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Welcome!



ÅUnderstand ways that social marketing strategies can help achieve the 
goals of your system of care community.

ÅBecome more familiar with the social marketing planning process.

ÅGain experience in the identification of social marketing goals.

ÅUnderstand the importance of audience analysis and tailoring messages.

Learning Objectives
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What brings you here?
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Social marketing is the marketing of behavior change that 
benefits society as well as the audience. 

όbƻΣ ǊŜŀƭƭȅΦ ¢ƘŀǘΩǎ ƛǘΦύ

What is social marketing?
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A Note on Social Media

(Two different things.)
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Social Marketing: Myth or Fact?



ΧaȅǘƘΦ

Fact: Those who rush to 
create materials often end 
up storing hundreds of 
brochures. 

The first step in social marketing is to create a brochure...
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Å²Ƙŀǘ ƛǎ ȅƻǳǊ ǎȅǎǘŜƳ ƻŦ ŎŀǊŜΩǎ ƳƛǎǎƛƻƴΚ

ÅWhat issues are most important?

ÅWho is most affected by these issues?

What are you selling?
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How can social marketing help YOU?

Change
Attitudes

Increase Number of 
Families & Youth 

Who Seek Services

Create
Buy-In
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! ǎƻŎƛŀƭ ƳŀǊƪŜǘƛƴƎ ŎƻƳƳƛǘǘŜŜ ƛǎΧ

ÅA group of individuals within your system of care that represent the 
different audiences you are trying to reach.

ά{ƻŎƛŀƭ ƳŀǊƪŜǘƛƴƎ ǎƘƻǳƭŘ ƴƻǘ ōŜ ŀōƻǳǘ ǳǎΣ ǿƛǘƘƻǳǘ ǳǎΗέ

Social Marketing Committee
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ÅEvaluators

ÅFamilies

ÅYouth

ÅSocial marketers

ÅHeads of child -serving agencies

ÅCommunity leaders

ÅOthers

Who needs to be involved?
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Everyone!

There may be a lead or point person, but social marketing work 
has to be a collaborative effort among all of those working to 

sustain your system of care.

Who is responsible for social marketing?
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ÅYouth and families being involved in social marketing is 
consistent with family -driven and youth -guided care and 
practice.

ÅCreates excitement and promotes hope among the community 
members involved.

ÅGives the work credibility.

ÅContributes to the sustainability of systems of care by 
connecting data to family and youth experiences.

ÅMakes your social marketing efforts more effective.

Benefits of Involving Key Audiences in Social Marketing
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ÅMeet early and often.

ÅSupport all participants. 

ÅBe open to learning about and from each other.

ÅFamilies and youth can provide additional insight. 

ÅIdentify youth and family collaboration leaders.

ÅMake sure everyone s voice is heard. 

Strategies for Collaboration
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How do you do it?
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Formulating Social Marketing Goals

Your social marketing goals should help you achieve 
ȅƻǳǊ ǇǊƻƎǊŀƳΩǎ ƎƻŀƭǎΦ

Program Goal:
ÅEnable more people 

to seek behavioral 
health services.

Social Marketing Goals:
ÅRaise awareness of services 

available.
ÅReduce negativity associated 

with seeking services.



ΧŀƴŘ ǿƘŀǘ Řƻ ǿŜ 
know about them?
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Each audience that your system of care hopes to reach will have certain 
barriersand benefitsto reaching them.

Begin this analysis by asking:

ÅWhat are the benefits of reaching a particular audience?

ÅWhat are the barriers that will have to be overcome to reach this 
audience?

Audience
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Continuum of Understanding and Acceptance

Where does your audience stand?

Unawareness
Basic 

understanding
Interest

Desire to learn 

more
Full support
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ΧǘƘŀǘ ǿƛƭƭ ǊŜǎƻƴŀǘŜ 
with the audience.
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Messages should:

ÅShow the importance, urgency, or magnitude of the issue.

Åtǳǘ ŀ άŦŀŎŜέ ƻƴ ǘƘŜ ƛǎǎǳŜΦ

ÅBe tied to specific values, beliefs, or interests of the audience.

ÅBe culturally competent.

ÅBe pretested with your audience.

Create Messages for Specific Audiences
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For Families:

Å Making sure everyone in the family gets help is an important part of helping young 
adults maintain positive mental health. 

For Educators:

Å Academic performance and attendance improve when students are connected to a 
supportive system of care.

For Practitioners:

Å tƻǎƛǘƛǾŜ ƳŜƴǘŀƭ ƘŜŀƭǘƘ ƛǎ ŜǎǎŜƴǘƛŀƭ ǘƻ ŀ ŎƘƛƭŘΩǎ ƘŜŀƭǘƘȅ ŘŜǾŜƭƻǇƳŜƴǘ ŦǊƻƳ ōƛǊǘƘΦ 

Public Safety:

ÅYouth involved with systems of care are less likely to be arrested and have lower 
recidivism rates.
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Can every member of 
your system of care 
describe the vision for 
your system of care?

Elevator Speech
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ΧŀǊŜ ǘƘŜ ƳŜŀƴǎ ǘƘǊƻǳƎƘ ǿƘƛŎƘ ȅƻǳ ǿƛƭƭ ǊŜŀŎƘ 
your audiences.
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ΧŀǊŜ ǿƘŀǘ ȅƻǳ ǿƛƭƭ Ih{¢Σ 
PRODUCE, OR CREATE to 
carry your messages to 

your intended audience.
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ΧǿƛǘƘ ȅƻǳǊ ƛƴǘŜƴŘŜŘ 
audience, and 

implementation of your 
plan!
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ΧŜƴǎǳǊŜ ǘƘŀǘ ȅƻǳǊ 
efforts are effective, 

and allow you to 
adjust accordingly.

Evaluation and Mid -
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ÅRemember, social marketing is a continuous process!

ÅFirst revision (3 to 6 months after the development of the initial plan).

ÅSecond revision (6 to 12 months after the first revision of the plan).

ÅWe are available to meet with you!

How to stay on task and keep it current:
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QUESTIONS?



Tim Tunner
Timothy.Tunner@nasmhpd.org
703ς682ς5197

Kristin Melton
kmelton@vancomm.com
618ς841ς4069

Thank you for participating!
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Please take a moment to fill out a 
feedback form.

Thank you! J

mailto:Timothy.Tunner@nasmhpd.org
mailto:kmelton@vancomm.com

