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	Definition
	Educates the public using mass media and marketing techniques without directing behavior change [1].


	Systematic and strategic planning process utilizing various marketing strategies beyond advertising and media campaign to address problems chosen based on understanding the characteristics of the target audience. Leads to individual and voluntary behavior change [1].

Focus on trying to get individuals to change their behavior by using commercial marketing strategies to disseminate health messages [2]. 

Focus on ideas and behaviors (“talk with your kids, make good choices, take control”), may call for caution (“don’t let this happen to you”), and encourages change of audience’s own beliefs and behaviors [3].  
	An evidence-based, proactive method of addressing and disseminating accurate information about social perceptions to affect widespread behavior change and to correct an existing misperception about a norm. [1].

Gathers evidence (data) on target audience’s behavior and perceptions; creates ongoing messages to address perceptions of current drinking norms of their peers and social groups [2].

Surveys are performed at the onset of the campaign to assist with developing messages and establishing baseline data [3].
	Proactively seeking to shift the focus from individual responsibility to environmental and social cause for better health choices in the long-term [1]. 

Focuses on changing the amount of coverage social issues receive in the news media and the type of news coverage they receive [2].

Strategic use of media to reach and shape public opinion, mobilize community, and influence decisions makers to create a change in policy [2].

News media focused:
· Use earned and/or free news media 
· Media helps set the public agenda for discussion of the issue
· Helps gain attention of policymakers

	Examples
	Brochures sharing results of student surveys [1]

Consequences of drinking alcohol but does not offer or promote an alternate behavior [1]

Parents Who Host Lose The Most  [2]
· A public awareness program which uses media campaigns as one of its outlets to educate parents and communities of the health risks when serving alcohol to teens at parties.
	Be The Wall [4]

Domino Strategy [5]

	More examples can be found on resources [1] and [4].

Most Of Us Prevent Drinking and Driving Campaign [5]
	Designing good visual images for television or for online media; getting features in online news blogs or other online news sources; getting the message out about important policy related development or alcohol enforcement efforts [1]

Writing letters to editors, op-ed pieces for newspaper, editorial board meetings, interviews (radio and talk shows), and media event (press briefings, news conferences) [3]

	Resources
	[1] Social Marketing, Social Norms & Information Dissemination: What’s the Difference? — Regional Prevention Services 
http://alaskaspfsig.org/wp-content/uploads/2012/01/Difference-between-Social-Marketing-Social-Norms-and-Information-Dissemination.pdf 

[2] Parents Who Host Lose the Most https://www.drugfreeactionalliance.org/parents-who-host

	[1] Social Marketing Basics — Center for Disease Control and Prevention (CDC) 
www.cdc.gov/nccdphp/dnpa/socialmarketing/training 

[2] Strategic Media Advocacy for Enforcement of Underage Drinking Laws (2011)—U.S. Department of Justice 
http://www.udetc.org/documents/mediaadvocacy.pdf 
 
[3] Focus on Prevention: Social Marketing—SAMHSA 
http://store.samhsa.gov/product/Focus-on-Prevention/SMA10-4120

[4] Be The Wall— http://www.bethewall.org 

[5] Domino Strategy —www.dominostrategy.org 

[6] Social Marketing and Public Health: Lessons from Fields produced by Turning Point National Program Office at the University of Washington which provides case study examples.  http://socialmarketingcollaborative.org/smc/lessons.html 
	[1] A Guide to Marketing Social Norms for Health Promotion in Schools and Communities by Michael P. Haines from the National Social Norms Resource Center www.socialnorm.org 

[2] Social Norms: Promoting Positive Behavior as the Rule, Not the Exception by Melissa Stern from CARS’s Community Prevention Institute
http://www.socialnorms.campushealth.net/tips.htm
http://www.socialnorms.org/CaseStudies/montanadwi.php

[3] Social Marketing, Social Norms & Information Dissemination: What’s the Difference? — Regional Prevention Consultant http://alaskaspfsig.org/wp-content/uploads/2012/01/Difference-between-Social-Marketing-Social-Norms-and-Information-Dissemination.pdf 

[4] A Social Norms Approach to Preventing Binge Drinking at Colleges and Universities by Michael P. Haines from the National Social Norms Resource Center www.socialnorm.org 

[5] Most of Us Prevent Drinking and Driving Campaign http://www.mostofus.org/project-gallery/substance-abuse/alcohol/2010/most-of-us-prevent-drinking-and-driving-campaign-2000-2003/ 
	[1] Media Advocacy Workbook (February 2000) —The Health Communication Unit at The University of Toronto’s  Centre for Health Promotion   
http://www.utoronto.ca/chp/hcu/

[2] Strategic Media Advocacy for Enforcement of Underage Drinking Laws (2011)—U.S. Department of Justice 
http://www.udetc.org/documents/mediaadvocacy.pdf 
 
[3] Media Advocacy Manual —American Public Health Association (APhA)
http://www.apha.org/NR/rdonlyres/A5A9C4ED-1C0C-4D0C-A56C-C33DEC7F5A49/0/Media_Advocacy_Manual.pdf
http://www.apha.org/advocacy/tips/




