REAL CHANGE

WINDOW DRESSING?

How CSR campaigns can utilize brands to change
behaviour and make a difference with young people
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YOUNG ADULT

LGBT
TOBACCO PREVENTION TOBACCO PREVENTION TOBACCO PREVENTION

FOUR MYTHS ABOUT
CSR &

SOCIAL MARKETING
THAT YOU NEVER KNEW

WERE MYTHS

"All commercial marketing
strategies can also be used
In behaviour change”




ARE YOU PEPSI OR COKE ?

A FUNDAMENTAL DIFFERENCE

PREFERANCE CHANGE BEHAVIOR CHANGE

VS.

AWARENESS
MEMORABILITY
LIKABILITY

TO EXPAND THE BASE

PERSUASIVENESS
RELEVANCE
IDENTIFICATION

TOREACH ANEW GROUP
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COMMERICIAL MARKETING
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BEHAVIOR

= CRANGCES

MYTH

"People make
logical and rational
decisions to behave”




THE IDENTITY CYCLE

WHO YOU ARE
MOTIVATES BEHAVIOR

MORE POWERFULLY THAN
WHAT YOU KNOW

WHAT DO YOU WANT TO

CHANGE?

THINK OF YOUR BEHAVIOR AS AN
EQUATION FOR YOUR CUSTOMER...

(UTLITY)

MOTIVATION == COST = BEHAVIOR

(IDENTITY)

THE THREE
KEY INGREDIENTS OF
BEHAVIOR CHANGE

THE THE THE
RIGHT E 3 RIGHT B RIGHT
MESSAGE js SOURCE s CHANNEL

BEHAVIOCHANGE
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MYTH

"Demographic
segmentation is enough to
reach youth”

FOR CULTURAL INTERVENTIONS

RSCG'S PROPRIETARY
PROCESS

6 STEP &
RESEARCH PROCESS

™

Qualative: ( s Quantitive: ‘
Discuss pictures unknown others to | Teststhe hypothesis formed with

reveal underlying cultural behavior surveying that measures bgbavxor
associations. prevalance and cultural affiliation.

Social Concern and Risk Behaviors

San Diego HS Social Concern Level and Reported
Binge Drinking (p<.001)
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Social Concern and Risk Behaviors

San Diego HS Social Concern Level and Reported M YTH

Fighting (p<.001)
20%

10%

"Brand awareness is
necessary for a behaviour
5% to change”
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PRIORTOSOCIAL BRAND M SOCIAL BRANDING &

A behavioral change strategy
LAY that utilizes certain commercial
RLLADORTERS Ao marketing tactics to change the
| social image associated with
\‘/‘ certain behaviors within specific
peer crowd populations.

INNOVATORS

LATE MAJORITY

T 9000




THE SOCIAL BRANDING ® PROCESS ™\ INTRODUCTION OF

it SOCIAL BRAND

INNOVATORS
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EARLY ADOPTERS

EARLY MAJORITY

LATE MAJORITY
& LAGGERS




LOCALLY DESIGNED ART

A 4 R/,

PEER CROWD

THE “HIPSTER”

Big tobacco tests Its - 3
products on animals.

BAR-BASED

QUIT GROUPS | i CURRENT
= SMOKING

Total Sampie (p=0.003
OR=0.71 95% C1 [0.57, 0.89))

Hipsters (p=0.001, OR=0.62

95% C1[0.47, 0.82])

SC Hipsters (p=0.006, OR=0.43
[0.23,0.79])

® Total Sample e
: Scms Baseline 10 Months 22 Months 28 Months 32 Months
W n=1105 n=1174 n=277 n=507 n =500
+
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