks and flows which in turn can
influence feedbacks in the system.
This study’s Phase I survey results revealed upward trends in the availability of
social marketing formal education and professional development training. As of 2022,
104 courses with social marketing content were being offered at 70 different academic
institutions in 20 countries. Also, 31 different entities (academic institutions, nonprofit
organizations, or private sector businesses) were found to be offering social marketing
professional development opportunities in 2022, with a majority of these trainings
available online. Twelve of them began offering training within the past 10 years,
indicating increasing popularity and demand. A listing of courses and trainings has been
made available on the iSMA website (International Social Marketing Association, 2022),
and the current state of academic course offerings, along with recommendations for
increasing them, will be the subject of Chapter V.
While offerings have been increasing, they are still sparse (Kelly, 2013), and are
also concentrated disproportionately in Global North countries (Cateriano-Arévalo et al.,
2022). Scholars argue that the current supply is insufficient to meet demand, and have
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cited this as a priority issue for the discipline (Akbar, Foote, Lawson, et al., 2021;
Deshpande, 2019; Kapetanaki & Spotswood, 2021; Kassirer et al., 2019; Lee, 2020).
There appears to be particular need and demand for social marketing skills and training
within the conservation sector in particular, according to a survey conducted with
practitioners from 71 countries around the world (Robinson et al., 2019).
Participants suggested multiple approaches to incorporating social marketing
content within academic settings; these ranged in feasibility depending on the context
and the timeframe. Participants also stressed the need for professional ethics and
standards as a means of promoting quality control in both academic and practitioner
settings. The issue of ethics in social marketing has been the subject of increasing
focus (Andreasen, 2001; Carter et al., 2017; Kubacki, Eagle, et al., 2020), and in 2022
the International Social Marketing Association launched a formal process to develop
standards for the discipline.
A recurring theme raised by both academics and practitioners was the need for
improvements in program evaluation, and increased training in evaluation methods and
strategies. Notably, in two linked studies carried out to explore “failure” in social
marketing, “weak evaluation and monitoring” (Cook et al., 2020, p.14) was found to be
one of the nine most common mistakes made by social marketers, and was also
considered to be the “‘least well-managed’ program element” (Cook et al., 2021, p. 13).
An elevated focus on teaching and conducting robust evaluation would benefit the
discipline (Kapetanaki & Spotswood, 2021).
Multiple participants advocated for an increased focus on addressing and
reframing “failure” in social marketing as it pertains to the evaluation and communication
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of project outcomes. This need aligns with emerging scholarly efforts; notably, a special
issue of Social Marketing Quarterly was devoted to “celebrating lessons learned from
‘unsuccessful’ social marketing interventions” (Deshpande, 2022). Other related
disciplines, such as the conservation social sciences (see: Catalano et al., 2018, 2019,
2021), have also begun to devote increasing attention to this burgeoning stream of
inquiry, suggesting a shift in norms may be on the horizon. Finally, adopting a more
reflexive (Gordon, 2011a, 2013b) approach within the social marketing planning,
implementation, monitoring, and evaluation process can form a basis for reducing
stigma associated with “unsuccessful” projects and programs.
Disseminating Evidence-Based Outcomes and Supportive Resources
Many participants cited the need to improve the dissemination of social
marketing outcomes within both academic and practitioner settings. They also
articulated the necessity of segmenting priority audiences (such as organizational
decisionmakers, outside funders, and policymakers) and developing specific messaging
approaches for each group. More than one participant described this as “doing social
marketing for social marketing,” which naturally dovetails with marketing social
marketing. Many participants referenced “sharing stories” and highlighted the need for
data-driven evidence alongside case studies. Prior scholarship affirms this view: “If you
want to obtain funding for projects, build the field, influence policymakers and public
policy, scale-up and sustain effective programmes, then evidence is where the game is
played. Stories are weak evidence, no matter how many you can tell” (Gordon et al.,
2016, p. 1073). In a move towards advancing this objective, the International Social
Marketing Association is planning to create a centralized online resource for evidence-
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based case studies to showcase a range of high quality social marketing projects
around the world.
Documenting and disseminating outcomes should also be approached through
an equity lens, as emphasized by participants from the Global South. Though not
unique to the discipline of social marketing, geographically-based disparities are evident
within contexts such as conferences and publishing (Cateriano-Arévalo et al., 2022).
Recent scholarship has called for improved documentation of social marketing efforts in
Asia (Pang et al., 2021) and the Caribbean (White, 2018), with others noting that since
Latin American culture is characterized by oral transmission, this should be accounted
for in future studies (Alonso Vázquez & Aya Pastrana, 2022).
Participants also offered specific suggestions for the development of practitionerfriendly tools and resources while stressing the need to share these more widely.
Multiple participants described two distinct scenarios where after enthusiastically
attending a training workshop or taking a course, they or others were not able to move
forward with social marketing either because they felt “stuck” and didn’t know how to put
what they had learned into practice, or their organization could not support it due to
capacity issues or lack of decision-maker buy-in. Thus, there exists a gap between the
initiation and the implementation phases in the diffusion process (Rogers, 2003) which
can be considered problematic for the field’s institutionalization. However, providing
post-training support to workshop attendees in multiple forms (as several participants
described effectively doing) can help practitioners overcome this challenge and bridge
this gap.
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Elevating the focus upon the dissemination of outcomes and practical resources
would provide multiple interconnected benefits to the discipline. Improving the
observability of social marketing and directly supporting its adoption and implementation
may help address current misperceptions, support awareness and buy-in among
decisionmakers and funders, and ultimately improve quality and rigor of social
marketing efforts. Finally, it would play a role in revealing the many “hidden” social
marketers around the world.
Widening the Tent and Visiting the Other Tents
Social marketing’s fuzzy disciplinary boundaries and complex conceptualizations
present both a challenge and an opportunity for the discipline. It is evident that interest
and engagement in the field has been increasing alongside its expanding disciplinary
scope in a form of reinforcing feedback. As an inherently multi-disciplinary field without
a clear “academic home” (Truong et al., 2014, p. 206), it has been applied in a diverse
array of contexts, and its methodology has been adapted and integrated with numerous
other approaches to social change, as described by participants and also reflected in
the literature (Biroscak et al., 2018; Boysen Anker et al., 2022; Dessart & van Bavel,
2017; Gordon, 2018; Lefebvre & Kotler, 2011; Maibach et al., 2007; Slater et al., 2000;
Szablewska & Kubacki, 2019; Veríssimo & McKinley, 2016).
While a previous characterization of social marketing’s growth and maturity as a
discipline used a life cycle analogy (Andreasen, 2002), a seemingly more apt
comparison to the evolutionary process was made by Peattie, who likened the origin of
social marketing to a “mutation” from commercial marketing (2015, p. 366). This
analogy could be taken a step further to situate social marketing within the speciation
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process, with contemporary social marketing appearing to be in an adaptive radiation
phase with an explosion of forms. While this is exciting for the future potential of the
discipline, it nevertheless creates a present-day challenge, resulting in ongoing calls
from scholars to “clarify the boundaries of social marketing” (Pang et al., 2021, p. 303).
The task of clarifying the discipline’s boundaries appears dauntingly complex and
multi-faceted, and exactly how this could occur was not addressed directly by
participants. However, it was clear that many supported increased interchange between
social marketing and other disciplines; many made the pragmatic suggestion that more
social marketers attend other disciplines’ conferences and publish in a greater diversity
of journals. Also, multiple participants called for social marketing to more explicitly
situate itself in relation to the social and behavioral sciences. These suggestions form
the basis for further engagement to consider how the discipline can continue to expand
in an inclusive manner while maintaining and explicating its unique identity.
Conclusion
The analysis of over 70 wide-ranging qualitative interviews revealed many
valuable insights as to the current status and future potential of social marketing as a
social change discipline. Participants’ experience and perceptions surrounding the
dynamics of institutionalization have provided a snapshot of the field as it enters its
seventh decade. Findings align with and extend the peer-reviewed research in the field,
providing rich and nuanced interpretations of the many issues affecting the discipline.
Further, this research has practical implications for the field and its ongoing
development, by not only identifying key barriers and drivers, but by compiling and
elucidating multifaceted solutions as proposed by participants.
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As discussed in Chapter III, the qualitative interviews from this chapter are
embedded in a broader mixed methods dissertation. The findings articulated here
informed the development of two quantitative surveys and a case study protocol. The
results from the first quantitative survey assessing the current state of social marketing
education and training will be presented in Chapter V.
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CHAPTER V: ACADEMIC COURSE OFFERINGS IN SOCIAL MARKETING:
SNAPSHOT AND TRENDS AS THE DISCIPLINE MARKS 50 YEARS
Introduction and Background
Social Marketing as a Discipline
In 2021, social marketing marked the 50th anniversary of the first academic paper
to formally identify and delineate it as an innovative social change discipline (Kotler &
Zaltman, 1971). In practice, social marketing originated in the 1960s, primarily within
public health contexts around the world (Deshpande & Lee, 2013; French, 2015a,
2015b; Lefebvre, 1996), and has been increasingly recognized as having a vibrant—
albeit often unrecognized—history of practice within the Global South (Alonso Vázquez
& Aya Pastrana, 2022; Cateriano-Arévalo et al., 2022; Pang et al., 2021; White, 2018).
In academic settings, it has been taught predominantly in business schools and schools
of public health for decades. Further, social marketing has expanded in its disciplinary
focus to include environmental sustainability and conservation issues, with the first
formal introduction of community-based social marketing appearing in the academic
literature in the mid-90s (McKenzie-Mohr, 1994, 1996), and with social marketing being
applied in biodiversity conservation contexts even before that, though often unlabeled
as such (Veríssimo, 2019).
Indeed, over the decades, social marketing has expanded both in scope—in
terms of its approaches, application contexts, and theoretical underpinnings (Akbar et
al., 2019; Dibb, 2014; Dibb & Carrigan, 2013; Gordon, 2013a; Gordon et al., 2016;
Hastings & Saren, 2003; Lefebvre, 2011; Rundle-Thiele, David, et al., 2019; Saunders
et al., 2015) —and in practice, in terms of the increased professionalization of the field
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(Kassirer et al., 2019). The network of social marketing associations is also growing and
now covers all the world’s continents (save Antarctica). Through a consensus process
coordinated by the associations, a set of principles, concepts and techniques has been
developed for the discipline (International Social Marketing Association, 2017), along
with a statement of ethics (Kubacki, Eagle, et al., 2020), and a list of academic
competencies (International Social Marketing Association, 2014). Hundreds of master’s
theses and doctoral dissertations focused on social marketing have been produced
since the 1970s (Truong, 2017; Truong et al., 2014; Truong & Dietrich, 2018).
However, despite all these advances, social marketing is arguably still not widely
known beyond its disciplinary boundaries and communities of practice. As part of the
many ongoing calls for social marketing to do a better job marketing and positioning
itself (Akbar, Foote, Lawson, et al., 2021; Andreasen, 2002; Deshpande, 2019; Kassirer
et al., 2019; Lee, 2020; Newton-Ward et al., 2004; Wood, 2012), the importance of
academic coursework continues to be elevated in the discussion. The availability of
formal academic courses, programming, and degrees is a significant indicator of the
status of a discipline (Kelly, 2009, 2013; Truong et al., 2014); being taught regularly at
major universities is one means of conferring legitimacy to a field of study (Andreasen,
2002). As Truong and Dietrich have argued, “If social marketing is to continue
developing as an academic discipline, it is important that more academic programmes
are created at the undergraduate and graduate levels so that future social marketers
can be trained" (2018, p. 69), yet Lee (2020) has noted that “only a small portion of
academic institutions offer courses in social marketing” (p. 5). Therefore, an
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examination and analysis of the current state of social marketing academic
programming can serve a timely and important purpose in support of the discipline.
Picking up the Beat
The present study was carried out as both a follow-up to research conducted by
Kelly (2009, 2013) investigating academic course offerings in social marketing, and as
part of a broader inquiry into the institutionalization of social marketing as a discipline.
Kelly’s prior research resulted in a listing of academic courses available around the
world. The original listing (Kelly, 2009) was revisited and updated (Kelly, 2013); both
studies were published in Social Marketing Quarterly. Kelly found 54 courses housed
within 41 academic institutions located in 12 countries. This work revealed that as of
2012, the majority of social marketing courses were offered in North America and
Global North countries, and they were concentrated within the disciplinary domains of
public health, business, and communications. Only three Global South countries (China,
Venezuela, and Jamaica) were found to have social marketing academic programming
available. [For the purposes of this research, we use the designations for Global North
and Global South derived from the International Telecommunications Union’s (ITC)
regional classification in partnership with the United Nations (International
Telecommunications Union, n.d.).] Notably, there did not appear to be significant growth
in the number of courses during the four to five years between the two studies.
The research also incorporated a summary of the pedagogical approaches used
in the courses, and outlined the instructional methods used, the most common learning
objectives, curricular materials, and the types of major assignments and assessment
strategies. Most courses used a mix of lectures and discussion, often including guest
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speakers. The most common project assigned was the development of a social
marketing plan (accounting for the bulk of the final grade), though many courses also
weighted exam scores heavily in determining students’ grades. A list of commonly
assigned textbooks and case studies was also compiled.
This research proved to be incredibly valued by the social marketing community.
As the 2019 World Social Marketing Conference was approaching, Kelly was fielding an
increasing number of requests to undertake a new update, and ultimately connected
with Foote after convening an exploratory session at the conference. The result is this
collaboration, further supported by many individuals from the International Social
Marketing Association (iSMA), the Social Marketing Association of North America
(SMANA) (which had been hosting a spreadsheet on its website listing social marketing
and professional development opportunities), and the other regional associations
around the world (European Social Marketing Association, Australian Association of
Social Marketing, and Asociación Latinoamericana de Mercadeo Social (LAMSO)).
In this study, we will address the following research question: “What is the
current global state of social marketing formal academic course offerings, and what
trends, challenges, and opportunities can be identified?”
Methods
This study represents both an update to and expansion of prior research by Kelly
(2009, 2013). Kelly’s original research was conducted through inquiries posted to the
social marketing global listserv (Social Marketing Association of North America, 2018)
and through online searches using terms such as “social marketing,” “teaching social
marketing,” “social marketing course,” and “social marketing syllabus.” Course syllabi
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were collected from professors who were willing and able to share them, then analyzed
in order to summarize pedagogical approaches. For the follow-up study, Kelly contacted
professors whose courses had been included in the 2009 study via email or phone, to
determine if their course(s) were still being offered. While these methods were also
used in the present study, data were primarily collected using an online survey
instrument, which was then disseminated through a number of channels.
Online Survey Development
Using the online platform 123FormBuilder, a survey was created to collect
information about ongoing social marketing academic courses and professional
development opportunities. “Academic courses” were distinguished as being housed
within and offered through an accredited college or university. “Professional
development” was defined as other forms of training such as workshops or seminars
that ranged in duration from hours to days or weeks; while information was collected
about these types of opportunities using the same survey instrument, the present study
focuses solely on academic course offerings.
The survey used a combination of multiple-choice and open-ended responses to
collect basic descriptive information about academic courses. Conditional logic allowed
respondents to enter data on multiple courses if applicable to their institution.
Respondents were informed that the information they provided would ultimately be
made available via a public-facing online resource available through the regional social
marketing associations, as well as included in the present study and its corresponding
author’s dissertation research.
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Survey items included questions about the courses’ characteristics such as their
primary disciplinary area, academic level (undergraduate, graduate, or postgraduate
certificate), format (in-person or online), typical number of students enrolled, whether
the courses were part of a degree program or concentration in social marketing,
whether they were required within their specialty area, and the accreditation body
whose standards the courses fell under. For the “primary disciplinary area” item, a list of
18 options was presented, allowing the respondent to select one, or choose “other” and
write in a response. The survey instrument also included a field that allowed
respondents to upload a syllabus. In order to capture a wider array of academic
coursework that incorporated social marketing, we included a checkbox for participants
to indicate whether the course had a primary focus on social marketing (i.e.,
approximately half or more of the content was focused on social marketing, aligning with
the criteria from Kelly’s prior studies), or whether social marketing comprised only a
component of the course.
A draft of the survey was shared with both academic and practitioner colleagues
from the social marketing community and regional associations; these individuals
provided valuable feedback on its design. Multiple iterations were created before
applying for Institutional Review Board approval to Antioch University New England,
which was granted in the form of exempt status in September 2019.
Survey Deployment and Dissemination
Obtaining results required a lengthy and thorough process to ensure fidelity and
integrity. The online survey was open for two years, from Fall 2019 through Fall 2021. It
was launched on October 1, 2019 via a message posted to the social marketing global
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listserv, and also shared via email to individuals from two existing databases maintained
by iSMA and SMANA. Periodic reminders were sent subsequently via the listserv and
email lists. The survey was also promoted at two in-person conferences in 2019, the
inaugural North America Social Marketing Conference held in Ottawa, Canada (October
1–2), and the Pacific Northwest Social Marketing Association’s 7th annual SPARKS
conference in held Seattle, WA, USA (December 9–10). Printed fliers with information
about the survey and a QR code linked to its url were produced and made available to
attendees at both events. Social media channels (primarily Twitter and Facebook) were
also used to publicize the survey in a targeted manner through use of the #socmar
hashtag and by directly tagging the accounts of the regional social marketing
associations. In addition, invitations to participate in the survey were sent out through
the e-newsletters of iSMA, SMANA, World Social Marketing Conference (WSMC),
Pacific Northwest Social Marketing Association (PNSMA), and the Latin American
Social Marketing Association (LAMSO). In the case of the latter, the invitation was
translated into Spanish by LAMSO leadership, and also shared in Spanish on their
social media channels.
Due to the impacts of the COVID-19 pandemic, dissemination and direct
outreach efforts slowed in early 2020, but were picked up toward the latter half of the
year via listserv posts, emails, and a snowball approach with the support of the wider
social marketing community. In a notable development, this study’s corresponding
author had the opportunity to present about her ongoing research at the annual
conference of the Association for Environmental Studies and Sciences held virtually in
July 2020 (Foote, 2020), during which the survey was discussed and shared. This
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resulted in the first entries documenting social marketing academic coursework housed
within Environmental Studies departments.
Beginning in mid-2020 and continuing through Fall 2021, we undertook a tedious
process to cross-reference the survey entries with the prior data (Table I in Kelly, 2013)
in order to identify and follow up with academic institutions known to have offered
courses in 2012 but that we had not heard from via the survey or emails. We attempted
to obtain contact information for courses and professors by looking through institutions’
websites and course catalogs, sending emails to individual professors and departments,
filling out inquiry forms, and by reaching out to colleagues for assistance. This was an
iterative and time-intensive process; as a result, we were able to confirm the status of all
but two institutions’ courses from the prior study. A draft of the completed listing was
also shared with the social marketing listserv community in Spring 2021 in order to
solicit any edits or corrections and seek assistance in obtaining missing information on
prior courses. In October 2021, the draft list of courses was shared with all survey
respondents via email for a final opportunity to provide edits to their listings. The final
listing was then shared with the leadership of iSMA and a team of individuals from the
regional associations so that an interactive online version of it could be developed and
made available to the wider social marketing community. Ongoing management and
upkeep of the listing has thus been transferred to iSMA and the global network of social
marketing associations.
Data Analysis
Survey data were compiled, edited for grammar and spelling, and formatted for
consistency. Summaries of basic information as well as patterns and trends were
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created using Microsoft Excel and simple descriptive statistics. The software program
NVivo (QSR International Pty Ltd, 2020) was used for the specific task of categorizing
learning objectives from submitted syllabi and aligning them to the 12 academic
competencies developed by iSMA (International Social Marketing Association, 2014).
Results
Academic Coursework
Table 5.1 presents a listing of ongoing academic courses found at educational
institutions around the world. These institutions are shown on the map presented in
Figure 5.1.
We were able to identify a total of 104 courses housed at 70 different universities
within 20 countries. Of these courses, 80 focused primarily on social marketing, while
24 included it as a component (less than half of course content).
Approximately half of the courses are offered at the graduate level (48%), with
slightly fewer (41.3%) offered at the undergraduate level, and much fewer (7.8%)
offered as part of a postgraduate certificate; several courses were offered at multiple
levels, either graduate and undergraduate, or graduate and postgraduate certificate.
Some of the courses are required within their degree program, which is denoted in
Table 5.1.
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Table 5.1
Social Marketing Academic Course Offerings

University
American University

Country
United States of
America

American University

United States of
America

American University of
Beirut

Lebanon

Title of course
Marketing for Social
Change (MKTG 551)
Social Marketing for
Social Impact (COMM
540)
Social Marketing for
Public Health (HPCH
333)a

American University of
Beirut

Lebanon

Social Marketing
(HPCH 204)

Australian National
University

Australia

Ben Gurion University
of the Negev

Israel

Brock University

Canada

Cambridge University

College and/or Department

Primary
Disciplinary
Context

Format/
Method of
Instruction

Kogod School of Business

Marketing

In-person

Communications

Social Marketing
(MKTG3024)

School of Communication
Department of Health Promotion
and Community Health/Faculty
of Health Sciences
Department of Health Promotion
and Community Health/Faculty
of Health Sciences
Research School of
Management, Australian
National University

The PR Industry

Communication Studies

United Kingdom

Health Communication
and Social Marketinga
Health Promotion
Module Social
Marketing and Public
Health

Champlain College

United States of
America

Non-profit and Social
Marketing (MKT 340)a

City University of New
York

United States of
America

Social Marketing for
Health
Case Studies in Social
Marketing, Health
Communication, and
Strategic Diplomacy of
Public Healtha
Addressing Problems
in Context: Strategic
Communication and
Social Marketing
(COMM 336)

City University of New
York

United States of
America

College of Charleston

United States of
America

Academic
Level

Social
Marketing
Focus

Available
Since

U, G

Primary

2004

Both

G

Primary

unknown

Health

In-person

G

Primary

2016

Health (Health
Communications)

In-person

U

Primary

2021

U

Primary

2006

Communications

In-person
Both (due
to COVID19)

U

Component

2016

Department of Health Sciences,
Brock University

Humanities

Online

G

Primary

2016

Public Health and Primary Care

Health

In-person

G

Component

2011

Stiller School of Business
Graduate School of Public
Health and Health Policy,
Community Health and Social
Sciences

Marketing

In-person

U

Component

2005

Health

Online

G

Primary

2015

Graduate School of Public
Health and Health Policy,
Community Health and Social
Sciences

Health

Online

G

Primary

2021

Communication

Communications

In-person

U

Primary

2012

Marketing
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University

College of Charleston

Country
United States of
America

Dartmouth College

United States of
America
United States of
America
United States of
America

Duke University

United States of
America

Duke University

United States of
America

Edith Cowan University

Australia

Emory University
George Mason
University

United States of
America
United States of
America

College of Charleston
Colorado State
University

Title of course
Analysis of
Communication in
Practice: Social
Marketing (COMM 410)
Seminar in
Communication: Social
Marketing (COMM 580)
Marketing and Society
Social Marketing
Environmental
Communication for
Behavior Change
Intermediate
Environmental Social
Marketing Strategy
Social and Not for
Profit Marketing
Social Marketing
(BSHES 554)
Social Marketing
(COMMS 670)
Introduction to Public
Health Communication
and Marketing

George Washington
University
George Washington
University
Georgetown University
McDonough School of
Business

United States of
America
United States of
America

Griffith University

Australia

Griffith University
Hebrew University of
Jerusalem
Kings University of
London
Michigan State
University

Australia

United Kingdom
United States of
America

Social Marketing
Social Marketing and
Public Health
Social Marketing
Strategy and Practice

Middlebury College (&
Root Solutions)

United States of
America

Behavior Design for
Sustainability

United States of
America

Israel

Social Marketinga
Social Marketing for
Global Good
Marketing for Social
Change
Social Marketing:
Applying Marketing for
Social Change

College and/or Department

Primary
Disciplinary
Context

Format/
Method of
Instruction

Academic
Level

Social
Marketing
Focus

Available
Since

Communication

Communications

In-person

U

Primary

2015

Communication
Department of Marketing,
College of Business

Communications

In-person

G

Primary

2016

Marketing

In-person

U

Component

2021

Tuck School of Business
Nicholas School for
Environment, Masters in
Environmental Management

Business
Conservation
Sciences,
General
Conservation
Sciences,
General

In-person

U

Primary

Online

G

Primary

2004

Online

G

Primary

2015

Marketing

In-person

U

Primary

unknown

Health

In-person

G

Primary

Communications

Both

G

Primary

unknown
prior to
2011

Health

Both

G

Component

2006

Health

Both

G

Primary

2007

Marketing

In person

G

Primary

Business

Both

G

Primary

2021
prior to
2015

Business

Both

U

Primary

prior to
2015

Business

In-person

G

Primary

2015

Public Health

Health

In-person

G

Primary

2009

Advertising and Public Relations
Middlebury Institute of
International Studies at
Monterey

Marketing

Both

U

Primary

2011

Environmental
Studies

In-person

G

Component

2020

Nicholas School for the
Environment
School of Business and Law
Rollins School of Public Health,
Behavioral, Social, and Health
Education Sciences
College of Humanities and
Social Sciences
Milken Institute School of Public
Health
Milken Institute School of Public
Health
Marketing Department
Department of Marketing, Griffith
Business School
Department of Marketing, Griffith
Business School
The Jerusalem School of
Business Administration
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University
Muhlenberg College
National Institute of
Public Administration
(and Zambia Institute
of Marketing)
National Institute of
Public Administration
(and Zambia Institute
of Marketing)
National University of
Ireland, Galway
National University of
Ireland, Galway
Nottingham Trent
University
Queensland University
of Technology
Queensland University
of Technology
Queensland University
of Technology
Seattle University
Southern New
Hampshire University
Southern New
Hampshire University
SRH Berlin University
of Applied Sciences
Sultan Qaboos
University
Texas State University,
San Marcos
The University of the
West Indies, Mona
Campus
The University of the
West Indies, Mona
Campus

Format/
Method of
Instruction

Academic
Level

Social
Marketing
Focus

In-person

U

Component

2015

Available
Since

Country
United States of
America

Sustainable Solutionsa

College and/or Department
Muhlenberg College,
Sustainability Studies

Zambia

BSc Social Marketing

Distance Learning Division

Marketing

Both

U

Primary

2022

Distance Learning Division
JE Cairnes School of Business
& Economics

Marketing

Both

G

Primary

2022

Marketing

Both

PGC

Primary

2016

Marketing

Business

In-person

U

Primary

2019

Nottingham Business School
School of Advertising, Marketing
and Public Relations
School of Advertising, Marketing
and Public Relations
School of Advertising, Marketing
and Public Relations

Business

Both

PGC

Primary

Marketing

In-person

U

Primary

2021
prior to
2011

Marketing

In-person

U

Component

2022

Marketing

G

Primary

2022

Marketing

In-person
Both (due
to COVID19)

U

Component

prior to
2011

Health

Online

G

Component

unknown

Health

Online

G

Component

unknown

Marketing

In-person

G

Primary

2011

Marketing

In-person

U

Primary

2013

Marketing

In-person

U

Primary

2010

Caribbean School of Media and
Communication (CARIMAC)

Communications

In-person

U

Primary

2012

Caribbean School of Media and
Communication (CARIMAC)

Communications

In-person

U

Primary

2013

Zambia
Ireland
Ireland
United Kingdom
Australia
Australia
Australia
United States of
America
United States of
America
United States of
America
Germany
Oman
United States of
America

Title of course

Primary
Disciplinary
Context
Environmental
Studies

Master of Social
Marketing
Social Marketing and
Sustainability
Marketing and
Sustainabilityb
Non-profit and Social
Marketing
Marketing Behaviour
and Social Change
Marketing,
Stakeholders & Society
Strategic Social
Marketing
Consumer Behaviora
Program Planning and
Evaluation in Public
Health (PHE 630)
Social and Behavioral
Sciences
Nonprofit and Social
Marketinga

Jamaica

Social Marketing
Marketing for Social
Change
Social Marketing:
Principles and
Practicea

Jamaica

Social Marketing Lab

Albers School of Business and
Economics
Master of Public Health (MPH)
Program
Master of Public Health (MPH)
Program
Berlin School of Design and
Communication (BSDC)
College of Economic and
Political Science, Marketing
Department
McCoy College of Business
Administration; Marketing
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Both

G

Primary

2018

Health

In-person

G

Primary

2001

Marketing

In-person

U

Primary

2014

Academic
Level

Social
Marketing
Focus

Available
Since

Country

Tufts University School
of Medicine
Tulane University
School of Public Health
and Tropical Medicine

United States of
America

Social Marketinga (PH
268)

Public Health and Community
Medicine

United States of
America

Introduction to Social
Marketinga

Spain

Social Corporate
Responsibility and
Social Marketing

Global Community and
Behavioral Health Sciences
University of Las Palmas de
Gran Canaria, Faculty of
Economics, Business and
Tourism

Uruguay

Comunicación Para el
Desarrollo - Módulo
Marketing Sociala

Communication

Communications

In-person

G

Primary

2019

Pharmacy faculty
Faculty of Communication
Sciences
Faculty of Communication,
Culture, and Society
Swiss Tropical and Public Health
Institute
BSc Health Promotion and
Prevention, School of Health
Professions, ZHAW, Winterthur,
Switzerland
Institut für Epidemiologie,
Biostatistik und Prävention der
Universität Zürich

Health

In-person

U

Component

2019

Communications

In-person

U

Primary

2014

Communications

In-Person

G

Primary

2008

Health

In-person

G

Primary

2015

Health

In-person

U

Primary

2017

Health

In-Person

PGC

Primary

2012

Swiss School of Public Health
(SSPH+)
Centre Universitaire de
Formation en Environnement
Department of Political and
Social Sciences

Health
Environmental
Studies
Humanities
(Political Science)

In-Person

G, PGC

Component

1991

In-person

U

Primary

2015

Both

PGC

Primary

2004

Business School
Business School
Business School

Marketing
Marketing
Marketing

In-Person
In-person
In-person

G
U
PGC

Component
Primary
Primary

2012
2007
2009

Peru
Switzerland

Public Health and
Social Marketing
Introduction to Social
Marketinga

Switzerland

Social Marketinga
Social Marketing and
Communicationa

Università della
Svizzera italiana

Switzerland

Health Communication
and Social Marketinga

Università della
Svizzera italiana

Switzerland

Università della
Svizzera italiana
Université de
Sherbrooke

Switzerland

Switzerland
Canada

University of Bologna

Italy

University of Brighton
University of Brighton
University of Brighton

United Kingdom
United Kingdom
United Kingdom

Social Marketing
SSPH+ Lugano
Summer School in
Public Health Policy,
Management and
Economics
Comportements
Écoresponsablesa
Social Marketing
(75566)
Marketing &
Responsibility
Social Marketing
Social Marketing

College and/or Department

Format/
Method of
Instruction

University

Universidad de Las
Palmas de Gran
Canaria
Universidad de
Montevideo (&
Comisión Honoraria
Para la Salud
Cardiovascular)
Universidad Peruana
Cayetano Heredia (with
LAMSO)
Università della
Svizzera italiana
Università della
Svizzera italiana
Università della
Svizzera italiana

Title of course

Primary
Disciplinary
Context
Health
(Behavioral
Science and
Health
Communications)
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University
University of Bristol

United Kingdom

University of Bucharest

Romania

University of California,
Los Angeles

United States of
America

Title of course
Sustainability and
Social Impact in
Marketing
Social Marketing and
Political Marketingb
Social Marketing for
Health Promotion and
Communication

University of California,
San Diego

United States of
America

Behavior Change
Strategies for
Sustainability

University of California,
San Diego

United States of
America

University of
Canterbury

New Zealand

University of Derby

United Kingdom

University of Derby
University of
Greenwich

United Kingdom

University of Haifa

Israel
United States of
America

University of Illinois
University of KwaZuluNatal
University of
Lethbridge
University of Michigan
University of Michigan
University of Montreal

Country

United Kingdom

South Africa
Canada
United States of
America
United States of
America
Canada

College and/or Department
School of Management
Faculty of Business and
Administration/Marketing
Community Health Sciences/
UCLA Fielding School of Public
Health

UCSD Extension's Sustainability
and Behavior Change Certificate

Primary
Disciplinary
Context

Format/
Method of
Instruction

Academic
Level

Social
Marketing
Focus

Available
Since

Marketing

In-person

G

Component

2018

Marketing

In-person

U

Primary

2011

In-person

G

Primary

2006

Online

PGC

Primary

2015

Online

PGC

Primary

2016

Behavior Change
Capstone Project
Marketing for
Behavioural Change
(MKTG315)
Social Marketing and
Society
MSc Marketing
Management

UCSD Extension's Sustainability
and Behavior Change Certificate

Health
Environmental
Studies
(Sustainability
and Behavior
Change
certificate
program)
Environmental
Studies
(Sustainability
and Behavior
Change
certificate
program)

Management, Marketing and
Entrepreneurship

Marketing

Both

U

Primary

2010

Derby Business School
College of Business Law and
Social Sciences

Marketing

In-person

U

Primary

2019

Business

Both

PGC

Component

2006

Social Marketinga
Strategic Planning for
Changing Health
Behaviors

Business Faculty

Business

Both

U

Primary

unknown

School of Public Health

Health

In-person

G

Primary

prior to
2016

Social Marketing
Special Topics in
Marketing: Social
Marketinga

Department of Communication

Communications

In-person

U

Primary

2009

School of Management, IT and
Governance

Marketing

Both

U

Component

2019

Social Marketing
Psychology of
Environmental
Stewardship
Nonprofit Marketing
and Social Change
Marketing Social

Dhilon School of Business
School for Environment and
Sustainability, and Program in
the Environment
Ross School of Business
Marketing Department
School of Public Health

Marketing

In-person

U

Primary

2012

Psychology

In-person

G

Component

1989

Marketing
Health

In-person
In-person

G
G

Primary
Primary

2016
1999
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University
University of
Nebraska–Lincoln

Country
United States of
America

University of North
Carolina at Chapel Hill

United States of
America

Title of course
Social Marketinga
(Nutrition 352)
Social Marketing
Campaigns (MEJO
671)

University of North
Carolina at Chapel Hill
University of Ontario
Institute of Technology
(Ontario Tech
University)
University of
Queensland
University of South
Florida, College of
Public Healthb
University of South
Florida, College of
Public Healthb
University of South
Florida, College of
Public Healthb
University of South
Florida, College of
Public Healthb
University of Southern
Mississippi

United States of
America

Public Health and
Social Marketing

University of Stirling
University of the West
of England, Bristol

United States of
America

Social Marketing for
Public Health
Marketing for Social
Change
Introduction to Social
Marketing for Public
Healtha
Formative Research
Methods in Social
Marketinga

United States of
America

Social Marketing
Program Managementa

United States of
America
United States of
America
United Kingdom
(Scotland)

Advanced Social
Marketinga
Public Health
Marketing (DPH 647)
MPH Public Health
(module)
Social Marketing
Principles and Policy
Fundamentals of
Implementation
Science in Global
Health (GH 541)
Health Communication
and Marketing for
Health Promotion:
Theory
and Practice
Introduction to Social
Marketing
Health Education and
Communication
(BHLTH 435)a

Canada
Australia
United States of
America

United Kingdom

University of
Washington

United States of
America

University of
Washington
University of
Washington
University of
Washington (Bothell
campus)

United States of
America
United States of
America
United States of
America

College and/or Department
Nutrition and Health Sciences

Primary
Disciplinary
Context

Format/
Method of
Instruction

Academic
Level

Social
Marketing
Focus

Available
Since

Health

In-person

U

Primary

2018

Communications

In-person

U, G

Primary

prior to
2009

Health

Online

G

Primary

prior to
2003

Faculty of Health Sciences

Health

Online

U

Primary

2009

Business School

Business

Both

G

Primary

2011

College of Public Health

Health

Online

G

Primary

1998

College of Public Health

Health

Online

G

Primary

2002

College of Public Health

Health

Online

G

Primary

2011

College of Public Health

Health

Online

G

Primary

2011

School of Health Professions
Faculty of Health Sciences and
Sport

Health

In-person

G

Primary

unknown

Health

Online

G

Component

2016

Bristol Business School

Marketing

In-person

G

Primary

unknown

Dept. of Global Health, School of
Public Health

Health (Global
Public Health)

In-person

G

Component

unknown

Dept. of Health Systems and
Population Health, School of
Public Health
Evans School of Public Policy
and Governance

Health
Public
Administration

In-person

G

Component

unknown

In-person

G

Primary

2011

School of Nursing and Health
Studies

Health

Both

U

Primary

2017

Hussman School of Journalism
and Media
Gillings School of Global Public
Health, Public Health Leadership
Program
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University

Country

College and/or Department
Faculty of Environment,
University of Waterloo
Faculty of Environment,
University of Waterloo

Primary
Disciplinary
Context
Environmental
Studies
Environmental
Studies

Faculty of Environment,
University of Waterloo

Business

University of Waterloo

Canada

University of Waterloo

Canada

University of Waterloo
University of
Wollongong
University of
Wollongong

Canada

Title of course
Applied Social
Marketing
Marketing for
Sustainability
Enterprise Marketing
and Social
Accountability

Australia

Social Marketing

UOW Business School

Business

Social Marketing
Social Marketing in
Health Education

UOW Business School

Utah State University

Australia
United States of
America

Victoria University of
Wellington

New Zealand

Western Washington
University

United States of
America

Kinesiology and Health Science
The School of Marketing and
International Business,
Wellington School of Business
and Government
College of Humanities and
Social Sciences, Department of
Health and Human Development

Western Washington
University

United States of
America

Social Marketing
(MARK 316)
Health Communication
and Social Marketing
(HLED 410)
Marketing Strategies
for
Sustainability/Sustaina
ble Marketing

College of Business/Western
Washington University

Format/
Method of
Instruction

Academic
Level

Social
Marketing
Focus

In-person

U

Primary

2009

Both

G

Primary

2014

G

Component

2011

U

Component

unknown

Business

Both
Both
(blended)
Both
(blended)

G

Component

unknown

Health

In-person

U

Primary

2004

Marketing

Both

U

Primary

2012

Health

In-person

U

Primary

2011

Business

Both (due
to COVID19)

U

Primary

2015

Note. G = Graduate; U = Undergraduate; PGC = Postgraduate Certificate.
a The

Available
Since

course is required within its program or specialization. b The university offers a degree in social marketing.
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Figure 5.1
World Map Indicating Location of Social Marketing Academic Course Offerings

For the “primary disciplinary area” of the courses, a third (33.7%) were classified
as “Health” (which includes these “other” responses written in by respondents: “Health
Communication,” “Public Health,” “Global Public Health,” and “Behavioral Science &
Health Communication”) and followed by “Marketing” (28.8%). “Communications” and
“Business” each made up 12.5% of the total. Nearly 10% of the courses can be
classified as “Environment & Conservation,” which includes examples within
“Environmental Studies” and “Conservation Sciences, General.” The final few
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disciplinary areas selected by respondents include “Public Administration,” “Political
Science,” “Psychology,” and “Humanities,” each represented by one course. Figure 5.2
presents these data in comparison with the disciplinary context of the courses available
in 2012.
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Figure 5.2
Disciplinary Context, 2012 vs. 2022

Twenty-three universities offer more than one course featuring social marketing,
and five universities offer these courses in different departments within the university
(e.g., business and communication, business and health, or psychology and marketing).
We also found examples of courses that were cross-listed by degree program, for
instance covering both health and environmental sustainability disciplines.
Table 5.2 provides a breakdown of the availability of these courses by the
geographic region and country where the academic institution is located. The majority of
academic course offerings are available in Global North countries.
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Table 5.2
Geographic Comparison of Social Marketing Academic Coursework Availability

Region and Country

Asia Pacific, North
Australia
New Zealand
Europe
England (United Kingdom)
Germany
Ireland
Israel
Italy
Romania
Scotland (United Kingdom)
Spain
Switzerland
North America
Canada
United States of America
Total
Africa
Zambia
South Africa
Middle East
Lebanon
Oman
South/Latin America and Caribbean
Jamaica
Uruguay
Peru
Total

Number of academic
institutions offering
social marketing
coursework
Global North

Number of academic
courses featuring social
marketing content

6
2

10
2

8
1
1
3
1
1
1
1
1

11
1
2
3
1
1
1
1
6

6
31
63
Global South

8
47
94

1
1

2
1

1
1

2
1

1
1
1
7

2
1
1
10

Only two academic institutions reported offering degrees labeled as “social
marketing.” The University of South Florida has a longstanding academic program in
social marketing and offers a Masters of Public Health in social marketing and a
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freestanding social marketing graduate certificate. The second institution, the National
Institute of Public Administration based in Zambia, is slated to launch bachelors and
masters degrees in social marketing in 2022. While Griffith University in Australia has a
center dedicated exclusively to social marketing (Social Marketing @ Griffith), due to
conventions in academia in Australia, the undergraduate and graduate degrees
conferred are general (e.g. “Marketing” or “Business”) and not labeled “Social
Marketing.” We also uncovered one instance of a university (University of Wollongong)
eliminating its social marketing major, previously housed within the university’s Bachelor
of Social Science program, and another instance of a postgraduate certificate in social
marketing being discontinued (Stirling University).
Trends
Figure 5.3 presents a comparison of the courses known to exist in 2012 (Kelly,
2013) alongside the data obtained through this study, demonstrating a clear increase in
courses focused primarily on social marketing.
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Figure 5.3
Social Marketing Academic Coursework Availability, 2012 vs. 2022

Note. Courses “primarily focused on social marketing” include at least half or more of
the course content focused on social marketing. 2012 data are derived from (Kelly,
2013).
Table 5.3 presents a summary of additional metrics denoting changes observed
between 2012 and 2022. Over the past decade, increases were observed in the number
of countries with universities offering social marketing coursework, as well as the overall
number of universities offering courses, for both the Global North and Global South.
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Table 5.3
Trends Associated with Social Marketing Academic Coursework
Metric
Academic courses primarily focused on
social marketing content
Global North countries with academic
institutions offering social marketing
coursework
Global South countries with academic
institutions offering social marketing
coursework
Global North-based academic institutions
offering social marketing coursework
Global South-based academic institutions
offering social marketing coursework

2012

2022

54

80

9

13

3

7

38

63

3

7

Due to the pervasive confusion between “social marketing” and “social media”
(Akbar, Foote, Lawson, et al., 2021), we also made an effort to examine the terminology
and labeling associated with these courses. Sixty-nine of the courses listed in Table 5.1
include “social marketing” in the course title. Comparing courses listed in the prior study
(Kelly, 2013) that are still available today, we found that two academic institutions added
“social marketing” to course titles that had previously not included it, while four
universities removed the term “social marketing” from the course title, opting instead for
more general terminology linked to behavioral science or social change. However,
correspondence with one of these course’s instructors indicated that the reason for the
change was not in response to the aforementioned confusion with social media, but
because the new name better reflected the course’s content.
Further comparisons between the results of the prior study (Kelly, 2013) and the
present one reveal additional trends. Five courses from the original study are no longer
being offered, and two remain unconfirmed. Thirty-four of the 41 total academic
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institutions known to be offering social marketing courses in 2012 are still offering social
marketing programming today. Overall, the number of academic institutions offering
social marketing coursework increased (from 41 to 70, see Table 5.3), and we found 45
new individual courses that were added in the last 10 years. Notably, eight of the
ongoing courses listed in Table 5.1 have been offered for 20 years or longer.

Pedagogical Approaches
We received 31 syllabi submitted by survey respondents. We analyzed the
syllabi by compiling and reviewing the information provided on course goals and
outcomes, learning objectives, textbooks and readings assigned, instructional
approaches, main assignments/final projects, and assessment methods. Results are
summarized in Table 5.4. We found approximately 250 learning objectives specified;
these overlapped across courses. Many of the learning objectives from the syllabi
aligned to multiple academic competencies developed by iSMA (International Social
Marketing Association, 2014), and several learning objectives that were not addressed
by iSMA’s competencies were also identified.
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Table 5.4
Social Marketing Pedagogy Analysis and Summary
Pedagogical
category

Learning objectives
aligned to iSMA’s 12
academic
competencies
(International Social
Marketing
Association, 2014)

Examples from individual learning objectives (approximately 250) found
within 31 academic course syllabi
1. Describe social marketing to colleagues and other professionals and differentiate
it from other approaches to influencing behaviors and social change.

Prevalence within syllabi

2. Work with colleagues and stakeholders to identify community, state, province,
national, regional, and/or international priorities, and identify those for which a
social marketing approach may be appropriate.
3. Identify and segment populations and select appropriate, high-priority segments.
4. Prioritize and select measurable behaviors (not just awareness or attitudes) of
individuals, organizations and/or policy makers to influence.
5. Design and conduct situational analysis and formative research, employing
mixed methodologies needed to understand current audience barriers and benefits,
as well as competing behaviors and direct and indirect competition.
6. Select and apply relevant social marketing, behavioral, exchange and social
science theories, models, frameworks and research to inform development of a
social marketing strategic plan, one that meets the needs and wants of the
intended audience.
7. Create an integrated social marketing mix strategy that extends beyond
communications-only campaigns, with consideration of all appropriate evidencebased tools and theory needed to influence a desired behavior.
8. Critically reflect and test the effectiveness, acceptability, and ethics of potential
social marketing strategies with representatives of target audiences and
stakeholders, and adapt as necessary.
9. Finalize an implementation plan, incorporating opportunities for scaling up and
sustainability.
10. Design and implement an evaluation plan, including a monitoring system to
assure programs are on track to achieve goals and meet agreed quality and
efficiency standards.
11. Apply ethical principles to the conduct of research, developing, implementing
and evaluating a social marketing plan.

22 instances

31 instances of alignment
of learning objectives to
competency

7 instances
6 instances
25 instances
24 instances

24 instances
5 instances
14 instances
16 instances
7 instances
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Pedagogical
category

Other learning
objectives themes

Methods of instruction

Main project/
assessment

Course materials

Examples from individual learning objectives (approximately 250) found
within 31 academic course syllabi
12. Document and communicate the results of social marketing initiatives to
colleagues, stakeholders, communities and other relevant organizations and
groups.
Development of specific skills (e.g., writing; presentations; interpersonal
communication; collaboration; experiential learning/service learning; debate and
discussion; leadership and team building; conflict management and dispute
resolution; normative or values thinking; strategic thinking)
Ability to critique and critically analyze other social marketing/social change
initiatives
Role of legislation and policy in social marketing
Social media and related technology skill development
Systems thinking and upstream initiatives
Inter- and multi-disciplinarity
Advocacy
Diversity, equity, and social justice
Personal reflexivity
Lectures and discussion (in-person)
Lectures and discussion boards (live and/or asynchronous online)
Guest speakers
Service learning and/or partnering with community organizations
Group work
Development of a comprehensive social marketing plan
Written report/critical analysis or research report
Other project types (e.g., campaign brief, integrated communication firm approach,
case studies)
Exam(s)
Multiple textbooks and additional resources (journal articles, reports, multimedia,
etc.)
Single or multiple textbooks
Social Marketing: Behavior Change for Social Good (Lee & Kotler, 2020)

Texts assigned
Fostering Sustainable Behavior: An Introduction to Community-Based Social
Marketing (McKenzie-Mohr, 2011)

Prevalence within syllabi
8 instances
18 instances

8 instances
4 instances
4 instances
3 instances
3 instances
3 instances
2 instances
2 instances
Most common
Common
Common
Common
Common
Most common final project
(found in majority of
courses, n=20)
Common
Less common
Less common
Most common (found in
majority of courses)
Less common
Most commonly assigned
textbook (listed on over
half of syllabi, n=17)
Listed on several syllabi
(n=4)
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Pedagogical
category

Examples from individual learning objectives (approximately 250) found
within 31 academic course syllabi
Hands-On Social Marketing, A Step-by-Step Guide to Designing Change for Good
(Weinreich, 2010)
Nudge: Improving Decisions about Health, Wealth, and Happiness (Thaler &
Sunstein, 2009)
Social Marketing: From Tunes to Symphonies (Hastings & Domegan, 2014)
Social Marketing (Eagle et al., 2013)
Marketing Social Change: Changing Behavior to Promote Health, Social
Development, and the Environment (Andreasen, 1995)
Social Marketing in the 21st Century (Andreasen, 2006)
Social Marketing in Action: Cases from Around the World (Basil et al., 2019)
Strategic Social Marketing for Behaviour and Social Change (French & Gordon,
2020)
Social Marketing and Social Change: Strategies and Tools for Improving Health,
Well-being, and the Environment (Lefebvre, 2013)
Social Marketing to Protect the Environment: What Works (McKenzie-Mohr et al.,
2012)
Ethics in Social Marketing (Andreasen, 2001); Robin Hood Marketing: Stealing
Corporate Savvy to Sell Just Causes (Andresen, 2006); Sustainability Marketing: A
Global Perspective (Belz & Peattie, 2013); Corporate Responsibility (Blowfield &
Murray, 2014); Principles and Practice of Social Marketing: An International
Perspective (Donovan & Henley, 2010); Yes!: 50 Scientifically Proven Ways to be
Persuasive (Goldstein et al., 2009); Social Marketing and Public Health: Theory
and Practice (French, 2017); Thinking, Fast and Slow (Kahneman, 2011);
Designing and Managing Programs: An Effectiveness-Based Approach (Kettner et
al., 2017); Making Health Communication Programs Work: A Planner's Guide
(National Cancer Institute Office of Cancer Communications, 2004); Sustainable
Solutions: Problem Solving for Current and Future Generations (Niesenbaum,
2020); The Last Mile: Creating Social and Economic Value from Behavioural
Insights (Soman, 2021); Sustainable Marketing (Martin & Schouten, 2011);
Sustainable Enterprise: A Macromarketing Approach (Peterson, 2013);
Consumption: A Sociological Analysis (Warde, 2017); Routledge Handbook on
Consumption (Halkier, 2019); Project Management in Health and Community
Services: Getting Good Ideas to Work (Dwyer et al., 2013); Marketing Management
for Nonprofit Organizations (Sargeant, 1999)

Prevalence within syllabi
Listed on several syllabi
(n=4)
Listed on several syllabi
(n=4)
Listed on several syllabi
(n=3)
Listed on several syllabi
(n=3)
Listed on two syllabi
Listed on two syllabi
Listed on two syllabi
Listed on two syllabi
Listed on two syllabi
Listed on two syllabi
Listed on one syllabus
each
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Most courses used a combination of lectures and discussion, with many
incorporating online platforms for students to post assignments, engage in discussion,
and provide feedback on others’ work. Guest speakers were also common. The majority
of the courses either required group assignments or allowed students to choose
whether they worked together or individually. Several courses incorporated service
learning in support of local organizations or agencies. Course materials varied; most of
the courses used a mix of textbooks, journal articles, popular literature, reports, and
multimedia (e.g., videos or podcasts). While Lee and Kotler’s textbook Social Marketing:
Behavior Change for Social Good (Lee & Kotler, 2020) was listed on over half of the
syllabi analyzed, a diversity of other texts (Andreasen, 1995, 2006; Basil et al., 2019;
Donovan & Henley, 2010; Eagle et al., 2013; French & Gordon, 2020; Hastings &
Domegan, 2017; Lefebvre, 2013; McKenzie-Mohr, 2011; McKenzie-Mohr et al., 2012;
Thaler & Sunstein, 2009; Weinreich, 2010) are in use within multiple courses.
The most common main/final project (as determined by the weighting of
assignments for the final course grade) was the development of a comprehensive social
marketing plan (i.e., goals, objectives, formative research, audience segmentation,
audience insights, behavior selection, application of behavioral theory and frameworks,
marketing mix, and a monitoring and evaluation plan). Quizzes and exams were also
used to evaluate student performance, but rarely amounted to a greater percentage of
students’ grades than the social marketing plan. Several other assignments were
included within syllabi, such as research reports, campaign briefs, or critical analyses of
social marketing initiatives.
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Of the learning objectives, the ones most frequently observed on syllabi were to
define and differentiate social marketing from other approaches (competency #1);
design and conduct situational analyses and formative research (competency #5);
select and apply relevant theory, models, and frameworks (competency #6); create an
integrated social marketing mix strategy to influence a desired behavior (competency
#7), and identity stakeholder and community priorities and determine if and where social
marketing approaches are appropriate (competency #2).
Discussion
In the time that has passed since the previous study, notable changes have
occurred within the social marketing academic programming landscape. First, we were
able to document a substantial increase in the number of social marketing courses
currently available. The fact that 45 of the courses were created within the past 10 years
is encouraging for the discipline, and denotes a clear trend. Further, several universities
went from having only one course available previously, to adding more course(s),
sometimes in different departments within the university. It is also encouraging to have
found two dozen courses that include social marketing as a component, as this will
serve to at least introduce students to the discipline.
However, our study did uncover several examples of regression, with some
courses being discontinued, and a social marketing degree dissolving outright. Followup correspondence with instructors, as well as qualitative interview data from the
dissertation research the present study is embedded within (Foote, 2022), revealed
some insights behind this observation. In most cases, losses of courses or substantial
changes in the curriculum were a result of the instructors leaving the university, via
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transfer to another institution or their retirement; sadly, some also passed away. This
observation aligns with prior research noting that there may be a gap in interest and
activity in social marketing within the 40- and 50-year old cohort, while the original
thought leaders continue to retire (Akbar, Foote, Lawson, et al., 2021). Other factors
cited by respondents linked to changes in course availability include restructuring of
degree programs and shifting interest and demand within students in particular degree
programs, despite general accounts of increasing interest in social marketing within
younger cohorts of students.
One example of a university’s reducing its number of courses merits exploring
more in depth, as a focus on the absolute number of courses does not tell the full story.
The University of the West Indies in Jamaica has one of the most longstanding
academic programs in social marketing, with courses first being offered in 1998 as part
of a specialization within the university's Media and Communication bachelor's degree
program. These included four courses: two offered in the second year (Basic Social
Marketing I and II) and two offered in the final year (Advanced Social Marketing I and II).
Then, the two final year courses involved students working on real-world applications.
This evolved into a more structured laboratory course which continued focusing on realworld applications; this was added in 2014. Also in 2014, the social marketing
programming was shifted to be a part of new Integrated Marketing Communication
bachelor's degree; the two Basic courses became a single course "Social Marketing
Principles and Practice” and the two Advanced courses were restructured into the
laboratory course " Social Marketing Lab". Thus, while the university’s total number of
courses was reduced from four to two, the opportunities for students remained, and the
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shift from social marketing being available only as a specialization to a required course
within a degree program is a significant development for the discipline.
We found a striking disparity between formal education opportunities in social
marketing between the Global North and the Global South (see Table 5.2). Our listing
should be considered non-exhaustive for the reasons we discuss below. There are
courses we missed from the Global South (for instance, while preparing this manuscript
we learned of several courses currently being offered in Pakistan). This Western bias is
a familiar pattern (Gordon et al., 2016) that is not unique to social marketing and should
be of concern to academics and practitioners. Access to formal academic training was
reviewed as one of several potential indicators of diversity within the discipline of social
marketing, alongside professional associations, global conferences, research,
professional development, publication, and practice (Cateriano-Arévalo et al., 2022).
Discrepancies in access and opportunities were found between the Global North and
Global South for all the indicators. These disparities may however be viewed as an
opportunity for reflection and growth within the field. Indeed, the field would be
strengthened through increased collaboration between academics and practitioners in
the Global North and Global South.
Depending on the structure of the academic program, the physical location of the
university may not necessarily present a constraint, as more programs are transitioning
to online programming, particularly in response to the COVID-19 pandemic. Indeed, we
found that 41% of the academic courses listed in Table 5.1 are available either
exclusively online or in a hybrid online/in-person format. The pandemic resulted in a
shift to online instruction out of necessity that will, it is hoped, persist due to demand.
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Similarly, online access to global conferences has undoubtedly benefitted the social
marketing community (Veríssimo, 2020). From an equity standpoint, increased
accessibility of online courses and training can only advance the discipline, serving to
narrow the epistemological gap that currently exists as a result of disparate
opportunities between the Global North and Global South (Cateriano-Arévalo et al.,
2022).
Interestingly, social marketing academic scholarship does not appear to be
limited to universities that offer formal courses. Analyses of graduate research focused
on social marketing topics revealed that the 266 master’s degree granted between 1971
and 2015 were from 158 different universities around the world (Truong & Dietrich,
2018); the 209 doctoral degrees earned between 1971 and 2015 were from 138
different academic institutions (Truong, 2017). When cross-referencing the list of
academic institutions from these two studies (Table 5.5) we found a total of 265 different
universities where graduate students have produced either master’s theses or doctoral
dissertations between 1971 and 2015; 31 of these schools have produced both theses
and dissertations. While there is some overlap between our updated course listing and
the institutions granting these degrees (and it is possible we did not capture courses at
all these schools), there does appear to be some degree of disconnect between
institutions that offer courses and institutions where social marketing graduate research
is occurring. Additionally, Truong and colleagues indexed the disciplinary context
associated with the degrees and found that a wide range of disciplines and topics were
covered. This is encouraging as it indicates an interest in social marketing that could
translate to a demand for increased academic course offerings.
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Table 5.5
Academic Institutions Producing Master’s Theses and Doctoral Dissertations Focused
on Social Marketing

Academic Institution

Aalborg University
Aarhus University
American University a
American University of Beirut a
Antioch University
Arizona State University
Aston University
Auburn University
Auckland University of Technology
Benedictine University
Blekinge Institute of Technology
Boston University
Brigham Young University
Brunel University
Cairo University
California State University
Capella University
Cardiff Metropolitan University
Cardiff University
Charles Darwin University
Chaudhary Charan Singh Haryana Agricultural
University
Chicago School of Professional Psychology
Christ University
City University London
Clark Atlanta University
Clark University
Colorado State University a
Columbia University
Concordia University
Copenhagen Business School
Cornell University
D'Youville College
Dalarna University
Dalhousie University
Deakin University
DePaul University
Dr Babasaheb Ambedkar Marathwada University
Dr D.Y. Patil Vidyapeeth University
Drexel University

1
3
1
2
0
0
0
0
0
0
3
0
1
0
0
3
0
0
1
1

Number of
doctoral
dissertations
produced,
1971-2015
(Truong, 2017)
0
1
0
0
2
1
1
1
3
1
0
2
0
2
1
0
1
3
2
0

1
0
1
0
1
1
7
0
2
1
1
1
1
1
0
1
0
0
2

0
1
0
1
0
0
2
6
1
0
0
0
0
0
1
0
1
1
0

Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)
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Academic Institution

Dublin Institute of Technology
Duke University a
Durham University
Eastern Illinois University
Edith Cowan University a
Emory University a
Erasmus University
Fielding Graduate University
Florida State University
Georgia State University
Ghent University
Glamorgan University
Griffith University a
Halmstad University
Hamline University
Hanken School of Economics
Hong Kong Baptist University
Imperial College London
Indian Institute of Management
Iowa State University
ISM University of Management and Economics
James Madison University
Kansas State University
Kenyatta University
Lamar University
Loma Linda University
London Metropolitan University
Loughborough University
Louisiana State University
Loyola University
Loyola University Chicago
Lund University
Macquarie University
Mahidol University
Malmo University
Manipal University
Marywood University
Massachusetts Institute of Technology
Massey University
McGill University
Michigan State University a
Minnesota State University
Mississippi State University
Monash University
Montana Tech

Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)

Number of
doctoral
dissertations
produced,
1971-2015
(Truong, 2017)

0
2
1
1
1
2
3
0
1
0
0
0
1
1
1
1
1
4
1
2
1
1
1
1
1
0
0
1
1
0
0
3
0
3
1
0
0
6
0
1
1
1
1
0
1

1
0
0
0
1
0
1
2
3
1
1
1
3
0
0
0
0
0
0
0
0
0
0
0
0
1
1
0
0
1
1
0
1
0
0
1
1
0
1
0
1
0
0
3
0
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Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)

Number of
doctoral
dissertations
produced,
1971-2015
(Truong, 2017)

Muhimbili University of Health and Allied Sciences
National College of Ireland

1
1

0
0

National Institute of Technology
National Sun Yat-sen University
National Taipei University of Nursing and Health
Sciences
National University of Ireland a
Neapolis University
Nelson Mandela Metropolitan University
NEOMA Business School
New York Medical College
Newcastle University
Northwestern University
Nürtingen-Geislingen University of Applied Science
Ohio State University
Ohio University
Oklahoma State University
Oxford Brookes University
Pacific University
Plymouth State University
Purdue University
Queen’s University
Queensland University of Technology a
Rhodes University
Ritsumeikan Asia Paciﬁc University
Rochester University of Technology
Royal Roads University
Rutgers University
San Francisco State University
San Jose State University
Savannah College of Art and Design
School for International Training
Shanghai International Studies University
Shih Hsin University
Simon Fraser University
South Dakota State University
Southampton Solent University
Southern Illinois University
St. Cloud State University
State University of New York
Stellenbosch University
Swedish University of Agricultural Sciences
Teesside University
Temple University
Texas Tech University

0
7

1
0

1
0
1
0
0
1
0
0
1
5
0
2
1
0
2
2
2
0
1
1
1
1
1
1
2
2
1
1
2
0
1
1
2
1
2
1
1
0
0
2

0
3
0
1
1
0
1
2
0
2
1
0
0
1
0
1
0
7
0
0
0
0
0
0
0
0
0
0
0
1
0
0
0
0
0
1
0
1
1
0

Academic Institution
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Academic Institution

Texas Woman’s University
The Open University
The Union Institute
The University of Auckland
The University of Queensland
The University of Sydney
Tianjin University
Tilburg University
Tshwane University of Technology
Tufts University a
TUI University
Umea University
UNESCO-IHE
Union Institute and University
Universiti Teknologi Malaysia
University College London
University of Adelaide
University of Akron
University of Alaska
University of Arizona
University of Arkansas
University of Auckland
University of Ballarat
University of Basel
University of Beira Interior
University of Birmingham
University of Bristol a
University of British Colombia
University of Calgary
University of California
University of Cambridge
University of Canberra
University of Canterbury a
University of Cape Town
University of Central Missouri
University of East London
University of Exeter
University of Florida
University of Gavle
University of Georgia
University of Ghana
University of Glasgow
University of Gothenburg
University of Greifswald
University of Groningen
University of Guelph

Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)
0
0
0
0
0
0
1
0
1
1
0
0
1
0
0
0
0
1
0
0
2
2
0
0
0
0
0
4
3
0
0
0
0
3
1
0
0
0
1
0
2
1
1
1
1
1

Number of
doctoral
dissertations
produced,
1971-2015
(Truong, 2017)
1
1
1
1
1
1
0
1
0
0
1
1
0
1
1
2
2
0
1
2
1
0
1
3
1
1
1
3
0
2
1
1
1
0
0
1
2
2
0
2
0
0
0
0
0
0
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University of Hawaii

1

Number of
doctoral
dissertations
produced,
1971-2015
(Truong, 2017)
0

University of Huddersfield
University of Illinois a
University of Iowa
University of Johannesburg
University of Jyvaskyla
University of Kent
University of Kentucky
University of KwaZulu-Natal a
University of Leeds
University of Leiden
University of Lethbridge a
University of Liege
University of London
University of Macau
University of Manchester
University of Manitoba
University of Maribor
University of Maryland
University of Massachusetts
University of Miami
University of Michigan a
University of Minnesota
University of Montana
University of Montreal a
University of Nairobi
University of Natural Resources and Life Sciences
University of Nebraska
University of Nevada
University of New Mexico
University of New South Wales
University of North Carolina a
University of North Texas
University of Nottingham
University of Oklahoma
University of Oregon
University of Otago
University of Oxford
University of Pennsylvania
University of Porto
University of Pretoria
University of Queensland a
University of Regina
University of Rhode Island
University of San Francisco

0
0
1
1
1
0
1
1
0
0
3
1
0
1
0
1
1
1
0
0
1
0
2
0
11
0
0
1
1
1
2
1
0
2
1
1
1
0
0
2
0
0
1
2

1
3
1
0
0
1
1
0
1
1
0
0
2
0
2
0
0
3
2
1
1
1
0
1
1
1
1
0
0
0
3
0
1
3
1
0
1
2
1
1
1
1
0
0

Academic Institution

Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)
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Academic Institution

University of Saskatchewan
University of South Africa
University of South Australia
University of South Dakota
University of South Florida a
University of Southern California
University of Southern Maine
University of Southern Mississippi a
University of St. Gallen
University of Stellenbosch
University of Stirling a
University of Strathclyde
University of Sussex
University of Tennessee
University of Texas
University of the Sunshine Coast
University of the West of England a
University of the Western Cape
University of Toronto
University of Utah
University of Victoria
University of Virginia
University of Waikato
University of Wales
University of Washington a
University of Waterloo a
University of Western Australia
University of Western Ontario
University of Windsor
University of Wisconsin
University of Witwatersrand
University of Wollongong a
University of Wolverhampton
Uppsala University
Utah State University a
Utica College
Utrecht University
Victoria University of Wellington a
Virginia Commonwealth University
Virginia Polytechnic Institute and State University
Walden University
Washington State University
Western Carolina University
Whitworth College
Wichita State University

Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)
1
1
0
0
1
1
1
0
2
1
0
0
0
1
11
0
0
0
1
0
2
0
0
1
10
2
0
2
1
3
1
2
0
2
1
1
1
2
0
2
0
1
0
1
1

Number of
doctoral
dissertations
produced,
1971-2015
(Truong, 2017)
0
0
1
1
2
0
0
2
1
0
2
2
1
0
4
2
2
1
0
1
1
1
1
0
0
0
1
0
0
4
0
4
1
0
0
0
0
0
3
1
1
0
1
0
0
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Number of
doctoral
dissertations
Academic Institution
produced,
1971-2015
(Truong, 2017)
York University
0
1
a Indicates an institution that is currently offering social marketing academic programming (see
Table 5.1).
Number of master's
theses produced,
1971-2015
(Truong & Dietrich,
2018)

Examining the disciplinary contexts linked to social marketing courses (Figure
5.2) highlights a few notable observations and trends. A decade ago, there were no
known social marketing courses housed within university environmental departments;
through the present study we were able to find nine courses that are part of
environment and sustainability programs. While still a relatively low number, this
represents an encouraging trend, which aligns with the pattern seen in academic
publishing within social marketing. An analysis of articles appearing in Social Marketing
Quarterly from 1994 to 2019 (Veríssimo, 2019) showed that publications on
environmental and biodiversity topics have increased to become a consistent feature of
the journal within the last decade, though still considered “a rarity” (p. 6) due to their low
overall numbers and in comparison to other topics. Also, in 2012, surprisingly few social
marketing courses were housed in marketing departments, with the majority relatively
evenly distributed between health, communications, and business; this may however be
a result of marketing departments existing within colleges of business. Since 2012, the
number of courses within communications departments has remained the same, while
there was a dramatic increase in courses within health and marketing departments.
To date, social marketing pedagogy has received very little attention within the
peer-reviewed literature or via conference proceedings, although recent scholarship
(Kapetanaki & Spotswood, 2021; Kennedy et al., 2022) indicates a positive shift toward
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an increased focus. The analysis of syllabi provided an interesting snapshot of the
current pedagogical approaches used in social marketing courses. However, this
analysis should not be considered a full and comprehensive accounting of social
marketing pedagogy, since only 31 syllabi were received and analyzed; this represents
less than a third of the total courses.
As noted, most of the courses’ final projects consisted of the development of a
social marketing plan, which provides a unique opportunity for students to address
complex societal issues and in the process, experience theory to practice. In some
cases, the plans are hypothetical though developed “for” actual community partners,
while in others, students actively work with real organizations or governmental agencies
to develop their plans, and depending on the context, may even implement and
evaluate them over the course of a semester. Several courses also incorporate service
learning, which appears to be gaining in popularity within many graduate programs.
Service learning goes beyond simply volunteering in that students participate in an
organized service activity within community settings while meeting intentionallydesigned learning objectives (Bringle & Hatcher, 2009). Service learning has explicitly
been called out as being an excellent fit as a pedagogical tool within social marketing
education (Domegan & Bringle, 2010). These approaches allow students to develop
and work on “real life” projects that benefit their community and natural environment and
thus reinforce the underpinnings of social marketing as a discipline committed to social
change.

225
Recommendations
While our study has demonstrated an encouraging upward trend of course
availability, we echo many others in the social marketing community (Deshpande, 2019;
Kassirer et al., 2019; Lee, 2020) in asserting that the current status of formal academic
training in social marketing is insufficient to support the needs and potential of the
discipline. Many feel that social marketing courses should be available as electives or
even required in academic degree programs. Kapetanaki and Spotswood argue that
social marketing is “a vital element of any well-rounded marketing program” (2021, p.
203), and according to Deshpande (2019), “post-graduate programs in marketing, public
health, environmental studies, or public administration should be required to offer a
social marketing course to retain accreditation” (p. 240).
While many of the following recommendations have been proposed as collective
tasks for the regional associations (Kassirer et al., 2019), we suggest that on an
individual basis, social marketers can take a more active role in advocating for the
discipline more generally.
In considering strategies to increase academic course offerings in social
marketing, we will use a macro-social marketing (Flaherty et al., 2020; Kennedy, 2015,
2017) lens to address the system involved and frame the recommendations accordingly.
The recommendations described below are summarized in Table 5.6.
Micro Level: University Students
In the system related to academic course offerings, current and prospective
university students can be considered the downstream audiences, at the “micro” level.
The main goal at this level is to increase the demand for social marketing programming.
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However, the current dearth of jobs labeled “social marketing” is problematic and likely
a key barrier to generating student demand. Students need to be reassured that
studying social marketing will provide them with career opportunities. One potential
solution is to more explicitly link social marketing with the broader professional roles and
positions that social marketing students will be qualified to fill, such as communications,
public relations, program management, and outreach and education. Indeed, research
exploring the career paths of social marketing graduate students (Truong, 2017) reveals
a broad range of academic and professional roles within numerous disciplinary
domains, suggesting the versatility of social marketing expertise and experience, and
social marketing has been identified by scholars as “a relevant curriculum element for
various schools and departments” (Kapetanaki & Spotswood, 2021, p. 226). Instructors
can help students recognize that the academic competencies and professional skills
associated with social marketing (International Social Marketing Association, 2014,
2017) will serve them well in many jobs (and may also provide them with an advantage
when job-seeking). Alongside this, efforts should be made to include social marketing
language and terminology in position descriptions and job titles (Kassirer et al., 2019;
Lee, 2020).
Demand can also be generated by increasing the visibility and appeal to students
of social marketing as a profession. In academic settings where social marketing
coursework does not yet exist, social marketing content can be incorporated into
existing academic programming in order to share compelling and inspiring evidencebased case studies. Students can also be provided with engaging and worthwhile
opportunities to support real-world social marketing projects in the communities
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surrounding the university through internships and service-learning opportunities. In
fact, research has demonstrated that the completion of an interdisciplinary social
marketing project positively influences students’ environmental awareness and concern
while enhancing their understanding of commercial and social marketing concepts
(McKay-Nesbitt et al., 2012). Finally, documenting and amplifying existing demand is
another strategy that can only serve to generate further demand through the
amplification and activation of social norms. For instance, a global survey of
conservation practitioners (Robinson et al., 2019) revealed a high demand for training in
social marketing, coupled with a recognition of the value of social marketing skills.
Meso Level: University Faculty and Administration
We acknowledge that there are many structural and systemic issues within
academia that make establishing new academic programming challenging, such as
budgetary and time constraints as well as incentive and reward systems. Given that
reality, at the meso or midstream level, focus can be shifted to making it as easy as
possible for instructors to incorporate social marketing content into existing courses and
curricula, with the ultimate goal of generating increased student support and demand.
For instance, as suggested by Kassirer et al. (2019), materials such as “sample lesson
plans, slides, journal articles, and/or a list of short books on the subject relevant to the
degree” (p. 220) can be curated and provided to instructors. “Marketing 101” and
introductory courses focused on promoting social or environmental change (particularly
within multi-disciplinary programs) would be a natural fit for this approach. To further
reduce barriers, these curricular materials could be aligned to the relevant set of
academic standards university departments are beholden to by accrediting bodies. We
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propose future research to support this approach by engaging with instructors receptive
to teaching social marketing, in order to determine exactly what type of materials would
be appropriate, and how they can best be aligned to standards to meet a program’s
needs. Then, these materials can be developed and piloted, and ultimately made
available to those in similar academic contexts. In fact, during the course of our study,
multiple participants noted that they would like to see others’ syllabi. An open-access
repository of syllabi, curricular modules linked to specific disciplines, texts and readings,
multimedia, assessment tools, listings of community organizations able to host
internships or service-learning projects, listings of guest speakers, and other supporting
materials could be created and made available through iSMA. We envision a scenario
whereby a guest speaker appearing in an Environmental Studies course could lead to
the instructor adopting a social marketing module the following semester. This in turn
could lead to increased student interest and might pave the way toward the instructor
advocating for the development of an elective course, followed by becoming a required
course. In fact, this pathway is essentially how the University of South Florida’s social
marketing program came to be, as it moved from a certificate program to a degree
program.
University administration and decision makers are another key audience at this
level, and increased efforts can be made to 1) understand their perspectives about
social marketing and the barriers they face in expanding course offerings and/or degree
programs (Truong, 2017), and 2) demonstrate to them the value, need, and demand for
social marketing content. Another relevant strategy for these audiences, as suggested
by interview participants (Foote, 2022), would be to facilitate the development of
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specializations (or concentrations, certificates, tracks, microcredentials, or capstones,
depending on the context) in social marketing by identifying existing courses at a given
university which support social marketing’s academic competencies and would result in
a valuable and marketable skillset for graduates (e.g., marketing, psychology, sociology,
behavioral science, communications, quantitative and qualitative research design, etc.).
A seminar in social marketing could be added, and/or social marketing content could be
incorporated into existing courses as described above.
Macro Level: Accreditation Bodies and Practitioner Settings
Because of the barriers and constraints associated with establishing entirely new
courses and degree programs, it also becomes increasingly necessary to address the
issue at the upstream level. This can be accomplished by engaging with accreditation
bodies and their process to develop standards (Kassirer et al., 2019). Incorporating
social marketing language and academic competencies into the discipline-specific
standards universities must meet will drive support for social marketing programming.
However, since these standards are typically only reviewed and revised every five to ten
years, this approach may be less viable in the short term, depending on the specific
accreditation body’s schedule. As an alternative, social marketing terminology and
competencies can be incorporated into the official guidance documents that accrediting
bodies create to support implementation of existing standards. If it is possible for
academics to attend—or even present at—the periodic conferences of the various
accreditation bodies, they should seek to do so as a means of making connections and
identifying opportunities to engage with and influence the standards development
process.
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Further, efforts can be made to amplify hiring trends within practitioner settings
such as governmental agencies, nongovernmental organizations, and private sector
firms, such as increased demand for staff with social and behavioral sciences and
marketing expertise, as well as the creation of behavioral insights units, where students
with social marketing training would be competitive. These entities can be encouraged
to adopt social marketing language and terminology in their organizing documents and
position descriptions, with an ultimate goal of increasing requirements and standards for
skills and competencies linked with social marketing.
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Table 5.6
Summary of Recommendations to Increase Social Marketing Academic Course Offerings
Systems Level

Micro

Audience(s)

University students

University faculty and course
instructors
Meso
University administration and
decision makers

Accreditation bodies
Macro
Practitioner settings

Recommendations
• Link social marketing competencies and skillsets with relevant professional roles and
career paths (e.g., communications, public relations, program management, outreach and
education)
• Amplify the value and marketability of social marketing expertise
• include social marketing language and terminology in position descriptions and job titles
• Increase visibility of social marketing as a profession by incorporating social marketing
material within existing academic programming (e.g., evidence-based case studies,
personal accounts of practitioners, etc.)
• Provide students with opportunities to support local social marketing efforts and gain realworld experience through volunteerism, internships, and service learning with communitybased organizations
• Document and amplify existing student demand (e.g., market research, personal
accounts, etc.)
• Develop and pilot test appropriate social marketing curricular materials that can be
aligned with standards and integrated within existing academic programming in multiple
disciplinary areas
• Create an open access repository of social marketing syllabi, discipline-specific curricular
materials, and other resources such as locally-available guest speakers with social
marketing expertise and experience
• Conduct research to understand their perspectives and the barriers they face in
expanding course offerings and/or degree programs
• Demonstrate the demand, value, need, and demand for social marketing content
• Facilitate the development of social marketing concentrations using existing courses that
align to social marketing academic competencies
• Incorporate social marketing language and academic competencies into disciplinespecific accreditation standards and the standards’ guidance documents
• Attend standards accreditation bodies’ conferences to identify opportunities to support
and influence the standards development and revision process
• Amplify hiring trends such as increased demand for staff with social and behavioral
science expertise and the creation of new positions
• Encourage organizations to adopt social marketing language and terminology in their
organization documents and position descriptions
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Study Limitations and Future Research
Undoubtedly, there are academic courses in existence around the world that we
did not capture in this study, particularly courses which only include social marketing as
a component. One constraint was the fact that the survey and invitation were developed
in English. While LAMSO was able to translate the email invitation to Spanish and assist
us in more widely sharing it among the Latin American community, the survey
instrument itself remained in English. Therefore, the results should be considered
biased towards Western academic settings.
Another issue that bears highlighting is the difficulty of searching for courses
using the term “social marketing” due to the fact that “social media marketing” is often
shortened to “social marketing,” thus confounding any online search. We relied more
heavily on other approaches.
Regarding social marketing pedagogy, not all academics were willing or able to
share their course syllabi, so the sample we analyzed should be considered incomplete.
We call for an increased focus on pedagogy both within the literature and in settings
such as global conferences.
A more concerted effort could be undertaken to uncover additional courses that
include social marketing as a component, or that meet the criteria of social marketing
even if not explicitly labeled as such. Also, further research is needed to document
academic programming in social marketing around the world, particularly in Global
South countries. This can be accomplished through the translation of the survey
instrument into multiple languages and then disseminated through regional networks
supported by the social marketing associations.
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Relatedly, following the recommendations in Cateriano-Arévalo et al. (2022), the
social marketing academic landscape could be enhanced through an increased focus
upon diversity and equity by not only increasing course offerings, but by expanding the
scope of research collaborations between scholars from the Global North and the
Global South and facilitating two-way knowledge exchanges.
Finally, we suggest future research should more thoroughly explore the career
paths in social marketing while identifying and addressing the associated barriers and
challenges. Tracking and amplifying career opportunities and desirable skillsets for
students enrolled in social marketing courses should be a priority. Also, an elevated
focus on the connections between the academic and practitioner communities and how
to drive further demand for academic programming would also be beneficial.
In conclusion, this research has provided a timely and useful update to previous
studies, given the importance of academic training to the advancement of a discipline,
and the fact that social marketing is now in its seventh decade as a social change
discipline. We hope that compiling and disseminating this information about academic
coursework availability and trends will support the ongoing development and
professionalization of the discipline.
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CHAPTER VI: ENVIRONMENTAL SOCIAL MARKETING IN THE PACIFIC
NORTHWEST: A CASE STUDY
The previous chapters examined elements of social marketing’s
institutionalization through a global view of the discipline itself. The themes discussed in
Chapter IV and the survey results presented in Chapter V together reveal many aspects
of the current state of the discipline, as well as trends and insights related to its ongoing
advancement and expansion. Ultimately, through this research I aim to identify and
amplify conditions and actions that are conducive to the field’s further institutionalization
within organizational settings—specifically, environmentally focused organizations.
However, the broad nature of my Phase I research is potentially limiting in terms
of the transferability of outcomes and recommendations for this specific setting.
Therefore, examining social marketing’s institutionalization through a narrower lens
within a specific context can provide more applicable insights for environmental
organizations. Conducting mixed-methods case study research in the Pacific Northwest
provided a means of exploring a particular story in a particular place. Survey results
from multiple organization types alongside findings from interviews with participants
from governmental agencies and their partners have the potential to inform action and
strategies in similar settings.
In this chapter, I will address the following research question and sub-questions:


Research Question 3: How do micro-, meso-, and macro-level factors in
environmentally focused organizations in the Pacific Northwest influence the
adoption, implementation, and diffusion of social marketing practice?
o 3.1 What do the perceptions and experiences of social marketing
practitioners reveal about the organizational characteristics related to
social marketing uptake and diffusion in their professional settings?
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o 3.2 What common factors can be identified between governmental
agencies that have successfully adopted and implemented social
marketing in the Pacific Northwest? What are the barriers to social
marketing uptake?
o 3.3 How can elements of systems and diffusion theory reveal leverage
points for change?
The chapter will examine these questions through an integrated approach
combining the results and findings from the Phase II quantitative survey and qualitative
interviews, as described in Chapter III. After presenting an overview of the history and
landscape of social marketing in the Pacific Northwest, I will summarize the results from
the survey, followed by a discussion of the accompanying findings alongside the
insights gained from interviews. I will conclude with a summary of implications for
practice.
Environmental Social Marketing in the Pacific Northwest: Overview and
Chronology
The history of environmental social marketing in the Pacific Northwest (PNW)
dates back to the mid-1990s, and involves numerous organizations, focal issues, and
activities that drove the adoption and uptake of the discipline in the region. Table 6.1
provides a chronology of key events and milestones, as identified through participant
interviews and secondary research.
The Pacific Northwest is the only place in North America to have established a
regional social marketing association, the Pacific Northwest Social Marketing
Association (PNSMA). In fact, PNSMA was incorporated in 2012 as one of the first four
social marketing professional associations around the world (joining the International
Social Marketing Association (iSMA), the Australian Association of Social Marketing
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(AASM), and the European Social Marketing Association (ESMA); the Social Marketing
Association of North America (SMANA) was established in 2014.
PNSMA was initially formed to create a community of practice and to promote the
field while facilitating training, education, and research. In early 2022, the PNSMA board
of directors updated its mission to “inspiring behavior change for sustainable, healthy,
and equitable communities.” PNSMA hosts an annual conference called SPARKS and
also convenes quarterly meetings to bring social marketing professionals together and
provide a forum for information exchange and training.
Establishing a professional association is certainly a milestone for any discipline,
and PNSMA’s formation was made possible through many years’ lead-up of deliberate
actions taken by numerous individuals committed to the field’s advancement. A key
supporting factor was the regional availability of education and training in social
marketing, which introduced many to this framework for social change. Consistent with
the field’s trajectory elsewhere, social marketing was first adopted within the field of
public health, later expanding in focus to environmental issues. In academic settings,
the public health and business domains drove demand for formal coursework in social
marketing, with four different PNW-based universities offering courses beginning in
2010: Seattle University, Western Washington University, and two campuses of the
University of Washington (Seattle and Bothell). Training geared toward practitioners
began even sooner in the region. Doug McKenzie-Mohr started offering workshops on
community-based social marketing (McKenzie-Mohr, 1994, 2011) the form of social
marketing he founded, in the mid-1990s. This was followed soon after by workshops
offered by Nancy Lee to teach a 10-step method outlined from the social marketing
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textbook she co-authored with Philip Kotler (Lee & Kotler, 2011). Training also occurred
in an ongoing ad hoc “on-the-job” manner within professional settings. Thus, the
consistent regional presence of multiple education and training opportunities has served
as a supportive backdrop for social marketing.
In terms of practice, an environmental issue addressed through social marketing
seemingly more than any other in the region is arguably (and historically) water quality.
Developments in stormwater management in the mid-1990s led to increased adoption
of social marketing particularly within the watersheds of western Washington and the
inlets of the Pacific Ocean that make up Puget Sound. This region of western
Washington state spans multiple counties and has some of the most stringent water
quality regulations in the nation, as delineated by the Clean Water Act (CWA), a federal
law that is administered by the Environmental Protection Agency (EPA). The EPA
administers the CWA by delegating National Pollutant Discharge Elimination System
(NPDES) permit authority to the states, which in turn issue stormwater discharge
permits to local jurisdictions and industries. An exception exists for tribal entities in the
region due to treaty relationships between the tribes and the federal government that
dictate the stormwater permits are issued directly by the EPA.
Under the Clean Water Act, pollutant discharge into natural waterbodies within
the United States is regulated through the NPDES, which in turn issues permits such as
the Municipal Separate Storm Sewer System (MS4) NPDES stormwater permit to
specific jurisdictions in a phased manner driven by population density. The broader
NPDES permit system includes limits for pollutants and denotes monitoring and
reporting requirements, while the MS4 NPDES permit is programmatic in nature. The
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MS4 NPDES permit incorporates requirements for permittees to conduct education and
outreach about the environmental impacts of stormwater pollution in order to build
support for and compliance with Best Management Practices (BMPs) to improve water
quality through pollutant mitigation. Permit requirements are determined through a
public process led by state agencies which allows for stakeholder review and feedback;
permits are updated on a five-year basis. As such, permit language varies from region
to region and evolves over time. In Washington, the Department of Ecology serves as
the regulatory agency tasked with administering the state’s two separate permits (the
Western WA Permit which affects the Northwest and Southwest regions, and the
Eastern Washington Permit which affects the Central and Eastern regions).
Beginning in 1995, the history and trajectory of permit requirements in
Washington State created optimal conditions to support the adoption and uptake of
social marketing. In the years since its establishment, permit language in support of the
education and outreach requirement in the Western Washington region shifted from
being vague in nature to incorporating more specific guidance along with increased
levels of accountability. For example, language in the 1997 iteration of the Phase I
Permit was limited to measuring attitudes and awareness; in 2013, language in the
Phase II Permit was changed to explicitly reference “behavior change.” The next permit
expanded language to differentiate between “general awareness” and “behavior
change,” and in 2019 the language was updated to specifically include the term “social
marketing.” The Eastern Washington regional permit lagged slightly behind, with its
2019 Phase II Permit language being updated to require behavior change (but not yet
“social marketing”). Thus the region joined several California jurisdictions to become the
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only places in the US where jurisdictions were asked to implement social marketing
strategies within the landscape of stormwater management.
The earliest efforts to adopt and implement social marketing to improve water
quality were carried out in Snohomish and Kitsap (WA) counties in the early 2000s, with
and alongside the Washington State Department of Ecology. Several individual leaders
from within the state and counties’ resource management agencies began collaborating
and looked to marketing strategies as a means of conducting more effective outreach
and education to facilitate measurable behavior change. Focus groups and stakeholder
surveys were used to develop several different campaigns designed to tackle multiple
forms of water pollution by targeting specific behaviors and identifying and reducing
barriers faced by priority audiences. Pet waste, yard care products, and automotive
sector pollutants were among the first issues addressed through the robust formative
research associated with social marketing.
As social marketing adoption increased in the region, it was supported in
numerous ways through multiple collaborative networks including regional groups
known collectively as “ECO Net” (created by the Puget Sound Partnership) and STORM
(Stormwater Outreach for Regional Municipalities). Between the Puget Sound
Partnership and the ECO Net, over 750 organizations of multiple types are represented,
spanning over 80 jurisdictions. These networks support implementation of water quality
behavior change initiatives by sharing resources and facilitating cross-regional training.
Further, funding to support social marketing initiatives at various levels was
provided by federal and state agencies. For instance, in 2000, a Washington Centennial
Clean Water Grant was awarded to Kitsap County through the Department of Ecology.
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This grant provided significant funds to establish a social marketing campaign
partnership among the Kitsap County Public Works Surface and Stormwater
Management Program, the cities of Bremerton, Poulsbo, Port Orchard, and Bainbridge
Island, and the US Navy. This funding supported formative research including focus
groups and surveys as well as coordination, training, and program implementation
within and across regions. This allowed many practitioners to not only receive training
but to have the opportunity to design and implement a social marketing campaign with
the support of the partnership.
In 2009, STORM was awarded $970,000 in funding from the Department of
Ecology to develop and implement a regional media campaign targeting behavior
change BMPs (i.e., yard care, pet care, car care, home care), create a toolkit of
education/public outreach resources for local use by jurisdictions, develop a
communications plan, and conduct program evaluation. At a smaller scale, the
Washington State Department of Ecology provided GROSS grants (“Grants of Regional
or Statewide Significance”) to NPDES permittees to assist with implementation and
compliance. Thus, these networks coupled with substantial resources and capacity
played a significant role in advancing social marketing within the region.
In addition to stormwater pollution, social marketing has been incorporated within
numerous other resource management and environmental sustainability contexts in the
Pacific Northwest. Campaigns and programs have covered topics such as litter
prevention, recycling, hazardous waste, recreational vessel discharge, transportation,
energy efficiency, and regulated species (e.g., shellfishing and other forms of harvest).
As one example, the Shore Friendly program, which focuses on the removal of
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bulkheads by coastal landowners, has been commended for its comprehensive
formative research, audience segmentation, and piloting.
Other practices observed in the region include the inclusion of social marketing
language within job descriptions and agency-issued requests for proposals (RFPs) to
carry out behavior change programs for many different issues. There are multiple
practitioner firms that specialize in social marketing and routinely respond to the RFPs
to work with government agencies across the Pacific Northwest. Representatives from
the firms also play an active role in the Pacific Northwest Social Marketing Association’s
leadership and ongoing activities such as coordinating member forums and the annual
SPARKS conference.
Thus, the Pacific Northwest serves as a vibrant and unique hot spot for
environmental social marketing, a practice which elsewhere is still widely misunderstood
and/or considered to be in a more nascent state.
Table 6.1
Chronology of Key Events in the Development of Environmental Social Marketing in the
Pacific Northwest and Case Study Jurisdictions
Year(s)
Key events
1980s
1985
Formation of the Puget Sound Water Quality Authority (precursor to the Puget Sound
Water Quality Action Team)
1987
EPA Clean Water Act amended via Section 320, establishes National Estuary
Program which became a significant funding source within the region
1990s
1990 Washington State Department of Ecology shifts Public Information Officer (PIO)
positions to Environmental Education Outreach Specialist (EEOS)
1994 Kitsap Environmental and Education Programs (KEEP) forms (precursor to EcoNet
group for Kitsap)
Water Quality Consortium convened by the Department of Ecology; developed
surveys and focus groups and created a series of posters and PSAs about yard
care, pet waste, automotive leaks, and car washing
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Year(s)

1995
1996
1997
1998
1999

2000s
2000

2001

2002

2003
2006
2007

Key events
McKenzie-Mohr publishes first Community-Based Social Marketing (CBSM) paper,
merging social marketing and social psychology for applications within environmental
contexts (McKenzie-Mohr, 1994)
Washington State Stormwater Management Program Phase I permit regulations
enacted
First CBSM trainings by Doug McKenzie-Mohr offered in Vancouver, Canada
Puget Sound Water Quality authority becomes the Puget Sound Water Quality
Action Team; develops and implements biennial work plans to restore and preserve
water quality and habitat in Puget Sound
Western Washington MS4 NPDES Phase I Permit includes language to “measure
attitudes and awareness”
“Tools of Change” website launched, offering specific community-based social
marketing tools and including environmental case studies situated in the Pacific
Northwest.
Kitsap 4Cs auto body behavior change project launched
First edition of Fostering Sustainable Behavior published; currently on 3rd edition:
(McKenzie-Mohr, 2011)
First CBSM trainings by Doug McKenzie-Mohr offered in Washington and Oregon
Nancy Lee begins offering training for regional agencies and organizations
Washington Centennial Clean Water Grant awarded to Kitsap County by Washington
Department of Ecology; supports social marketing formative research via surveys
and focus groups and represents the first grant-funded social marketing project
administered through the Department of Ecology
Ecology’s Litter and it Will Hurt campaign launched (runs through 2009; relaunched
in 2019 after rebranding effort centering equity)
Snohomish county begins using social marketing; initiatives undertaken between
2001 and 2008 include the streamside landowner program, pet waste program,
programs on septic system maintenance for homeowners, and integrated stormwater
management for neighborhoods
King and Bellevue counties launch natural yard care social marketing programs
between 2001 and 2008
Puget Sound Action Agenda incorporates Social Strategies into Near Term Actions
strategic planning initiative
Publication of second edition of Philip Kotler and Ned Roberto’s social marketing
textbook, adding new author Nancy Lee (Kotler et al., 2002). At least a fourth of the
cases and examples in the textbook were focused on environmental issues including
water conservation, water quality, and litter
Kitsap county begins using social marketing
ECO Net (Education, Communication, and Outreach Network) established
Washington Waters—Ours to Protect campaign launched
Washington State Stormwater Management Program Phase II permit regulations
issued
STORM (STormwater Outreach for Regional Municipalities) formed to support
Washington State Stormwater requirements, including 80+ local jurisdictions with
local sub-groups
Puget Sound Water Quality Action Team becomes the Puget Sound Partnership via
formation as a state agency; establishes science-based Action Agenda; funds
regional projects and social marketing training
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Year(s)
2008

2009

2010s
2010

2011

2012

2013
2015
2016
2019

Key events
Ecology’s GROSS grant program supports regional projects and training
STORM awarded nearly $1 million in funding from the Department of Ecology to
develop and implement a regional behavior change campaign focused on
stormwater Best Management Practices (BMPs)
STORM and Puget Sound Partnership begin discussions to merge campaigns to
ensure consistent region-wide messaging and reduce redundancy (collaboration
finalized in 2009)
Dept. of Ecology conducts first surveys and focus groups to develop the Puget
Sound Starts Here campaign, a collaborative effort involving multiple networks,
agencies, and organizations
Washington legislature creates Washington Stormwater Center as a non-regulatory
entity to support NPDES implementation
STORM & Puget Sound Starts Here establish twice-monthly committee meetings
Kitsap establishes annual budget for formative research w/ surveys & focus groups
King County Local Hazardous Waste Management Program becomes the first
regional social marketing initiative to carry out formative research in Spanish for the
specific audience of 25-45 year old Spanish-speaking mothers
Seattle University offers “Consumer Behavior” undergrad course including social
marketing content
Puget Sound Institute forms, supports science initiatives and serves as a boundaryspanning organization
University of Washington Evans School of Public Policy & Governance offers “Intro
to Social Marketing” graduate course
Western Washington University begins offering “Health Communication and Social
Marketing” undergrad course
Pacific Northwest Social Marketing Association forms; hosts TEDx conference
STORM’s Don’t Drip and Drive campaign launched via a GROSS grant
Shore Friendly pilots launched; extended through 2018
Social Marketing to Protect the Environment (McKenzie-Mohr et al., 2012) published
Western Washington MS4 NPDES permit differentiates between “general
awareness” and “behavior change”
PNSMA begins hosting annual SPARKS conference
Western Washington University begins offering “Marketing Strategies for
Sustainability/Sustainable Marketing” undergrad course including social marketing
content
Puget Sound Partnership funding for social marketing training and local projects
ends; funding priorities shift from outreach to planning; support for regional social
marketing trainings shift to STORM and PNSMA
First inclusion of “social marketing” language in Western Washington MS4 NPDES
permit
Eastern Washington MS4 NPDES permit language updated to require “behavior
change” (but not yet “social marketing”)
Washington Governor’s Orca Task Force makes recommendations to WA state
legislature resulting in sustainable funding for Puget Sound water quality initiatives
Dept. of Ecology resumes statewide litter prevention campaign in partnership with
counties and Washington State Department of Transportation
Washington Department of Fish and Wildlife becomes permanent funder of Shore
Friendly program with support from Legislative funding
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Year(s)

2020s
2020
2022

Key events
Washington Department of Natural Resources develops the agency’s first social
marketing program; focus on community wildfire prevention
Washington State Capital building installs exhibit featuring social marketing success
stories in Washington State, including ones related to the environment (e.g., solar
power)
PNSMA hosts virtual SPARKS conference due to COVID-19 pandemic; online
format allows for expanded participation beyond the region
Washington State Department of Fish and Wildlife creates Conservation Social
Scientist position to serve as an internal resource for agency-wide integration of the
social sciences
U.S. Fish and Wildlife Service (USFWS) recruits for six social scientist positions at
multiple locations across the country, including Portland, Oregon

Case Study Results, Findings, and Analysis
Having described the story of environmental social marketing in the Pacific
Northwest in broad terms, while touching on many of critical factors related to its
advancement in the region, I will now present the results of the quantitative survey,
“Social Marketing Adoption, Implementation and Diffusion Survey within Environmental
Sustainability and Natural Resource Conservation Settings in the Pacific Northwest.”
This will be followed by an integrated analysis of the survey’s findings alongside
qualitative interview data. I will conclude with a summary and recommendations for
practice based on the success factors identified through this mixed-methods case study
research.
Survey Results
This section includes the results from the quantitative survey conducted with
respondents from all organization types within the Pacific Northwest. The majority of the
analyses that were performed are descriptive in nature. Several inferential analyses
were also conducted, particularly in relation to efficacy, organizational valence, and
support for the integration of social marketing and the social and behavioral sciences
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into natural resource conservation efforts. All survey results will be discussed together
in the following sections in conjunction with findings from qualitative interviews.
Survey Sample Description
A total of 82 respondents completed the survey. Basic socio-demographic
characteristics of the sample are presented in Table 6.2. The majority of respondents
were female (80%), and most worked in Washington State (88%). Respondents from
local governmental agencies made up the bulk of the sample (65%), with 34% working
at the county level, 27% at the city level, and 4% representing Conservation Districts.
Most reported completing either a bachelor’s degree (45%) or advanced degree (51%).
The disciplinary areas of respondents’ advanced degrees varied; most were focused on
environmental science and resource management (42%), biological and physical
sciences (15%), or business/public administration (12%). Just over half reported their
status as mid-level staff/researchers (51%) and nearly a quarter were mid-level
managers/researchers (23%). Very few reported being entry-level (5%), while the
remainder (18%) were upper-level at their organization. Only a small percentage
reported not being involved at all in budgetary decision-making (11%) or strategic
planning (11%) for their organizations.
Table 6.2
Sociodemographic Characteristics for PNW Survey (n = 82) Respondents
Attribute

Count

%

Gender
Female
Male
Non-binary
Non-disclosure

66
10
2
4

0.80
0.12
0.02
0.05

US State/Canadian Province
British Columbia, Canada
Oregon, USA

2
8

0.02
0.10
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Attribute

Count
72

%
0.88

Type of organization
Academic institution
Firm (Private sector/consulting business)
Governmental agency (federal level)
Governmental agency (state level)
Local governmental agency (city level)
Local governmental agency (conservation district)
Local governmental agency (county level)
Nonprofit organization

9
3
1
9
22
3
28
7

0.11
0.04
0.01
0.11
0.27
0.04
0.34
0.09

Highest education level
Some college
Associates degree
Bachelor's degree
Advanced degree

2
1
37
42

0.02
0.01
0.45
0.51

5
4
2
1
2
14

0.15
0.12
0.06
0.03
0.06
0.42

1
1

0.03
0.03

1
1

0.03
0.03

1
9

0.03
0.27

4
19
42
15
2

0.05
0.23
0.51
0.18
0.02

Level of involvement, budgetary decision-making
Not involved at all
Somewhat involved
Moderately involved
Very involved
Extremely involved

13
27
23
10
9

0.16
0.33
0.28
0.12
0.11

Level of involvement, strategic direction of organization
Not involved at all
Somewhat involved
Moderately involved
Very involved
Extremely involved
Non-disclosure

13
26
22
10
10
1

0.16
0.32
0.27
0.12
0.12
0.01

Washington, USA

Advanced degree disciplinary area
Biological and Physical Sciences
Business/Public Administration
Communications
Environmental Education
Engineering
Environmental Sciences and Resource Management
Environmental Sciences and Resource Management;
Business/Public Administration (multiple degrees)
Other: Divinity/Seminary
Other: Political Science, Organizational Development and
Philanthropy
Other: Theater and Landscape Architecture
Psychology (Applied social psychology/conservation
psychology)
Non-disclosure
Position at organization
Entry-level staff/researcher
Mid-level manager/researcher
Mid-level staff/researcher
Upper-level/senior management/researcher
Non-disclosure
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Table 6.3 summarizes the respondents’ experience with and training in social
marketing. Nearly all (90%) had worked on social marketing projects at their own
organizations, and many (87%) also reported being involved with behavior change
projects with other organizations. Nearly two-thirds (63%) of the respondents reported
using specific social marketing planning framework(s); most used the 5-step
community-based social marketing model developed by Dr. Doug McKenzie-Mohr
(McKenzie-Mohr, 2011), the 10-step model (Lee & Kotler, 2020), or a combination of the
two (23%, 18%, and 30%, respectively). Most respondents (93%) had received training
in social marketing methods, with workshops being the most frequently reported form of
training (91%), followed by on-the-job training (59%), and formal academic coursework
(24%). Finally, most of the respondents had at least 6–10 years of experience with
social marketing, with several reporting 16–20 years’ experience (11%) or over 20
years’ experience (6%). A third of the sample (33%) reported 1–5 years’ experience
with social marketing.
Table 6.3
Survey Respondents' Experience and Training
Attribute
Involvement with any social marketing projects at present organization
Yes
No
Involvement with collaborative partnerships (with other organizations) on
behavior change projects
Yes
No
Organizational use of specific social marketing guiding framework(s)
Yes
No
Not Sure
Non-disclosure
Specific framework(s) used

Count

%

74
8

0.90
0.10

71
11

0.87
0.13

52
29
0
1

0.63
0.35
0
0.01
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Attribute
Community-based social marketing
10-step model, Lee and Kotler
Combination of CBSM and 10-Step model from Lee & Kotler
Other (Jack Wilbur's "Getting Your Feet Wet with Social Marketing")
Not Sure
Received training in social marketing methods
Yes
No
Type of training: Formal academic coursework in social marketing
Yes
No
Type of training: Workshop
Yes
No
Type of training: On the job
Yes
No
Training was offered through or supported by organization
Yes
No
Not Sure
Non-disclosure
Years worked in field of natural resource conservation/ environmental
sustainability
less than 1
1–5
6–10

Count
19
15
25
2
2

%
0.23
0.18
0.30
0.02
0.02

76
6

0.93
0.07

20
62

0.24
0.76

75
7

0.91
0.09

48
34

0.59
0.41

69
6
1
6

0.84
0.07
0.01
0.07

2
13
16

0.02
0.16
0.20

11–15
16–20
over 20
Years at present organization
less than 1
1–5
6–10
11–15
16–20
over 20
Non-disclosure
Years of experience with social marketing
less than 1
1-5
6-10
11-15
16-20
over 20
Approximate number of social marketing projects respondent reported
working on at present organization
1–5
6–10
11–15
16–20

11
18
22

0.13
0.22
0.27

4
30
19
11
10
0
1

0.05
0.37
0.23
0.13
0.12
0.00
0.01

1
27
22
18
9
5

0.01
0.33
0.27
0.22
0.11
0.06

39
13
1
4

0.65
0.22
0.02
0.07
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Attribute

Count
3
14

21–30
Non-disclosure

%
0.05
0.23

Familiarity and Expertise
Using a 5-point scale (1=not familiar at all, 2=somewhat familiar, 3=moderately
familiar, 4=very familiar, 5=extremely familiar), respondents reported high levels of
familiarity with social marketing in general (M=3.93, SD=0.89, median=4), as well as
with the two aforementioned planning frameworks (Community-Based Social Marketing,
M=3.80, SD=1.10, median=4; Lee and Kotler’s 10-step model, M=3.90, SD=1.10,
median=4). However, very few respondents were familiar with a third planning
framework offered by the National Social Marketing Centre in the UK (M=1.33,
SD=0.71, median=1). Table 6.4 presents two dimensions of expertise in social
marketing. Respondents rated their own level of expertise moderately, with the majority
selecting “intermediate;” they reported similar yet slightly higher levels when comparing
their own expertise to that of their colleagues in the same role.
Table 6.4
Survey Respondents’ Expertise
Attribute
Self-rated level of expertise
Beginner
Intermediate
Expert
Self-rated level of expertise compared to other
professionals in same role
Beginner
Intermediate
Expert

Count
19
50
13
18
44
20

%
0.23
0.61
0.16
0.22
0.54
0.24
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Perceived Norms
Figure 6.1. displays the perceived descriptive and injunctive norms surrounding
organizational culture and practices at two different system scales: within the
respondent’s organization (meso), and the external environment to their organization
(macro).
When comparing injunctive norms related to perceptions about others’ approval
of social marketing within and outside their organizations, respondents reported high
levels. Nearly 80% of the respondents selected either “agree” or “strongly agree” at both
the meso and macro scale when presented with the statements, “Social marketing is
supported (via overall approval) by my organization,” and “People I know outside my
organization who work within the resource management community approve of the use
of social marketing.”
When asked about the descriptive norm regarding the use of social marketing at
two different levels, 1) their specific unit or sub-unit within the organization, and 2) their
organization more broadly, slightly more respondents indicated that social marketing
was regularly used at their unit/sub-unit—with 39% selecting either “agree” or “strongly
agree” —as opposed to the broader organization-wide setting (with 34% selecting either
“agree” or “strongly agree”). Amount of disagreement diverged more between the two
organizational levels, with 32% of respondents indicating their unit/sub-unit doesn’t
regularly use social marketing (via combined “disagree” or strongly disagree” ratings) as
opposed to 43% who believed social marketing was not being used regularly at the
organization-wide level. However, a relatively high number of respondents answered
either “don’t know/not sure” or “neither disagree nor agree” for both levels.
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When asked about whether they believed most natural resource management
agencies in the region were regularly using social marketing, levels of disagreement
(43%, combined) exceeded that of agreement (29%, combined), while nearly a third of
the respondents indicated they neither disagreed or agreed (20%) or didn’t
know/weren’t sure (9%).
In terms of awareness about social marketing, more respondents agreed with the
statement, “Senior management and decision makers at my organization understand
what social marketing is” (40%, combined), than disagreed (33%, combined), while 27%
indicated they didn’t know/weren’t sure, or neither disagreed or agreed with the
statement.
When asked about their organization’s ability to effectively carry out social
marketing projects, levels of agreement that their organization had devoted sufficient
resources and capacity exceeded disagreement (44% combined versus 33% combined,
respectively). While none of the respondents selected “don’t know/not sure,” 23% chose
“neither disagree nor agree.”
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Figure 6.1
Perceived Norms
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Dynamic Norms
Dynamic norms were explored in the form of trends observed over the past five
years within several key institutionalization indicator metrics (Requests for Proposals
(RFPs), position announcements, and projects) that were examined at both the meso
and macro level, for social marketing as well as the broader social and behavioral
sciences. Results are presented in Figure 6.2; academic institutions are excluded from
this figure as the survey used conditional logic to present a separate similar item
specific to them. Due to the especially small number of respondents from academic
institutions (n=9), those data will not be reported. While a sizable proportion of
respondents selected “don’t know/not sure” at both the meso and macro levels for both
social marketing and the social and behavioral sciences, much fewer did so at the meso
level. Thus, results will be presented for the meso scale only.
At their own organizations, there was a relatively high number of respondents
reporting seeing “about the same amount” of the various institutionalization metrics in
the past five years than in previous years (ranging between 22% and 37%); this range
was lower when respondents considered other organizations in the region (11%-21%).
Of those who were able to make a judgement call about whether trends were
increasing or decreasing at their own organizations (i.e. those that selected either
“much less,” “less,” “more,” or “much more”), notably more respondents perceived an
increase was occurring in all the indicators than perceived a decrease.
Of those who perceived an increase in the indicators at their own organizations
(i.e selecting “more” or “much more”), the metric with the highest proportion of
respondents was the “number of RFPs issued that specifically call for social and/or
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behavioral science approaches” (53% combined), while the “number of RFPs issued
that specifically call for social marketing” was amongst the lowest (22%). At this scale,
nearly half of these respondents also reported an increase in the “number of current
projects incorporating social marketing” at their own organizations.
Figure 6.2
Dynamic Norms

Relative Norms
When asked if their organization uses social marketing less or more than other
organizations in the geographic region, just over two-thirds of the respondents believed
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that their organization was using social marketing about the same (16%), more than
(50%), or much more than (4%) other organizations.
Environmental Response Efficacy and Organizational Valance
Two dimensions each of environmental response efficacy and organizational valence
were explored (Table 6.5). Respondents’ perceptions about social marketing’s capacity
to address environmental issues and meet the environmental stewardship goals and
objectives of their organizations were generally high. Looking at organizational valence,
respondents’ views differed when they considered two different types of benefits gained
from using social marketing: monetary and non-monetary. The non-monetary item
related to reputation ranked higher than the monetary item related to funding. This
difference between these two types of organizational valence was found to be
significant (t(81)=6.58, p <.001).
Table 6.5
Environmental Response Efficacy and Organizational Valence
Attribute

Mean

SD

Median

4.39

0.72

4

82

4.35

0.69

4

82

Organizational Valence
My organization benefits from the implementation
of social marketing reputationally (via increased
recognition, standing, etc.)

3.98

0.93

4

82

My organization benefits from the implementation
of social marketing by gaining increased funding

3.24

1.11

3

82

Environmental Response Efficacy
Social marketing has the capacity to positively
address environmental issues in my geographic
region
Social marketing has the capacity to positively
address my organization’s environmental
stewardship goals and objectives

N

Note. Response options ranged from 1 (Strongly disagree) to 5 (Strongly agree)
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Integration Support
Levels of support for the integration of social marketing and the social and
behavioral sciences into resource conservation efforts was examined at different scales
(Figure 6.3) with perceptions about the importance of integration differing slightly
between scales. At the micro level, using a 7-point scale, respondents’ levels of their
support for the integration of social marketing (M=5.95, SD=0.98, median =6) and the
social and behavioral sciences (M=6.18, SD=0.90, median=6) into resource
conservation contexts was relatively high. However, respondents rated their
organization’s level of support for the integration of social marketing and the social and
behavioral sciences (M=4.70, SD=1.74, median=5 and M=4.77, SD=1.73, median=5
respectively) to be slightly lower than their own. This relationship comparing the micro
and meso levels was significant for both social marketing (t(80)=6.57, p <.001) and the
social and behavioral sciences (t(80)=7.97, p <.001), suggesting a gap in perceived
support between these levels.
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Figure 6.3
Support for Integration of Social Marketing and Social & Behavioral Sciences

Barriers and Drivers.
Responses varied to the items characterized as factors potentially influencing the
effectiveness of social marketing and thus serving as barriers and drivers (Figure 6.4).
Overall, respondents rated most of the items highly, indicating that they viewed these
issues as having a moderate to strong influence upon program success. On a 5-point
scale (1= does not influence program success at all to 5=an extreme influence upon
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program success), the item scoring the highest was “training in social marketing”
(M=4.26, SD=0.81, median=4). The next highest rated was “diversity, equity, and
inclusion considerations” (M=4.15, SD=0.96, median=4), followed by “monitoring and
evaluation capacity” (M=4.13, SD=0.76, median=4). The issue receiving the lowest
rating was “professional standards and ethics” (M=2.83, SD=0.96, median=3); “external
political landscape factors” was also rated relatively low (M=3.01, SD=0.99, median=3).
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Figure 6.4
Perceptions About Barriers and Drivers of Program Success

Self- and Collective-Efficacy
Results of items assessing respondents’ perceived self- and collective-efficacy
are presented in Table 6.6. Self-efficacy was assessed first in broad terms by using a 5point agreement scale, with a relatively high overall rating determined by respondents
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indicating they agreed that they had the skills and knowledge necessary to lead or
assist with the design and implementation of social marketing efforts within their
organization (i.e., micro scale; considering confidence on one’s own). A 5-point scale
measuring respondents’ confidence in their ability to design, implement, and evaluate a
social marketing project was used to assess self-efficacy (i.e., micro scale; still on one’s
own, but within the context of their organization) and collective-efficacy (i.e., meso
scale; within an organizational division or work unit) given sufficient organizational
capacity and support (i.e., 1=not at all confident to 5=extremely confident). In comparing
the two forms of perceived self-efficacy, a significant difference was found between the
respondents’ perceptions of self-efficacy overall (tied to one’s assessment of their own
skills and knowledge) as opposed to the condition linked to organizational capacity and
support (t(80)=4.13, p <.001). A significant difference was found between self- and
collective-efficacy when provided with sufficient organizational capacity and support
(t(79)=6.03, p <.001), indicating that respondents felt more confident at the individual
level than at the scale of their organization.
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Table 6.6
Perceived Self- and Collective-Efficacy
Attribute

Mean
SD
Median
Self-efficacy, overall
I personally have the skills and knowledge to lead or assist
with the design and implementation of social marketing
efforts at my organization
4.04
0.79
4
Self-efficacy, given sufficient organizational capacity and
support
Please indicate the extent to which you feel confident that
you can design, implement, and evaluate a social marketing
project
3.76
0.83
4
Collective-efficacy, given sufficient organizational capacity and
support
Please indicate the extent to which you feel confident that
your organization can design, implement, and evaluate a
social marketing project
3.03
0.93
3
Note. Response options ranged from 1 (Strongly disagree) to 5 (Strongly agree) for Selfefficacy, overall and from 1 (Not at all confident) to 5 (Extremely confident) for the remaining
variables.

N

82

81

81

A further exploration of the relationship between the two types of efficacy and key
barriers and drivers to social marketing effectiveness can provide additional insights. As
“training in social marketing” and “monitoring and evaluation capacity” were perceived
by respondents to influence program success more than most other factors, selfreported expertise and perceived levels of organizational capacity can be compared
with respondents’ levels of self- and collective-efficacy. Figure 6.5 indicates that for selfefficacy, those who rated themselves as experts in social marketing also exhibited the
highest levels of confidence in their ability to design, implement, and evaluate a social
marketing project. In comparison, when considering collective-efficacy, the relationship
was less pronounced, with respondents from each level of expertise exhibiting more of
a spread related to their confidence in carrying out social marketing as part of a team
within their organizations.
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Figure 6.5
Self- and Collective-Efficacy by Self-Reported Level of Expertise

Note. Violin plots of perceived self-efficacy (left) and collective-efficacy (right) as an effect of
respondents’ self-reported levels of expertise in social marketing. Violin plots depict a boxplot
embedded within a rotated kernel density plot (Hintze & Nelson, 1998).

The relationship between respondents’ perceived self- and collective-efficacy and
the perceived norm surrounding organizational culture and practices (specifically related
to respondent’s views that their organization possessed sufficient capacity to effectively
carry out social marketing projects) was examined. Self-efficacy and organizational
capacity showed a limited positive relationship (r=.09) whereas collective-efficacy and
organizational capacity showed a clear positive relationship (r=.49).
Respondents’ perceptions of self- and collective-efficacy with regard to their
experience with three types of training (academic coursework, workshops, and on-thejob training) was also explored. Figure 6.6 presents the results for self-efficacy and
collective-efficacy in relation to whether the respondents had or had not participated in
the three different forms of training. For those who had received training via any of the
three types, confidence levels at the individual scale varied, though the spread
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appeared to be lower for academic coursework. Given the low variability in the
distribution of the respondents from the workshop category (with the overwhelming
majority having participated in a workshop), it is difficult to fully consider results for this
particular dimension. However, within the sample that responded, having received
training via a workshop showed a divergence when comparing the levels of self-efficacy
between those who had participated in workshops versus those who had not, with
workshop participants reporting higher confidence levels. On-the-job training appeared
to have the least divergence in confidence levels between those who had received
training and those who had not. Turning to collective-efficacy, there appeared to be
fewer differences in confidence levels between those who had received training and
those who had not, across all three training types.

264
Figure 6.6
Self- and Collective-Efficacy by Training Type

Note. Violin plots of perceived self-efficacy (top) and collective-efficacy (bottom) as an effect of
respondents’ participation in three forms of training in social marketing (workshops, on-the-job, and
academic coursework).

Integrated Findings: Survey and Interviews
In this section, I will explore critical aspects of organizational culture that appear
to be linked to the successful and ongoing institutionalization of social marketing as an
innovative practice. To do so, I will consider the findings from the quantitative survey
alongside the finer-grained insights gained through qualitative interviews with individuals
representing environmentally focused governmental agencies and their partner
organizations in Washington State.
Training Approaches and Strategies
As education and training is critically important for the discipline of social
marketing (Kapetanaki & Spotswood, 2021; Kassirer et al., 2019; Kelly, 2013), an
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examination of the training landscape in the Pacific Northwest can reveal insights as to
best practices, lessons learned, and how individuals and organizations overcame
challenges. In systems terms, training can be situated within Meadows’ (1999) concept
of the size and structure of stocks and flows, with the amount of staff trained at any
given organization serving as the standing stock. The processes behind how training
initially occurred and was carried out influence the flows of the stock. Exploring the
perceptions of environmental social marketers about their experience with training can
elucidate key dynamics behind these processes.
Survey results indicated that in the Pacific Northwest, most individuals received
training in two social marketing planning frameworks via professional development
workshops, specifically those offered by two individuals considered to be longstanding
leaders in the field (Dr. Doug McKenzie-Mohr and Nancy Lee; see Tables 6.3 and 6.4).
Some reported using a mix of the two frameworks at their organizations, and very few
indicated familiarity with other planning frameworks. While multiple planning frameworks
abound in practice and in the academic literature at a global scale (Akbar et al., 2019;
French & Gordon, 2020; Lefebvre, 2013), they do not appear to be formally adopted
within the practitioner networks examined in this case study research. Further, a sizable
number of respondents reported receiving on-the-job training in lieu of either workshops
or formal coursework.
When considering barriers and drivers for program success, survey respondents
rated “training in social marketing” as the highest amongst the 14 options (see Figure
6.4). When examining self- and collective-efficacy compared with types of training,
having received training via a workshop appears to instill more confidence in
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respondents at the individual level than at the level of their organization (see Figure
6.6), suggesting a gap exists between the micro and meso systems levels. While
variability for this survey item was low for the workshop dimension (i.e., most
respondents had participated in training in the form of a workshop), interview results
confirmed the importance of training, yielded insights about this potential gap in systems
levels, and touched on many of the dimensions of institutionalization.
All interview participants within the focal case study agencies in the Puget Sound
region fell into the practitioner category, and they shared their experiences with and
views about the value of training in social marketing. While training workshops in the
region were available as early as the late 1990s, their frequency and availability greatly
expanded in the mid-to-late 2000s, in conjunction with the NPDES permit changes
dictating greater accountability for stormwater management outcomes. One manager
described how the cross-regional trainings initially came about:
We also noticed regionally that while a few of us had experience with social
marketing, a few of us [had] some training, it was missing even at the local level.
People who are doing education and outreach didn't have that. So we started
thinking about how can we now get Nancy Lee to offer the training so that
different people in the municipalities could also get that training. Because once
they do, then we could be talking the same language. …[S]o eventually really get
it down to every level. [P24]
The practitioners who were out front on these early efforts to advance social
marketing training were well aware–having experienced the phenomenon firsthand–
that education alone does not necessarily translate to behavior change, a concept
receiving increasing attention within the social science literature. Another participant
expanded upon this issue and linked it to the need for training in social marketing within
their setting:
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I think a lot of the outreach and education folks aren't really equipped to do what
is actually at least quasi-scientific work that goes into a social marketing
campaign. There's this kind of assumption that we just need to make something
kind of splashy and exciting and colorful, and that is social marketing. Not really
so. This is all of the benefits and the roots that it has is in, of course, the actual
advertising and marketing world, which is very, very, very heavily studied. They
know exactly what they're going to tell exactly a certain audience so that they will
buy the thing they want them to buy. But that kind of real, hard, focused energy I
don't think comes naturally to a lot of the people who just want to be out talking to
people and man the booth at the public event. [P41]
In addition to making training more available and accessible, training was also
extended beyond the outreach staff working on the ground level, as described by P32:
I think the trainings are important in getting people at different levels of positions
to be exposed to social marketing. And having both new staff and senior staff
and leadership all be exposed to it. …[It’s] important because I’m not always sure
everyone is able to speak the same language and to see the value of these more
intensive efforts.
Alongside standard training workshops, even more targeted efforts were made
by multiple individuals at different agencies to conduct concise “executive briefings” to
inform management and decision makers about the use and value of social marketing
as an innovative practice. These efforts included compelling success stories backed up
by concrete evaluation data framed in terms of return on investment. Further, staff who
managed and evaluated grants were invited to participate in the trainings, which
increased general understanding and reduced confusion about social marketing as an
approach.
However, as discussed in Chapter IV, training in and of itself did not always
translate to adoption and implementation; challenges still remained that related to
capacity, and as indicated through survey results, the apparent gap between self- and
collective-efficacy. As noted by P38, “I think that there are people knowledgeable but
there's only a handful of us doing it. And I think there's probably more people who are
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knowledgeable but never get the funding to properly do it. That is a huge barrier.” Thus,
it is instructive to focus on the actions of the “bright spot” individuals and subdivisions
within the case study agencies, to explore what went right to allow for the successful
implementation of social marketing.
Partnerships and Collaborations
Interconnections are the relationships that hold systems elements together
(Meadows, 1999). In the case of environmental social marketing in the Pacific
Northwest, the role of partnerships and collaborations illustrate the critical value of
interconnections in driving the adoption and implementation of social marketing. Taken
together, survey and interview data indicated that while survey respondents on the
whole did not view the specific type of academic-practitioner collaborations as having
the greatest impact upon program success when compared to other factors (see Figure
6.4), interviews revealed the critical value of collaborative practitioner networks within
and across organizations.
Effective partnerships and collaborations which drove social marketing success
occurred within three key areas: training, project implementation, and capacity-building.
First, the extensive practitioner networks within the region provided the setting for social
marketing training to occur; these trainings were intentionally structured to support
many organizations within multiple municipalities, particularly those under the NPDES
stormwater permit, as described by P36: “Outreach and education was a piece in the
permit, so rather than have every single little jurisdiction try and figure out what to do,
we [STORM leadership] thought coordinating regionally made more sense.” STORM
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played a key role in developing the region’s flagship stormwater campaign, as P39
recounted:
[I]ts first thing...was to build the Puget Sound Starts Here campaign, which was
all about raising awareness of, hey, this watershed starts where you are,
stormwater moves from your home…to Puget Sound. That was all about raising
awareness [initially], and then STORM separately did separate behavior change
efforts.
As behavior change projects became the norm, ongoing training opportunities
continued to be necessary due to the structure of many of the municipalities under the
NPDES permits, as articulated by P5:
The reality is that their stormwater campaigns are typically managed by a person
or maybe a couple of people, but for the really small cities that we're working with
it's a person and they're usually a stormwater engineer, so outreach is not their
first language. So being able to partner with us where we eat, sleep, drink,
breathe education, is really helpful for them, and we really appreciate being able
to draw on their stormwater expertise.
Further, this recognition of the multidisciplinary nature of stormwater
management also informed collaborative approaches and strategies to support program
implementation. Partnering was viewed as mutually beneficial, as “several of our local
agencies that each had different skill sets … could administer pieces of the permit that
maybe we didn't have a specialized skill set at.” [P37] Thus, the challenge of limited
capacity at the individual level was overcome through partnerships sharing multiple
forms of resources and capacity. This will be explored further in the next section.
The implementation process of social marketing itself also benefitted from
partnerships, as observed by P5 who noted: “I feel like the social marketing process
works best collaboratively.” P34 expanded on this concept in practice within the Shore
Friendly program:
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I feel like we actually have been able to do a good job of collaborating rather than
duplicating our work. …[O]verall it's helpful to have just that—going back to this
regional coordination—it's really helpful to have the opportunity to talk with the
other …coordinators and see what their struggles are and their strategies… So
yes, it's helpful to share lessons learned, I think, is the big takeaway from all of
that. …I think that is huge, the fact that there was this outside coordinating body
through the state that helped put together this original social marketing plan and
that they continue to support our programs in a regional way and they help keep
us coordinated, they help facilitate our collaboration with other counties, I think, is
huge—having that larger coordinating body is really helpful. I don't think we
would have gotten nearly as much accomplished if we were just trying to do it all
on our own.
Indeed, one participant provided a specific account of starkly divergent behavior
change program outcomes within different municipalities, directly attributing
municipalities’ success to their participation in the collaborative networks, whereas
others that struggled to meet goals were “usually the [ones] that didn't bother going to
all the free meetings and trainings and aren't part of the regional groups. And so that's a
big difference, whether they're participating in those groups or not.” [P45]
Another potential success factor linked to collaborative program implementation
is the fact that consultant firms frequently support projects cross-regionally, as
described by P7:
[P]hilosophically people want to collaborate as much as possible, but there are
bureaucratic hoops that you have to jump through that just become crippling at
times. And so the consultant piece was an effective approach for allowing us to
say, if everybody could pay the consultant, which we've done, we've had multiple
jurisdictions just pay a consultant and the consultant figured everything out, how
to make it work and then go do the work. So that's been another strategy that
we've done that's allowed for more of a comprehensive, cohesive approach
across the region, compared to everybody doing their own little flavor of whatever
project with slightly different nuances that end up getting washed out because of
that.
Finally, ongoing training and network activity promoted the staying power of
social marketing, by ensuring that a critical mass of practitioners within many
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organizations throughout the region were given the opportunity to develop skills,
resulting in redundancy and sustainability at local levels. One participant described the
organizing structure of the Puget Sound Starts Here campaign, which consisted of a
steering committee that has met on a twice-monthly basis since 2009; notably, “People
have moved in and out of that committee, but it stayed.” [P24] Throughout the course of
conducting interviews, it became clear that many individuals experienced in social
marketing moved within and between organizations in the case study focal region
during their professional careers; this facilitated ongoing diffusion of the practice.
Organizational Capacity
Multiple dimensions of organizational capacity are linked to social marketing
program effectiveness while also serving as success factors driving the ongoing
institutionalization of the practice.
Survey respondents rated “monitoring and evaluation capacity” as the thirdhighest factor influencing the effectiveness of social marketing (see Figure 6.4), and
unsurprisingly, confidence levels in one’s ability to design, implement, and monitor a
social marketing project at the organizational level were linked to their views about
whether their organization possessed sufficient capacity and resources. However, even
when given sufficient resources, a gap in efficacy was found to exist between the micro
and meso systems levels, for the broader survey population.
Survey results revealed positive relationships between respondents’ perceived
self- and collective-efficacy and their organizations’ levels of capacity, with the stronger
relationship at the collective-efficacy level. In other words, an organization perceived to
have sufficient resources and capacity appears to bolster staff confidence in their ability
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to successfully carry out social marketing projects at the group level. This result, while
again unsurprising, is supported by more-nuanced interview data from both phases of
this research. Interview participants discussed a wide range of factors tied to
organizational capacity that can in turn be categorized in various ways, such as
monetary and non-monetary. In terms of organizational valence, survey results
indicated that participants viewed the use of social marketing as having significantly
more non-monetary benefits to their organization than monetary benefits. Thus,
exploring this apparent discrepancy between the roles of social and financial factors
could yield additional insight regarding both perceptions and practices.
Interviews revealed additional details surrounding these dynamics and other
elements of organization capacity. Speaking of regional social marketing capacity in
broad terms, one participant observed: “It's pretty well baked in here. And I assume
that's because of the density of practitioners and because PNSMA [Pacific Northwest
Social Marketing Association] is founded here and you’ve got a lot of advocates.” [P25]
Another participant drew a linkage between sufficient funding capacity and the
management support that occurred as a result:
It's sustainable in Kitsap County because management supports it. Management
sees it as a priority. In fact Kitsap County per capita probably has the most
money spent on public outreach than any other city or county. …at that time
[seven years ago] Kitsap was spending more than other counties for their size,
on outreach. [P35]
Beginning in the early 2000s, grant support within the Puget Sound region
existed at different funding levels and from multiple state and federal sources, and
allowed for unique and groundbreaking social marketing projects to be developed, such
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as a program addressing pet waste, often described as an iconic model for the country.
Substantial and sufficient funding made that program possible:
“[W]ithout a grant from the Department of Ecology, Snohomish County would not
have spent that much time and energy talking about dog poop. There's no way.
And that's true for most municipal programs. It's really hard without external
funding to spend either tax dollars or general fund money—or for most
jurisdictions these days it's stormwater fees—on those kinds of programs. So, the
grants, and the Centennial grants in particular from Ecology, have really helped
municipalities to experiment and figure out what works and what doesn't.” [P4]
Another participant contrasted the significant capacity within their current
organization to the challenges they had encountered elsewhere:
[F]or people that have typically worked for government, state government or local
government, some of the cons can be time and money, and that has been a
barrier for me in other jobs—not given a lot of money, and you have to have this
done by this time, and you don't get consulting support. …I feel like over the
years in certain positions that I’ve had I have wanted to do social marketing
correctly in a lot of the work, but there are a lot of barriers that can come up with
government jobs and budgets and time frames and leadership that doesn't
understand the process necessarily, so I feel like this position is the first time that
I have had the ability to do it right. [P38]
Another striking contrast was made by a participant who described how their
organization’s strategic shift to evidence-based measurable behavior change programs
through social marketing was noticed by the permitting agency, specifically as
compared to the more “traditional” outreach and education activities still being
conducted by others:
[The Department of] Ecology was looking at [our work, and] seeing different
levels of results than the programs that were just tabling and fairs and handing
out things and not being able to show anything coming from it. When we started
really trying to quantify outcomes, Ecology saw some of that and saw potential in
it and then started writing it into their permits. [P4]
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Elements of staffing capacity and training were also referenced alongside
discussions of funding support and other factors; these appear to work in conjunction,
as suggested by P5:
It was the combination of the executive level briefings, the training for the
practitioners, and the availability of grants to put social marketing into practice, so
it gave people an opportunity just to do it—to get their hands dirty with it—to see
as a practitioner how it worked and for management to kind of have no reason to
say no, right? … the advantage again of the funding, just training the
management, and then training the practitioners, meant that I felt like that was
really a key piece of launching social marketing among the environmental
community locally.” [P5]
Thus, multiple interconnected forms of capacity appear to have created favorable
conditions leading to program success, which in turn—and through positive feedback
loops—solidified the use of social marketing in the pockets where it was being
implemented within organizations. Participants highlighted the value in particular of
having sufficient capacity to conduct pilot projects with robust monitoring and
evaluation. For instance, the Shore Friendly campaign made extensive use of piloting,
and the resultant evaluation data improved the program, as P40 shared: “They really did
learn and change their approaches based on how the pilots went…you can document
learning—through ‘this works, this didn't work, we tried this’—so over time, different
parts of the strategy got emphasized more than others.” [P40] Further adding to the
program’s success and thus its ongoing ability to receive funding and other forms of
support, the outcomes of regional Shore Friendly projects were made extremely visible
throughout their communities through media pieces and the enlistment of trusted
messengers strategically chosen from within the audience segmentation groups.
Others described how their organization’s staffing capacity was structured to
provide direct and ongoing implementation support to contractors, as well as to others
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within their own organizations. As one noted, “I think the takeaway is being able to
allocate a person who is working on social marketing and can serve as a consultant
internally.” [P27] Funding and staffing capacity were also strategically allocated to
regional networks to support and sustain much-needed coordination efforts. The “ECO
Net” groups served as precursors to STORM, and prioritized coordination capacity:
What happened with ECO Nets was the [Puget Sound] Partnership actually
provided funding for these for a coordinator. We had one person in each region
that led these and got everybody together, so there was some structure to it and
there was some funding even to do—we did some mission statements and
looked at where we wanted the organization to go and tried to get some structure
to it. [P36]
Within the stormwater management context, the NPDES permit was routinely
referenced by participants as a critical part of the region’s social marketing backstory,
and its effect worked in conjunction with other elements of capacity, as described by P7:
The organizations like King County, Snohomish County, Pierce County, tend to
have the resources that really drive a lot of the movement related to these
programs. Where you can have an organization that can dedicate some staff
time, like a smaller city, for example, or a nonprofit, the cities might be able to
secure a little bit of funding, either through a grant or of their own to be able to
provide support. But they're going to need a driver, like the NPDES permit or
something else that says “Thou shalt do it.” Even the large ones, for the most
part, need that if you're going to dedicate some funding that's more than a little
bit.
Participants’ accounts of their and their partner organizations’ interrelated forms
of capacity made it clear that these systems elements working together were
considered to be a significant success factor contributing to the implementation of social
marketing. Further, it could be argued that establishing and maintaining sufficient
capacity in this manner serves to bridge the initiation-implementation gap described by
Rogers (2003), as well as the micro-meso efficacy gap identified within this study’s
survey results. The inability to effectively put an innovation to use following the decision
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to adopt the innovation is a common and problematic feature within organizations, and
arguably affects individual staff members’ confidence in carrying out the innovation at
the group level. Identifying and allocating sufficient funding and staffing capacity serves
a foundational role in facilitating implementation, and provides the structural basis for
the system’s norms.
System Norms: Policies, Practices, and Procedures
Multiple examples of system norms were examined via the survey and
interviews, and when considered together, depict a wide range of success factors and
best practices that have helped to drive social marketing’s institutionalization in the
Pacific Northwest.
Trends within the institutionalization indicators identified in Phase I of this study
(RFPs, positions, and projects) were explored through the survey as well as via
interviews. Survey results at the meso level (see Figure 6.2) showed that more
respondents felt that over the past five years these three indicators were either at the
same level or increasing than decreasing, for both social marketing and the social and
behavioral sciences. Indeed, on the whole, interview participants supported this view,
and many provided specific examples of RFPs and position announcements from their
own files or available within archives online. However, it is notable that the number of
survey respondents who selected “don’t know/not sure” or “not applicable” was
relatively high for both the meso (their organization) and macro (other organizations in
the region) system scales. These results may represent either a degree of confusion
about the metrics, or simply reflect an organizational culture where norms surrounding
current practices are not readily evident to all staff within the organization.

277
Survey respondents also voiced their clear support for the integration of social
marketing and the social and behavioral sciences within natural resource conservation
contexts (see Figure 6.3); however, levels were significantly higher at the micro
(individual) level as opposed to the meso level (i.e., participants’ perceptions about their
organization’s collective support for the integration of social marketing and the social
and behavioral sciences), suggesting once again that a gap exists between these
systems scales.
At the regional level of the Pacific Northwest, increasing attention has been
devoted to the integration of the social and behavioral sciences into natural resource
conservation efforts, with numerous studies examining well-being indicators and placebased factors related to the natural environment (Biedenweg, 2017; Biedenweg et al.,
2021; Trimbach & Biedenweg, 2021; Wellman et al., 2014). In addition, interdisciplinary
efforts have resulted in the development of an action-oriented research agenda which
centers socio-ecological ecosystem recovery goals (Breslow et al., 2019). Several
interview participants from academic institutions and governmental agencies were
actively involved with these efforts, and they and others collectively conveyed the view
that the Pacific Northwest is especially progressive within this area as compared to
other regions. Much of the activity revolves around collaborative partnerships
incorporating the social sciences, and an emerging trend does appear to be evident of
more social science positions being created within resource management agencies.
One participant described their agency’s commitment to the integration of the social
sciences via a dedicated staff position, and articulated the rationale for this prioritization
of resources:
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I stand by the program’s investment in having a social scientist that is part of our
research team because everything we're dealing with involves people… I am
thrilled that we have that capacity…because it is so integral to everything that
we're doing, and it is subject matter expertise that a lot of people think they have,
but unless you really have it, you can get into trouble, right?... [I]t should
influence everything that we do…and so having a social scientist as part of that
research team and social science subject matter expertise helps us be
technically sound and appropriate and effective in trying to get to the changes
and behaviors that we're trying to achieve to ultimately fulfill our mission. [P2]
Specifically referencing the use of social marketing, a participant from a different
agency shared a similar view regarding the value of considering social science within
natural resource conservation:
[I]t's a different approach, and I think it's very effective, and I think it builds trust
within the community that we're not just in this for fish—it's not going to be an
end-all to save the fish, we realize that people are part of our world and the
landscape and it's not just people versus wildlife, it's how do we work together so
that everybody benefits and moves forward. [P42]
Another participant reinforced the idea that practices were shifting, describing an
emerging pattern related to the newer staff cohorts:
There's a lot more younger folks coming in that are more acceptable to changes
in what is a norm. …We've got a lot of younger people that are really excited to
think about social science as a way to move our programs forward. [P17]
This increased focus on the social sciences also ties closely to the concept of
diversity, equity, and inclusion (DEI), an issue that respondents ranked highly on the
survey as an important driver of program success. As one manager put it, “Natural
resources management is half about counting the natural resources, half of it is how do
you equitably distribute public resources;” [P41] another referenced the value of
participatory approaches within the context of DEI:
We could spend a lot of money doing a lot of things that aren't actually effective
because we haven't taken the time to understand the problem, to understand our
communities and to actually co-develop a strategy that will help achieve our
desired outcomes and make it sustainable. [P2]
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Indeed, participants from both research phases emphasized the utility of social
marketing as a means of centering equity and thus advancing DEI initiatives. P42
further linked this perspective with a shifting view of their agency’s mission:
I think this social marketing approach has flipped our work upside down in a good
way—right side up maybe?—as being relevant and it’s a totally different way of
thinking about how we do our work— that there's a way to engage with people
and think about their concerns and not just the focus of agency, so our mission is
to perpetuate, conserve fish and wildlife species for current generations and
future generations for the benefit of fish and wildlife themselves and for the use
and benefit of people and the enjoyment of people. And I think that when you
have a narrow focus and you're trying to achieve something like restoration,
that's a little far away from what people's direct concerns are, which are affecting
the thing that you're trying to fix or protect.
Another participant explicitly noted that social marketing had become established
as “one of our operational values.” [P37] Others echoed this view. These perceptions
related to organizational mission and values have the potential to serve as deeper
leverage points in support of further institutionalization, as “goals of the system”
(Meadows, 1999) have the capacity to shape the system’s orientation and direction
(Abson et al., 2017).
In examining organizations’ explicit references to social marketing within their
organizing documents articulating their mission and vision, circumstances varied, but
overall, explicit references to social marketing were less evident in mission statements
and strategic plans than they were within RFPs, position announcements, and project
plans. One participant at a smaller jurisdiction noted that social marketing was “not
overtly called out in workplans or city policies” [P25] which meant its staying power as a
practice was linked to the individual practitioners on staff. However, larger institutions

280
were able to establish more sustainability for the practice due to redundancies in trained
staff and documented track records of success.
Organizations that successfully implemented social marketing at different scales
also placed an emphasis on actively supporting practitioners in various ways, as
described earlier as a means to bridge the initiation-implementation gap. One
participant emphasized the need for this approach:
I think internally there's a disconnect from I’d say the people a little higher up who
are saying, make it happen on the ground, and then the people on the ground
who are like, “but what are the tools to do it?” …[T]his is how we make it happen,
we have to be very methodical about behavior change and it takes a lot more
than just—it looks different, it takes a lot of time, it takes a lot of work and
listening. [P33]
Another stressed how their governmental agency made program outcomes and
products readily available to other agencies:
On the institutionalization front, one of the biggest opportunities is knowing that
local governments do talk to each other. They talk to each other all the time. And
we're always comparing notes, sharing war stories and trading materials. You
know [project example], we stole the idea from somebody else and somebody
else stole it from us. And you know, and we're sharing resources because there
is a genuine understanding that it's all public material …we share stuff all the
time. [P4]
Sharing tools and materials served as a starting point for the adaptation and
reinvention process for innovations within an organization (Rogers, 2003), which also
supported the implementation of social marketing beyond the initiation phase. As P4
articulated, “If you work to diffuse things they will diffuse, but everybody will morph it a
little bit as it diffuses, and that has been spot-on my experience.” For instance, another
participant shared that their agency:
adapted to maybe a more informal approach for the program that better fits the
way we operate. …We don't really have the ability, or luxury, I might say, of
picking two or three things and doing a perfect social marketing approach, so
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what we're doing is more generally using social marketing principles and the
understanding of how behavior decisions are made to inform and influence how
we plan and adapt and measure our programs. [P2]
This approach is well aligned with the reality faced by many organizations of
capacity constraints. Others acknowledged similar challenges and noted that progress
could be made with limited funding if it is carried out in a more thoughtful and strategic
manner:
I’m talking about basics—audience identification, barriers identification,
sometimes you can't do a whole campaign. But you can at least bite off an
appetizer plate of parts of it that will at least help advance some of the work
without taking it as an all or nothing proposition, so that's a very important thing
to also talk about properly funding the work and systematizing training and then
doing internal marketing. These are very basic, formative things, and in these
big, really complicated, science-based processes, it takes a lot of discussion to
even get to the point—what is it that we want people to do, and who are the
people, where are the levers, who are the influencers, what is an opinion leader,
what is a community of practice? So rather than me going in and saying you
know, “give me a quarter of a million dollars to do a social marketing campaign”
I’m starting with really basic principles. [P43]
More thoughtfully approaching budgeting was also addressed by another
participant:
You can throw a lot of money at that [problem] and see what happens, or you
can invest a little bit more money into that and actually do some scientific
research, basically, and say, what's going to work and what isn't going to work,
and then focus where your budget goes. [P36]
Others provided examples of regional funding agencies creating longer-term
funding contracts of five or more years, which was more conducive to programs with
longer-term behavior change goals and objectives.
Finally, as touched upon elsewhere, another significant success factor appears
to be the dissemination of program outcomes within organizations as well as within
external partnership networks. Relatedly, participants shared their views on the
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perceived attributes or “selling points” for using social marketing, with many describing
how they conveyed these to management and decision makers to secure buy-in and
support. One noted, “It's measurable, it's effective, and they [management] could see
those things as well that we were going to plan for our evaluation, right from the very
beginning. Those things were really, really helpful.” [P36] Another participant shared:
I feel like it gives me the tools I need to counsel my clients in the right way and to
feel confident in that we're going in the right direction. We're not guessing, we're
knowing what we don't know and we're going after what we don't know. [P10]
Many spoke to the “scientific” and evidence-based nature of social marketing as
having particular resonance with management, as articulated by P27:
I think social marketing is an incredibly efficient model of doing things. If you just
ask your audience, you understand the context that people are living within and
all of those things, you're going to be more efficient. Too often…we spend a lot of
time and money doing things that people expect us to do and we don't always
have the permission to do things that we're going to make the most impact doing.
I liked that about social marketing, that it gives you a science to have permission
to do what's right instead of what's expected.
One participant recounted their experience describing these attributes to decision
makers, particularly emphasizing the economic aspect of return on investment, with the
result that “I saw the light bulb go on.” [P46] The value of using social marketing toward
supporting sustainable outcomes supported by the community was also highlighted by
participants; according to P34:
[T]he selling points to me are long-lasting impact because you have to have the
buy-in of the community for anything to last, for that change to be more
permanent. So I see that as being the main reason that I would prefer this
approach because, when the community buys in, when they're a part of making it
happen, when they're involved, when they're aware, educated, they are the
momentum, then you have it—the behavior change that you're going for is going
to be there, and it's going to last.
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Thus, actively engaging with management, decision makers, and funders to
promote the attributes of social marketing was seen as a successful strategy, often
undertaken by individuals who could be considered “champions,” which will be explored
further in the next section.
Role of “Champions”
“Innovation champions” play a significant role in contributing to the success of an
innovation within an organization (Bradley, Schlesinger, et al., 2004; Bradley, Webster,
et al., 2004; Rogers, 2003). Interviews revealed many individuals in the Pacific
Northwest who could be considered champions for social marketing in this manner.
Looking more closely at some of the actions they took, it becomes clear that their role in
driving institutionalization cannot be overstated. Survey results also indicated that
respondents viewed the importance of internal champions in influencing program
success relatively high compared to other potential barriers and drivers (see Figure 6.4).
After interviewing dozens of participants from within the social marketing
community, it is evident that individual system actors have collectively played a key role
in advancing social marketing in the Pacific Northwest. As one practitioner so succinctly
put it, “You cannot discount the importance of individual people in this story.” [P40]
Several of the success factors identified through this research appear to be

especially linked to the actions of champions; these have had an even greater effect
when occurring in conjunction with one another. As described in Chapter IV, champions
were seen by participants as exceptional leaders and viewed as particularly motivated,
enthusiastic, persistent, and strategic. As P5 summarized, “We're passionate about
making change.” In the broadest of terms, when describing the actions of specific
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individual champions in the early days of social marketing in the Pacific Northwest, P7
recounted: “So what they did—a lot of this is right timing, right circumstances—
everything fits together and there they happen to be, and they happen to have that
opportune moment where they could help pull a lever, and something happened.”
A handful of individuals were responsible for facilitating the extensive regional
trainings that were carried out in a deliberate and strategic manner and leveraged the
existing collaborative networks. Gaining the support of management, decision makers,
and funders was also a critical early success that led to further successes; this was also
accomplished in a deliberate, pragmatic manner. As described by P4,
having somebody who has the skill set and can act as a foot in the door is very,
very important. What I have to do personally, having had more experience with it
than probably anybody else in our department, is consciously manage my own
expectations and my own ambitions for our programmatic work on this. Because
I can see at the drop of a hat I could rattle off probably 15 different things where
we could be applying social marketing to improve our work and to reach out
better, and to get more work done. I have to temper that with the ability of the
department, as an institution, to actually deliver. Because I’m hyper-conscious
…of not over-promising and under-delivering.
Another manager highlighted the importance of “sharing your stories, in the most
captivating way possible” because “just talking about it” was insufficient; they recounted
numerous instances over the course of two years of sharing outcomes in the form of
video testimonials and research products with senior management that “really let people
know the impact we are having.” [P24] The importance of sharing stories of both
successes and challenges was also highlighted:
[Individual manager] has an abundance of stories, too, [they’re] really good about
sharing the reasons this kind of work is important. [They have] a lot of failure
examples—[they’re] like, so check out this, [we] tried this and we didn't do the
research first and look at how it flopped, this is why it's really important that we
do the research before we throw some messaging out there, because we are not
the audience. [They] just really hammer that and it's great. [P33]
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Another important characteristic of champions and their dual role as trusted
messengers was identified by one manager, who framed their value in terms of
addressing DEI objectives:
It's important to actually have people that are seen as champions in their own
right, maybe not in this topic, to also embrace it. So you know we could go
touting social marketing and behavior change, but that may not cross over into
people that are dealing with subject matter expertise in their own area, and
they're championing that, so it's a question of getting that “crossover
championship” and being able to tie the threads of what we're doing together with
what other subject matter expertise is doing…and also the way that we're
approaching our work around race and BIPOC communities and just
transformational changes to the program about how we're operating, has been
really helpful to have kind of mutual champions of different subject matter,
working together. Because it's not one or the other it's, how do you blend them?
[P2]
In addition to actively disseminating outcomes and advocating for the practice of
social marketing, champions were the ones to effectively adapt the approach of social
marketing to better fit their particular context, thus making the innovation more
accessible and sustainable and helping to bridge the aforementioned initiationimplementation gap. By addressing that gap, they in turn addressed the efficacy gap
between the micro and meso systems levels by instilling confidence in their staff’s ability
to design, implement, and evaluate a social marketing project at the organizational
level.
Champions also recognized the relative advantage of social marketing as
compared to other approaches, and effectively communicated this to management and
decisionmakers, while making program outcomes visible and salient. As noted by P40,
the pervasive misperceptions and confusion about social marketing as a practice
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continue to persist and need to be addressed, so centering its competitive advantage
over “business as usual” outreach and education approaches was seen as key:
When you take somebody who really gets it and really understands that social
marketing is about more than just education—because still, even in this region,
you hear people talking about social marketing and education interchangeably,
they just don't get it—I think when you have somebody who really gets it and can
communicate that to management, that's some sort of magic that happens, and
you get this into something that can be sustained and really grow.
The fact that a cadre of champions has been active in the Pacific Northwest for
decades undoubtedly has influenced the adoption and sustainability of the practice in
the region. This consistency, persistence, and visibility was described by P43:
So really in the 90s, and around 2000 there were practitioners that were writing
about it and, like anything else, you have to write about it, you have to speak
about it. And you have to do it in front of a lot of people, and then you need more
recruits and people to talk about it.
Thus, the activities of innovation champions for social marketing have been
multifaceted and interconnected, and are well aligned with systems and diffusion
constructs.
Summary, Implications, and Recommendations
By elucidating the success factors at play within the story of social marketing in
the Pacific Northwest, this mixed-methods case study research identified several
potential leverage points linked with the implementation of the practice. These leverage
points are summarized in Table 6.7, and touch upon multiple elements of systems and
diffusion theory.
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Table 6.7
Potential Leverage Points Driving Social Marketing’s Implementation in the Pacific
Northwest
Success Factor/Leverage Point
Robust regional partnerships and collaborations

Alignment to theoretical
concept(s)
Interconnections

Presence of multiple boundary-spanning organizations
in region
Frequent meetings within and across regional groups

Interconnections

Funding capacity devoted to network coordination

Interconnections; system
design

Cross-jurisdictional training opportunities

Interconnections; stocks and
flows

Post-training implementation support

Self- and collective-efficacy

Providing funding support via grants of varying size and
scope
Incorporating longer funding timelines (e.g., 5 years or
more)

System design

Sharing of tools and resources to support ongoing
training and program implementation

System design; information
flows

Emphasis upon piloting, monitoring, and evaluation

System design; trialability

Ability to adapt social marketing strategies for specific
contexts and capacity constraints

Adaptation/reinvention;
Redefining/restructuring

Consultants working across municipalities

Interconnections

Embedding social and behavioral sciences and/or
social marketing expertise within organizations (i.e.,
“internal consultants”)

System design

Dedicating staff time to supporting external consultants

System design

Consultants working across municipalities via funding
structures and collaborative networks

Interconnections; system
design

Advocating for social marketing to decisionmakers and
funders

Observability; perceived
attributes; relative advantage

Communicating outcomes internally and externally via
stories and data
Incorporation of social marketing as a recommended
practice within the NPDES permit

Information flows; observability

Inclusion of social marketing language in RFPs and
position announcements

System design

Informal recognition of alignment of social marketing
principles with organizational values

System intent; goals of the
system

Interconnections

System feedbacks; length of
delays

System design
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Table 6.7 represents a research outcome linked to my study’s conceptual framework. I
have also developed a more practice-friendly summary of takeaways, presented in
Table 6.8.

Table 6.8
Summary of Case Study Success Factors
Category

Partnerships and
collaborations

Examples
• presence of a regional social marketing professional association
(Pacific Northwest Social Marketing Association, PNSMA)
• multiple networked organizations
• sharing of training and supportive tools and resources
• funding provided for coordination support
• presence of boundary-spanning organizations
• robust social science research initiatives within and across
universities in the region

Education and training

• frequent training opportunities available and supported through
organizations and/or cross-regional networks
• post-training and ongoing implementation support provided
• funding opportunities provided alongside and following training

Organizational capacity
and culture

• sufficient and consistent funding at different scales (e.g., shortterm microgrants to large-scale multi-year initiatives)
• providing support for training, piloting, monitoring and evaluation
• embedding social marketing and/or social and behavioral
sciences expertise within organization
• presence of multiple private sector consulting firms with social
marketing experience and expertise
• dedicated staff time and resources to support external
contractors
• multiple internal champions actively supporting implementation
and conducting advocacy for the adoption and usage of social
marketing
• alignment of social marketing principles and values with diversity,
equity, and inclusion initiatives
• fostering of a “safe to fail” environment

Dissemination of
outcomes within and
across organizational
systems levels

• sharing of evidence-based outcomes and personal stories with
multiple audiences (e.g., organizational staff, program
stakeholders, broader natural resources conservation community,
etc.)
• active engagement of decision-makers and funders (e.g., invited
to trainings, presented with results via different communications
products, etc.)
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Category
Integration of social
marketing language and
terminology within
multiple contexts

Examples
• integration of social marketing references within organizational
policy governance documents
• inclusion within regulatory system (i.e., MS4 NPDES permit)
• incorporation of social marketing competencies within RFPs and
position descriptions

The extensive partnerships and collaborative networks in the region served as a
throughline for the story. This structural factor, when coupled with the actions of
individual “champions,” enabled and facilitated many of the norms surrounding
organizational culture which were conducive to the implementation of social marketing
within environmental contexts. Further, these system elements appear to have
addressed two specific gaps identified through this research: 1) the micro-meso efficacy
gap, and 2) an evident gap between the initiation and implementation phases of the
organizational innovation process (Rogers, 2003). Thus, a key recommendation to
emerge from this study is that organizations should recognize the potential for
implementation challenges to exist at the meso scale, and take active steps to identify
the potential barriers in place.
Assessing and monitoring collective-efficacy parameters in an organization’s staff
could help identify specific organizational needs, such as increased training and/or
access to supportive tools and resources and other forms of capacity. Further, the
important role of boundary-spanning organizations in carrying out this recommendation
can be emphasized; these types of organizations (of which there are several active in
the Pacific Northwest) can contribute to sustainability outcomes by increasing the
efficiency and durability of the research to decision making process (Bednarek et al.,
2018).
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“System thinkers see the world as a collection of ‘feedback processes’;”
(Meadows, 1999, p. 25) and there indeed appears to be multiple reinforcing feedbacks
in place within this system linked to increasing the visibility of the innovation through
ongoing training, implementation, and communication of outcomes. These in turn
served to address the efficacy and implementation gaps.
As articulated by participants, there are multiple ways of increasing the visibility
of social marketing practices within the organizational context, from inserting language
within strategic plans and other relevant documents, to using storytelling to share
program outcomes. The latter especially “holds potential for social marketing as stories
can influence us and our attitudes, behaviours, and the social-cultural fabric in multiple
ways…the emotional power of stories is a key to igniting action” (French & Gordon,
2020, p. 506).
Also, while a number of the success factors identified can be considered in and
of themselves shallower leverage points (e.g., system parameters in place such as
stocks and flows related to training or staff expertise; reinforcing feedbacks related to
communicating outcomes, etc.), they nevertheless appear to have the capacity to
“challenge or even shift the mindsets of actors—therefore ultimately altering the
emergent intent of a given system of interest” (Abson et al., 2017, p. 36). Further,
Rogers’ (2003) contention that “organizational variables act on the innovation behavior
in a manner over and above that of the aggregate of individual members of the
organization” (p. 418) appears to be in effect within this system. Therefore, when
situated alongside the system design and intent leverage points, these factors can play
a more significant role at the collective level.
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Other recommendations related to system norms also depend on shifts in
mindsets. It has been suggested that a factor affecting social marketing’s diffusion is
that despite the known value of conducting robust formative research, many “federal,
state, and nonprofit funding agencies still expect grantees to begin implementation
before they have had ample time to understand their consumers and develop
appropriate intervention strategies” (Grier & Bryant, 2005, p. 331). However it appears
that in areas within the Pacific Northwest, active engagement of practitioners with
funders and decision makers to communicate the attributes of social marketing as an
innovative practice has eroded this challenge to a degree, resulting in more funding
opportunities that acknowledge the need for evidence-based programming with
measurable results. As such, it is recommended that practitioners explore ways to
engage with funders and decisionmakers to explicitly link program outcomes to social
marketing strategies and make the relative advantage and attributes of the practice
more visible and salient. Finally, positive trends related to social marketing uptake and
outcomes and organizational staff, leadership, and stakeholder views about the value of
social marketing (i.e. dynamic and injunctive norms, respectively) can also be amplified
in a similar manner.
In conclusion, exploring the environmental social marketing story within the
Pacific Northwest has yielded many relevant insights about organizational culture. The
resultant findings and recommendations have the potential to inform efforts to adopt and
implement innovative practices within organizations in similar settings.
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CHAPTER VII: SYNTHESIS AND CONCLUSION
In this concluding chapter, I will summarize the key findings resulting from this
research and situate them within implications for theory and practice. I will also explore
recommendations for future research and consider the limitations to the present
research.
Key Findings and System Conceptual Model
In this two-phase study, I examined the concept of “institutionalization” of the use
of social marketing as an innovative practice, explored factors that facilitated its
implementation and successful program outcomes, and identified challenges faced by
the discipline. I conducted pilot research that allowed for a broader inquiry, followed by
case study research that was more granular in nature. The mixed-methods design I
used consisted of two quantitative surveys alongside qualitative interviews with 90
participants.
The findings from my three interconnected studies within and across both
research phases revealed several notable takeaways. The observability of social
marketing—specifically in terms of its perceived attributes and relative advantage as a
social change discipline—is affected by numerous factors and markedly lacking at the
broad scale, thus affecting the discipline’s uptake, implementation, and diffusion, as well
as its overall identity and brand. However, within my case study jurisdictions in the
Pacific Northwest, this condition appears to be less in effect and thus serves as
potential success factor. My research also identified two forms of disconnect affecting
social marketing’s institutionalization: 1) the presence of a gap between the initiation
and implementation stage within the organizational innovation process (Rogers, 2003),
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and 2) a gap between the micro and meso systems levels affecting system actors’
perceptions of efficacy, which in turn impacts the successful implementation of social
marketing. This micro-meso gap was also evident within other aspects of organizational
culture.
During the first phase of my study, interview participants suggested numerous
indicators for the institutionalization of social marketing, considered to be the point
where the practice had become a sustainable part of an organization’s culture. These
included:


requests for proposals (RFPs) incorporating social marketing language and
competencies;



position announcements and job descriptions/titles;



language within policy and organizational documents;



rules and regulations integration;



formal education and professional development training (amount and quality);



quality and rigor of interventions;



level of usage within the organization (i.e., adoption throughout and across
divisions/departments);



organizational capacity (e.g., funding, trained staff, staff skillsets and
competencies, etc.);



organizational setup and structure (i.e., location and embeddedness within
organization);



decision maker and management support;



career advancement potential; and



publication and dissemination.

These insights about factors linked to institutionalization structured the
subsequent components of my study. I was able to address some of the proposed
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indicators in more depth when conducting semistructured interviews, specifically when
exploring participants’ views on the institutionalization challenges facing the discipline.
Many of these were related to the discipline’s identity and how it is viewed and
understood by those within and outside of it.
Through reflexive thematic analysis examining these challenges, I developed
three themes: 1) conceptualizations of social marketing as a discipline are complex and
complicated; 2) formal education and professional development training serve as a key
upstream driver; and 3) “culture eats strategy for lunch every day,” highlighting the
critical importance of elements of organizational culture such as system norms and the
presence of “champions.”
Stemming from these challenges were multiple solutions identified by participants
that collectively revealed opportunities for the discipline. From these wide-ranging
opportunities linked to institutionalization, I identified four priority areas: 1) marketing
social marketing and addressing the brand identity; 2) building capacity through
education and training and quality control; 3) disseminating evidence-based outcomes
and supportive resources; and 4) widening the tent and visiting other tents (pertaining to
perceived disciplinary boundaries).
As education and training was seen as critical factors linked to institutionalization,
I also examined this aspect of the discipline through a survey intended to create a
global baseline of formal academic courses and professional development
opportunities; this resulted in a database now curated by the International Social
Marketing Association. Quantitative survey results coupled with interview data yielded
insights about not only the present state of formal education, but trends observed
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around the world. While education and training opportunities have increased overall
within the past decade, demand still evidently exceeds supply, and disparities in
opportunities are apparent between Global North and Global South countries. I also
provided concrete recommendations for increasing academic course offerings situated
within systems levels and targeted to different audience segments (e.g., students,
university administration, accreditation bodies, etc.).
The Phase II case study research I conducted was focused more specifically
upon environmentally focused organizations within the Pacific Northwest, with a survey
encompassing multiple organization types and interviews including participants from
governmental agencies. This component of my research examined multiple aspects of
organizational culture linked to the diffusion of innovations model (Rogers, 2003),
systems theory (Checkland, 2000; Kennedy, 2015; Meadows, 1999), and additional
theoretical constructs such as social norms (Cialdini, 2003, 2009; Cialdini et al., 1991;
Schultz et al., 2007; Sparkman & Walton, 2017) and efficacy (Bandura, 1977, 2000).
Considered together, results from both phases of my research revealed a
number of gaps and trends. First, the discipline tends to suffer from an observability
gap, where the use and outcomes of social marketing are obscured or simply not
known, with much social marketing work (particularly at the practitioner level) occurring
behind the scenes and lacking documentation and dissemination. Further, many efforts
are not labeled as “social marketing,” especially within Global South countries.
Observability is a key aspect of diffusion theory (Rogers, 2003) and undoubtedly plays a
role in mediating the institutionalization factors I examined. Case study research
revealed many examples where a lack of observability was not in effect due to the
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proactive efforts of system actors, which suggests that increasing the visibility of the use
and relative advantage of social marketing has the potential to address multiple
challenges linked to institutionalization.
Next, in terms of Rogers’ (2003) model for the innovation process within
organizations, of critical importance is the successful transition from the initiation phase
to the implementation phase. Interviews revealed challenges in this area, particularly as
it pertains to actually putting social marketing into practice in organizational settings
following training opportunities. This issue related to theory-to-practice and the
limitations of short-term training opportunities is not unique to social marketing but
rather is a pervasive problem in practitioner settings (Olson, 2019). Several types of
post-training support and organizational capacity appear to mitigate this problem,
however, as observed within the case study agencies. These include tapping into
collaborative networks that in turn support ongoing training alongside the development
and dissemination of supportive tools and resources. Devoting sufficient resources to
social marketing efforts is critical, but so is being able to adapt social marketing
practices to be effective given existing capacity constraints. Also, establishing an
organizational culture that embraces a growth mindset characterized by
experimentation, piloting, and robust monitoring and evaluation strategies is key.
Organizational champions play a key role in facilitating these strategies and thus
supporting the successful implementation of social marketing within their settings.
Survey results also identified two areas with disconnects between the micro
(individual staff) and meso (organizational) levels. First, within the survey population, a
gap existed between perceived self- and collective-efficacy, wherein individuals felt less
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confidence in their ability to design, implement, and evaluate a social marketing project
within their organizational units than they did on their own. Also, survey respondents
perceived less support within their organizations for the integration of the social and
behavioral sciences and social marketing than they felt personally. Interview data
underscored the challenges faced within organizational settings that may play a role in
mediating this disconnect, mainly pertaining to resources and capacity as well as
management and decisionmaker awareness and support.
Finally, this research identified positive trends in injunctive and dynamic norms
related to system actors’ approval of the use of social marketing and the social and
behavioral sciences, as well as an increase in key institutionalization metrics (i.e.,
RFPs, positions, and number of projects) for both social marketing and the social and
behavioral sciences. While tracking and amplifying these encouraging trends should be
a priority, a more pressing priority should be to narrow the micro-meso efficacy gap and
increase collective-efficacy levels to match those of self-efficacy.
Providing a synthesis, Figure 7.1 represents a conceptual model of the system
elements I explored, with double arrows representing feedbacks and interconnections.
Figure 7.1
Conceptual Model for the Institutionalization of Social Marketing within Organizational
Settings
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Theoretical and Practical Implications
Through this research, I have been able to build upon existing theory and
demonstrate the utility of applying eclectic theorizing, while identifying practical
applications for my findings.
The integration of systems theory within the social marketing framework
represents an emerging research agenda for the discipline (Flaherty et al., 2020;
Truong et al., 2019). My study provided an opportunity to explore the utility of a systems
approach by drawing from the work of social marketing scholars (Brychkov & Domegan,
2017; Domegan et al., 2016; Kennedy, 2015, 2017). A particular critique of downstream
social marketing efforts is not just its narrow focus, but the fact that interconnections
and feedback among systems actors are overlooked; these factors are elevated in
importance through systems approaches (Truong et al., 2019). Indeed, my research
highlighted the importance of both factors.
Further, my most notable findings aligned with Meadows’ (2008) contention that
the points of interlinkage and boundaries between systems levels can serve as ideal
places for intervention within the system. Specifically, I identified several disconnects
between the micro and meso levels of my study system; these boundary areas thus
provide the context and setting for potential interventions aimed toward facilitating the
institutionalization of the innovation. As an example, self- and collective-efficacy, when
placed within the micro and meso systems levels, respectively, can serve as practical
indicators of an organization’s need for capacity-building. In practitioner settings,
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developing a means of monitoring this disconnect while identifying opportunities to
address the barriers and other conditions that perpetuate it would be beneficial.
Within the context of diffusion theory, the results of this study also reinforce the
perspective that implementation of an innovation (as opposed to adoption) is the “more
meaningful measure of change” (Dearing & Cox, 2018, p. 184), and my research
demonstrated the value of studying the dynamics of implementation alongside barriers
and drivers. My findings and analysis also highlighted the importance of observability,
relative advantage, adaptation and reinvention, and champions as key diffusion
concepts situated within the organizational innovation process. Observability simply
refers to the visibility of the impact of the innovation; observability within the study
system was tied to multiple elements of organizational culture as well as the identity and
conceptualization of the discipline of social marketing itself. As a form of perceived
attribute, system actors’ views regarding the relative advantage of social marketing (as
opposed to other approaches typically adopted within natural resource conservation)
are critically important and have the potential to affect other system elements.
Adaptation and reinvention represent ways in which practitioners were able to adjust
how they carried out social marketing efforts while considering existing system
constraints such as funding capacity. Finally, champions have the potential to drive
many of these systems elements through their active advocacy and actions they take to
facilitate and maintain the use of social marketing within and across organizations.
Turning to practical implications beyond the specific opportunities and solutions
presented in Chapters IV through VI, I have identified several recommendations tied to
this study’s findings and conceptual framework. These recommendations may be
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transferable to similar contexts. First, enhancing the observability of the innovation
should be viewed as a priority in driving implementation and institutionalization. Many of
the proposed solutions identified through this study (such as documenting and
disseminating outcomes, increasing education and training opportunities, improving
labeling and integrating consistent social marketing language into multiple contexts,
aligning with DEI initiatives, etc.) serve to increase the observability of social marketing
as a practice. Relatedly, the discipline will also benefit from increased efforts to make
injunctive and dynamic norms about its uptake, implementation, perceived attributes,
and relative advantage more visible and salient.
The need to address the initiation-implementation gap was also a notable
outcome of this research. Theory-to-practice challenges are longstanding issues in
every field, particularly within conservation (Balmford et al., 2021; Martin, 2020; Pietri et
al., 2013) and this research suggests that dynamics are similar with regard to adopting
and implementing an innovation following training opportunities. Thus, elevating the
focus on post-training support and capacity-building within organizational settings can
serve to bridge this gap.
Finally, as a discipline, social marketing would benefit from an effort to
appropriately and more formally situate itself within the social and behavioral sciences
while delineating the many sub-disciplines and focal areas, similarly to recent
undertakings within the conservation social sciences (Bennett et al., 2017). As social
marketing continues to expand its breadth and scope as a discipline, resolving its fuzzy
disciplinary boundaries and more visibly aligning with the social and behavioral sciences
would be advantageous. More than a decade before Nudge (Thaler & Sunstein, 2009)
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became a bestseller, Doug McKenzie-Mohr founded community-based social marketing
(McKenzie-Mohr, 1994) on the same social psychological principles that underlie
behavioral economics, now a wildly popular field. A vast array of foundational social and
behavioral science is evident within the leading social marketing textbooks (French &
Gordon, 2020; Hastings & Domegan, 2017; Lee & Kotler, 2020; Lefebvre, 2013).
A summary of top-level recommendations to drive the institutionalization of social
marketing is presented in Table 7.1.
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Table 7.1
Summary of Recommendations to Drive the Institutionalization of Social Marketing
Goal

Increase the observability of
social marketing and its
relative advantage as a
social change discipline

Recommendations
• Increase academic course offerings through a phased approach beginning with the integration of
social marketing content into existing programming while driving and amplifying student demand
• Document and disseminate program outcomes while communicating the positive attributes of
social marketing as an innovative practice, particularly within practitioner settings
• Adopt and use consistent language and terminology to label and describe social marketing efforts,
outcomes, and professional roles
• Situate and describe the discipline within and in relation to the social and behavioral science
• Increase interchange between social marketing community and adjacent/overlapping social
change disciplines’ professional networks and promotional channels
• Share the history, success stories, and evidence-based outcomes of the “hidden” social marketing
efforts around the world and particularly the Global South
• Align social marketing attributes and approaches with DEI initiatives
• Identify and amplify positive trends related to the discipline’s institutionalization

Address the initiationimplementation and micromeso efficacy gaps

• Identify and develop appropriate post-training support tools and strategies
• Develop mechanisms to monitor collective-efficacy and address needs by identifying contextspecific barriers and solutions related to organizational capacity and culture
• Devote sufficient capacity via embedded expertise and dedicated staff time to support social
marketing program design, implementation, and monitoring as well as conduct on-the-job training as
needed
• Adapt social marketing methods to meet capacity constraints while maintaining scalability

Foster key elements of
organizational culture

• Establish robust collaborative networks and devote sufficient capacity to their ongoing coordination
and the development of tools and resources to support social marketing program implementation
• Support ongoing professional development training in social marketing methods
• Devote sufficient time and capacity to monitoring and evaluation at all stages of program
implementation; prioritize training for staff in evaluation methods
• Actively engage funders and decisionmakers in social marketing training and/or promotional
opportunities to build basic awareness and generate support
• Empower and support organizational champions
• Foster a growth mindset that incorporates adopting a “safe to fail” culture, experimentation and
piloting, and embraces flexibility and adaptive management
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Recommendations for Future Research and Practice
Based on the outcomes of this study, I have been able to identify several
opportunities for future research and practice, broadly focused within three areas: 1)
increasing collective-efficacy within organizational settings; 2) conducting formative
research within key audience segments (those with roles in the institutionalization
process) to identify and address barriers to adoption and implementation; and 3)
increasing the observability of social marketing as a practice while amplifying its
perceived attributes and relative advantage.
First, since collective-efficacy appears to be linked to numerous
institutionalization challenges such as organizational capacity, staff skillsets, and
management support, more formalized assessment tools (such as survey instruments
and/or interview protocols) could be developed, piloted, and validated in order to identify
specific needs within organizations. Targeted post-training support strategies and
materials could also be developed and tested through quasi-experimental research
designs. More concerted efforts could be made to identify and form cohesive and
consistent teams to foster collaboration and align training and implementation
experiences. The ability to monitor both self- and collective-efficacy could be integrated
into overall organizational evaluation strategies. Monitoring the gap between the two
measures could serve as a trigger to devote or redirect resources and capacity in
support of project teams’ effectiveness.
Alongside efforts to address collective efficacy, future studies could elevate a
focus upon “failure” with the goal of fostering a “safe-to-fail” organizational culture, thus
building upon prior research on failure in social marketing (Akbar, Foote, Soraghan, et
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al., 2021; Cook et al., 2020, 2021). As a linkage between self-efficacy and psychological
safety appears to be evident (Catalano et al., 2021), exploring this aspect and others
(e.g., the impact of training and post-training support, visible management approval,
etc.), could represent a practical research agenda. Also more broadly, the failure of an
innovation to diffuse has been characterized as an “unstudied” contextual element of
the diffusion of innovations (Dearing & Cox, 2018, p. 184); thus an approach that is
essentially the inverse of the one I used (i.e. studying the “positive deviants” (Abrash
Walton, 2018) who successfully persisted and succeeded despite challenges) could be
especially instructive and serve as a means of identifying organizational barriers to
adoption and implementation.
Next, several audience segments can be identified as having an outsized impact
upon the implementation and institutionalization of social marketing as an innovation,
particularly managers and decision makers within organizations, funding agency
representatives, policymakers, university administrators, and academic standards
accreditation bodies. More targeted studies could explore their views about the
attributes and relative advantage of social marketing as well as the social and
behavioral sciences more broadly and identify the barriers to integrating these
approaches within their settings.
In higher educational settings, more targeted efforts could be made to explore
the views of faculty and administrators within environmental sciences and studies
departments about the barriers and opportunities for integrating social marketing
content into existing programming. This would answer a call by Truong (2017) to
explore the employment and career value of social marketing skillsets as perceived by
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graduate students completing doctoral studies in social marketing. It would also serve to
elevate a focus upon social marketing pedagogy, another emerging area for research
(Kapetanaki & Spotswood, 2021; Kelly, 2013; Kennedy et al., 2022; White, 2018).
Finally, future research could 1) examine ways to increase the observability of
social marketing undertakings and results; 2) develop and test messaging strategies
designed to effectively communicate the value of social marketing in a simpler more
accessible manner; and 3) identify opportunities to more formally embed social
marketing language into various types of formal and informal rules and policies. To
increase observability, documenting and disseminating program outcomes at the
practitioner level should be a goal, recognizing that different strategies and types of
outputs (e.g., various communications products such as presentations, case studies,
data summaries and infographics, etc.) will resonate differently for different audiences.
Therefore, formative research could be conducted to identify the best strategies for the
relevant audience segments within specific organizational contexts. Further, as multiple
participants expressed frustration at the difficulty of conveying the advantages of social
marketing due to its inherent complexity, a focus on how to more effectively
communicate the attributes of social marketing to multiple priority audiences would be
beneficial. Lastly, content analysis could be conducted to more rigorously examine
organizational documents such as policies and procedures, strategic plans, white
papers, project reports, position descriptions, and requests for proposals in order to
identify opportunities to incorporate social marketing language within them, thus
enhancing visibility of the practice and embedding social marketing within the formalized
goals of the system.
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Limitations
An overarching limitation to this study is the fact that the majority of the research
was carried out during an unprecedented global pandemic. This reality affected not only
my research methodology but other dynamics such as recruiting survey respondents
and interview participants at a time of collective uncertainty, anxiety, and loss. It is also
possible that the disruptions caused by COVID-19 to organizational work environments
and procedures may have impacted respondents’ perceptions of efficacy.
Aside from the impacts of COVID-19, a key limitation affecting my study was the
sampling frame for both surveys. My Phase I survey had a global scope was but
conducted and disseminated in the English language, thereby conferring a Western
Anglo-Saxon bias to the results. My Phase II survey was limited in scope to a specific
and relatively small population of social marketing professionals in the Pacific
Northwest. While I had considerable support in disseminating it through local networks,
it was nevertheless challenging to identify and reach the full extent of the eligible
population. The survey also relied on self-reports of subjective measures. Further, the
resulting sample size for the Phase II survey was relatively low, thus limiting the
generalizability of the findings. However, this reality was tempered by the inclusion of
interview data and the overall case study design which established a specific context for
potential transferability of outcomes for similar settings.
Finally, the snowball sampling method of recruiting interview participants could
also be viewed as a limiting factor, as it may have led to clusters of individuals with
similar experiences and perceptions, though I took active steps to diversify my sample
and ended up interviewing a large number of people from multiple countries.
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Concluding Remarks
This study’s contribution to theory and practice is centered around identifying
specific elements of organizational culture that can be considered potential leverage
points for advancing the institutionalization of social marketing as an innovation. I have
also engaged with the field quite broadly and through many interviews I have essentially
documented a diversity of views about the discipline itself that are held by members of
the community. Thus, the accounts within this study may effectively serve as a
“snapshot” of the field of social marketing—or in other words, an updated baseline of
many system elements—as it reaches its 50th formal anniversary as a social change
discipline.
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APPENDIX A: PHASE I INFORMED CONSENT

INFORMED CONSENT INFORMATION SHEET
Research study title: “Social Marketing Bright Spots Research Pilot Project”
Researcher:
Liz Foote, PhD Candidate, Environmental Studies Department, Antioch University New
England, Keene NH 03431 USA Email: xxxxxxxxxxxxxxx Telephone: xxxxxxxxxx
Hawaiʻi address: xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
Purpose:
The study is a pilot research project with the goal of studying the experiences and
perceptions of individuals within public and private sector settings in order to gain a
deeper understanding of the factors linked to successful institutionalization of the
discipline of social marketing in various contexts, as well as the issues, challenges, and
barriers faced by practitioners and academics in the field. The research will be
conducted in the months of June 2019 through December 2021.
Study Procedures:
Your participation in this study may involve tape recorded individual interviews, and/or
group discussions. You’ll participate in at most two focus groups or interviews. Each
meeting will be held in a place that’s convenient for you and will be approximately 30
minutes to an hour long. Direct quotations from the interviews and group discussions
may be used in the research representation with all references to names, locations, or
other identifying features removed, unless you provide your permission to share your
own identifying information. The focus group discussions and interviews may be
photographed with the aim of documenting the process rather than identifying
participants. If the photos will be used in any presentations or publications, the
researcher will make sure the participants cannot be identified. The researcher will try to
verify the data collected with the participants. Once the study is complete, the
researcher will make the findings available to participants. The findings may also be
published in the researcher’s dissertation, as well as academic journals or presented at
conferences.
Potential Benefits:
While your participation in the study may not benefit you personally, findings of the
research may benefit the social marketing discipline and regional communities of
practice.
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Potential Risks:
There are no known or foreseeable risks associated with your participation in the study.
Confidentiality:
You will not be identified by name in any publication of the study findings, unless you
provide your express permission to do so. All efforts will be taken to keep your identity
confidential through removal of any possible identifying references, however, full
confidentiality cannot be guaranteed in the event of focus group participation because
other focus group members may choose to share names or things that were said during
these group interviews with people outside the study. All participants in this study are
strongly encouraged throughout to protect themselves and each other from breaching
group confidentiality. If you decide to participate in a focus group discussion with others,
you will be expected to protect the integrity and confidentiality of what others in the
group have said during discussions.
All taped recordings and transcripts with identifying information will be analyzed only by
the researcher. Original copies of research data will be kept in a locked location by the
researcher for a minimum of five years and then destroyed.
Right to Withdraw:
Your participation is voluntary. You may withdraw from the research project for any
reason, at any time, without penalty of any sort. If you withdraw from the research
project at any time, any data that you will have contributed will be destroyed at your
request.
Contact for Information about the Study:
If you have any questions or wish further information with respect to this study, you may
contact the researcher, Liz Foote using the above contact information.
Contact for Concerns about the Rights of Research Participants:
This research project has been approved on ethical grounds by the Institutional Review
Board of Antioch University New England on May 9, 2019. If you have any questions
regarding your rights as a participant in this study, please contact: xxxxxxxxxx, Chair of
the Antioch University New England Institutional Review Board at xxxxxxxxxx or email
xxxxxxxxxx or contact xxxxxxxxxx, AUNE Provost, at Antioch University New England at
xxxxxxxxxx or email xxxxxxxxxx
Consent to Participate:
Your participation in this study is entirely voluntary and you may refuse to participate or
withdraw from the study at any time without penalty.
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APPENDIX B: PHASE II INFORMED CONSENT

INFORMED CONSENT INFORMATION SHEET
Research study title: “Social Marketing Institutionalization Phase II Research;”
(dissertation working title: “The Diffusion of a Discipline: Examining Social Marketing’s
Institutionalization within Environmental Contexts”)
Researcher:
Liz Foote, PhD Candidate, Environmental Studies Department, Antioch University New
England, Keene NH 03431 USA Email xxxxxxxxxxxx; Telephone: (xxxxxxxxxxxxx
Hawaiʻi address: xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
Purpose:
The study is a case study research project with the goal of studying the experiences
and perceptions of individuals within organizational settings in order to gain a deeper
understanding of the factors linked to successful institutionalization of the discipline of
social marketing in various contexts, as well as the issues, challenges, and barriers
faced by practitioners and academics in the field. The research will be conducted in the
months of February 2021 through December 2021.
Study Procedures:
Your participation in this study may involve tape recorded individual interviews, and/or
group discussions. You’ll participate in at most one to three interviews or group
discussions. Each meeting will be held in a place that’s convenient for you and will be
approximately 30 minutes to an hour long. Direct quotations from the interviews and
group discussions may be used in the research representation with all references to
names, locations, or other identifying features removed, unless you provide your
permission to share your own identifying information. The researcher will try to verify the
data collected with the participants. Once the study is complete, the researcher will
make the findings available to participants. The findings may also be published in the
researcher’s dissertation, as well as academic journals or presented at conferences.
Potential Benefits:
While your participation in the study may not benefit you personally, findings of the
research may benefit the social marketing discipline and regional communities of
practice.
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Potential Risks:
There are no known or foreseeable risks associated with your participation in the study.
Confidentiality:
You will not be identified by name in any publication of the study findings, unless you
provide your express permission to do so. All efforts will be taken to keep your identity
confidential through removal of any possible identifying references, however, full
confidentiality cannot be guaranteed in the event of group discussion participation
because other group members may choose to share names or things that were said
during these group interviews with people outside the study. All participants in this study
are strongly encouraged throughout to protect themselves and each other from
breaching group confidentiality. If you decide to participate in a group discussion with
others, you will be expected to protect the integrity and confidentiality of what others in
the group have said during discussions.
All taped recordings and transcripts with identifying information will be analyzed only by
the researcher. Original copies of research data will be kept in a locked location by the
researcher for a minimum of five years and then destroyed.
Right to Withdraw:
Your participation is voluntary. You may withdraw from the research project for any
reason, at any time, without penalty of any sort. If you withdraw from the research
project at any time, any data that you will have contributed will be destroyed at your
request.
Contact for Information about the Study:
If you have any questions or wish further information with respect to this study, you may
contact the researcher, Liz Foote using the above contact information.
Contact for Concerns about the Rights of Research Participants:
This research project has been approved on ethical grounds by the Institutional Review
Board of Antioch University New England on December 2nd, 2020. If you have any
questions regarding your rights as a participant in this study, please contact: Kevin
Lyness, Chair of the Antioch University New England Institutional Review Board at
xxxxxxxxx or email xxxxxxxxxxxx; or contact Shawn Fitzgerald, AUNE Provost, at
Antioch University New England at xxxxxxxxxxxx; or email xxxxxxxxxxxx;.
Consent to Participate:
Your participation in this study is entirely voluntary and you may refuse to participate or
withdraw from the study at any time without penalty.
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APPENDIX C: PHASE I INTERVIEW GUIDE
Interview Guide
Liz Foote, “Social Marketing Bright Spots Research Pilot Project”
Greetings, Overview and Purpose
• [Thank participant for their time]
• For my dissertation, I’m interested in exploring the institutionalization of social
marketing in places where it seems to be successful, and I think [participant’s
geographic region and/or professional context] is a great example
• I’d also like to identify challenges that successful professionals like yourself have
faced and hear your thoughts about the issues affecting the field as a whole.
• I’m taking this approach of looking at the “bright spots” in order to identify any
commonalities or strategies that could benefit the field in general, and help with buyin and support, and ultimately institutionalization, elsewhere.
Informed Consent (present oral overview of form, obtain signature)
• Key elements of informed consent
o Your participation is voluntary—you can decide to withdraw at any time
o I will respect your privacy and confidentiality—I’m recording this interview and
will be transcribing it, and my write-up will not include your identifying
information
 Note – with participants’ consent I would consider including identifying
information in final research products such as case study write-ups
o Reference use of photos if applicable
Body of the Interview
Q1. To begin, I’d love to hear your own personal social marketing “origin story”
Q1a. How did you first learn about social marketing?
Q1b. What kind of training did you receive?
Q1c. How did you come to be a social marketing [practitioner/academic]?
Q2. Was it difficult to work as a [practitioner/academic] when you first started?
Q2a. What worked for you?
Q2b. What kind of challenges did you face, and how did you overcome them?
Q3. When I refer to ‘successful institutionalization’ of social marketing, what exactly
does that mean to you? (reworded, if necessary: How do we know that social marketing
“has made it” in a particular setting? or, “If you were to leave your current position,
would social marketing efforts at your organization/agency carry on?”)
Q4. What would you say are the main issues, in terms of challenges and opportunities,
that social marketing faces as a field, that’s either keeping it from being successfully
institutionalized, or helping it to advance?
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Q5. What knowledge, skills, or characteristics do you think someone needs to have in
order to be successful in social marketing?
Q6: Have you seen any examples out there of social marketing being sufficiently
integrated into formal Environmental Science or Environmental Studies curriculum?
Q6-1a. Where?
Q6-1b. What kind of training do you think is needed in order to advance the field
in the environmental science domain?
Q7. What are some examples of the most successful projects you’ve worked on?
Q7a. What was the setting (geographic location, agency, org, institution, etc.)?
Q7b. Why do you think [these examples] were successful?
Q8. In your experience, which agencies seem to have the most buy-in and capacity to
support social marketing?
Q8a. How do you think this came to be?
Q8b. What do you think success looks like in an agency setting?
Q9. For my research, I would like to identify other ‘bright spots’ in terms of practitioners
who are successfully working in social marketing, as well as organizations, firms, and
institutions themselves that seem to have enough buy-in and support to have
consistently adopted and implemented social marketing strategies…are there any other
people or places you can point me to?
Q10 [for representatives of academic institutions, not necessarily associated with social
marketing]
Q10a. What is your level of familiarity with social marketing?
Q10b. Can you share any opinions you may have about social marketing?
Q10c. How does new curriculum or programming get implemented at your
institution?
Q10d. What barriers or challenges exist at your institution around curriculum
development, integration, and the accreditation process?
Q10e. If you are familiar with the discipline of social marketing, are there any
benefits or drawbacks you would anticipate if your university were to offer social
marketing courses or programming?
Q11 [for social marketing thought leaders associated with academic institutions or
education/training in social marketing]
Q11a. As you reflect on your career and the field of social marketing, what do
you see as the biggest changes in the field in the past 10 years? The biggest
challenges?
Q11b. And what do you anticipate the major changes being over the next 10
years?
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Q11c. Do you anticipate the field of social marketing experiencing growth? Or
morphing into umbrella fields? Shrinking? Why? What do you see as evidence of
your perspective?
Q11d. Where do you think the availability of academic programming and
coursework ranks amongst the various challenges faced by the discipline?
Q11e. What trends have you seen in social marketing training in the academic
setting? What do you think could be driving those trends?
Q11f. Since Dr. Kelly’s study began in 2009, we have seen examples of formal
academic social marketing coursework being expanded as well as retracted (or
shifted to components in broader courses, or becoming offered as electives
versus core curriculum) ...what are your views on these scenarios?
Q11g. What do you think is the appropriate way to integrate social marketing
training into formal academic settings? What barriers and opportunities exist to
accomplishing that?
Q11h. What are your thoughts about the role of social marketing in public health,
environmental issues, business and other fields looking like in the future? Are
there fields that you see “taking off”/expanding in terms of their use of social
marketing?
Q11i. Would you encourage a young person with a bachelor’s degree to pursue
higher education in the field of social marketing? If not, why not? If so, what
programs would you encourage them to consider and why?
Q11j. What do you consider their job opportunities to be outside of
academia? What areas of growth and potential exist?
Q12. Is there anything else you’d like to share with me about these topics we’ve
discussed?
Summary, thank you, and follow up
• Share a key takeaway or insight, check for understanding
• [Thank participant for their generosity with their time]
• Is it OK for me to contact you if I have any follow-up questions?
• [If not asked previously] Are there other experienced social marketers you know
whom you think I would benefit from interviewing? Can you share their contact
information with me, or would you be willing to ask them if it’s OK for me to
contact them before I do so? I would be happy to send you a request via email
that you could forward to them.
• I will transcribe this interview and email it to you, so you will have the chance to
check it for accuracy.
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APPENDIX D: PHASE II INTERVIEW GUIDE
Interview Guide
Liz Foote, “Social Marketing Institutionalization Phase II Research”
Greetings, Overview and Purpose
•
•

•
•

[Thank participant for their time]
For my dissertation, I’m focusing my research around the institutionalization of social
marketing, and I’m interested in learning about the experiences and perceptions of
staff members within governmental agencies that have been using social marketing
approaches to address environmental issues. Your agency has agreed to participate
as part of my case study research.
I am interested specifically in the process by which social marketing has been
adopted and implemented within your agency.
I’d also like to identify challenges that you have encountered and explore how you
have addressed or are addressing them.

Informed Consent (present oral overview of form)
•

Key elements of informed consent
o Your participation is voluntary—you can decide to withdraw at any time
o I will respect your privacy and confidentiality—I’m recording this interview and
will be transcribing it, and my write-up will not include your identifying
information
 Note – with participants’ consent I would consider including identifying
information in final research products such as case study write-ups
o Reference use of photos if applicable

Body of the Interview
Introduction & Overview


Please describe your role in the agency and how you have been involved in
social marketing efforts within the agency.

System Characteristics, Organizational Culture, Norms
1. Structure, Components, Hierarchy
a. Please describe the organization of the agency. (Is there an organizational
chart online, or that they can share?) Are there multiple divisions?
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2. Purpose and Goals
 Can you share the agency’s mission statement, or any other organizing
documents that outline its purpose and goals?
 Do you have any documents you can share that outline strategic plans or
planning along various timeframes?
 Is social marketing mentioned in any of these documents that outline the
purpose and goals of the agency?
 How about social science or behavioral science in general?
3. Policies, Procedures, Practices
 Do you have any documents you can share that outline the agency’s policies and
procedures, standard operating protocols, anything like that?
 Which policies or procedures are the most conducive to achieving the agency’s
goals, or promoting collaborative efforts?
 Are there any policies or procedures that get in the way of the agency’s goals, or
inhibit collaboration or information-sharing?
 How are decisions made regarding if and when to use social marketing
approaches on a given project? Who is involved in those decisions?
 Are there any gaps between stated policy and procedures and actual
implementation of initiatives?
 Are there any practices or procedures at the agency that might be inconsistent
with social marketing approaches?
4. Values, Compatibility
 What are the values guiding current programs, policies and practices related to
the agency’s mission?
 Do you feel that social marketing as an approach is aligned with the values of the
agency? If so, how?
5. Role of change agents, opinion leaders, champions; diffusion process
 Are there any individuals in the agency you would recognize as being
“champions” or strong advocates for the use of social marketing approaches?
 Can you share about how they have gone about this? Were they effective, and if
so, why do you think? What did they do or say and what effect did it have?
6. Diffusion of Innovation variables…perceived attributes (relative advantage,
compatibility, trialability, complexity, observability); “benefits/motivators” in social
marketing
 What do you view as the “selling points” for the adoption and implementation of
social marketing approaches?
 What is the advantage to your agency of using social marketing as compared to
other approaches?
 What do you see as the advantage of using social marketing strategies as
opposed to information intensive “traditional” outreach approaches?
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Are the social marketing approaches you use in your projects explicitly reported
on as “social marketing?” Are you sharing your success stories anywhere and
referencing social marketing?

7. Re-invention and Adaptation
 Does your team ever have to adapt the social marketing approach due to issues
such as funding limitations or timeline constraints, or the interests, needs, or
agenda of partners and stakeholders?
 If so, what modifications were made?
 What challenges still need to be overcome?
 Have you made any changes to the agency’s policies or procedures in order to
accommodate social marketing approaches? Were any specific resources
identified and allocated or re-allocated?
8. Interconnections, Internal & External; Collaborations and partnerships at different
scales
 Do the different offices or divisions of the agency collaborate on projects?
 What does that look like? Is there much sharing of information and resources
among the offices or divisions?
 What kind of external partnerships are there when working on projects?
 Do you work with any local academic institutions? Nonprofit organizations?
Associations? Practitioner/private sector firms?
 If so, what do those collaborations look like?
 Is there much sharing of information and resources among these entities?
 Do these entities work well together and trust each other? Are there any
conflicts?
 Can you describe the participatory and co-design approaches you use with
stakeholders?
9. Stocks and Flows - Training
 Approximately how many people at the agency have received training in social
marketing approaches?
 Does the agency sponsor training or conduct its own training? How often?

10. Norms, general
a. What do you think about the pros and cons of using social marketing as an
approach? What do you think others in the agency think (management, other
staff in your division, etc.)?
11. Sustainability
a. Do you feel that your agency has the capacity to sustain the support (in terms
of policies, procedures, and other agency infrastructure) of social marketing
strategies into the future?
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APPENDIX E: PHASE I SURVEY INSTRUMENT
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APPENDIX F: PHASE II SURVEY INSTRUMENT WITH ANNOTATED THEORETICAL
CONSTRUCTS
[introduction and consent text]

364

Organizational context and geographic area

365
Federal governmental agencies, WA [conditional logic options]

366
State governmental agencies, WA [conditional logic options]

367
Local governmental agencies (county level), WA [conditional logic options]

368
Local governmental agencies (conservation district), WA [conditional logic options]

369
Practice/Implementation
[social marketing familiarity, general]

[frameworks, familiarity]
[conditional logic >> HIDE for people who choose “[socmar familiarity general]not
familiar at all”]

[social marketing expertise, general]
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[social marketing experience at organization, Y/N]

[collaborations, Y/N]
[conditional logic >> SHOW for people from academic institutions]

[agency framework use, Y/N]

[specific frameworks used]
[conditional logic >>IF YES]
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Perceptions about support for social marketing and/or behavioral and social science
integration at different scales
[social marketing and social & behavioral sciences integration: micro level]

[social marketing and social & behavioral sciences: meso level]

[social marketing and social & behavioral sciences: macro level]
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Perceived norms, organizational culture and practices
[descriptive and injunctive norms, internal and external]

373
Changes and trends in practices; dynamic norms
[dynamic norms, meso level]

[dynamic norms, macro level]

374

[dynamic norms, academic institutions]
[conditional logic >>show for academic institutions]

375
Relative norms, organizational culture and practices
[conditional logic for academic institutions >> hide]

[conditional logic for academic institutions >> show]

376
Perceived self- and collective-efficacy
Perceived self-efficacy (overall; skills and knowledge) [micro level]

Perceived self-efficacy [micro level]

Perceived collective-efficacy [meso level]

377
Environmental response efficacy

Organizational valence, non-monetary and monetary

378
Perceptions about potential barriers and drivers

379
Demographics/Background
Experience
[years experience in field and at organization; position hierarchy]

[position responsibilities]

[years experience in social marketing and number of projects]

380
[relative experience level]

Training
[training Y/N]

[conditional logic >> If answered YES , SHOW “training type” and “training support” and
“training details”]
[training type, support, and details]

381
Academic background
[education]

[disciplinary area] [conditional logic >> if “advanced degree” selected]

Gender
[gender]

[open-ended comment field]
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APPENDIX G: CASE STUDY PROTOCOL
Section A. Overview of the Case Study
1. Case study purpose
a. Gain more in-depth insight into the factors as well as the characteristics of
early adopter social marketing professionals and organizations in
environmental settings in order to identify commonalities that either drive
or hinder the adoption, implementation, and diffusion of social marketing
b. Dissertation research questions:
 Q3: How do micro-, meso-, and macro-level factors in environmentally
focused organizations in the Pacific Northwest influence the adoption,
implementation, and diffusion of social marketing practice?
o Q3.1: What do the perceptions and experiences of social marketing
practitioners reveal about the organizational characteristics related
to social marketing uptake and diffusion in their professional
settings?
o Q3.2: What common factors can be identified between
governmental agencies that have successfully adopted and
implemented social marketing in the Pacific Northwest? What are
the barriers to social marketing uptake?
o Q3.3: How can elements of systems and diffusion theory reveal
leverage points for change?
2. Case study design and setting
a. Multiple-case, holistic design (results pooled), with replication logic (e.g.,
similar characteristics identified related to conceptual framework)
b. Unit of analysis of the case study (“the case”): the process of
institutionalization of environmental social marketing in the Pacific
Northwest
 Case subunit (survey): all “organization” types (e.g., governmental
agencies, nonprofit organizations, academic institutions, tribal entities,
private-sector firms) with a resource management and/or natural
resource conservation focus
 Case subunit (interviews): governmental agencies with a resource
management and/or natural resource conservation focus
c. Geographic location: Pacific Northwest United States (Washington,
Oregon, Idaho) and Canada (British Columbia)
 Survey: United States (Washington, Oregon, Idaho) and Canada
(British Columbia)
 Interviews: Washington, US
d. Units of data collection: individual survey respondents and semi-structured
interview participants
3. Case Study Descriptive Framework
a. Systems levels: Macro (external environment), meso (organizational
setting), micro (individual staff members of organization)
b. Leverage points categories: parameters, feedbacks, design, intent
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c. Diffusion of innovations theoretical constructs: adaptation and reinvention;
perceived attributes; role of change agents, opinion leaders, and
champions
Section B: Data Collection Procedures
1. Sole researcher: Liz Foote, Antioch University New England, Environmental
Studies
2. Data collection plan
a. Semi-structured interviews
 Representatives from 2–10 governmental resource management
agencies and partner organizations (primary jurisdictions in
Washington State: Kitsap County, Snohomish County, King County)
 Purposive and snowball sampling
b. Survey
 Population:
o Phase I participants from the Pacific Northwest region
o Phase II case study governmental agency representatives
o Members of the Pacific Northwest Social Marketing Association and
other individuals working at organizations that have implemented
social marketing
o Individuals situated within the social and behavioral sciences
(academic institutions)
 Purposive sampling
c. Document review
 Requests for Proposals (RFPs)
 Job descriptions and position announcements
 Project reports
 Documents referencing organizational structure, mission, standard
operating procedures, and culture
3. Gaining access to agencies and participants
a. Personal calls and emails
b. Referrals to staff from management and other staff
4. Remote research resources
a. Remote interview technology (Zoom, Skype, etc.) with recording capacity
b. Handheld digital voice recorder
c. “Field” notebook
d. Informed consent info sheet
5. Schedule
a. February 1, 2021–December 31, 2021
6. Procedures for protecting human subjects
a. Approval of research by Antioch University New England Institutional
Review Board
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Section C. Protocol Questions
1. Level 1 Questions (verbalized to participants referencing interview guide)
2. Level 2 Questions (questions about case subunits, considered by the
researcher(s) before and during data collection)
a. Micro level (organizational staff)
 Individual staff characteristics such as attitudes, values, knowledge
(e.g., training/experience with social marketing)
 Change agent, opinion leader, and champion perceptions, and
practices
o What reinvention and adaption of social marketing practices are
occurring, if any?
 Social norms and normative practice in place—individual level and
perceptions about what’s occurring within the agency
 Perceived self-efficacy and perceived collective efficacy—do staff
members feel confident about their ability, and their agency’s ability to
effectively carry out social marketing efforts?
b. Meso level (organization)
 Organizational goals, mission, vision, values
 Standard operating protocols, strategic plans, policies, and
procedures—how linked to/supportive of agency’s goals, values, etc.
 How decisions are made to use a social marketing approach on any
given project
 Challenges and constraints—can any gaps be identified between
stated policies/procedures and actual implementation? Are there any
policies in place inconsistent with a social marketing approach?
 Relationships—what formal and informal relationships explain how
things are typically done? Are there parts of the system (e.g., divisions
or working groups, policies, attitudes of managers/staff, etc.) that
interact with each other and either support of hinder implementation of
social marketing approaches?
 Who are the change agents, opinion leaders, and champions within the
organization?
 Parameters
o Amount of staff trained in social marketing
o Training of staff—how carried out, how often, by whom? (i.e.,
internally or externally)
o Presence of champions, opinion leaders, change agents (who? are
there many?)
 Feedbacks
o What causal relationships can be identified between elements of
the system at this level (creating positive and negative feedback
loops)?
 Design
o What does the organizational structure look like? (setup,
hierarchies, divisions, etc.)?
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o How do policies and procedures get changed? (flexibility and
capacity to make changes that affect if/how social marketing efforts
are carried out)
o Is social marketing “informally” adopted (i.e., being carried out) or
“formally” adopted (i.e., written in governance documents) at the
organization?
o How does social marketing as the innovation get changed in order
to implement it at the organization, and/or get buy-in from clients,
partners, and funders?
o What kind of dissemination infrastructure exists at the organization?
 Intent
o What is the organizational mission, vision, and goals?
o Is social marketing referenced in writing in any organizational
governance/strategic planning documents? Job descriptions, RFPs,
etc.?
c. Macro level (external environment)
 Political landscape affecting operations
 Funding landscape and sources and constraints (timeframes,
funding priorities, etc.)
 Characteristics of external partnerships
 Competing interests
 Parameters
o External partnerships and collaborations—characteristics, how
many
o Stakeholders (who)
 Feedbacks
o External funding characteristics—funding cycle timeframes
(delays)
o Political landscape and policy affecting programs—timeframe
o What causal relationships can be identified between elements of
the system at all levels (creating positive and negative feedback
loops)?
 Design
o Information flows and communication with/between external
partners and collaborators
o Structure/governance characteristics of external
partners/collaborators
 Intent
o What values, goals, worldviews are evident in partners and
collaborators, funders, etc.?
3. Level 3 Questions (questions asked of the pattern of findings across multiple
case subunits)
a. Operationalization of descriptive framework (systems levels, leverage
points, diffusion and other behavioral science constructs)
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4. Level 4 Questions (questions asked of the entire study, calling on information
beyond the case study evidence, including literature/published information)
a. Implications and meanings situated within broader context
5. Level 5 Questions (normative questions about policy recommendations and
conclusions, beyond the narrow scope of the study)
a. Applicable findings and recommendations for natural resource
conservation and environmental sustainability contexts
b. Opportunities for further research
Section D. Tentative Outline for the Case Study Report
1. Audience for the report: Dissertation committee, eventual readers of dissertation
and resulting published standalone manuscripts, social marketing and behavior
change professional community
2. Data format
a. Summary tables and figures
b. Narrative descriptive thematic analysis (interview data)
c. Statistical analysis (survey data)
d. Individual case reports
e. Cross-case synthesis (narrative, summary tables and figures, logic
models)
3. Content overview
a. Description of individual cases
b. Findings and recommendations
4. Internal documentation
a. Transcripts
b. Analytic memos
c. Case study databases
c. Chain of evidence (case study questions <–> case study protocol (linking
questions to protocol topics <–> citations to specific evidentiary sources in the
case study databases <–> case study databases <–> case study findings);
managed through NViVo and Excel
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APPENDIX H: PERMISSIONS FOR FIGURE 2.1
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APPENDIX I: PERMISSIONS FOR FIGURE 5.1
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APPENDIX J: PHASE I INTERVIEW RECRUITMENT EMAIL

[Date]
Hello [Name of Participant],
My name is Liz Foote, and I am an Environmental Studies PhD candidate at Antioch
University New England. [If a referral, reference details, and/or how I obtained their
contact info, prior permission to follow-up with them, etc.]
I’m focusing my research around the institutionalization of social marketing, and I’m
interested in learning about the experiences and perceptions of those who have been
doing social marketing successfully awhile (the “bright spots”), and the agencies and
institutions they’re associated with that have devoted sufficient resources and capacity
to social marketing. I am seeking input from experienced social marketing professionals
as well as those who can share insights and models beneficial to the discipline of social
marketing and the environmental sciences and conservation domains more broadly.
Would you be available to participate in an interview sometime [identify potential
date/timeframe], for about 30 minutes to an hour, to discuss these themes? I would love
to learn about your experience and insights.
[Follow up details such as my availability, proposed meeting times and potential
locations if interview to be conducted in person, or technology to be used if remotely
conducted.]
Thank you,
Liz Foote
------------------------------------------------------------------------------------------------Liz Foote
PhD Candidate, Environmental Studies
Antioch University New England
Lfoote@antioch.edu
(xxxxxxxxxxxxxxxx
-------------------------------------------------------------------------------------------------
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APPENDIX K: PHASE II INTERVIEW RECRUITMENT EMAIL

[Date]
Hello [Name of Participant],
My name is Liz Foote, and I am an Environmental Studies PhD candidate at Antioch
University New England. [If a referral, reference details, and/or how I obtained their
contact info, prior permission to follow-up with them, etc.]
I’m focusing my research around the institutionalization of social marketing, and I’m
interested in learning about the experiences and perceptions of staff members within
governmental agencies that have been using social marketing approaches to address
environmental issues. Your agency has agreed to participate as part of my case study
research.
Would you be available to participate in an interview sometime [identify potential
date/timeframe], for about 30 minutes to an hour, to discuss these themes? I would love
to learn about your experience and insights.
[Follow up details such as my availability, proposed meeting times and potential
locations if interview to be conducted in person, or technology to be used if remotely
conducted.]
Thank you,
Liz Foote
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APPENDIX L: PHASE I SURVEY RECRUITMENT EMAIL
Subject: Invitation to participate in a global survey of social marketing academic courses and
professional training opportunities (for those who teach social marketing)
Greetings,
I am writing on behalf of, and in partnership with the Social Marketing Association of North
America (SMANA).
If you teach social marketing in some capacity or represent an entity that does, you are invited
to participate in a web-based survey updating and expanding an existing worldwide listing of
social marketing academic course offerings and professional training opportunities, housed by
SMANA. This information is being made available for the collective benefit of the global social
marketing community. This survey is also part of a research project being conducted by Liz
Foote, a PhD student at Antioch University New England, who is seeking to assess the current
state of social marketing education and training; research is being carried out in partnership with
Dr. Kathleen Kelly, who is updating her 2013 study on academic course offerings. It should take
approximately 5-10 minutes to complete (more or less, depending on whether you are entering
information for more than one course or training). If you have any questions, please contact Liz
Foote at XXXXXXXX or XXXXXXXXX
Here is the link to the survey:
https://www.123formbuilder.com/form-5040323/social-marketing-education-and-training-survey
If you have any questions, please contact Liz Foote at XXXXXXXX or XXXXXXXXX
Thank you,
Liz
------------------------------------------------------------------Liz Foote
PhD Candidate, Environmental Studies
Antioch University New England
Lfoote@antioch.edu
fXXXXXXXXXXXXXX
(XXXXXXXXX (voice/text/WhatsApp)
Twitter: XXXXXX
Skype: XXXXXX
Time Zone: Hawaii-Aleutian Standard Time, HST
-------------------------------------------------------------------e Zone:
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APPENDIX M: PHASE II SURVEY RECRUITMENT EMAILS
Version 1: General recruitment email (can be sent out by individuals, social marketing
professional associations, or posted on listservs); may also serve as a “script” for
recruitment phone calls
SUBJECT: Seeking your participation in an online survey on environmentally-focused social
marketing in the Pacific Northwest
Hello,
I am a PhD candidate in environmental studies at Antioch University New England. I am
studying the adoption, uptake, and diffusion of social marketing* practices used in
environmental sustainability and natural resource conservation contexts. As part of my PhD
dissertation research I am conducting an online survey of individuals who do social marketing
work for or with government agencies, cities or conservation districts, nonprofit organizations,
private sector/consulting businesses, tribal entities, or academic institutions.
You are invited to participate if you are involved in social marketing efforts related to
environmental topics either directly or collaboratively (i.e. through consultation and/or
partnerships) occurring in the Pacific Northwest geographic region. Your participation will
provide valuable insights as to social marketing’s institutionalization as a discipline.
The anonymous survey can be found online, here:
https://form.123formbuilder.com/5821480/social-marketing-diffusion-in-the-pacific-northwest
If you have any questions I would be happy to answer them via call, text, or email (see contact
info below).
Also, please feel free to forward this message along to anyone you know who meets the criteria.
Thank you,
Liz Foote
------------------------------------------------------------------------------------------------Liz Foote
PhD Candidate, Environmental Studies
Antioch University New England
XXXXXXXXXX
XXXXXXXXX (voice/text/WhatsApp)
Time Zone: Hawaii-Aleutian Standard Time, HST
-------------------------------------------------------------------------------------------------

*definition of social marketing, often confused with “social media:” https://www.isocialmarketing.org/social-marketing-definition
Social marketing is the usage of marketing practices alongside social and behavioral science to
drive changes in behavior for social and environmental good. The core principles of social marketing
as outlined by the International Social Marketing Association include: 1) setting explicit social goals,
2) citizen orientation and focus, 3) theory, insight, data and evidence-informed audience
segmentation, 4) competition/barrier and asset analysis, 5) value proposition delivery via the social
marketing intervention mix, and 6) critical thinking, reflexivity, and being ethical.
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Version 2: Recruitment email for staff within case study agencies; may also serve as a
“script” for recruitment phone calls
SUBJECT: Seeking your participation in an online survey on environmentally-focused social
marketing in the Pacific Northwest
Hello,
[Note who from the agency shared their contact information, and whether we have met/been in
contact before.] I am a PhD candidate in environmental studies at Antioch University New
England. I am studying the adoption, uptake, and diffusion of social marketing practices used in
environmental sustainability and natural resource conservation contexts. For my PhD
dissertation I am conducting case study research and am working with [name of agency] to
conduct interviews and an online survey with staff.
I invite you to participate and hope you will take part. Your participation will provide valuable
insights as to social marketing’s institutionalization as a discipline.
The anonymous survey can be found online, here:
https://form.123formbuilder.com/5821480/social-marketing-diffusion-in-the-pacific-northwest
If you have any questions I would be happy to answer them via call, text, or email (see contact
info below).
Thank you,
Liz Foote
------------------------------------------------------------------------------------------------Liz Foote
PhD Candidate, Environmental Studies
Antioch University New England
XXXXXXXXXX
XXXXXXXXX (voice/text/WhatsApp)
Time Zone: Hawaii-Aleutian Standard Time, HST
-------------------------------------------------------------------------------------------------
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APPENDIX N: CATEGORIES AND CODE LABELS
Categories and Code Labels (NVivo, First Cycle Coding)
Academia Systemic Issues, General
Interdisciplinarity
Publishing pressure
Rewards & incentive structures
Silos (in academia)
Academic Courses Competencies and Learning Objectives (Analysis of social marketing
course syllabi)
01- Describe and Differentiate
02- ID priorities, determine if social marketing is appropriate
03- ID & SEGMENT populations
04- prioritize & select behaviors
05- design & conduct situational analysis & formative research
06- select & apply THEORY, models, frameworks
07- create integrated social marketing MIX strategy
08- critically reflect WITH audiences - effectiveness, acceptability, ethics of potential
strategies and adapt
09- finalize implementation PLAN that can scale and is sustainable
10- design and implement EVALUATION & monitoring plan
11- apply ETHICAL PRINCIPLES (research, development, implementation, eval)
12- document and communicate results
Additional SLOs
Advocacy
Critique and critically analyze other programs
development of other SKILLS (e.g., writing, interpersonal communication &
collaboration, presentations, experiential learning, debate & discussion, leadership &
team-building, conflict management and dispute resolution, normative or values thinking,
strategic thinking
Diversity, Equity, Social Justice
Examine role of legislation and policy in social marketing
inter- and multi-disciplinarity
Personal reflexivity
PILOTING (explicitly referenced; or 'testing')
social marketing mindset
Social media and technology skill development
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Categories and Code Labels (NVivo, First Cycle Coding)
Systems thinking and upstream initiatives
Core Concept #1 - Setting of explicit social goals
Core Concept #2 - Citizen orientation and focus
Core Concept #3 - Value proposition delivery via the social marketing intervention mix
Core Concept #4 - Theory, insight, data & evidence informed audience segmentation
Core Concept #5 - Competition + Barrier and asset analysis
Core Concept #6 - Critical thinking, reflexivity, and being ethical
Notable SLOs
Academic Programming
Academic context - structure and setup
Accreditation
Approaches to teaching social marketing
Barriers, Academic programming
Demand and Motivation for academic programming
Environmental Sciences and Studies
Examples of successful persuasion efforts to support academic programming
EXEMPLARS and model pedagogical & instructional methods
Inventory & Info, academic courses
Perceived value of social marketing academic programming
Process to establish new courses and academic programs
Proposed Strategies for social marketing academic integration
Academic–Practitioner Dynamics
Ac-Prac Collaborations in PNW
Academic–Practitioner Disconnect
Bridging the Academic–Practitioner Divide
Approaches & Scope
Downstream social marketing
Macro and Systems social marketing
Midstream social marketing
Participatory approaches and co-design
Quality & Rigor
Upstream social marketing
Use of Theory, Models, and Frameworks, General
Behavioral Economics
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Categories and Code Labels (NVivo, First Cycle Coding)
Budget & Funding, General
Budget & Funding constraints
Funder or Client constraints
By Accident or Didn't Know
Capacity, General
Capacity & Sustainability, PNW
Case Study External Environment, General (MACRO LEVEL)
External partnerships & collaborations
Political landscape, PNW
Champions and Opinion Leaders, General
Characteristics of champions & opinion leaders
Efforts by champions & opinion leaders
Individuals identified as champions and opinion leaders
Persuasion strategies by champions & opinion leaders
Communications & Outreach, General
Importance of communications & outreach
Lack of support for communications & outreach
Models & Parallels with Communications
Conceptualizations and Definitions of Social Marketing
Confusion and Misperceptions (PNW)
Conservation Marketing
COVID-19
Critical Social Marketing Themes, General
Colonialism
Neoliberalism
Politics (non-PNW)
Polyvocal approach
Power dynamics
Reflexivity
Western, Anglo-Saxon biases
Decisionmaker and Management Support, General
(non-PNW) Example of decisionmaker or management support
(non-PNW) Lack of decision-maker or management support
Example of senior management & decisionmaker support in PNW (APPROVAL)
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Categories and Code Labels (NVivo, First Cycle Coding)
Lack of decisionmaker or management support, PNW
Organizational support, CAPACITY, PNW
Organizational support, OVERALL APPROVAL, PNW
Senior management or decisionmaker awareness of social marketing, PNW
DEI & Social Justice
Document Review
Social Marketing, CBSM, or Social Science Reference
Efficacy Constructs
Collective Efficacy
Environmental response efficacy
Self-Efficacy
Example Environmental Intervention or Campaign
EXTERNAL Political Factors, Policies, Procedures, Practices, and Rules & Regulations
(PNW-only)
Failure Factor, General
Future Research Ideas & Follow Up Opportunities
Global South
History of Social Marketing
Individual Competencies and Qualities, General
Qualities & Dispositions
Relevant coursework and disciplines
Skills needed
Institutionalization Metrics, General (Proposed by Participants)
Investment in training and professional development
Job descriptions
Other institutionalization metrics
Position announcements
Regulatory and Strategic Plan language
RFPs
Support from Top-Level Management
Key Institutionalization Opportunities, General
Decision Points
Networks & Connections
Other Key Institutionalization Opportunity
Potential Leverage Point
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Categories and Code Labels (NVivo, First Cycle Coding)
Role of luck and chance (& timing)
Shifts in Organizational Culture
Marketing, General
Memorable Quotes
Monitoring and Evaluation Capacity (PNW-only)
Organizational Characteristics, General (PNW-only)
Internal (meso-level) Interconnections
ORG LEVEL Policies, Procedures, Practices, Rules & Regulations (PNW-only)
Organizational values and culture, PNW-only
Purpose and Goals, PNW-only
Structure, components, hierarchies, PNW-only
Pacific Northwest, General
Case Study Agencies and Partners References
Ecology
Kitsap County
PNSMA & SPARKS
Puget Sound Partnership
STORM
Environmental Social Marketing in the PNW, General
Stormwater Management, General
Participant Background and Exposure to Social Marketing
Role in Agency, PNW-only
Perceived Attributes, General [Diffusion of Innovations variables]
Compatibility
Complexity
Observability
perceived advantage to agency
Relative advantage
Trialability
“selling points”
Perceived Norms - Use of and Perceptions in PNW
Practitioner Bias or Preconceptions
Practitioner Challenges, General
Access to literature
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Categories and Code Labels (NVivo, First Cycle Coding)
Documentation & dissemination of outcomes
Isolation
Proposed Solutions to Existing Challenges, General (identified by participants)
Associations - role & responsibility
Cross-discipline approaches
Data Driven and Evidence-Based Accounts
Defining & Clarifying what social marketing is
Engaging with funders and decisionmakers and policymakers
Ethics
Job opportunities
Marketing Social Marketing
Sharing Success Stories, Lessons Learned, & Publishing
Specific compelling drivers of success or persuasive efforts identified by participants
Standards of Practice (QA+QC)
Theory to Practice
Psychology, General
Publishing & Publications
Reinvention, Adaptation, Redefining, Restructuring
Research, Monitoring, and Evaluation, General
Example of Effective or Successful Research, Monitoring, and Evaluation
Inadequate Research, Monitoring, and Evaluation
Strategy Development, General
Audience Research
Communications only programs; education & awareness over-emphasis
Context considerations
Example of successful strategy development
Failure to use theory & frameworks
Silos, General
Social Sciences, General
Examples of successful social & behavioral science integration
Lack of support for social sciences & barriers
Perceptions about the social sciences
Staffing Capacity, General
Terminology
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Categories and Code Labels (NVivo, First Cycle Coding)
Example of alternate, adjacent, overlapping terminology
Labeling, General
Inadvertently Unlabeled or Unattributed
Intentionally Unlabeled or Unattributed
Mislabeled as social marketing
Misperceptions & Confusion, General
Perceptions about marketing
Social Media Confusion
Timeframe, General
Timeframe constraints
Training, General
Barriers, Training
Conferences
Formal academic training
Informal training (e.g. workshops)
On the job training
Value of and need for informal training
Trends Noticed
Uncategorized Challenge
Uncategorized Solution
Uncategorized Structural Factor
Uncategorized Success Factor
Uncategorized Theory concepts
Complexity
Diffusion theory, general
Feedback loops
Hierarchies
Information flows
Stocks & flows
Systems theory, General

