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Presentation Outline

• What is social marketing?
• How has it been applied in developing 

countries?
• Has it worked in developing countries?
• Considerations for SM to address CVD in 

developing countries
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What is Social Marketing?

• Social marketing is the application of 
marketing concepts and techniques to 
influence behavior among a target 
audience in order to benefit themselves 
and society. 
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What is Social Marketing?

• Social marketing interventions tend to:
– Ask what the target audience has to give up 

in exchange for what is offered
– Understand that the “offering” faces 

competition:  the target audience can 
choose to do something else

– Use a method mix:  product, place, price, 
promotion (the “4 Ps”)
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How has social marketing been applied in 
developing countries?

• Wide range of health issues from 
diarrhea to snake bites

• Most common, largest scale application 
has centered on sale of health products 

• Growing application to services and non-
product/service-related behaviors
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How has social marketing been applied in 
developing countries?

• Example from Uganda:
– Cross-generational sex is common in Uganda and 

is believed to be a primary driver of high prevalence 
rates among young girls

– Formative research revealed that many girls aim to 
satisfy short-term goals with little regard of the long-
term consequences, including HIV. 

– Intervention aimed to reach girls, their “sugar 
daddies”, and influencers with a mix of media, and 
established a “Go Getters” club for young women
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Social Marketing Example from Uganda

• Poster explicitly 
addressing the 
“competition”
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Social Marketing Example from Uganda

• In this case, the social 
marketing “product” is 
a club for university 
students
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Social Marketing Example from Uganda

• The “product” helps to 
address the 
underlying drivers of 
cross-generational 
sex, offers an 
alternative path, 
provides a 
mechanism for social 
support, builds self-
esteem



© 2009 PSI 10

Has social marketing worked
in developing countries?

• Many reviews of the effectiveness of “social 
marketing” in the published literature, often citing 
evidence from developed countries

• Fewer systematic reviews of “social marketing” in 
developing countries

• Conclusion from PSI’s internal review:
– Evidence base is growing rapidly and almost exclusively related to 

HIV/AIDS, MCH, malaria in the general population, and FP/RH.
– In terms of the impact on health status, interventions to prevent 

malaria have the broadest and most conclusive evidence base.
– In terms of the impact on behavior change, evidence base is large 

in the area of HIV/AIDS and FP/RH for product use . . . 
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Has social marketing worked
in developing countries?

• Cost per DALY appears attractive:

$55.11Diarrhea

$36.01HIV/AIDS

$30.39Family Planning

$14.00Malaria

Cost/DALY*Health Area

*Donor costs (net of consumer contribution)                     Source:  PSI Cost Effectiveness Report, 2006
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Considerations for SM and CVD
in developing countries

• Consideration #1:  Competition
– For resources
– For national government attention
– For target group’s attention
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Considerations for SM and CVD
in developing countries

• Consideration #2:  National Government
– Interventions must be integrated into 

national programs
– Overcome “education bias”
– Use the term “social marketing” with care:  

accepted by many but for most it equals 
subsidized sale of products
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Considerations for SM and CVD
in developing countries

• Consideration #3:  Capacity
– Capacity to design, implement, and 

evaluate SM interventions is generally weak 
within governments and local NGOs

– Capacity to produce creative executions is 
often weak in local market

– Formally addressing weak capacity must 
nearly always be an objective even when 
objective is improved health outcomes
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Social marketing for CVD
in developing countries

• Take Away Messages:
– There is sufficient evidence to suggest that SM 

could/should play a role in CVD prevention in 
developing countries

– we can expect national governments to be willing 
enablers/partners if we approach collaboration in 
the right way

– while aiming primarily to influence health outcomes, 
no such effort can operate outside the development 
imperative to address weak capacity 
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For More Information

Brian Smith
Tel:  +1 202 785 0072

bsmith@psi.org
www.psi.org


