
 

PHASE 2 
 

 Needs Assessment 
 Research 
 Statistics 
 Target Audience(s) 

-Pre-test-existing knowledge, attitudes, and 
behaviors 

 
 MESSAGING PROCESS 
 Develop/revise campaign messages taking into 

account proven messaging elements including: 
 Stimulating-attention-getting, salient 
 Motivational-risks, susceptibility, fear  
 Environment/Context- response 

efficacy and self-efficacy, subjective 
norms, costs/benefits 

 Culturally Consistent-values, traditions, 
roles, rules, power structures 

 Organizational Resources-reach, quality 
 Pre-test DRAFT messages using focus groups 

with target audience 
 Revise messages according to feedback 

 
 Marketing Mix 
 Product 
 Price 
 Placement 
 Promotion 

PHASE 1 
 
 

 Who? 
 Health Issue Experts 
 Public Health/Communication Specialists 
 Community Partners 

 What? 
 Create Problem Statement 

PHASE 3 
 

 (Re)Implement Strategy/ 
Disseminate Campaign Messages  
 

 Process Evaluation-tracking system 
to assess program delivery and 
utilization 

 
 Outcome Evaluation-comprehensive 

assessment of campaign 
effectiveness 
 Pre-test/Post-test surveys 

PHASE 4 
 
 

“Correct” Campaign based on 
Process and Outcome evaluation 
and cycle back through Phases 2 
and 3. 

Correction 

loop 

PHASE 2—Strategic Planning from Formative Research 

PHASE 1—Convene Working Group/Committee 

PHASE 3—Implementation & Evaluation 

PHASE 4—Correction Loop 

Social Marketing Model from a Health Communication Perspective                                                                                  
(adapted from Mattson & Basu, in press, Health Promotion Practice) 


