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We are delighted to present the 
proceedings of the delayed fifth European 
Social Marketing Association Conference. 
The European Social Marketing Association 
was the host of this event in the historical 
city of Thessaloniki.

The event had been a long time coming, 
and we were delighted (and relieved) to 
be able to come together and celebrate 
the cutting edge research and practice 
happening in social marketing in Europe 
and the wider world. We heard from 
presenters on a wide ranging set of topics 
that inevitably focused in many cases on 
social problems relating to the difficult 
times in which we had been living.

COVID presented a particular set of 
challenges for those working in marketing 
for social change, and this conference 
provided an opportunity to reflect on, and 
galvanise, social marketing’s contribution to 
collective wellbeing. The conference was an 
important opportunity to share ideas and 
inspiration for a future that social marketing 
has a role in shaping.  

We would like to thank the organising 
committee and all the conference reviewers 
for their hard work in ensuring that the 
quality and mix of papers, workshops  
and posters at the conference was of the 
highest quality. 

We would also like to thank all those chairs 
and volunteers who helped the event run 
smoothly. A big thanks also goes out to our 
line-up of keynote speakers who challenged 

our thinking and practice. Finally, thank you 
to those who took part in the panel events, 
which were a fantastic opportunity to 
explore focused topics and themes. 

We also want to thank FUSE Events for all 
their help, guidance and management 
support for the conference.

We hope that you are stimulated by the 
conference proceedings. 

Kind regards,  

Fiona Spotswood  
Academic Chair  
European Social Marketing Conference

WELCOME
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Number: 1

Why campaigns focused on preventing trafficking for sexual 
exploitation need a makeover 

In recent years, trafficking in human beings has solidified as a priority in the 
political agenda of several countries. Within the vast universe of trafficking 
in human beings, however, trafficking for sexual exploitation remains very 
low on the political agenda and it is mostly NGOs who concern themselves 
with this sort of trafficking, particularly women’s NGOs which consider 
trafficking for sexual exploitation as violence against women as girls 
due to the high number of female victims (European Comission, 2018). 
However, the thousands of NGOs devoted to combating trafficking for 
sexual exploitation (and some local and national governments) usually 
rely on outdated and sensationalist stereotypes of what trafficking victim 
is (Smith, M., & Mac, J., 2018), relying on a sexualized imagery that 
almost exclusively focuses on the victim and allows the perpetrators (the 
traffickers) and the consumers total anonymity and invisibility (Scelles 
Foundation, 2004).

The problem with this approach is the lack of a theory of change, because 
looking at half-naked women in chains does nothing to prevent either 
a) victims from being lured by traffickers and/or assist victims to self-
identify as such, since the reality they experience is very different from 
those images; b) does not disrupt trafficking as a business model, since 
the perpetrators are more presented as a fatality to be avoided than 
criminal enterprises to be dealt with ; c) completely ignores the role of the 
consumer, the sex buyer, which is particularly alarming considering that 
trafficking for sexual exploitation is probably the sole form of trafficking 
in which victim and consumer have a direct connection (unlike labour 
trafficking, in which the product of that labour usually travels half across 
the world before reaching the consumer). 

The option to solely portray the female victims of trafficking for sexual 
exploitation is itself a manifestation of the gendered hierarchies in our 
society (Coy, Wakeling and Garner, 2011), and, willingly or unwillingly, 
it follows the whore/Madonna dichotomy, presenting the victims as 
innocent quasi-virgins desperate for rescue (Cornwall, 2016). In recent 
years, however, several NGOs have started to explore other options that 
place buyers and traffickers at the core of their campaigns (Charlton, 
2018). Here, the theory of change follows a coherent logic, which requires 
changes in how the message is written, the images presented and the 
target audience defined. It is a much more disruptive form of campaigning 
that effectively argues for social change. However, due to a lack of data, it 
is almost impossible to show empirically which campaign is more effective, 
highlighting how far down anti-trafficking campaigns are on the agenda. 

Aim of the session: The goal of this presentation is to promote the second 
approach of anti-trafficking for sexual exploitation campaigns focused 
on consumers and traffickers as a more viable and effective one for both 
NGOs and public officials concerned with trafficking for sexual exploitation, 
while at the same time encouraging practitioners and researchers to fill the 
data gap in this area of social marketing.

Focus of the session: The main focus of the session is to evaluate the 
lack of a sustainable and coherent theory of change underlining most anti-
trafficking campaigns for sexual exploitation, presenting the most extreme 
examples of an approach totally focused on the victim and alternative 
campaign models, such as the international art project A Penny for Your 
Thoughts and the award-winning campaign Girls of Paradise, while at the 
same time calling attention for the lack of concrete data on the impact of 
campaigns of this area.

Method / approach: A comparison between different kinds of anti-
trafficking campaigns with a focus on sexual exploitation, with several 
chances for audience members to share their thoughts and what kind of 
immediate impact different imagery from the campaigns have.

References: 
Cornwall, Andrea (2016) Save us from Saviours: Disrupting Development 
Narratives of the Rescue and Uplift of the ‘Third World Woman’ in Hemer, 
Oscar and Thomas Tufte (Eds.) (2016) Voice and Matter: Communication, 
Development and the Cultural Return. Gothenburg: Nordicom

Charlton, Denise. (2018). Study Examining Campaign Strategies in Member 
States to Introduce Legislative. Project HOME/2015/ISFP/AG/THBX/8417. 
Retrieved from: http://disruptdemand.eu/wp-content/uploads/2018/12/
Disrupt-Demand-Campaign-Strategies-Report.pdf 

Coy, M., Wakeling, J., & Garner, M. (2011). Selling sex sells: 
Representations of prostitution and the sex industry in sexualised popular 
culture as symbolic violence. Women’s Studies International Forum, 34(5), 
441–448. doi: 10.1016/j.wsif.2011.05.008.

European Commission. (2018). Data collection on trafficking in human 
being in the EU. Available at: https://ec.europa.eu/home-affairs/
sites/homeaffairs/files/what-we-do/policies/european-agenda-
security/20181204_data-collection-study.pdf

Girls of paradise : Quand la réalité s’impose aux “clients” de la prostitution 
— Mouvement du Nid. (n.d.). Retrieved from http://www.mouvementdunid.
org/Girls-of-paradise-quand-la-realite-s-impose-aux-clients-de-la-
prostitution

Scelles Foundation. (2004). The representation of prostitution in the media. 
Available at: https://s3.eu-west-3.amazonaws.com/observatoirebdd/2004_
Image_prost_dans_medias_SCELLES_ENG.pdf.

Smith, M., & Mac, J. (2018). Revolting prostitutes. London: Verso.

Smith, L., & Vardaman, S. H. (2010). The Problem of Demand in 
Combating Sex Trafficking. Revue Internationale De Droit Pénal, 81(3), 607. 
doi:10.3917/ridp.813.0607

Number: 2

Brands that elevate the very forces of life: An applied neuroscientific 
methodology 

Conference theme: Future Direction

Conference track: Theories and Methods

Abstract: This research establishes the links of many disciplines, for the 
first time, to capture the motives of human behavior at their deepest levels 
of deployment all the way from their biological necessity and survival value; 
to the neurosystems they engage in our brain; the cognitive operations 
and psychological states they activate; the major sociocultural reinforcers 
humans develop in order to satisfy them; and to the rich hierarchy of 
inherent concepts they infuse into our everyday life and provides the most 
integrated approach for shaping brand strategy that engages people at the 
most profound human level. The methodology is already leveraged by such 
companies as Coca-Cola and Unilever.

Introduction and background / rational: A lot of Marketing today is based 
on empty promises to maximize profitability. Marketing has relied on 
psychological states and tools that measure customer perceptions and 
beliefs to understand customer behavior regarding brands. The challenge 
is that this is a focus on only one discipline and can be flawed in that the 
responses are claimed, subjective and often contradictory. The research 
described here offers a completely new way of looking at product / 
service category understanding and brand positioning anchored in 
neurobiology that has evolved over tens of thousands of years geared on 
fostering human survival. Brands that use this methodology offer universal 
experiences that no longer satisfy individual needs but the fundamental 
needs of the species. Giving people back the values of the highest human 
order by which they live life, individuals and society as a whole become 
more fully human. 

The following table (overleaf) summarizes the theoretical framework that 
has been used to frame the study:

Method / approach: A multidisciplinary analysis of the motives driving 200 
universal categories of goods and services and 2000 international brands 
including semiotics, semantics, content analysis, still and moving image 
analysis and discourse analysis of communication materials such as TV 
commercials, print advertising, brochures and point-of-sales material have 
been used to deconstruct the master narratives of our everyday life. More 
than 150,000 pieces of communication have been analyzed. More than 
3,000 slogans and advertising tag lines have been studied.

RESEARCH / EVALUATION
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More than 5000 pieces of neuroscientific, medical, anthropological, 
historical and sociological research in the form of books, papers and 
articles were reviewed in the specific product / service categories studied. 
More than 1,000 in-depth interviews and 107 client workshops took place 
during 11 years of study that ended up in the publication of a book.

The data collection approach included desktop research, in-depth 
interviews and workshops. 

The 200 categories studied include the most universal categories of 
products and services we tend to use on a daily basis from cars to 
detergents and from chewing gum, cosmetics and toys to pet food, 
banking services and leisure travel. The 2000 international brands studied 
are the brands that lead these 200 categories globally. Global brands 
cross languages and cultures and sell virtually undifferentiated products to 
millions of us around the world. This is only possible by fulfilling the most 
universal collective representations, basic dispositions and commonalities 
of human experience, excluding all fortuitous and individual elements from 
their narratives.

The interviews with brand stakeholders (brand owners, marketers, 
consumer insights managers, people working for many years with 
the company, advertising agencies, category experts, chemists, 
neurobiologists, psychologists etc.) were semi-structured. 

Sample questions included in the in-depth interviews:

1.	 Imagine that the door opens and brand XXX or product XYZ comes 
in. How would you describe its personality?

2.	 What is the main emotion the shoppers have they buy the product at 
the point of sale? 

Results / findings: Underlying all behavior are motives that originally 
led us to survive and thrive. The combined approach points en masse 
to certain patterns and fundamental dispositions. The origins of our 
actions are much deeper than we often believe. In each of our actions 
we confirm our capacity to live. Underlying all our consumer behavior are 
fundamental motives, the irreducible, ineradicable dimensions of human 
nature, whose force culminates in human life. What we buy, every day, are 
not just products, but slices of life itself. What we really consume are our 
own guiding principles and life affirming strategies. We are still at our core, 
biological beings programmed to survive and thrive. The roots of all our 
behavior lie in biology. 

Our whole civilization, social institutions, belief systems, various cultures, 
great human values as well as the way we feel and behave at every 
moment are all products of our fundamental human motives. They are all 
attempts to fight degeneration and to elevate life, becoming themselves, 
in their turn, adaptive mechanisms. All human activities fit neatly into these 
twelve autotelic life forces, they are direct or indirect enactments of our 
fundamental human motives and the rich hierarchies of inherent concepts 
they infuse into our life.

Discussion: No single theoretical perspective can satisfactorily explain 
composite phenomena such as fashion, money, technology and the 
attraction certain types of goods possess, let alone our complex human 
behavior. To have any chance of penetrating the multivariates of human 
behavior we need to combine various disciplines. Studying a particular 
phenomenon from multiple levels creates a better understanding of 
the processes that occur in the brain to give rise to particular behavior. 
In comparing the different theories, associating and juxtaposing their 
outcomes and conclusions, what the deepest roots of our behavior are, 
become apparent. In fact, we can locate evidence of them in the findings 
of every discipline. All these major scientific disciplines and approaches 
that study human behavior for various ends have, in many cases, 
developed corresponding approaches, routes and tools. Every science and 
approach provide its own explanations for the same events, albeit reaching 
them via different routes. All disciplines and approaches point to the 

RESEARCH / EVALUATION
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same few fundamental human motives which re-emerge in category after 
category of the consumer goods. Human nature and its relationship to 
environment is the one point where all disciplines meet, reminding us that, 
essentially, there is only one science, which is broken down into disciplines 
only for technical reasons; for ease of understanding.

The project might be completed in less time if fewer product / services 
categories had been chosen for the study. However, each category 
contributed some different perspective to our universal motives.

Conclusions: The results of this research can have an application in all 
the fields of human endeavor. No human work can be of high quality if 
it ignores the fundamentals on which humanity is based. In matters of 
education, and leadership, the results of the research can be used to 
effectively motivate people. In science, to enrich theories that are mainly 
based on the principle of perfect information with human aspects, where 
the entirety of our psyche participates. 

Humans, in order to live fully, need to feel safe, to seek, to play, to 
transform, to defy, to create, to grow, to control, to connect, to desire, to 
care, to balance. An entire human is one who is not separated from any 
of these. The teaching of meden agan (nothing in excess) is valid here. 
To further humanity is to strive in this direction. In this situation, social 
marketers assume a leading role. They go deep into understanding and 
then liberating the very forces of our life, they are inspirational. As we have 
seen, the expanses of our mind are infinite and marketers, among other 
leaders, are the guardians of people’s purpose and life meaning. People 
entrust them with their system of values, what their very psyche craves 
most for. And they use these life values to compose syntonic symphonies 
instead of dissonant noise.

 
Number: 4

Social marketing to change social norms: Evidence and case studies 
from LMIC

Background/objectives: Social norms are a form of social influence 
predicated on the idea that human beings’ fundamental need to belong 
in society causes individuals to hold attitudes and beliefs, and engage 
in behaviors, that are similar to referent others. Social marketing is the 
application of “marketing concepts with other approaches to influence 
behaviors that benefit individuals and communities for the greater social 
good” (International Social Marketing Association). This presentation 
describes the use of social marketing as a strategy that is effective in 
changing social norms through creating narrative stories, modeling socially 
desirable behaviors, and promoting the benefits of specific social norms.

Approach/methods: This presentation aims to connect the dots between 
social marketing and social norms based on three evidence-based 
case studies illustrate how social marketing can change norms. First, 
in Rwanda, an existing branded program called Ni Nyampinga (NN) 
designed to empower and promote agency in girls was adapted using 
social marketing to build positive social norms for HPV vaccination. The 
author describes a randomized trial that demonstrated positive effects of 
exposure to NN HPV messages on vaccination social norms. Second, in 
Sudan, a social marketing program called Saleema was used to change 
social norms about female genital mutilation (FGM). The author describes 
a nationwide evaluation of Saleema and its effects on FGM social norms. 
Third, in three countries, modern cookstoves were promoted using social 
marketing campaigns. In a cross-site evaluation, social norms improved 
as a function of exposure to the campaigns. Novel theory and research for 
each example are presented.

Results: In the Rwanda HPV study, researchers collected in-depth data 
on vaccination knowledge, beliefs, descriptive and injunctive norms about 
HPV vaccination, health care, and vaccination intentions. We also collected 
data on prior NN awareness as a moderator. At post-test, we assessed 
receptivity to messages and study condition effects on outcomes. We 
found a clear preference and HPV knowledge effects for the branded 
NN story telling messages compared to methods that did not use social 
marketing. In the Sudan FGM study, over a 3-year period researchers 
conducted repeated cross-sectional surveys nationwide and collected 

implementation data. Results showed a positive effect of increased anti-
FGM social norms as a function of exposure to the Saleema campaign. 
Finally, in Bangladesh, Kenya, and Nigeria, researchers conducted 
repeated cross-sectional surveys and collected implementation and 
qualitative data. Results showed improved norms about purchase and use 
of modern cookstoves as a function of exposure to the social marketing 
campaigns.

Conclusions: Social norms research is growing rapidly. Descriptive, 
injunctive, and community norms drive social and behavior change. Social 
marketing is an under-utilized approach to affect social norms in diverse 
subject areas and global settings. This presentation offers innovative 
theories and methods by demonstrating connections between these two 
fields, which have previously not been widely understood. Future social 
norms interventions should utilize social marketing approaches, such 
as creating narrative stories promoting positive social norms, branding 
behaviors such as abandoning FGM as normative, and creating role 
models that promote positive norms.
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Towards more effective healthy food advertising images: the impact of 
the social context on pleasure and food appeal

Conference theme: People & wellbeing 
Conference track: Health & wellbeing of people

Abstract: This research aims to contribute to more effective healthy food 
advertising by examining three types of social contexts (i.e. eating alone, 
eating together or food sharing) that can be shown in food advertising 
images. The social contexts in which food is consumed may vary in 
induced pleasure, affecting food’s appeal. Whereas unhealthy food can 
often be considered a source of pleasure in itself, healthy food cannot. The 
social context’s effect on pleasure may therefore be stronger for healthy 
food than for unhealthy food. Two between-subject experiments with a 3 
(context: eating alone, eating together or food sharing) x 2 (healthfulness: 
healthy, unhealthy) design were conducted, across different age groups 
and food types. Results indicate that pleasure makes the food involved 
more appealing, and that images in which healthy food is shared induce 
more pleasure than images in which healthy food is eaten together or 
alone, making the food involved more appealing. Pleasurable images, 
such as images in which healthy food is shared, are therefore promising in 
promoting healthy eating.

Introduction: While the pursuit of pleasure is at the heart of what makes 
us human, it is at the same time one of the most important factors that 
is keeping us from having a healthy diet in modern western societies 
(Kringelbach, 2010). Humans derive most pleasure from highly palatable 
food – food high in sugar, salt or fat, and therefore often unhealthy 
(Drewnowski, Mennella, Johnson & Bellisle, 2012; Ahlstrom, Dih, Haselton 
& Tomiyama, 2016; Breslin, 2013). Our preferences for such food are likely 
to have originated in ancestral times (Breslin, 2013), when the availability 
of food was much more uncertain. Individuals with taste preferences for 
food high in sugar, salt and fat – indicative of a high-energy content – 
and the ability to actually consume such food, had a higher probability 
to survive and pass on genes with these traits to future generations 
(Ahlstrom et al., 2016). In the current environment, however, the biologically 
derived pleasures from highly palatable foods can easily lead towards 
overconsumption, with a higher probability of developing obesity or 
diabetes as a result (Lieberman, 2006). 

How can pleasure lead people towards healthy food then? This research 
aims to answer this question by looking at the pleasure derived from the 
social context in which food is eaten. Pleasure may not only be derived from 
the consumption of food products themselves, but also from the associated 
social interactions during consumption (Marty et al., 2018; Landry et al., 
2018). Citing the French philosopher Michel de Montaigne: ‘There is no dish 
so sweet to me, and no sauce so appetizing as the pleasure derived from 
good company’ (Montaigne, 1962 in Fischler, 2011, p. 531). 

The pleasure induced by the social context in which food is eaten, may 
affect the appeal of the food eaten. Here is an example that is probably 
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very recognizable. Individuals trying bitter drinks such as coffee, beer 
or tonic for the first time usually do not appreciate the tasting. This first 
reaction of rejection is normal, as bitter flavours are innately unpalatable 
(Desor, Maller & Andrews, 1975). However, most of us develop a genuine 
liking for these drinks later on in life. On the one hand, this can be 
explained by our desire to belong and our need to affiliate. These factors 
make us unconsciously monitor the behaviours of others and, depending 
on whether we feel affiliated or want to belong to certain individuals or not, 
adopt or reject their behaviours accordingly (e.g. Cruyws, Bevelander & 
Hermans, 2015). On the other hand, innately unpalatable foods may also 
become more appealing because of the pleasure induced by the social 
context. Coffee, beer, and tonic are often drunk in a relaxing, convivial 
atmosphere. Watching others enjoy these foods make us likely to continue 
tasting, gradually leading to acceptation and ultimately to genuine liking 
(Rozin, 1990).

While pleasure is a currently frequently used marketing approach by 
the massively resourced food industry (Pettigrew, 2016), it may also be 
interesting for healthy food campaigns, which are found to take on a more 
rational perspective by providing information and relying on knowledge 
(Roose, Geuens & Vermeir, 2018; Pérez-Cueto et al., 2011). Although this 
perspective has been proven successful in creating awareness of the 
importance of a healthy diet (Pérez-Cueto et al., 2011), the impact on 
actual lifestyle changes is questioned (Bucher et al., 2016; Pérez-Cueto et 
al., 2011). The fact that informative campaigns seem to have little effect 
on behaviour, may be due to the finding that many food decisions are 
taken without conscious awareness (Cohen & Babey, 2012). Pleasure can 
subconsciously influence food appeal, and may thus be more effective 
than a rational approach in the promotion of healthy food. Additionally, 
healthy food ads are found to make more use of single-person images than 
unhealthy food ads (Maldoy, De Backer, Stappenbelt & Poels, 2020; Poor, 
Duhachek & Krishnan, 2013). By investigating the impact of images in 
which individuals are eating healthy alone on food appeal, and the pleasure 
this social context induces compared to other social contexts in which 
healthy food can be eaten, this research examines whether eating alone 
is indeed the most ideal social context to depict in images of healthy food 
ads.

In short, the purpose of this research is to examine how healthy food 
advertising can be made more effective by looking at which social context 
can be shown best in food advertising images. The social contexts 
in which food is eaten may vary in induced pleasure, affecting food’s 
appeal. This study zooms in on three distinct forms of social contexts 
in which food can be eaten: alone, together or shared. Eating together 
refers to multiple people eating in each other’s company. In this study, it 
is operationalized as individuals eating together each having their own 
plate of food or dish. Food sharing is a special case of eating together: it 
refers to the genuine sharing of food, such as eating from the same bowl, 
or sharing a cookie. Based on food sharing’s (evolutionary) association 
with close relationships and friendship (Hamilton, 1964; Van Praet, 2012; 
Alley, 2012; Miller et al., 1998) it was expected that food sharing induces 
more pleasure than eating together, and that eating together induces more 
pleasure than eating alone. Highly palatable energy-dense food is found 
to be hyper-appealing (Breslin, 2013), and may be a source of pleasure in 
itself. Healthy food is less considered to be a source of pleasure in itself. 
Therefore, the pleasure derived from the social context may be especially 
meaningful in making healthy food more appealing. This reasoning brings 
us to the following statistical model and matching hypotheses:

Figure 1

Moderated mediation model of the effect of the social context on the 
appeal of the food involved

H1: The social context in which food is eaten, affects the induced pleasure. 

H1a: Contexts in which food is eaten together induce more pleasure 
than contexts in which food is eaten alone. 

H1b: Contexts in which food is being shared induce more pleasure than 
contexts in which food is eaten together or alone.

H2: The effect of the social context on induced pleasure will be larger 
for contexts in which healthy food is eaten than for contexts in which 
unhealthy food is eaten.

H3: Pleasure affects the appeal of the food shown.

H4: The context in which food is eaten will affect the appeal of healthy 
food, and this relationship is mediated by pleasure.

Method: Two between-subject survey experiments were conducted. 
Both had a 3 (context: eating alone, eating together or food sharing) x 2 
(healthfulness: healthy, unhealthy) design, but differed in age group and the 
type of food shown: one investigated savoury food (meatballs with mustard 
versus cucumber with mint-yoghurt dressing) among adolescents between 
14 and 19 years old (N = 163) and one investigated sweet food (chocolate 
mousse versus fresh fruit salad) among young adults between 18 and 26 
years old (N = 236). The experiment conducted among adolescents was 
a pen-and-paper survey, whereas the experiment among young adults 
was conducted online. Adolescents were recruited by inviting schools to 
participate. Young adults were recruited by undergraduate students, in 
exchange for a bonus point. Participants were randomly assigned to one 
of the six conditions, after which appeal of the food shown and induced 
pleasure was measured. The covariates that were included were hunger 
(measured before the manipulation), health consciousness, desire to 
belong and perceived affiliation.

Results: To test the proposed theoretical model shown in figure 1 and 
matching hypotheses, a moderated mediation analysis using PROCESS 
v3.4. by Andrew F. Hayes, model 7 was conducted. With each statistical 
analysis, both results excluding and including covariates were discussed. 
Although we were unable to confirm all assumptions, both studies in this 
research confirm hypotheses 3 and 4: pleasure positively affects food’s 
appeal; and images in which healthy food is shared induce more pleasure 
than images in which healthy food is eaten together or alone, making 
the food involved more appealing. However, it is important to notice that 
our results were not strong enough to have a full proof of moderated 
mediation. Or in other words: we cannot confirm that the finding that food 
sharing induces more pleasure, making food more appealing, only applies 
to healthy food. No significant indirect effect was found for unhealthy food 
though, suggesting that this finding is more applicable to healthy food.

Discussion: Our results indicate an effect for images in which healthy food 
is shared compared to images in which healthy food is eaten together or 
alone, but not for images in which healthy food is eaten together compared 
to images in which healthy food is eaten alone. The reason for this may be 
found in the evolutionary origin of food sharing and its inherent association 
with friendship (Miller et al., 1998; Alley, 2012). Eating together without 
sharing is a phenomenon that has surfaced more recently in time, and 
although the concept overlaps with food sharing, the pleasure derived  
from eating together may not yet be ingrained into our functioning as is 
food sharing.

This research is not without limitations. A first remark is that both studies 
in this paper have a rather small sample size, enhancing the probability 
of obtaining false positive results (Simmons, Nelson & Simonsohn, 2011). 
However, the fact that both studies show similar results, across age groups 
and food types, strengthens the assumption that the studies’ found results 
not accidental, enhancing their robustness and reliability. Secondly, the 
healthy food used in the manipulations of these two studies was always 
low in calories, whereas the unhealthy food was high in calories. Although 
in everyday life there is often an overlap between these two concepts (i.e. 
unhealthy food is often high in calories whereas healthy food is often low in 
calories), food’s healthfulness and food’s calorific content are indeed two 
different concepts. It is therefore uncertain whether our findings particularly 
apply to the healthfulness of food or the calorie-density of food. A potential 
third study, measuring the impact of the social context’s induced pleasure 
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on the appeal of healthy high-calorie food (e.g. nuts), may provide more 
insight into this issue. Additionally, we would like to point out that the 
concept of ‘food appeal’ is rather abstract. We do not know how our 
participants have defined ‘appeal’, and what the effect is on behaviour. 
Future research could make the dependent variable more concrete and 
less open to different interpretations.

Healthy food advertising is not found as effective as unhealthy food 
advertising (Pettigrew, 2016). As indicated before, this may be due to 
the fact that healthy food advertising often uses a rational approach, 
whereas unhealthy food advertising is found to embrace a more emotional 
approach (Roose, Geuens & Vermeir, 2018), including the use of pleasure 
(Pettigrew, 2016). The results of the present study indicate that pleasure 
may be equally promising in the promotion of healthy food. Additionally, 
our results indicate that the frequent use of single-person images in 
healthy food ads (Maldoy et al., 2020; Poor, Duhachek & Krishnan, 2013) 
may be ineffective. Based on our findings, we recommend advertisers 
and government agencies promoting healthy food to use images in which 
healthy food is shared (and thus involve multiple persons) compared to 
images in which healthy food is eaten together or alone.
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SAVE, a proposal for a new model of comprehensive evaluation in 
social marketing 

Conference theme: 4 Future directions Conference track: 5 Theories and 
methods

Abstract: Evaluating a social marketing intervention is necessary because 
it allows to capitalize on both successes and failures. This evaluation has 
to question and demonstrate the efficiency of the intervention in achieving 
its goals, which in return can be used to find new interested parties and 
funding for future interventions. The SAVE model (Systems, Actors, Value, 
Empowerment) is proposed to build a dynamic and comprehensive 
evaluation plan throughout an intervention for behavioural changes.

Introduction and background / rationale: Since the first publications 
and reflections on social marketing goals and methods, practitioners and 
researchers have pinpointed the importance of the evaluation stage of an 
Intervention (Andreasen, 2002; Balch and Sutton, 1997; Grier and Bryant, 
2005; Hornik, 2002; Kotler, Roberto and Hugo, 1991). Its conception and 
implementation are indeed paramount for the funding public organizations 
or NGO, foundations or firms which have to link their investments to a 
measured and collective better good.  Providing evidence of the efficiency 
of the tools and methods carried out can also lead to the commitment of 
new stakeholders. Therefore, evaluation must be a concern from the early 
conception of a social marketing plan for its promoters. 

Aim of the session: Traditionally, the prime objective of the evaluation 
stage is focused on results regarding the expected behavioural changes. 
Nevertheless, other criteria could be of significance in evaluating the 
impact of a programme, such as an improvement in individual or collective 
daily life, environment, biodiversity, a reduction of risky or discriminatory 
behaviours and so on. Social marketing addresses wicked problems. 
Finding a proper way to measure its efficiency often becomes a challenge. 
Although the ideal would be semi-experimental or quasi-experimental, 
most field programmes cannot meet their criteria of evidence studies 
(Gordon, Russell-Bennett and Craig Lefebvre, 2016). Alternative designs 
can be used, including the continuous evaluation of interventions, 
pragmatic trials and a stepped approach (Bonell, et al 2012; Kumar et 
al., 2013; West et al., 2008). Some researchers have alleged that it is 
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short-sighted to focus too much on a behavioral change which could be 
difficult to measure in complex social situations. Developing a continuous 
monitoring system for more agile interventions could be more efficient 
(Parkinson, 2018). The aim of this session is to present a comprehensive 
and continuous evaluation model based on our crossed expertise and 
research.

Method / approach: Our proposed model has been built following the 
numerous works of research which called for an evaluation not only 
focused on behavioral changes but taking into account a more reflective 
vision (Gordon and Gurrieri, 2014; Stead et al.,2007). Mixed methods can 
allow to measure both behavioural changes and the views of participants 
and stakeholders whose engagement is necessary for success according 
to the exchange theory (David et al.,2019; McHugh and Domegan, 2017; 
Tapp and Rundle-Thiele, 2016).  Consequently, our evaluation model 
integrates 4 stages:

•	 The process, which includes all the aspects of the implementation 
of a programme. This leads to the understanding of why and how a 
programme has achieved or missed its goals. O what extent has it 
reached the target population and program stakeholders? Engaged 
them in a change? Has it proceeded as scheduled? Implementing a 
continuous monitoring of the target population and project stakeholders 
month by month, for example, allows to understand barriers and 
motivations, and to improve the programme if it has failed to surpass 
reluctance.

•	 The outcomes in terms of expected behaviours. Has the programme 
been efficient in making the target change their behaviour? In what 
measure can an observed change be attributed to the programme? 
Designing indicators to measure changes regarding knowledges, 
attitude and belief from the very beginning of an intervention makes 
it possible to follow the evolution of these variables. It is very rare 
to achieve 100% of the set of goals. Defining specific milestones or 
targets, before the actual implementation, makes it easier and allows 
encouragement to the promotors of the program and the network of 
stakeholders/partners.

•	 The impact on context modification. Upstream programmes specifically 
intend to change the economic and legal contexts, midstream programs 
intend to bring change at a community level. These kinds of changes 
are often crucial for obtaining lasting impacts on collective behavioural 
changes.  How can they be continuously measured?

•	 The evaluation of ethics. Social marketing can be (and has been) 
questioned on its legitimacy in bringing social behaviour changes, even 
regarding its claim for a “greater good”. A reflection must be provided 
about the inclusive capacity of a programme. Have all the eventual 
limitations been anticipated – financial, cultural, geographic, social…? 
It is of paramount importance to compare the continuous efficiency and 
ethics of a programme.

Results / findings: Based on research and field expertise, we therefore 
proposed the SAVE model, for Systems, Actors, Value and Empowerment 
(Table 1).

SAVE brings an integrative and multi-criteria approach to continuously 
monitor and assess a programme (Figure 1). It synthesizes current 
benchmarks in social marketing; it can be used to check that targets and 
stakeholders have been correctly analysed regarding their power and 
interest (McHugh, Domegan and Duane, 2018) in order to design the 
proper tools for gaining their engagement. 

Our model focuses on the interactions between micro, meso and macro 
systems which influence positively or negatively individual behaviours. 
It deals with the actors to be targeted in order to increase social and 
behavioural changes for a greater good, through a socio-ecological 
approach (Bronfenbrenner and Evans, 2000).

Value refers to the exchange theory and the importance of co-creation 
with targets and stakeholders. It emphasizes the creation of a proposition 
value of change superior to the one expected from the current situation. 
Empowerment ensures a continuous concern on ethics regarding 
exchanges with targets and stakeholders. How to provide them more 

power and more literacy in decision-making over their lifetime through the 
implementation of a social marketing programme?

Table 1 – SAVE assessment framework

S for System At which level do we work? Macro system, Meso 
system or Micro system. Are they properly impacted?

Is the impact perceived as positive? Negative? 

Is the program meeting some unanticipated 
backlashes?

Which level should be involved in the future for a more 
efficient implementation?

A for Actors Which key players were sought to be involved: target 
groups, stakeholders, local authorities, companies, 
local influencers, …

What were the motivations and obstacles of the 
different actors that had been identified?

How were they mobilized or neutralized?

What changes could be observed and quantified: 
representations, interests, practices? 

How many stakeholders were successfully involved?

What are the reasons for the programme’s dropout by 
the different stakeholders?

What are the solutions to overcome them?

V for Value What exchange values have been proposed to the 
various stakeholders? With what success? 

Was this value easy to communicate, to adopt?

Were its benefits easily perceived? Valued? Convincing 
compared to the competition?

Did this value lead to a change in attitudes, beliefs, 
behavior?

Were the target groups and stakeholders satisfied? 

What improvements could be developed? 

E for 
Empowerment

Did the target groups feel valued by their involvement? 
Will their commitment continue after the intervention?

Has their responsiveness and that of the stakeholders 
involved been increased?

Are participation and co-evolution techniques 
sufficiently used?

Has a momentum of ambassadors capable of carrying 
the approach and enriching it been created?

Figure 1 – The 4 dimensions of SAVE monitoring

Discussion / conclusion: Some models have already been proposed to 
social marketers, such as RE-AIM, mostly used in medical programmes 
(Lam et al, 2017; Rogers et al, 2017) or the modified ROI (Kotler and 
Lee, 2016). The SAVE model intends to help social marketers, from the 
beginning, to incorporate continuous monitoring of the key aspects for 
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successful programmes. It is dynamic, agile and can be adapted to 
various contexts and designs. It is also especially efficient when dealing 
with community based interventions, involving multiple stakeholders and 
looking for a long lasting effect.
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Abstract: Social Marketing (SM) is a multi-disciplinary and trans-theoretical 
field. To influence behavior for social good, SM establishes links with all 
kinds of fields and approaches that can improve that purpose. This paper 
seeks to identify Critical Consciousness (CC), theoretically and practically, 
and establishes a relation with SM, considering that it could be proficuous 
for both fields. It is concluded that several relations exist, some concepts 
are similar, and there is space for a much stronger interconnection between 
both approaches. 

Introduction: Critical consciousness (CC) is also referred to as 
conscientization, from conscientização in Portuguese, and is a concept 
mainly developed by the Brazilian educator Paulo Freire. Since the 1950s, 
CC has been quite influential with important scholarly, practice, and policy 
implications. In a recent discussion, Noam Chomsky remembered that 
Freire’s main book (Pedagogy of the Oppressed, written in 1968, and 
published in 1970) is “an instrument for consciousness-raising, which will 
lead to change in institutions” (Leddy 2013). 

Freire’s early ideas involved cooperative decision-making, social 
participation, and political responsibility.  He did not see education as 
merely a way to master academic standards or skills that would help a 
person professionally. Instead, he cared that learners understood their 
social problems and that they discovered themselves as creative agents 
(Diaz 2018). In this sense, CC has a transformative potential that could 
be used to inform the structure and content of consciousness to address 
oppressive conditions for those most impacted. 

As a process of reflection on the realities that produce the potential for 
change at one or more socio-ecosystemic (e.g., individual, institutional) 
levels, CC requires the simultaneous and reciprocating processes of 
objectifying and acting (Freire 1970). It represents progressive ideas in 
action. In Freire’s “Cultural action and conscientization” (1970), CC is 
defined as “the process in which men [and women], not as recipients, 
but as knowing subjects, achieve a deepening awareness of both socio-
cultural realities which shapes their lives and their capacity to transform 
that reality” (p. 452). Some researchers (Watts et al. 2011; Jemal 2017) 
underline not only these two components (cognitive and attitudinal) but 
also the behavior, including efficacy and action.

This paper presents CC’s concepts and process and made a brief review 
of its several interventions. Based on the main SM journals (the Social 
Marketing Quarterly and the Journal of Social Marketing), it was collected 
the studies in this field that could have connections with the CC approach. 
It is concluded that exist several relations and that CC can be useful to 
deal with certain SM interventions’ weaknesses.

CC’s theoretical framework: Although Freire’s work is essential to this 
field, CC also has its roots in Confucianism or ancient Greek philosophy. 
More recently, Freire’s approach can be mainly related to some 19th and 
20th centuries references on three levels: philosophical, pedagogical, and 
religious. 

The main line of his thought derives from Hegel’s “man, as man, is free” 
(1822-1830), including the concept of “lordship and bondage” (1807), 
both as forms of dependent consciousness: the first, being something 
merely negative, as a power over the other [the bondsman], holding it in 
subjection. The second, even in the utter dependence of its existence, it 
aims to be free, and a rediscovery of himself by himself is possible. People 
come to understand the nature of their alienated existence through a 
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formative process of reflection and self-consciousness.

This Hegelian analysis influenced Marx’s concepts of alienation and 
class consciousness. In this same sense, during the 20th century, the 
Frankfurt School of Critical Theory (Horkheimer, Adorno, Fromm, Marcuse, 
Habermas…), mixing theories from Marx and Freud, developed important 
notions about new forms of control and alienation, like commodification, 
reification, fetishization, and a critique of mass culture. Existentialism, 
especially contributions from Sartre, presented self-consciousness as 
a project of self-definition through freedom, choice, and commitment, 
a recognition that “I am a being who can be responsible for who I am”, 
keeping the indivisible solidarity between the world and humans. About 
colonial domination, the work of Frantz Fanon (1952) expresses the 
influence of Hegel and clarifies the complex ways in which identity, 
particularly Blackness, is constructed and produced, sometimes trying 
to appropriate and imitate the culture of the colonizer and harming a self-
consciousness process. 

Freire included all these philosophical references in his work (Lake and 
Kress 2013) creatively and pragmatically, including pedagogy as an 
essential dimension. For him, education becomes the practice of freedom, 
how men and women deal critically and creatively and discover how to 
participate in the transformation of their world. In this sense, John Dewey 
(1899, 1916) was a major influence. Dewey’s concept of education as a 
social function for democracy, the teacher’s role in fostering students’ 
social competencies, learning by doing, and many other concepts 
resonated with Freire’s thought (Diaz 2011). Ivan Illich’s Deschooling 
Society (1971) was also quite familiar to Freire (Elias 1976), and they even 
co-authored some publications (1974, 1975).

Religiously, as a Christian humanist, Freire’s contribution to CC went 
through a parallel path with the liberation theology (McLaren and Jandric 
2018), as advocated by Gustavo Gutiérrez, Leonardo Boff, Hélder Câmara, 
Jon Sobrino, or Juan Luis Segundo. It included a return to the original 
gospels and a decentralized church, involving the poor in their liberation, 
and offering Christianity as a tool toward a more perfect society. In 1970, 
Freire became a consultant to the Office of Education of the World Council 
of Churches, where he developed literacy programs for African and South 
American countries.

CC as a process: CC works with “culture circles”, which means 
developing groups of people that include coordinators as “facilitators”, and 
participants engaging in a dialogue about the world and their situation in 
it. This dialogue cannot be reduced to the act of one person’s “depositing” 
ideas in another, nor can it become a simple exchange of ideas to be 
“consumed” by the discussants. It must be an encounter between women 
and men “who name the world” (Freire 2018, p. 89) to improve their human 
condition. Together they must identify “limit-situations” (situations that 
limit them in their full humanization) and select “generative themes” that 
introduce those persons to a critical form of thinking about their world. 

CC’s methodology is an evolving process that includes 1) recognition 
of intragroup similarities supporting group identity; 2) development of 
shared goals; 3) naming of barriers that limit self and group expression; 
4) exploration of ideas to address identified barriers; and 5) plan for 
action (Gutierrez and Ortega 1991). To improve this constructive dialogue, 
several tools and techniques can be used. Textual and visual didactic aids 
can be used for reflection and debating, and dramatization techniques 
applied to the generative themes, and the specific situations involved. 
Reflective questioning and open discussions, without forms of privilege 
or oppression, are helpful as well as creating supportive contexts, and 
psychosocial, emotional, and moral support to challenge injustice from 
peers, family, community, and social environment. Acquiring skills and 
resources needed to transform oppressive elements and intersecting 
experiences of oppression with which members of multiple oppressed 
groups must contend are useful as well.

Dialogue, reflection, and capacity improvement must be articulated with 
action. The culture circles must define and engage in appropriate forms 
of behavior and intervention, and this is also a process of reflection, 
awareness, and empowerment. As a whole CC is “a fluid process, without 
a finite endpoint” (Hatcher et al. 2010, p. 551), with several levels of 

consciousness, and results submitted to critical evaluation.

CC’s basic assumption is that the human person’s ontological vocation 
is to be an individual who acts upon and transforms his world, and in 
so doing moves toward ever new possibilities of a fuller and richer life 
both individually and collectively (Shaull 2018). Provided with the proper 
conditions and tools, the individual can gradually perceive personal 
and social reality and deal critically with it. Within appropriate groups, 
exteriorizing their own words about their problems, in freedom and 
dialogue, they could generate a critical and conscious capacity to engage 
in social action to improve their human condition.

CC as a field: CC is now an established field and spread across various 
movements and situations, with a significant and innovative scholarship, 
and ongoing reformulation. Major critical pedagogy authors associated 
with it now include Wolfgang Klafki, Michale Apple, Peter McLaren, Ira 
Shor, and Henry Giroux, among others (Aliakbari and Faraji 2011). The 
recent The Wiley Handbook of Paulo Freire (Torres 2019) has examined 
the impact of Freire’s work across the world, from the US to Europe, South 
America, and Africa, from the Middle East to several Asian countries. 
Several reviews (Watts et al. 2011; Diemer et al. 2016; Jemal 2017) 
highlight promising research related to CC’s constructs and innovative 
applied for work.

As a process to achieve humanization, which presupposes the elimination 
of dehumanizing oppression, CC interventions can be applied in numerous 
areas and situations. For example, CC has provided ideas for solutions to 
challenge inequity (Zippay 1995; Baxamusa 2008; Peterson 2014; Prati and 
Zani 2013; Ozer et al. 2013). Other applications have addressed underlying 
major social crises including racial disparities in the criminal justice system 
and domestic violence, and health crises such as the HIV epidemic in 
communities of color and substance use (Campbell and MacPhail, 2002; 
Chronister and McWhirter 2006; Fawcett et al. 2010; Capone and Petrillo 
2013; Windsor et al. 2014a, 2014b). 

Moreover, opportunities for self-determination and control over one’s life 
contribute to health, wellness, and quality of life (Prilleltensky et al. 2001; 
Glassman and Patton 2014). Accordingly, CC has been associated with a 
host of desirable individual-level outcomes among marginalized people, 
such as healthier sexual decision-making among South African youth 
of color (Campbell and MacPhail 2002), reduction of substance uses 
among adult African American men and women with recent incarceration 
history (Windsor et al. 2014), and mental health among urban adolescents 
(Zimmerman et al. 1999). Additional positive outcomes address issues 
related to academic achievement and school engagement among urban 
African American youth (O’Connor 1997), civic participation among poor 
and working-class youth of color (Diemer et al. 2010; Diemer and Li 2011), 
positive career outcomes among female survivors of domestic violence 
(Chronister and McWhirter 2006), future career planning among urban 
youth (Diemer and Blustein 2006). When measured during adolescence, 
CC approaches contributed to the attainment of higher-paying and more 
prestigious occupations in early adulthood (Diemer 2009). Thus, research 
seems to support a relationship between CC and positive outcomes, 
and the reduction of negative consequences associated with oppression 
(Jemal 2017). Recent movements such as #MeToo (Applebaum 2019), 
or environmental ones (Gadotti 2000; Au and Apple 2007) renew and 
reinterpret CC, to prevent or ameliorate inequitable conditions.

CC and Social Marketing: CC and social marketing (SM) are ‘flowers’ 
growing in the same field: both are concerned with behavior change for 
social and personal good, and well-being improvement. If SM is perceived 
as Kotler saw it (Smith 2012) as one “process tool” in a discipline called 
social change management, then the relationship can be seen as being 
even stronger. In terms of process, among the theories and models most 
widely used in SM (Truong 2014), there are many aspects that we can 
recognize in CC’s approach. Although there is no systematic reference 
to CC, many SM research and interventions lead to questions where CC 
might be a useful contribution. 

Social marketing’s strong focus on consumer orientation has generated 
some approaches involving community control, direction, and co-creation. 
Carol Bryant’s Community-Based Prevention Marketing (2007), and the 
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works of Doug McKenzie-Mohr and William Smith (1999) are examples 
that can be followed by many CC practitioners. Lagarde (2013) appeals to 
a Socratic questioning applied to SM, including open-ended questions to 
help promote reflection among an organization. 

SM studies and interventions that adopt grounded theory (Dahl et al. 
2013) can also be related to the principles of CC. About the Chicago 
Cook County Hospital’s Baby Friendly Hospital Initiative, supported by 
the UNICEF, Dublin (1995) refers explicitly that «putting into practice 
the principles of SM…[the Initiative] utilize principles of Empowerment 
Education, an interactive methodology encouraging critical thinking, and 
the sharing of lived experiences, based on the work of Paulo Freire, the 
Brazilian educator» (p. 2).

Since Andreasen (2006) first introduced the upstream approach to 
SM – influencing the behaviors of policy decision-makers and opinion-
formers to induce policy change – SM has been focused on how we can 
understand SM’s robust nature for influencing change, thus opening the 
way to the type of social conditioning factors and goals to which CC is 
also focused. Several SM researchers and activists have been concerned 
with complex social problems (Craig et al. 2019; Carvalho et al. 2018; 
Duffy et al. 2017; Duane et al. 2016), social movements, and social 
change coalitions (Gurrieri et al. 2018; Daellenbach and Parkinson 2017), 
and the role of social support (Albrecht 1995). Other researchers have 
addressed a cultural perspective of behavior (Spotswood and Tapp 2013), 
been concerned with critical SM (Gordon 2011), including interactions, 
processes, and outcomes of value creation across the wider SM system 
(Fry et al. 2017), and a critical appraisal of Systems SM (Truong et al. 
2019). All these topics have close interconnections with CC and can be 
enhanced by using CC approaches.

Discussion and conclusions: Social marketing was born from a 
partnership between marketing and social sciences. Since then, various 
SM key authors have underlined its multidisciplinary dimension and the 
cross-over that exists with other fields and approaches inside the behavior 
change area (French, 2011). This generic approach between CC and SM 
shows some connections with mutual benefits, especially in certain topics. 
A recent study (Cook et al., 2020) about the most common mistakes 
made by social marketers pointed to the possibility that social marketers 
are bringing pre-conceived notions to the design and implementation 
phases of social marketing programs. More specifically, they are making 
assumptions about: (1) the priority group, (2) the problem the priority group 
is faced with, (3) the behavioral objectives for the priority group, and (4) the 
strategies used to affect the priority group’s behavior. This is a strong point 
to improve concepts and processes like CC inside the social marketing 
field. 

In a study about SM theory development goals, Rundle-Thiele et al. (2019) 
estimated between 60 and 83 the number of different models and theories 
relating to understanding and predicting behavior, but, according to those 
authors, many of those theories fail to account for complexity arising when 
a larger systems’ viewpoint is taken. There is a need for SM to extend its 
theoretical lens.

The present review is only a first step to approach these two fields, CC and 
SM. It provides some information, but it requires development, rigorous 
testing, and replication to determine the real capacity of this approach to 
deliver positive change across diverse social contexts.
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Social networks monitoring as scientific evidence for risk perception 
and communication in Portugal during the COVID-19 outbreak 

Conference theme: People & Wellbeing

Conference track: Health and wellbeing of people

Abstract: Background: COVID-19 outbreak affected millions of people 
around the world, raising numerous health literacy challenges. Depending 
on perceived demands and individual and social resources to cope with 
these, people may perceive the situation as a threat or a challenge. Such 
perception is relevant to communication activities, allowing a focus on 
empowering people to cope with perceived risks, reducing the level of 
threat appraisal. The goal of this research is to briefly describe threat 
appraisals as indicators of risk perception of COVID-19 in Portugal, 
through social media monitoring.

Methods: Citizens messages on social networks (Facebook® and 
Instagram®) of the Portuguese General-Directorate of Health and seven 
media sources (including national TV networks and online newspapers) 
were content analysed between 3rd of February and 10th April. A sample 
of comments to official social media posts related to COVID-19 were 
analysed in 4-days periods, through a theory driven coding based on the 
DeCodeR framework. Aggregate threat level ratio was considered a proxy 
indicator of risk perception and it was calculated by the ratio of number of 
comments categorized as perceived demands divided by the number of 
comments categorized as perceived resources.

Results: Data was collected across 17 periods of 4 days. A total of 
39295 comments were coded and analysed between 3rd of February 
and 10th April. The aggregate threat level ratio increased during the first 
7 days of analysis, reaching a maximum of 6.80 between the 7th and 
10th of February (58% increase). Until 5th of March this value decreased 
73% (with an intermediate spike between 23rd and 26th of February) to 
a minimum of 1.81. Until last collected data (10th April) the aggregate 
threat level ratio increased, consolidating values between 6 and 7 
forming a plateau shape mirroring the epidemiological analysis of new 
contaminations number in this period, since 22th March (268% increase 
between 2nd-5th March period and 7th-10th April period).

Discussion: Increases in threat level ratio could be associated with 
perceived demands of danger, effort and uncertainty. Mostly these were 
related with expressions of lack of airport control on arrivals from China 
and other countries, expressions of prejudice towards Asians, expressions 
of lack of confidence in health services, expressions of uncertainty 
regarding school closure and other proposed measures, expressions of 
fear and worry about potential quarantine infractors, expressions of lack of 
confidence in reported data, expressions of confusion regarding technical 
language, expressions of uncertainty regarding pandemic duration, 
and expressions of associated stress. Balancing these were perceived 
resources, mostly related with expressions of confidence in health 
authorities and support to health professionals.

Conclusions: Effective communication is a core component of outbreak 
response, and risk awareness analysis is an essential step in audience 
segmentation and message customization. By understanding people’s 
risk perception towards a public health emergency, such as the COVID-19 
pandemic, it is possible to define customized communication strategies 
and social mobilization products. A targeted approach can empower 
people to cope with stressful threats and deal with them as a challenge, 
rather than a threat.

Introduction and background / rationale: COVID-19 outbreak affected 
millions of people around the world, raising numerous health literacy 
challenges (Jacobsen and Vraga, 2020). This new public health threat 
was characterized by an overflow of information and opposite reactions, 
either underestimating or overestimating risk. Depending on individual 

and contextual resources, people may perceive the situation as a threat 
or a challenge. Such perception is relevant to communication activities, 
allowing them to focus in empowering people to deal with perceived risks, 
reducing the level of threat appraisal. During the COVID-19 outbreak it 
was important to understand how people perceived risk, particularly in 
social media context (Hou et al, 2020). This formative research provided 
evidence to better understand the problem, knowledge, attitudes and 
beliefs, in order to support public health decisions and develop more 
effective communication strategies targeting specific needs and audiences 
(French, 2017). This is particularly relevant in the context of a public health 
emergency related to an unknown threat, where the perceived demands 
posed by the events, resources to cope with these and needs often 
change through time (Gaspar, Barnett, & Seibt, 2015; Van Bavel et al, 
2020).

Aim of the session: The goal of this research is to briefly describe risk 
perception of COVID-19 in Portugal, through social media insights.

Method / approach: Citizen messages on social networks (Facebook® 
and Instagram®) of the Portuguese General-Directorate of Health 
and seven media sources (including national TV networks and online 
newspapers) were analysed between 3rd February and 10th April. A 
sample of comments to official social media posts related to COVID-19 
were analysed in 4-days periods. Each comment was categorized 
according to DeCodeR framework (Domingos et al, 2020), a qualitative 
thematic analysis, which included two broad categories: perceived 
demands (either danger, effort or uncertainty) or perceived resources 
(either knowledge, skills or abilities, dispositional characteristics or 
external support). Aggregate threat level ratio was considered a proxy 
indicator of risk perception and it was calculated by dividing the comments 
categorized as demands and comments categorized as resources 
(aggregate threat level ratio = number of demand comments / number 
of resources comments; values above 1, indicate a threat appraisal and 
values below 1 a challenge appraisal). Longitudinal change of aggregate 
threat level ratio was reported in a descriptive analysis and compared with 
previous values.

Results / findings: A total of 39295 comments were analysed in 17 
periods of 4 days of data collection, from 3rd February to 10th April. The 
aggregate threat level ratio increased during the first 7 days of analysis, 
reaching a maximum of 6.80 between the 7th and 10th of February 
(58% increase). Until 5th of March this value decreased 73% (with an 
intermediate spike between 23rd and 26th of February) to a minimum of 
1.81. Until last collected data (10th April) the aggregate threat level ratio 
increased, consolidating values between 6 and 7, since 22nd March (268% 
increase between 2nd-5th March period and 7th-10th April period).

Discussion: The first increase in threat level ratio could be associated 
with the perceived danger associated with the lack of airports arrivals 
control from China and prejudice towards Asians. An intermediate spike 
in February could be associated with the announcement of the first 
confirmed case of COVID-19 in a Portuguese citizen outside Portugal. 
After announcing the first confirmed case in Portugal mainland, risk 
perception slightly decreased, probably due to a shift in media discourse 
focusing national response and the use of humour (Portugal was one of 
the last European countries to report COVID-19 confirmed cases). The 
following increase in threat level ratio could be related to the declaration of 
the “state of emergency” by the President of Portugal and other multiple 
reasons like for example: lack of confidence in health services (highlighted 
by the collapse of the telephone support line due to overload), uncertainty 
regarding school closure and other proposed measures, fear and worry 
about potential quarantine infractors that could spread the virus, lack 
of confidence in reported data, confusion regarding technical language, 
uncertainty regarding pandemic duration, and associated stress (mental 
health, economic and social issues). Balancing these were perceived 
resources mostly related with expressions of confidence in health 
authorities and support to health professionals.

Conclusion: Risk awareness is crucial for people to follow 
recommendations in a public health crisis and make informed decisions. 
Effective communication is a core component of outbreak response and 
risk awareness analysis is an essential step in audience segmentation 
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and message customization (WHO, 2008). By understanding people’s 
risk perception towards a public health emergency, such as COVID-19 
pandemic, it is possible to define customized strategies and products. A 
targeted approach can empower people to cope with stressful threats and 
deal with them as a challenge, rather than a threat (Brug et al, 2009). 
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Evaluating the State of Cyberbullying Research and the Effectiveness 
of Anti-Cyberbullying Campaigns 

Conference theme: People & wellbeing  

Conference track: Health and wellbeing of people

Abstract: The research team undertook exploratory research and analysis 
of the cyberbullying issue. The team assessed the state of cyberbullying 
research via a literature review, and analyzed the effectiveness of 4 
national, anti-cyberbullying campaigns through social media analysis using 
Crimson Hexagon’s ForSight tool. Findings suggest more rigorous research 
on the effectiveness of cyberbullying intervention programs is needed. 

Introduction and background / rationale: Cyberbullying is recognized 
by many – including the Centers for Disease Control, National Academies 
of Sciences, Engineering and Medicine, and The White House – to be 
a serious public health problem. Cyberbullying often occurs when an 
individual, or group of individuals, target a person online to initiate bullying. 
Its effects range from depression, anxiety, isolation, physical health issues, 
and lower academic scores, all of which can persist from childhood into 
adulthood. In addition, cyberbullying has been linked to a great number of 
suicide cases in young people. The research team undertook exploratory 
research and analysis of the cyberbullying issue. 

Method / approach: Assessed the state of cyberbullying research via a 
literature review, and analyzed the effectiveness of 4 anti-cyberbullying 
campaigns (StopBullying.gov, Stand Up To Bullying, I Am A Witness, 
Stomp Out Bullying) through social media analysis using Crimson 
Hexagon’s ForSight tool.

Results / findings: Literature Review

•	 Definitions of what constitutes cyberbullying and measurement 
approaches vary widely. Studies draw on different target populations, 
making it hard to estimate cyberbullying’s prevalence. 

•	 Lack of a common measurement hampers research into cyberbullying 
intervention effectiveness. There is very limited rigorous research on 
the subject. For example, there are relatively few randomized controlled 
trials of interventions (Cantone et al., 2015), and many programs score 
higher on ease of implementation criteria than on scientific merit (Della 
Cioppa et al., 2015).

•	 A sizable portion of youth cyberbullying victims do not tell anyone about 
their experience, and are more likely to recommend passive strategies 
for coping. 

•	 Products aimed at preventing cyberbullying using predictive analytics 
exist, but these products rely on simplistic key word searches and are 
often only able to monitor activity on individual social media sites.

Social Media Analysis:

MITRE collected data on the general topic of cyberbullying as well 
as four campaigns for the time frame of January 2016 to April 2017. 
3,641,906 posts were identified and analyzed in aggregate in the general 
conversation. The intent was to provide a baseline for comparison between 
general conversation trends and specific cyberbullying campaign trends.

•	 The majority of posts came from Twitter (public), more posts than 
expected appeared on other platforms.

•	 Of the posts that had identifiable gender, 65% came from females.

•	 Posting peaked with celebrity involvement.

Discussion: 

One of the limitations of the exploratory research is data. Access to other 
data sets could be useful in validating the initial results as well as providing 
more information on the effectiveness of anti-cyberbullying campaigns. 

Conclusion: 

•	 Findings suggest the topic has a large audience spanning 
demographics. 

•	 More rigorous research on the effectiveness of cyberbullying intervention 
programs is needed. 

•	 Developing common measures of effectiveness (MOEs) would help in 
assessing program effectiveness.

•	 Having a celebrity sponsor on a campaign may create more awareness 
of the issue. 

•	 Incorporating more campaigns and exploring volume peaks would help 
to understand trending patterns. 

•	 Anti-cyberbullying campaigns may more effectively target youth (and 
males) by determining who the stakeholder groups are with relation to 
cyberbullying, and develop campaigns to each group. 

•	 Comparing types of educational programs versus social media 
campaigns, could help determine if one (or combination) is more 
effective.

Reference:

Cantone, E., A. P. Piras, and M. Vellante. 2015. Interventions on bullying 
and cyberbullying in schools: A systematic review. Clinical Practice and 
Epidemiology in Mental Health.

Della Cioppa, V., A. O’Neil, and W. Craig. 2015. Learning fromtraditional 
bullying interventions: A review of research on cyberbullying and best 
practice. Aggression and Violent Behavior.

 

RESEARCH / EVALUATION  



20

Number: 40

Putting theory into practice to improve social marketing interventions: 
Examination against Andreasen’s (2002) benchmarking criteria

Abstract: The objective of this article is to identify how well social 
marketing effectiveness criteria (Andreasen, 2002) are taken into account 
in programmes aimed at promoting healthy behaviours and analyzed and 
published by researchers. The authors conducted a systematic review on 
three scientific databases (Web of Science, Business Source Complete/
Ebsco, and Medline/Pubmed). The final corpus, comprising 18 articles, 
was manually coded according to the six criteria identified by Andreasen 
(2002). The results highlight disparities in the implementation of these 
criteria; three of them – audience research, and more importantly exchange 
and competition – have been particularly overlooked. Our findings 
complement the work by Carins and Rundle-Thiele (2014) and stress 
the need for a better consideration of audience research, exchange and 
competition criteria in the design of social marketing interventions. 

Keywords: social marketing; interventions; effectiveness; behavioural 
change; health.

Introduction and background: Andreasen (2002) identified what 
he termed six essential benchmarks of a “genuine” social marketing 
intervention. Social marketing brings from its commercial roots the 
concepts of behaviour change, audience research, segmentation, 
exchange, marketing-mix and competition. Most researchers agree 
that the application of marketing social principles can promote greater 
effectiveness. However the number of criteria implemented in the 
intervention is not in itself a guarantee of success, which underlines 
the need for further research to determine which criteria might be more 
important depending on the type of intervention and how to make the 
most of them (Gracia Marco & al., 2005). While Gordon et al. (2006) 
point problems with research design, lack of conceptual understanding 
or implementation, Stead et al (2007) stress the importance of taking 
into account both internal (psychological) and external competition as 
potential routes for improvement. Carins and Rundle-Thiele (2014) find that 
social marketing offers better chances of success in promoting healthy 
eating when it is fully implemented by applying as many of the criteria as 
possible. Partly based on works by French and Apfel (2014), the report 
from the Institut National de santé publique du Québec (2016) encourages 
the implementation of social marketing criteria to improve the effectiveness 
of interventions by illustrating each component with examples of success, 
but does not indicate areas for improvement. Our contribution is to identify 
which aspects of social marketing interventions need to be strengthened in 
order to achieve greater effectiveness.

Method / approach: Using systematic procedures, the literature was 
reviewed to identify research on prevention and behavior change. Three 
trusted citation databases (Web of Science, Business Source Complete/
Ebsco, Medline/Pubmed) were searched using a combination of terms 
(prevention AND health AND behavior),  with no exclusion based on the 
date of publication. Duplicates were removed, and titles and abstracts 
of the remaining papers reviewed. The exclusion criteria were: i) purely 
descriptive papers (e.g., segmentation without explanatory variables), ii) 
papers on HIV/AIDS and STDs that represent a field of research as such. 
From the final sample, we focused on empirical papers reporting the 
results of intervention programmes. The 18 papers examined are preceded 
by an asterisk in the references section. These studies were analysed to 
determine whether the authors presented evidence for each of Andreasen’s 
(2002) six social marketing benchmark criteria using a 3-level coding grid 
(“yes”, “partially”, “not explicitly mentioned”).

Results / findings: Our results show that three criteria – behaviour change, 
segmentation and marketing mix – are well taken into account in 16 out 
of 18 programs (Table 1). On the contrary, the audience research criterion 
(i.e. studying the target, pre-testing the intervention and monitoring it) is 
only partially respected (13 “partial” out of 18). Finally, two criteria appear 
to be neglected: the exchange criterion (taken into account in half of the 
programmes), and the competition criterion, which is very rarely taken into 
account ( 8 “partial” and 7 “not explicitly mentioned” out of 18).

Table 1. Examination against Andreasen’s six social marketing 
benchmark criteria

Andreasen’s 
(2002) criteria

Yes Partial Not explicitly 
mentioned

Behaviour 
change

16/18 2/18 0/18

Audience 
research

3/18 13/18 2/18

Segmentation 16/18 1/18 1/18

Exchange 9/18 3/18 6/18

Marketing-mix 16/18 2/18 0/18

Competition 3/18 8/18 7/18

 
Discussion: Criteria mostly taken into account

Behavioural change. Intervention programmes included in the systematic 
review all expressed objectives in terms of behavioral change. Some 
of them had detailed predefined objectives with KPIs (Bishop et al., 
2013; Jiang et al., 2012; Miller et al., 2016) whereas others were less 
specific about the measures (Gulliksson et al., 2011). Interestingly, some 
programmes co-involved participants in the definition of SMART goals 
(e.g. Hawkes et al. 2013).  Although the sustainability of the new behaviors 
adopted is key in determining the program success, most research 
reported only short term results. Only Bishop et al. (2013) report objective 
attainment after the intervention and 18 months later. Finally intervention 
programmes may have indirect effects on other publics than the initial 
target (Bishop et al., 2013). 

Segmentation. A large majority of the studied programmes clearly defined 
intervention targets, and justified their relevance. For example, the 
interventions studied by Grondin et al. (2009) and Esquivel et al (2016) 
target children in school cycle because poor eating habits acquired in 
early childhood can lead to overweight and obesity. Some programmes 
target low income Hispanic families in the US (e.g. Denman et al., 2015, 
Otterbach et al., 2018) or conscripts with BMI above 27 (Wiegersma et al., 
2000). Interestingly, programmes that target teenagers almost all backfire 
against their objectives (Wiegersma et al., 2000, Allara et al. 2019, 2015), 
prompting for cautious insight research and elaboration of the value 
proposition.

Marketing mix. Most of the programmes included in our analysis mention 
more than one of the marketing mix levers. For example, in the school-
based intervention described by Esquivel et al (2016), supply was modified 
to make fruit available to children (“product”), food service practices were 
changed (“policy change”), and teachers were supported (“people”). 
Communication intervention strategies (“promotion”) could build on 
face-to-face exchanges as well as online interactions. Adding a fifth P, as 
People, seemed particularly relevant to increase participants’ willingness to 
engage in the expected behaviors. Most intervention programs were based 
on individual coaching (Jacobs et al. 2011; Jiang et al. 2012, Wanke et al. 
2007, Gilham and al. ), influencers (DeBar et al. 2011) as well as positive 
family support (Jiang et al., 2012; St George et al., 2018). 

Criterion partially taken into account 
Audience research. Most of the time, formative research was conducted 
to identify target consumer characteristics and needs, through the 
analysis of relevant literature reviews summarizing the results obtained 
by similar intervention programmes (Wanke et al., 2007, Denman et al., 
2015, Otterbach et al., 2018) or, less often, through specific studies like 
focus groups or pilot study carried out with the target group (St George et 
al., 2018). However, most of the articles did not mention pretests, either 
because they were not undertaken or because they were not reported (for 
space issues for instance). 

Criteria rarely taken into account 
Exchange. Exchange is key in motivating people to engage voluntarily 
with the intervention by offering them something beneficial in return. 
George et al. (2018) show that providing fun material and supportive group 
environment is an interesting route to promote engagement.  Interestingly, 
the exchange proposition can come from the target, by asking participants 
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to express the benefits of engaging in a specific behavior (Miller et al., 
2016). Unfortunately, in 6 out of 18 programmes, the exchange proposition 
was neither designed nor formulated beyond its initial health objective.

Competition. Intervention programmes very rarely took into account 
competing behaviours when designing the intervention (see Miller et al. 
2016 for a notable exception). Most of the time, competition or barriers 
are identified subsequently, when interpreting the results. For example, 
Karppinen et al. (2016) and Denman et al. (2015) identify several barriers, 
such as lack of time, challenging life situation, lack of infrastructure or 
climatic constraints, in the discussion section. 

Conclusion: This research is based on the analysis of academic articles, 
our results are therefore limited to the information provided by the 
researchers in their papers. If fundamental social marketing principles, 
namely behavioural change, segmentation and marketing mix, are well 
applied in most interventions programmes, our analysis evidences that the 
construction of the value proposition and the integration of competition as 
barriers are still areas for improvement. It should not be overlooked that the 
behavioural changes expected from targets require a great deal of effort, 
which must be compensated by a tangible and/or psychological benefit 
that can be quickly perceived to ensure sufficient motivation to maintain 
the new behaviour.

Caution should also be exercised with regard to interventions with 
adolescents, which require a precise study of the target in order to avoid 
the often observed boomerang effects. This argues for a better integration 
of the six criteria which play in synergy to deliver consistent, attractive and 
effective programmes.  
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Sustainably Ugly: Sustainable Packaging Effects on Food Perception

Theme 3: Environment & Sustainability  
Track 2: Planetary health: Environment and sustainability

Abstract: Climate change is a worrisome issue for today’s society and The 
Paris Agreement has a central goal in reducing the global temperature rises 
of this century. In doing so, countries, businesses and consumers need 
to gather efforts. One large issue when tackling environmental problems 
is product packaging. Therefore, many sustainable initiatives have raised 
to reduce the global impact of packaging and offer sustainable options 
to customers. However, a very important issue with sustainable package 
is its design and consumers’ acceptability. Therefore, our study explores 
the effects of plain, unattractive packaging design on product perception. 
Three experiments show that consumers perceive the food in unattractive, 
plain packaging to be healthier. Therefore, our results provide promising 
indications for public policy and businesses regarding the adoption of 
sustainable packaging in food industry.

Introduction and background / rationale: Food industry is one of the largest 
contributors to the causes of climate change (Kemper & Ballantine, 2020). 
Changes in this industry are urgent and can take different forms. On one 
side, consumers are becoming more and more conscious, and therefore 
businesses should start competing on developing more responsible and 
sustainable packaging solutions (Mintel, 2020). This is encouraging since 
developing sustainable solutions can contribute to reducing the harmful 
effects of consumption on climate change. On the other hand, research 
shows that if half of the world would convert to natural ways of farming, 
this could reduce the annual carbon emissions in the atmosphere by 55% 
(Organic Consumers Association, 2017) and it may help reach the Paris 
Agreement target and reduce the global warming by 1.5°–2°C (Clark et al., 
2020). Consumers could play a key role in this transformation and targeting 
the external environment of consumers can have a stronger effect on 
motivating sustainable consumption options (Kemper & Ballantine, 2020). 

Therefore, in order to stimulate healthy consumption, it is crucial for the 
marketers to employ the tools that have higher chances of success. 
Marketers are increasing their efforts in making natural and healthy 
claims more salient on their products (Berry et al., 2017) and in changing 
production and marketing strategies in order to align them more and 
more with consumers’ interests in naturalness and healthiness. There are 
different strategies that companies adopt in order to make naturalness 
claims. One of the most common is using the packaging. Visuals in 
general and symbols in particular play an extremely important role in 
motivating green consumption (Beatson et al., 2020). However, when 
designing sustainable options, companies have little understanding of 
how consumers perceive these strategies and what their reactions are 
(Petersen & Brockhaus, 2017). Therefore, the aim of the current paper is to 
investigate and explore consumers’ perceptions of sustainable packaging 
effects on food. We argue that without making any stated claims, without 
explicitly making naturalness claims, consumers can infer them based only 
on package design. Sustainable package is judged by most of consumers 
based on its material that should be recyclable, such as paper (Lindh et 
al., 2016) or based on limited graphics and colors. However, when using 
simplified packaging such as plain packaging, because of its limited 
graphic design and use of marketing images, the product contained 
becomes less attractive (Hoek & Jones, 2011).

Aesthetics have long been of interest to psychologists and marketers 
(e.g., Bloch & Richins, 1992). For humans, beauty is generally associated 
with positive perceptions, while ugliness is linked to strong negative 
evaluations. In consumer behavior, similar effects have been found for 
products (“negative esthetic effect”: Hoegg et al., 2010). Attractiveness 
is extremely important in day-to-day life, but also in marketing (Bloch & 
Richins, 1992). That is why when implementing strategies in packaging 
(van der Laan et al., 2012) attractiveness plays a central role and designers 
are central for the development of products. White et al. (2016) show, for 
instance, that superficial packaging imperfections can lead to negative 
attitudes toward products. Trudel and Argo (2013) show that products 
whose form is distorted during the consumption process are perceived to 
be less useful and are more likely to be thrown away.

Overall, most of the research on products’ visual attributes is consistent 
with the expected positive relationship between beauty and product 
evaluation. As an exception, Hagtvedt and Patrick, (2014) research 
suggests that, for technical products, too much beauty can be 
detrimental as perceptions of functionality are altered. We thus argue, that 
attractiveness can play an important role only up to a point. When judging 
food products we propose that the role of external cues, in terms of shape 
and dimensions is more complex (Szocs & Biswas, 2015). More recent 
findings showed that consumers perceive imperfect produce as being 
more natural (Birau & Faure, 2017). Furthermore,  Van Herpen et al. (2016) 
have also showed that consumers prefer organic food and vegetables 
to be as simple as possible and not have a package. Therefore, the role 
played by aesthetics in food perceptions is under-researched and we thus 
propose a deeper investigation in this field. Building on previous research 
we propose that highly simplified package can lead to more natural and 
healthier perceptions of the food. 

Experiment 1: This online study was a 1 factor (packaging: plain versus 
original) between-subjects design. Specifically, two different pictures, 
portraying a packaging of crackers were presented to participants. In 
the original condition, a typical package of crackers was presented to 
participants. In the plain condition the package of the crackers was 
changed in Photoshop so that all colors and images were removed (the 
package was left with a brown, dull background color, Appendix available 
upon request). The name of the brand was written in the exact same font 
as in the original condition. All the information presented on the package 
was exactly the same in both conditions, with the same font. The only 
difference is that the plain package does not present any colors, nor 
images. Participants were randomly exposed to either the original or 
the plain package. There were no instructions that would draw specific 
attention to the design of the package.

Sample and measures. Participants were 101 adult international 
consumers (42.2% from UK, 37.3% from EU, 15.6% from North America 
and 4.9% from other countries like Turkey, Mexico etc., Mage = 31.05, 
SD = 11.10, 58.8% female) from the Prolific Academic online consumer 
panel, who received payment for their participation. Participants were 
invited to look carefully at the pack of crackers picture and then answer 
questions about the product. They were randomly assigned to one of two 
conditions: “plain” or “original”. After exposure to the image of crackers, 
participants answered questions about the product, manipulation checks 
and demographic questions. As a manipulation check, participants had to 
answer the following 7-point semantic differential question “The PACKAGE 
of this product is…”  anchored by 1 = “Unattractive” and 7 = “Attractive”. 
Healthiness perceptions were measured using the following 7-point scale 
“The PRODUCT you have just seen is healthy, natural” (anchored by 1 
= “Not at all” and 7 = “Totally”, r = .477, p = .000). Similarly, participants 
also indicated if the product was “authentic”. To conclude, participants 
answered socio-demographic questions. 

Results. Manipulation checks showed that the package presented in the 
‘plain’ condition was perceived as being less attractive (M = 3.63, SD = 
1.90) than the one presented in the ‘original’ condition (M = 4.12, SD = 
1.32, t(99) = 1.51, one-tailed p < .07).

T-tests yielded a significant difference in healthiness perceptions between 
the two experimental conditions (t(99) = 2.47, p < .02). Crackers in the 
‘plain’ condition were perceived as being healthier (M = 3.84, SD = 1.26) 
than crackers in the ‘original’ condition (M = 2.93, SD = 1.26, t(99) = 3.64, 
p < .01). Furthermore, the crackers in the ‘plain’ package were perceived 
more authentic (M = 4.69, SD = 1.46) than the crackers in the original 
package (M = 3.84, SD = 1.70, t(99) = 2.69, p < .01). 

Subsequently, mediation analysis showed that the perception of the 
package as being “authentic” mediated the effect of type of package on 
perception of healthiness (CI: .096, .674, 10000 bootstraps). 

This first study shows preliminary evidence that a less attractive/ plain 
package design leads to a perception of the food as being healthier, more 
natural and more authentic. These results are important for food producers 
since consumers judge the healthiness of the food based on the design of 
the package (Tijssen et al., 2017). Therefore, it is important to have cues 
that could lead consumers to rapidly decide on the healthiness of the food. 
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Especially during online food purchases that have increased tremendously 
lately (Smithers, 2020), specific healthy cues are very important. Therefore, 
we designed the next study as an online purchase scenario and we asked 
participants to imagine purchasing food online.

Experiment 2: This study took place in a research laboratory. Participants 
were invited to enter the room one by one and to participate in a very 
short study. Participants were seated in front of a Tobi eye tracking screen. 
Participants were told that they were supposed to look at an online 
purchase screen and choose a healthy snack. On the screen, participants 
saw a typical online purchase screen (portraying a well-known supermarket 
online platform) with fours snack choices: chocolate biscuits, potato chips, 
madeleines and apple chips (Appendix available upon request). 

Sample and measures. In this study, 38 students from a business school 
participated voluntarily (Mage=24.63, 69.57% female). They were invited in 
the research lab and seated individually at a desk.  

Eye-tracking measures offer a wide range of choices. We decided to 
focus on three main measures: Time to first fixation, visit count and visit 
duration. Time to first fixation on the specific product (the Apple chips) 
is an important measure since it shows how much the product attracts 
the attention. It is therefore important to understand if when looking for 
a healthy product, the plain package attracts the attention faster than 
the original package. The total fixation duration measures how long the 
fixations on the product lasted for. Visit count is a typical measure to 
understand how many times a consumer gazes at a product before making 
a choice. In our context it was important to know if participants needed to 
look many times at the product before judging it healthy or not.

Results. The results indicate that the time to first fixation was lower for 
the plain pack (Time = 1.67 seconds, SD = 1.31) than for the original 
pack (Time = 2.31 seconds, SD = 1.80). This indicates that the plain pack 
attracted the attention faster than the original package. The total fixation 
duration on the apple chips with the plain package was lower (Time = 1.27 
seconds, SD = .74) than on the apple chips with original package (Time = 
1.43 seconds, SD = 1.42). The apple chips with the plain package received 
fewer visits (Visit count = 2.21, SD = 1.03) than the apple chips with the 
original package (Visit count = 2.74, SD = 1.37).

These results are in line with our expectations. Since we have evidence 
from the Experiment 1 that plain packaged products are perceived to be 
healthier, we also observe that for consumers it is easier to pick a healthy 
product when this product has a plain package. When looking for healthy 
products, consumers’ attention is drawn to plain package quicker than to 
an original package, they spend less time gazing at the product to judge it 
as healthy and they look at it fewer times before deciding that this product 
is healthy. 

Since our sample is very low due to access to technological material (one 
single eye tracker), these results failed to reach statistical significance 
and therefore could not be interpreted unless they are replicated by other 
studies. This study is a simple indication that our intuition holds and 
that not only plain packaged food is perceived to be healthier but also, 
when searching for healthy food, consumers react faster when this food 
is presented in a plain package. Therefore, our last study, Experiment 3 
comes to bring more light into these results and to offer stronger evidence 
to the expected hypotheses.

Experiment 3: In this study we tried to test the rapidity with which a plain 
package can be judged as healthy compared to an original package. 
Similar to Experiment 2, we designed an image picturing a typical online 
purchase page of a well-known British supermarket. On this page there 
are four snacks presented: a bag of crackers, a bag of rice chips, a bag 
of chocolate biscuits and a bag of apple chips. Participants were told to 
imagine that they are making a food purchase online and they are looking 
for healthy snacks. They were required to click as fast as possible on the 
image of the snack that they believed was the healthiest. According to 
the ingredients content (added sugar, salt content, fats) and number of 
calories, the apple chips are objectively healthier than the other types of 
snacks presented in the image. 

This online study was a 1 factor (packaging: plain versus original) between-
subjects design. Participants were randomly assigned to plain versus 

original package conditions. In the plain package condition the apple chips 
only were presented in a plain, brown package. In the original package 
condition, the apple chips were presented in their original package. At 
the other images remained the same otherwise (Appendix available upon 
request). 

Sample and measures. We decided to run this study in the UK (since the 
online store chosen for this study is famous in the UK), using a Prolific 
Academic sample of 507 participants (Mage = 34.43, SD = 10.89, 73.1% 
female) who received payment for their participation. 

In the choice task, we measured the time that participants took to choose 
the healthy snack. We therefore wanted to see if we could replicate the 
eye-tracking results by finding quicker reaction times when the snack 
was presented in plain package. We measured the time until the first click 
which corresponds to the time until participants made a decision. 

After choosing the healthy snack, participants were required to rate the 
healthiness of the snack using a 7-point scale adapted from Homer 
(2006) with the items: “This snack: is healthy, is nutritious, is all natural, 
has no preservatives, has few calories, is organic” (Cronbach’s alpha = 
.811). Further, the participants rated how sustainable they believed the 
snack was using 7-point scale adapted from Hoogland et al. (2007) with 
the items: “This snack is: animal friendly, good for nature, good for the 
environment, safe” (Cronbach’s alpha = .838). Participants also rated the 
perceived sustainability of the package using a 7-point scale (Magnier et 
al., 2016) with two items: “This package is environmentally friendly” and 
“This package is a good example of an environmentally friendly packaging” 
(r = .88, p = .000). As in Experiment 1, participants indicated on a 7-point 
scale if they believed the package was “authentic”. 

Results. Building on the results obtained in the previous experiment, we 
found here that participants who were exposed to the plain package took 
less time to make a decision in choosing the healthy snack (Time = 4.14 
seconds, SD = 2.93) than participants exposed to the original package 
(Time = 5.43 seconds, SD = 9.95, t(504) = 1.97, p = .049). 

Similar to Experiment 1, the snack portrayed in the plain package was 
perceived to be healthier (M = 4.71, SD = .98) than the snack portrayed 
in the original package (M = 4.41, SD = 1.07, t(504) = 3.23, p = .001). 
Moreover, in this study we also measured how sustainable the product was 
perceived and we found evidence that the snack in the plain package was 
perceived to be more sustainable (M = 5.30, SD = 1.05) than the snack in 
the original package (M = 4.97, SD = 1.11, t(504) = 3.48, p = .001).

When it comes to the perception of the package, this was also perceived 
to be more sustainable when having a plain design (M = 5.16, SD = 1.38) 
than when having the original design (M = 3.79, SD = 1.49, t(504) = 10.72, 
p = .000).

Mediation analysis showed a significant mediation of perceived 
authenticity of the package on the effect of the type of package on the 
perception of healthiness of the snack (CI: .144; .320), replicating the 
mediation results obtained in Experiment 1. We add in this experiment the 
mediation of authenticity of the effect of type of package on perceived 
sustainability of the product (CI: .159, .353). Therefore, the perceived 
authenticity of the package is very important when judging not only the 
healthiness but also the sustainability of a food product.

Conclusion: The aim of this project is to investigate the role of 
unattractive, plain package design on perceptions and attitudes of the 
product. In three experimental study we show evidence that less attractive 
package design leads to a perception of the food as being healthier. 

Overall, this paper adds to the literature on visual attributes by 
demonstrating that the standard positive association between aesthetic 
attributes and positive perceptions does not always hold. Our results 
have important implications for research on product packaging. We 
show that less effort in package design can actually have positive effects 
on healthiness perceptions. This is encouraging from a sustainability 
perception since recycled raw materials are less attractive and lower use 
of coloring can lead to less attractive/plain package design. We show initial 
evidence that these practices do not harm the perception of the product, 
on the contrary, it leads to healthier perceptions.
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 We also showed that the effects of unattractive package on healthiness 
perception is mediated by authenticity perceptions. It is also an interesting 
finding that can have important implications on package design, because 
it shows that a less attractive package can actually be perceived as 
more authentic and as a consequence as healthier. Literature has already 
established a strong link between authenticity and purchase intentions 
(Kim et al., 2020; Pelet et al., 2020). Our findings make the link between 
authenticity and perception of healthiness and can be interesting for 
managers as well as for researchers to further explore its implications.

This project has additional clear implications for managers and policy 
makers. Increasing consumption of healthy food can be beneficial both for 
the environment and for consumers. Retailers can implement simpler, less 
attractive packaging design in order to emphasize the healthiness claims. 
Public policy could also implement strategies focused on package design 
to stimulate consumption of healthy food and to encourage the adoption of 
more sustainable packaging designs.
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Appendix 1. Experiment 1: Crackers in original versus plain package

         

 
Appendix 2. Experiment 1: Mediation Analysis
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Appendix 3. Experiment 2: Online page with original versus plain package 
of Apple Chips

 

 

 

Appendix 4. Experiment3: UK stimuli with original versus plain package of 
Apple Chips

 

 

Appendix 5. Experiment 3: Mediation Analyses
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Identifying factors of mental health stigma: a study of indian youth 

Conference Theme: People and well being 

Conference Track: Health and well-being of people 

Abstract: India is considered a young country and youth is a precious 
resource.  Innumerable challenges come while seeking mental health 
services because of preexisting stereotypes as to what society might 
think. The shame of dysfunctional behaviours puts youths in danger of 
not looking for help. India is at a slow pace with its mental health care 
as stigma prevails in a society. It is essential to find out how youth think 
about the stigma of mental illness positively or negatively as it will pave the 
way for better social marketing communication. Communication creates 
awareness and providing correct information, will help in mitigating stigma. 
This paper aims to identify the impact of age, gender, and education of 
youth on the positive and negative attitude of mental health stigma and 
find the most critical dimension of identified factors that may work as a 
facilitator for social marketing communication.

Introduction and background / rationale: Mental health is of utmost 
importance, and it is a serious concern worldwide. India is not far behind 
from this. The second most populous country globally, with a population 
of 1.33 billion. Young people in India as highlighted from 2011 census by 
Dr Chandramouli registrar general &census commissioner of India from 
2009-2016 comprised 253.2 million adolescent and 231.9 million youth. 
(Census of India,2011) World Health Organization defines adolescents as 
a person in the 10-19 years age group and youth as the 15-24 year of age 
group (www.who.int). India has the world’s highest 10 to 24 -year -old, with 
356 million-despite greater than China, which has 269 million young people 
(The United Nations, 2014). It requires well-defined policies for youth’s 
physical and mental health; most policies are focused on physical health 
like an infant. Under-five mortalities, immunization, nutrition, and little 
importance are given to Child. Mental Health  (Hossain, M. M., and Purohit, 
N. 2019). World health organization accounted for 12 per cent of mental 
and behavioural disorder to the global burden of disease. In India, the 
burden of mental and behavioural disorder stretched from 9.5 to 102 per 
1000 person(Reddy, 2019). Apart from this, there is a dearth of awareness 
about India’s mental health and options available for treatment in urban 
and rural areas. (Longanathan S and Srinivasanmurthy R,2008 ). Goffman 
(1963) defined stigma as “an attribute that is deeply discrediting”. Mental 
illness is one of the most stigmatized characteristics or features a person 
can have (Hinshaw, 2009). The negative labelling of stigma leads not to 
disclose problems with others, and this is the very reason of avoiding 
treatment for mental illness  (Clark et al., 2013) To reduce mental illness 
stigma social marketing initiatives like Opening Minds (Canada), Like 
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Minds Like Mine (New Zealand)  and One of Us in Denmark taking place, 
but is there an increase in accessing mental health service data is not 
available (Henderson, Evans-Lacko and Thornicroft, 2013) However, data 
from Beyond Blue Initiative from Australia showed a positive outcome on 
attitudes towards help-seeking and treatment.

Smaller-scale studies observed increase, for example, a programme 
carried out in Nigeria (Eaton JandAgomoh AO,2008). The programme 
“Time to change” started in 2007 and ran till march 2015 in England. It 
is about the reduction of stigma towards mental illness finding suggests 
positive attitude increase the chances of help-seeking and reduction in 
discrimination from family and friends (Henderson, Evans-Lacko and 
Thornicroft, 2013)Youth-led approach “Share, Peace, Equality, Awareness 
and Knowledge” (S.P.E.A.K) demonstrated a statistically significant 
increase in knowledge and positive attitude towards mental illness 
among middle school students. (Bulanda et al., 2014) .Short story based 
intervention study among primary school children aged seven to eleven 
years old suggested that intervening early helps build a positive outlook 
towards mental illness. This attitude helps in coping with stigma challenges 
as they grow as adolescents and adults (Greenwood et al., 2016).  A new 
kind of study where community members worked as intervention facilitator 
and mental health information is integrated with language, and art core 
academic, in the United States for school children of six and seven grades. 
The result indicated that teachers and students accept the programme. 
It helped increase knowledge of mental health. Seventh-grade students 
who had attended the sixth-grade programme had more information about 
mental health than others, but no difference in stigma was found. (Weisman 
et al., 2016). Canada based study to assess the impact of mental health 
curriculum for high school students supports a significant positive attitude 
towards stigma and mental illness knowledge. (Milin et al., 2016). A recent 
systematic review about help-seeking behaviours among adolescents 
identified stigma as a prime reason and family belief, mental health literacy 
and autonomy (perceived need of self-sufficiency)  as a hurdle whereas 
transportation cost, waiting time, prior knowledge of mental health as 
the catalyst for not seeking help. Furthermore, interventions were mostly 
in school settings and reviewed studies from Australia, the U.K. and the 
United States  (Aguirre Velasco et al., 2020). 

Literature suggests acceptance or rejection of person with mental 
illness, compliance to seek treatment, self-esteem and self-sufficiency 
are governed by the culture of stigma,(Pescosolido et al., 2013). Asia 
mirrors the global health care system’s comprehensive image a mixed of 
developed and developing economies and densely populated continent 
in the world. Study conducted by  (Kudva et al., 2020) in eight Asian 
countries China, Japan, The Philippine, Singapore, India, Nepal, Lebanon 
and Thailand suggests, all eight nations shared the same issues related to 
stigma. In  India, mental illness is observed due to one’s actions and the 
effect of evil spirits, so faith healers play a significant role in mental health 
emergencies. A paucity of biomedical notion, negative frame of mind, 
stereotyping has been found concerned with mental illness. 

Research gap, objectives, the hypothesis of this study: Stigma is an 
important public health objective worthy of attention (U.S.Department 
of Health and Human Services,1999). However, the information, how 
stigma influences help-seeking treatment among youth and adolescents 
is not investigated systematically. (Moses,2009a,2009b) .Lack of correct 
information and perception of mental illness and prejudicial treatment of 
people with mental illness impedes access to health care. (Thornicroft et 
al., 2009). A vast research gap exists between help-seeking behaviour 
and the impact of stigma and discrimination on India’s mental health. 
Approximately ten per cent of people with psychiatric disorder utilize 
mental health services apart from the country’s poor mental health 
services. The prevalence of negative attitude and social distancing from 
a person with mental illness is the reason behind this treatment gap 
(Shidhaye and Kermode, 2013). Stigma and discrimination contribute to 
the treatment gap (Patel V et al.,2011). Literature suggests age and gender 
are also an essential factor in assessing attitude about stigma. (O’Driscoll 
et al., 2012) Females tend to be more positive and polite towards people 
with mental illness (Jorm&Wright,2008; and Williams & Pow,2007). Some 
researchers do not consider gender an essential factor (Law, Sinclair,& 
Fraser,2007; and Walker et al.;2008).

1-To identify the effect of age, gender and education on identified factors 
of stigma related to mental illness.   

2- To identify the most critical dimension of each factor of stigma related to 
mental illness

Hypothesis for the Study is

H1:  Youth with age group less than or equal to 20 and above 20 differ in 
their negative outlook on stigma related to mental illness. 

H2: Youth with age group less than or equal to 20 and above 20 differ 
in their views for positive outlook and treatment about stigma related to 
mental illness. 

H3: Gender of youth significantly differs for negative outlook about the 
stigma of mental illness.

H4:  Gender of youth significantly differs for positive outlook and treatment 
about the stigma of mental illness.

H5: There is a relationship between different levels of youth education and 
their attitude towards negative outlook concerning mental illness stigma.

H6: There is a relationship between different levels of youth education 
and their attitude towards the positive outlook and treatment concerning 
mental illness stigma.

Methodology: An exploratory empirical approach was adopted for the 
stated objectives. A structured questionnaire consists of eleven items 
based on a 5-point Likert scale about mental illness associated with stigma 
is taken from Porter Novelli’s Health Styles Survey 2006 (Kobau et al., 
2010). Porter survey conducted annually in the U.S. since 1995 is designed 
to assess people’s attitude, beliefs about chronic disease, behaviours, 
exposure to health information and communication campaigns, self-
reported symptoms disease and disorders (Pollard,2002). The target 
population for this study were youth between 15 to 25 years of age.  
Sampling technique was convenience. The sample size was 125 youth 
from Delhi and N.C.R. The survey was administered in July 2020, a total 
of 150 Google forms were circulated, 125 received with a response rate of 
83.3% after cleaning the data only 106 questionnaires with a response rate 
of 70.6 were usable

Analysis: All analysis was conducted with Statistical Package for the 
Social Sciences (S.P.S.S.) (Release 20.0.0). Out of eleven items, four 
items were recoded as they are showing negative attitudes. For all items, 
Cronbach’s Alpha was 0.706 which indicated reliable internal consistency 
(Malhotra, N. K. & Dash S. B.,2016) and in the acceptable range, i.e. 
greater than or equal to 0.6. The inter-item correlation ranged from -0.01 
to 0.519, which shows low to medium correlation among all the items. 
Data from 106 youth, including 38 male and 68 females, 44.3%were 
less than 20 years of age and 55.7% were above twenty years.  Majority 
of respondents 68.9% were undergraduate. 21.7% were in their senior 
secondary school level, and 9.4 % were postgraduates. The demographic 
profile is presented in Table 1

Table 1. Demographic profile of respondents

Parameters Values ( n=106) Per cent

Age

Less than and equal 
to 20 years

Above 20

47

59

44.3

55.7

Gender

Male

Female

38

68

35.8

64.2

Education

Class 11th

Class 12th

Undergraduate

Postgraduate

4

19

73

10

3.8

17.9

68.9

9.4
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Exploratory Factor Analysis). Exploratory factor analysis (E.F.A.), was 
conducted to reduce the data and exploring the essential factors of 
a particular construct. Principal Component Analysis with Varimax 
rotation method of extraction has been used to extract the factors.  The 
selection criterion of an eigenvalue above 1.0 was used. (Hair et al., 2010, 
Malhotra, N. K. & Dash S. B., 2016). Factor analysis resulted in three 
factors collectively accounting for 54.76% of the variance. Factor A was 
comprised of 4 items that explained 18.17% of the variance with factor 
loading from .60 to .787 labelled as “Negative outlook”. Factor B was 
comprised of 6 items explained the 27.22% variance with factor loading 
from .596 to .716 labelled as “Positive outlook and Treatment”. Factor 3 
with just 1 item, i.e. Q 5  is dropped because of thumb rule every factor 
must have three variables. ( Fabrigar, L.R. and Wegener, D.T., 2011). The 
Kaiser-Meyer-Olkin (K.M.O.) measure of sampling adequacy for the factors 
extracted was found to be 0.665, shown in Table 2. Generally, K.M.O.> 
0.60  is required to perform factor analysis., as K.M.O. value was close 
to 1.0 for the overall study, so factor analysis was appropriate for this 
dataset. Also, Bartlett’s test of sphericity was seen to be significant (x2 =  
263.533,df=55, p= .000)  which is less than .05 which shows the items are 
related to each other’s and data adequacy is in the sample.

 
Table 2. K.M.O. and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy.

Bartlett’s Test of Sphericity	
Approx. Chi-Square

	 df

	 Sig

.665

263.533

55

.000

Table 3. Reliability analysis of factor extracted 

Negative Outlook 
(Factor A)

Positive Outlook and 
Treatment (Factor B)

n (number of 
statements)

4 6

Eigen Values 2.994 1.999

Cumulative 
percentage of total 
variance explained

4

19

73

10

3.8

17.9

68.9

9.4

27.22 45.39

Cronbach's alpha 
value

.660 .741

  

Table 4. Rotated Component matrix

Factors

A B C

Q-3. I believe a person with 
mental illness is hard to talk to

.787

Q_1. I believe a person with 
mental illness is a danger to 
others

.684

Q_2. I believe a person with 
mental illness is unpredictable

.672

Q_4. I believe a person with 
mental illness has only himself/
herself to blame for his/her 
condition.   Where

.600

Q 10. Treatment can help people 
with mental illness lead normal 
lives.

.716

Q 6. I believe a person with a 
mental illness feels the way we all 
do at times  

.691

Q 7. I believe a person with 
mental illness could pull himself/
herself together if he/she wanted   

.661

Q 8. I believe a person with 
mental illness can eventually 
recover.  

.614

Q 9. I believe a person with 
mental illness can be as 
successful at work as  others

.606

Q11. People are generally caring 
and sympathetic to people with 
mental illness.

.596

Q 5. I believe a person with 
mental illness would improve if 
given treatment and support

.761

 
Results 

In order to test the hypothesis based on age, we divided the age into two 
groups less than or equal to twenty and above twenty. An independent 
t-test was applied for the factor Negative Outlook on youth less than or 
equal to twenty (M=3.851, SD=0.61825) and above twenty (M=3.62711, 
SD=0.76199). Results demonstrated no significant differences in their 
views conditions; t(104)=1.632,p=0.106Hypothesis based on age for 
Positive Outlook and Treatment for youth less than and equal to 20 years 
of age (M=3.851, SD=0.61825) compared to youth above 20 years of 
age (M=3.62711, SD-0.76199) using independent t-test.  The appropriate 
t for Positive Outlook and Treatment is t(102.991)= .751, p= .455, as 
the assumption of equal variances was violated. Showed no significant 
difference. See table 5.

Table 5. Comparison of youth less than or equal to twenty (n=47) and 
above twenty(n=59) on Negative Outlook and Positive Outlook and 
Treatment

Variable      M       SD        t       df p

Negative 
Outlook

Less than 
or equal 
to twenty 

Above 
twenty     

3.8511

3.6271

.61825

.76194

1.632 104 .106

Positive 
Outlook

And 
Treatment

Less than 
or equal 
to twenty

Above 
twenty

3.8936

3.7966

.55541

.77315

.751a 102.991a .455

a the t and df were adjusted because variances were not equal

To test the hypothesis based on gender, An independent t-test was 
performed comparing the mean consistency score of 38 male (M=.69698, 
SD=.11306) with 68 females (M=3.6985, SD=.71701) for the factor 
Negative Outlook. This test was found not to be statistically significant 
t(104)=.541,p=.590. For the factor Positive Outlook and Treatment, an 
independent t-test was performed comparing the mean consistency 
score of 38 male (M=.4.0132, SD=.65000) with 68 females (M=3.7426, 
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SD=.68775). This test was found not to be statistically significant 
t(104)=1.980,p=.050. Results are summarized in Table 6.

Table 6. Comparison of male and female on Negative Outlook and 
Positive Outlook and Treatment (n=38males and 68 females)

Variable      M       SD        t       df p

Negative 
Outlook

Male

Female         

3.7763

3.6985

.69698

.71701

.541 104 .590

Positive 
Outlook

And 
Treatment

Male

Female     

4.0132

3.7426

.65000

.68775

.1.980 104 .050

 
A one-way analysis of variance (ANOVA) was conducted to compare 
the effect of different level of education, grade 10th, grade 11th, c12th, 
undergraduate, and postgraduate, of youth for the factor Negative 
Outlook. There was not a significant effect of different level of education 
of youth was found at the p>.05 level for the three conditions [F (3,102) 
=.161,p=.923]. Results are shown in Table 7.

Table 7. Comparison on the basis of different level of education for 
Negative Outlook

Sum of 
Squares

df Mean 
Square

F Sig.

Between 
Groups

.247 3 .082 .161 .923

Within 
Groups

52.319 102 .513

Total 52.566 105
		

ANOVA was conducted to compare the effect of different level 
of education, grade 10th, grade 11th, grade12th, undergraduate, 
postgraduate, of youth for the factor Positive Outlook and Treatment There 
was not a significant effect of different level of education of youth was 
found at the p>.05 level for the three conditions F (3,102) =.162, p=.922]. 
See table 8.

Table 8. Comparison on the basis of different level of education for 
Positive Outlook. B=Positive outlook

Sum of 
Squares

df Mean 
Square

F Sig.

Between 
Groups

.232 3 .077 .162 .922

Within 
Groups

48.874 102 .479

Total 49.107 105

 
Discussion: This study’s objective was to identify the effect of age, gender, 
and different level of education on the identified factors, i.e. Negative 
Outlook (. factor A) and Positive Outlook and Treatment (factor B). Results 
of hypotheses H1, H2, H3, H5, H6 suggest that attitude of youth towards 
the identified factors is not affected by gender, age and different level of 
education except hypothesis H4, which is “Gender of youth is significantly 
differ for positive outlook and treatment about the stigma of mental illness” 
shows a marginal p-value = .05. There may be chances for future research, 
study at a large scale will provide clear differentiation for this hypothesis. 
The second objective was to identify the most critical dimension of 
identified factors for Negative Outlook and Treatment (factor A), the 
dimension” I believe a person with mental illness is hard to talk to”, came 
out as the most crucial with factor score of 0.787. Positive Outlook and 

Treatment (factor B), “Treatment can help people with mental illness lead 
normal lives” turned out as the most critical dimension with factor score of 
0.716. These two dimensions advocates there are fair chances to mitigate 
stigma provided awareness about the disease is required.

Conclusion: A multidimensional approach from policymakers, N.G.O.s 
to raise awareness about mental illness, including public information to 
correct mental illness perception and offering counselling at school and 
college level is suggested. Studies related to the stigma of mental illness, 
and the role of gender, education and age among Indian youth, we did not 
find any. Our study is limited only to the youth of Delhi and N.C.R. a pan 
India study is required.
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Becoming and remaining veg*n (a term used to capture both vegetarians 
and vegans) is a difficult process, in which the desire to adopt and affirm a 
veg*n identity is of great importance. Individuals may rely on communities 
for support and identity construction. This research aims to understand 
the process of identity construction of veg*ns using communities along the 

individual’s trajectories. This study is based on the method of narratives, 
with semi-structured interviews of 15 French vegetarians/vegans/strict 
vegans. A semantic and diachronic analysis of the narratives was carried 
out. The results highlight (1) different types of communities (imagined and 
real virtual or physical) and reciprocal and non-reciprocal ties with these 
communities and (2) different effects over the course of the trajectory 
regarding the use of one or more communities: help when passing 
convictions into practice, acquisition of knowledge / skills, increased well-
being, strengthening of convictions. Finally, a typology of trajectories of 
identity construction in relation with community use is proposed.

This study helps 1) to better understand the role of communities in the 
evolution of the veg*ns’ practice (for example transition from vegetarian 
to vegan), 2) the effects of communities on others’ practice (promotion 
of veg*nism) and 3) how these effects depend on community types and 
moment within the trajectory.

Keywords: identity, social identity, community, vegetarian, vegan, veg*n, 
trajectories, qualitative study

Introduction and background / rationale: Due to the negative effects 
of excessive production and consumption of meat for the environment or 
the suffering caused to animals, vegetarianism and veganism have been 
more popular than ever (Bagci and Olgun, 2019). However, becoming and 
remaining veg*n (a term that captures either vegetarianism or veganism, 
Rothgerber, 2014) is a difficult process, in which the desire to adopt and 
affirm a veg*n identity is of great importance (Plante et al., 2019). 

Individuals build identity through their unique traits, interpersonal (dyadic) 
relationships, and group membership (Brewer & Gardner, 1996). Individual 
self represents the unique side of an individual. This uniqueness may be 
represented by attributes or characteristics which serve to differentiate the 
person from the rest of people (Breakwell, 2015; Sedikides et al., 2011, 
2013). Relational self represents the interpersonal side of an individual, 
based on the relationships with other individuals (Ashmore et al, 2004). 
The shared characteristic differentiates in-group members (large social 
groups) from out-group members and may affect the roles within the group 
(Sedikides et al., 2011; 2013). Regarding eating practices, individuals 
may “construct their identities based on how they think, feel and act with 
respect to food and eating” (Sobal et al., 2014). In this regard, a person 
who eschews meat, in other words, a veg*n may use his or her type of diet 
as an identity. For Rosenfeld and Borrow (2017) veg*n identity represents 
an “individual’s thoughts, feelings, and behaviours regarding being 
vegetarian”. 

Individuals may rely on communities for support and identity construction. 
Several typologies of communities exist in the literature but according to 
us, the most inclusive one makes the distinction between real communities 
and imagined communities. Real communities are made of physical and 
virtual/online communities. Physical communities are direct and close, 
defined by a geographical scale where members do not have another 
choice (e.g. born in a country) or the choice is limited (e.g. neighbourhood) 
(Pretty et al., 1994).  Virtual/online communities are mediated and 
distant (the geographical scale is not a prerequisite), they are websites 
that promote information sharing and exchange, belonging, emotional 
support and facilitate problem solving (Bradford, Grier and Henderson 
2017; Johnson and Lowe 2011). On the opposite, imagined communities 
are “large collectivities whose members are linked primarily by common 
identities but minimally by network of direct interpersonal relationship” 
(Calhoun, 1991). In this postmodern vision of community, each individual 
belongs to different communities (Cova, 1997), real and imagined. The 
specific nature of real communities (physical and virtual ones) defined by 
interactions between their members have enabled researchers to study 
the different roles played by individuals in their communities. For Cova and 
Roncaglio (1999), community members can be divided into four categories: 
1/ loyal or hard core members, 2/ participants to the community’s events, 
3/ daily practitioners and 4/ supporters who do not practice but are 
supportive of the community’s cause or interest.  

Aim of the study: The aim of this research is to understand the process 
of veg*n identity construction through the use of communities along the 
trajectories (i.e. how identity uses one or different communities according 
to the state of the trajectory). Many studies have indeed focused on the 
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veg*n identity, but few focused on their trajectories, and none to our 
knowledge on the influence of relationships to communities on veg*n 
identity with a longitudinal vision along the trajectory. This study will help to 
better understand how relationships with communities can play out on how 
veg*ns can evolve in their practice (transition from vegetarian to vegan, 
flashbacks ...) but also, how they can change the practices of others 
(promote veg*nism), depending on the communities they are involved with 
at different times in their trajectory.

Methodology: For Epp et al. (2014), who studied how families’ 
consumption practices shift in response to separation, a trajectory is 
defined by “how people reassemble practices across space and time”. 
In the present research, we adopt a similar view and consider individuals’ 
trajectories as the way individuals’ practice and identity evolve across 
space and time. This research is based on the method of narratives. The 
heart of the narrative method is not only to inventory facts, but also to 
inform the interpretations that actors make of them and the impact of these 
facts on actions, with a comprehensive approach of the experiences of 
consumers. It is used in this study to understand the process of changing 
practices and constructing a veg*n identity.

Fifteen participants were recruited by word of mouth. The sample is 
composed of 7 men and 8 women, the average age is 33.8 years (min = 
18, max = 50), self-declared as vegetarian/vegan/strict vegan (on average 
for 8.9 years; min = 6 months and max = 30 years). The interviews were 
semi-structured, with the starting instruction “Tell me your journey to 
become vegetarian and since you are vegetarian”. The interviews have 
been recorded and transcribed. The analysis of the data had three 
objectives: 1/ to objectively report on the past by inventorying, in particular, 
specific events, 2/ to reconstruct the trajectory as an extension of coherent 
stages whose temporality is traced and 3/ to distinguish in discourse the 
descriptive and explanatory elements. For this purpose, an understanding 
and diachronic analysis (i.e., positioning events in relation to each other) 
was carried out in order to understand the sequential causalities (Bertaux, 
2016). Alongside this sequential description, changes in trajectories were 
categorized into categories and subcategories without a predefined grid.

Results: First, depending on the nature of communities and whether 
the respondents are actively involved in communities’ activities, the 
relationship they have with communities may be described as reciprocal or 
not. Results highlighted the following:

•	 Real communities and reciprocal ties: those in which individuals will 
exchange advices and ideas, and in which they will eventually campaign. 

•	 Virtual communities and reciprocal ties: in which individuals are 
recognized, where they receive and provide information on ways of 
consuming, on ideas (“it’s true that it can help to feel supported and not 
alone, so to belong to Facebook groups of local people who think in the 
same way, who consume in the same way, who exchange good tips, 
advice, recipes, restaurant ideas, it can be anything, just as it can be 
more activist or militant.” Resp. 12)

•	 Virtual communities and non-reciprocal ties: some respondents expect 
benefits from the community but do not participate. It is the case 
with groups or newsletters to which individuals subscribe to receive 
information. Sometimes the information is relayed or shared, but the 
individual does not actively contribute to feed the community. On the 
opposite, some individuals support the community without expecting 
anything from it.

•	 Imagined communities in which there can be no reciprocity: because 
the community does not materialize through places (real or virtual) of 
exchanges (Resp. 6 who recognizes herself in the community of those 
who “care about what they eat”).

Second, over the course of the trajectories, this use of one or more 
communities corresponds to different motivations or / and produces 
different effects: 

•	 Help in the transition from convictions to practice: the community 
may facilitate the transition to a veg*n diet. “I had made a friend, who 
had printed little Vogota cards – for Vegetarian Bogota – with all the 
vegetarian or vegan addresses in Bogota and we became friends.” 
Resp. 11)

•	 Acquisition of knowledge / skills for oneself: communities may help 
to acquire knowledge to strengthen and facilitate the practice due to 
the exchange of information, recipes…  This help can be continuous 
or only happening when significant changes appear in the trajectory. 
It allows the affirmation of identity through practice, both for oneself 
(practical information) and in relation to others (to defend and develop 
the practice).

•	 Acquisition of knowledge, in relation to others: communities can provide 
learning and skills useful to develop arguments, and convince (“There 
are people who are questioning, who are open-minded, and even if 
they are not vegetarians they understand. I tell myself that my role is 
to put the little seed in their heads, it’s a little bit like what happened to 
me, I had a little seed myself at the beginning, and the fact of seeing 
this association made me grow a little bit”. Resp. 15). The use of 
communities, continuous throughout the trajectory, contributes to the 
affirmation of identity through convictions, in relation to others.

•	 Increased well-being: respondents explain that they feel comfortable 
with “people who look a little more like me, … to feel supported… 
it’s nice... we already understand each other” (Resp. 2). This help is 
continuous throughout the trajectory and contributes to the affirmation 
of identity for oneself, both through practice and conviction.

•	 Strengthening of convictions by affiliation and distinction: the use of the 
community can strengthen one’s convictions, either by affiliation or by 
distinction. Being part of a real or imagined community helps those who 
have already taken the step of becoming vegetarian, to maintain the will 
to be vegetarian (Resp. 4 “[the community] raises the flame…, to see all 
the time that there are always things, wood that is added to the fire, it 
keeps the flame and envy continuing, even growing”). This affirmation 
of one’s identity both for oneself and in relation to others, through 
affiliation, seems to lose importance when the practice has taken hold. 
Less expected, several respondents define themselves by whom they 
are not, like Resp. 7 who defines himself in comparison to the militant 
vegans, with whom he does not agree. This mechanism seems to take 
on importance when the practice has taken hold.  

As a synthesis, the figure below positions the different motivations or 
effects to use a community along the trajectory: on the left side, the 
transition mechanism to a veg*n practice, progressive or sudden; by 
moving to the right, the effects. These effects can be found regularly 
along the trajectory (acquiring knowledge), progressively increased (well-
being) or of different importance along the trajectory: losing importance 
(strengthening convictions through affiliation) or gaining importance 
(strengthening convictions through distinction).

Figure 1: Motivations and/or effects of using a community along the veg*n 
identity affirmation trajectory

 

 
Based on this analysis and without forgetting the uniqueness of each 
trajectory, a typology of trajectories can be proposed: 

1) Individual trajectory (Resp. 8 and 13)

2) Mainly individual trajectory for Resp. 1 and 6 who only refer to an 
imagined community
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3) Defensive / self-protection trajectory for Resp. 3 and 10 who refer to 
imagined community and find help from real communities at moments of 
transition

4) Reinforcement trajectory (Resp. 2, 4, 5, 14, 15) with reciprocal and 
stable ties with real communities (virtual and physical) and a reinforcement 
process along the trajectory, and final

5) Maturity (Affirmation and distinction) trajectory (Resp. 7, 9, 11, 12), for 
whom different communities play an important role along the trajectory, 
with a decreasing importance of strengthening of convictions by affiliation 
and the greater importance of strengthening of convictions by distinction 
as the trajectory progresses

Discussion: This research sheds light on the interactions between veg*n 
trajectory, identity construction and use of communities. Results show 
that the veg*n trajectories start from an initial individual context where 
personal concerns, relation to food and social environment foster, either 
progressively or suddenly, the decision to adopt the new diet. It is followed 
by a phase of familiarization with and designing of the individual practice, 
during which the veg*n will integrate veg*n traits in their own identity. At 
the same time, veg*ns will have to position themselves in terms of social 
identity relatively to both veg*n and non-veg*n groups in society. In other 
words, defining who is in their in-group and who is in the out-group 
(Sedikides et al., 2011; Sedikides et al., 2013). In each phase, the use of 
veg*n communities will influence the trajectory as well as the development 
of the identity. The results identify three main types of communities: 
physical and online real communities and imagined communities, in line 
with past research on communities (Bonnin and Odou, 2010). The role 
and use of these communities will vary along the individual trajectories. 
Real physical communities contribute to the definition and implementation 
of the practice but also to the reinforcement of the convictions. Online 
communities are used to gather the necessary information but also to 
confront practice and identity to external regard. Imagined communities 
play a more normative role, and allow the veg*n to position themselves in 
relation to specific groups, either close (like other kinds of veg*n) or distant 
(omnivorous). Taken together, the results are in line with past research 
that pointed out that communities are places where individuals seek and 
exchange information and emotional support (Rheingold 2000; Ridings and 
Gefen 2004). By identifying the various roles and nature of communities 
involved in the adoption and evolution of a veg*n diet, the research 
contributes to a better understanding of the process leading practices and 
convictions to the development of an identity and a social identity as a 
veg*n. 

The main implications are twofold. First, the research leads to possible 
recommendations for actors in the sector regarding how they can get 
support from the communities to promote their products and finalize their 
messages. Indeed, communities are important support for information 
transmission, practical advising, and as such constitute a relevant and 
efficient channel. Yet, because the development of an identity does not rely 
on diet practice only, arguments will have to take into consideration more 
elements than the mere absence of meat, and include, to be coherent with 
convictions, other aspects such as traceability, packaging sustainability, 
environment-friendly production practices, etc. Second, and from a more 
social marketing point of view, the question of the veg*n identity can 
be a key point to more widely promote sustainable behavior in society. 
Beyond the individual health-related positive effects, veg*nism’s positive 
outcomes on the environment and the planet’s resources have been widely 
documented. However, external regard for veg*ns is generally limited to 
the perception of a specific practice involving daily constraints, health 
risks and lack of pleasure (the “annoying vegan” described in Rosenfeld 
and Tomiyama, 2019). Yet, for most of them, their practice is grounded 
on much more involving considerations, often at an ethical, moral and 
philosophical level. Thus, for any association or policy maker aiming at 
fighting the meat paradox described by Rothgerber (2014), comforting and 
spreading a positive social identity of the veg*n is central to extending its 
influence on society. In addition, support for individuals who want to make 
a transition towards veg*nism is essential. Supporting and acting with 
veg*n communities should be a more efficient action to foster a positive 
evolution of the veg*n social identity, contributing by extension to an easier 
and more generalized adoption of the behavior. This echoes the idea that 

social marketing is not limited to communication but is mainly based on 
collaboration with various stakeholders, like veg*n communities (Kubacki 
and Rundle-Thiele, 2017). 

Future research should be conducted to address the limitations of 
our study. Even if the size of the sample is acceptable for a qualitative 
research, additional elements are needed to establish external 
validity. More specifically, further analyses could be based on a more 
heterogeneous sample especially on the length of the practice. Indeed, 
communities’ effects along the trajectories may be different: we may 
expect that individuals with a longer practice are more inclined 1/ to deliver 
knowledge, 2/ to convince and 3/ affiliate with others, recently engaged in 
a veg*n diet. We also invite future research to further investigate the role 
played by communities in the veg*n identity construction. Especially, it 
would be useful to deeper analyse the effects of community identification 
(Dholakia et al., 2004) regarding the trajectory and the sense of community 
(Yoo et al., 2002). As we progress in the comprehension of the veg*n 
identity construction, more research is still needed to better identify the 
interacting determinants pertaining to the practice and those pertaining 
to the convictions, and the social influences at stake in the process. More 
and more individuals are defining themselves as veg*ns, but the scope of 
such identity is still unclear regarding the underlying components, and how 
self-perception and external regard compete to enable a positive veg*n 
social identity. 

Conclusion: By studying the veg*n identity construction trajectories, this 
research shows that food behaviour change is an individual, identity-
related process, and a collective, community-driven process. As such, 
it needs social marketing interventions which go beyond targeting and 
changing individual behaviour (French and Gordon, 2019). Through 
understanding the role of communities in consumers’ vegetarian journey, 
this article suggests for policy makers new perspectives of action involving 
veg*n communities.
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Abstract: There is a substantive exchange paradox in social marketing. 
Despite exchange being foundational to the domain, as is evidenced 
by the central position it takes in the iSMA consensus definition and 
its inclusion as one of eight benchmark criteria, exchange theory is 
significantly underutilised and underdeveloped in social marketing. 
Exchange blindness hampers social marketing’s capacity to deliver wide-
scale behaviour change required for crises such as climate change, the 
United Nations Sustainability Development Goals (UN SDGs), inequalities 
and the pandemic. Causal loop diagrams, a systems tool capturing non-
linear relationships, behavioural and exchanges dynamics across macro, 
meso and micro stakeholders, offers social marketing a theoretical and 
practical way forward for systemic change.

Introduction and background / rationale: Kotler (2000) suggests five 
prerequisites are required for exchange to take place. There are at least 
two parties; each party has something that might be of value to the other 
party; each party is capable of communication and delivery; each party is 
free to accept or reject the offer and each party believes it is appropriate 
or desirable to deal with the other party. Central to these assumptions 

is the conventional notion that the exchange in social marketing is a 
dyadic transaction. However, Zak (2011, p. 222) explains “exchange is 
necessarily other regarding” as we interact with other stakeholders in 
a system on a routine basis, gauging our own and others behaviours 
against expectations. Yet the mismanagement of stakeholders is one of 
social marketing top three failures (Cooks et al., 2021) despite calls for 
multi-level, multi-stakeholder wide-scale behaviour change that co-
ordinate and integrate individual and collective exchanges and associated 
developments in macro social marketing and systems social marketing 
(French et al., 2017; Hastings and Domegan, 2018; Kennedy, 2017). The 
use of exchange theory remains a critical impediment in social marketing 
(Kubacki et al., 2015; Cairns and Rundle-Thiele, 2014; Almestahiri et al., 
2017; Flaherty et al., 2020).

Turning to systems science, causal loop diagrams (CLDs) are a powerful 
diagnostic tool to investigate and understand exchange relationships and 
their potential transformation in social marketing. Sterman (2000, p.102) 
defines CLDs as “simply maps showing the causal links among variables 
with arrows from a cause to an effect” with an indication of polarity of 
hypothesized relationship between variables. CLDs qualify as “flexible 
and useful tools for diagramming the feedback structure of systems in any 
domain” (Sterman, 2000, p.36). For social marketing, CLDs can be used 
as a basic representation of the key exchange forces within a problem 
system and how these exchange forces are interconnected. Arrows are 
used to indicate the direction and the nature of the exchange relationship 
(Saunders and Truong, 2019; Khayame and Abdeljawad, 2021). Each 
causal link is allocated a positive or negative polarity indicating how the 
various exchange issues act and react. CLDs present social marketers 
an opportunity to understand the behavioural, structural and stakeholder 
exchange barriers, drivers and dynamics in a problem system. 

Aim of the session: This paper demonstrates how causal loop diagrams 
(CLDs) are a powerful diagnostic tool for social marketers that offer the 
potential to elevate exchange theory centre stage for collective action and 
systemic change. 

Method / approach: The UN SDGs, policy makers, health and 
environmental experts with scientists increasingly recognize the 
importance of lifestyle changes across populations. Extensive research 
shows that what happens to a child during pregnancy and the first 
2 years of life will influence the child’s health and wellbeing for their 
lifetime (Williams et al., 2009; Centre for Community Child Health, 2018).  
Favourable experiences, which occur during this critical stage, impact 
positively on the child’s development including social, motor, cognitive and 
linguistic development (Canny et al., 2017; Child Research Network, 2017).  
Importantly, it lays the foundations for the attitudes, skills and behaviours 
for lifelong improved health and wellbeing (WHO, 2019). As a result, the 
WHO 2019 guidelines suggest that:

•	 Infants less than 1 year should be physically active several times a day in 
a variety of ways, particularly through interactive floor-based play; more 
is better. For those not yet mobile, this includes at least 30 minutes in 
prone position (tummy time) spread throughout the day while awake and

•	 Children 1 and 2 years old should spend at least 180 minutes in a variety 
of physical activities at any intensity, including moderate- to vigorous-
intensity physical activity, spread throughout the day; more is better.

Against this context, the overarching research goal was to identify 
evidence-based active play/physical activity interventions covering 
multiple-levels, multiple stakeholders and multiple exchange offerings 
to increase opportunities for 0-3-year-olds active play/physical activity 
in a city systems setting. A “system” is a set of elements, for example, 
people, structures, practices, and roles, interconnected to produce their 
own pattern of behaviours and exchanges over time. The project utilized 
a social marketing soft-systems methodology making extensive use of 
causal loop diagrams via group model building. The research followed an 
iterative three stages research design.   

In stage 1, the formative research stage, a systematic literature review was 
undertaken to understand other successful interventions that targeted 
increasing physical activity and active play opportunities among 0–3-year-
olds. This review uncovered relatively few interventions which specifically 
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aimed to increase or improve physical activity among 0-3s. Generally, 
the physical activity element was part of a wider objective e.g., obesity 
prevention or bone formation in premature babies.  This review was 
supplemented by the collection of primary survey data from key system 
stakeholders, (n = 115) who identified and listed their top three barriers and 
enablers, with clarification statements to active play for 0–3-year-olds in a 
city setting. This data identified all the inhibitors and drivers, or bright spots 
perceived by stakeholders to affect active play for 0-3-year-olds in the city 
in question. The system stakeholders included local and national health 
policy makers, crèches and preschools, parent and toddler groups, child 
and family agency stakeholders, city council stakeholders, community 
and voluntary representatives, national organizations, private childcare 
providers and stakeholders from the education and media sector.  

The second stage, an explanatory stage, entailed paired comparisons 
that generated barrier and enabler categories into 40 themes, 22 of 
which were negative (barriers) and 18 of which were positive (enabling).  
Causes and effects and the dynamic multi-causal relationships between 
all these perceived forces were then analysed based on the causal loop 
group modelling (n = 6).  Causal loop diagrams are prime system tools 
for capturing feedback dependency in complex systems. The causal loop 
diagrams illustrate the central driving forces and rooted patterns within 
the system.  This resulted in the generation of a multi-causal active play 
for 0-3-year-olds systems map (see Figure 1) which represented the 
interactions between the structural, behavioural and stakeholder elements 
that hinder and/or enable active play exchanges for 0-3-year-olds in the 
city.  

The final stage, a triangulation stage, involved key informant interviews 
with other system stakeholders beyond the modelling group (n=4) verified 
the map and ensure it was representative of what is currently taking place 
in the city among 0–3-year old’s and active play. This final stage also 
identified exchange solutions across the active play systems map.

Results / findings: The stakeholders identified 239 barriers to active play 
and from these, 8 underlying forces and 136 potential solutions that are 
interconnected. These findings are illustrated in Figure 1.

The systems map, made up of single CLDs, presents a visualization of 
all the exchange dynamics at work in relation to active play for 0-3-year-
olds in X city.  The map is a rich causal loop picture that captures the 
interrelated factors and incorporates diverse perspectives, experiences, 
and structural issues. The various CLDs making up the map illustrates the 
micro, individual variables, such as awareness and motivation; the meso 
factors such as the public health nurse and parent group services as well 
as the macro, organizational and structural components such as health 
and safety governance and policies in crèches together with the interplay 
between them.  The map identifies “lack of co-ordination/integration of 
national and local policy” and “parenting and parents’ lifestyle” as the 
dominant dynamics that currently undermine or block (act as a barrier) 
active play in 0-3-year-olds exchanges in X city (red CLDs). These form 
negative exchange feedback loops, which are examples of “vicious loops”.  
The map also identifies “parent support and resources”, “registered 
childcare setting” and “targeted interventions” as the bright spots or 
positive patterns (green CLDs) that facilitate active play for 0-3-year-olds in 
X city.  These enablers form positive exchange feedback loops, which are 
examples of “virtuous loops”.

Lack of co-ordination/integration of national and local policy :  The lack of 
co-ordination and integration of national and local policy contributes to a 
lack of funding for 0-3-year-olds.  Often the funding focus is on preschool 
aged children (4–5-year-olds) and as a result little funding is provided to 
develop services/facilities for 0-3-year-olds.  The lack of funding is also 
as a result of individuals, groups and communities not lobbying their 
politicians as active play is not seen as a critical issue and more important 
issues come to the forefront.  Limited funding for 0-3-year-olds drives 
inadequate play spaces, due to antisocial behaviour, poor maintenance, 
and access issues; lack of age-appropriate play facilities, as many facilities 
are targeted towards older children and the high cost of age-appropriate 
activities and equipment, some activities such as water babies can be very 
expensive. These add to and fuel childhood social inequalities particularly 
among minority groups as prejudice and bias towards these groups’ 

results in them finding it difficult to participate and engage in organised 
active play events or activities.

Parenting and parents’ lifestyle: Parents, parents’ lifestyles and parenting 
are not homogenous but are heterogeneous behaviours; parenting is 
strongly influenced by the parent’s status in life.  Parents who are living 
in poverty or substandard conditions, their ability in relation to active play 
is negatively impacted by their living conditions.  The heterogeneous 
parenting and lifestyles strongly influence’s parents’ motivation to want 
to actively engage in these activities with their 0-3-year-old.  Parents 
and children also spend lots of time watching screens indoors.  This 
discourages children spontaneously engaging in active play.  Due to the 
abundance of screens, parents and children sit for long periods, fuelling a 
sedentary lifestyle.  Other parents and families have very busy lives with 
work and family commitments and have a perception that they do not 
have the time to spend playing with the child indoors or outdoors.  The 
perceived inclement weather also hinders active play among 0-3-year-olds.  
Parents do not want their child outside in bad weather and/or do not have 
appropriate clothing for different weather conditions.  

Other negative exchange loops related to Shared and emergency housing: 
Inspections and risk: Lack of awareness and understanding: The map 
identifies Parent supports and resources: Registered childcare setting 
and Targeted Interventions as the drivers or enablers currently facilitating 
desired exchanges for active play for 0-3-year-olds in X city.

Figure 1: A Systems Map of the factors that influence active play for 
0-3-year-olds in X city.

 

 
Discussion: The dominant CLDs (red) highlight the micro-macro 
behaviours generating exchanges that are harmful, for example, parents 
purchasing child-restraining equipment intended for use as a car seat in 
a car and not intended for use as a safety mechanism in the home. Other 
CLDs (green) highlight the exchanges that might exemplify movement 
towards the desired behaviour change such as the use of parks as safe 
playgrounds for young children.

All CLDs highlight the importance of the multi-level relationship nature 
of exchanges and a shift away from dyadic or transaction as a unit of 
analysis. In keeping with Bagozzi (1975), CLDs demonstrate that exchange 
is about systems stakeholders who react to events or the actions of 
others but also self-generate their own actions. These webs and networks 
characterise more complex embedded and nested exchanges than 
hitherto acknowledged in social marketing. These multi-level webs of 
exchanges are based on blends of self-interest values such as personal 
status and success;  mutuality values such as the wellbeing of others and 
morality values meaning broad acceptance or prohibition of a behaviour 
such as responsible parenting (Zak, 2011). Self-interest, mutuality & 
morality values can be further broken down into functional, emotional, 
social or cost/sacrifice values (Smith et al., 2007) underlying the complexity 
of multi-level exchanges in a problem system. 

Conclusion: Social marketing will continue to go round in futile circles 
until Exchange theory, currently underutilised and underdeveloped, moves 
centre stage conceptually and methodically. Exchange, as highlighted 
by CLDs, involves a web of active relationships beyond the client or 
citizen – exchange Is about the macro, meso and micro interconnected 
relationships happening, or not, in a localised problem systems context. 
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Furthermore, CLDs re-enforce exchange as a complex co-created self-
organising process, not an event or once off intervention. 
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Combating plastic pollution with… general lifestyle influencers? 
Comparing influencer advertising effectiveness according to product 
type, influencer type and message framing

Conference theme

Environment & sustainability

Conference track 

Planetary health: Environment and sustainability

Abstract

Although social media influencers are known for being effective 
commercial brand endorsers, it is unclear whether and how they can 
promote sustainable consumer products in particular. This study 
investigates how general lifestyle influencers with no sustainability 
expertise can effectively reach favourable ad and brand objectives for 
plastic-free products. By means of an online experiment, we compare the 
outcomes of a sponsored influencer post in which the influencer type, 
product type and message framing are manipulated. The results reveal 
that consumers’ affective response is significantly more favourable when 
macro lifestyle influencers promote the plastic-free (versus conventional) 
lifestyle product, and that affective response in turn positively affects 
the advertising outcomes. Whereas commercial brands thus better opt 
for nano lifestyle influencers to promote conventional lifestyle products, 
it appears that sustainable brands can work with both nano and macro 
lifestyle influencers to promote plastic-free alternatives.

Introduction and background / rationale

Given that plastic pollution is a pressing environmental problem (Geyer, 
Jambeck, & Law, 2017; Parker, 2019; United Nations Environment 
Programme, 2018), it is useful to discover how plastic-free alternatives 
should be marketed to appeal to the greater, more general public, instead 
of only to the green community. Related to the social learning theory 
(Bandura, 1977) stating that individuals adopt behaviour by imitating 
their role models, social media influencers are often considered role 
models whose behaviours are worth mimicking (Chwialkowska, 2019; 
Folkvord, Bevelander, Rozendaal, & Hermans, 2019; Ki & Kim, 2019). This 
could imply that consumers might mimic their role models’ behavioural 
habits with regard to plastic consumption as well. Therefore, this study 
investigates whether general lifestyle influencers are suitable to promote 
plastic-free products among “general” consumers (i.e. those not 
necessarily known as “green”). 

Among general lifestyle influencers, different influencer types can be 
distinguished based on a respectively increasing number of follower: 
nano, micro, macro, and mega influencers (Ismail, 2018). This study 
compare the impact of nano lifestyle influencers (i.e., about 1k followers) 
and macro lifestyle influencers (i.e., more than 100k followers) on 
advertising effectiveness, according to product type. Based on the 
schema-incongruity theory (Mandler, 1982), the unfavourable state of 
strong incongruence could be achieved when nano lifestyle influencers 
promote plastic-free (versus conventional) products, as it is unexpected 
(i.e., incongruent with one’s expectations) that they post sponsored 
content, as well as unexpected (i.e., incongruent with one’s expectations) 
that if they do, that given their lack of sustainability expertise, they would 
do so to promote a plastic-free alternative. In contrast, the favourable 
state of moderate incongruence could be achieved when macro lifestyle 
influencers promote plastic-free (versus conventional) lifestyle products. 
Although it is unexpected (i.e., incongruent with one’s expectations) given 
their lack of sustainability expertise that they would promote plastic-
free alternatives, it is expected (i.e., congruent with one’s expectations) 
that sustainable brands would want to work with them, given their great 
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exposure potential. The state of moderate incongruence is believed to 
elicit more positive (i.e., pleasant surprise, curiosity) than negative (i.e., 
frustration, irritation) feelings, whereas the opposite is true for strong 
incongruence (Kraus & Gierl, 2017; Mandler, 1982). In turn, these feelings 
might spill-over to one’s evaluations (Kraus & Gierl, 2017; Yoon, 2013). 
Therefore, the following hypotheses are proposed:

H1: There is an interaction effect between influencer type and product 
type on affective response. Affective response is (a) more favourable when 
macro lifestyle influencers promote plastic-free (versus conventional) 
lifestyle products, and (b) less favourable when nano lifestyle influencers 
promote plastic-free (versus conventional) lifestyle products.

H2: Consumers’ affective response positively affects the advertising 
outcomes.

Besides investigating the impact of influencer type, our study also explores 
how message framing affects advertising effectiveness, according to 
product type. The VisCAP-model (Rossiter & Percy, 1987; Rossiter & Percy, 
1997) relates endorser characteristics with message framing strategies, 
stating that endorsers with expertise benefit from using informational 
message framing, whereas endorsers with an appealing appearance 
or personality benefit from using transformational message framing. In 
particular, informational advertising focuses on rational product arguments, 
while transformational advertising focuses more on experiences and 
feelings related to product use (Puto & Wells, 1984). Applied to general 
lifestyle influencers, it is probable that they are considered experts in 
lifestyle matters, implying that informational approaches might work well 
when promoting conventional lifestyle products. However, as they are 
not considered sustainability experts, general lifestyle influencers have to 
rely on their popular (online) persona to promote plastic-free alternatives, 
implying that they would benefit from using transformational approaches. 
Based on this reasoning, the following hypothesis is proposed:

H3: There is an interaction-effect between message framing and product 
type on the advertising outcomes. The advertising outcomes improve 
when general lifestyle influencers promote (a) plastic-free lifestyle products 
with transformational (versus informational) message framing, and (b) 
conventional lifestyle products with informational (versus transformational) 
message framing. 

Method / approach: An online experiment was conducted with a 2 
(influencer type: macro versus nano lifestyle influencer) x 2 (product 
type: conventional versus plastic-free shampoo) x 2 (message framing: 
informational versus transformational) between-subjects design. 
Participants first saw a hypothetical Instagram account, with a description 
of either a nano or macro lifestyle influencer. Then, participants saw an 
Instagram post in which this influencer promoted either conventional or 
plastic-free shampoo with either informational or transformational message 
framing in the text below the picture. Then, positive (α = .718) and negative 
(α = .871) affective responses were measured, each using two items on 
a 5-point Likert-type scale (Kraus & Gierl, 2017). Affective response was 
then calculated by subtracting the negative from the positive affective 
responses. Lastly, with regard to advertising outcomes, ad attitude (α = 
.905) was measured using five items on a 5-point Likert-type scale (Bruner 
& Gordon, 2012), brand attitude (α = .865) was measured using five items 
on a 5-point bipolar type scale (Spears & Singh, 2004), purchase intention 
was measured by asking participants to indicate how likely it was that 
they would purchase the promoted product on a 4-point bipolar-type 
scale ranging from 1 (very unlikely) to 4 (very likely) (Petty, Cacioppo, & 
Schumann, 1983), and click-through intention was measured in a similar 
fashion as purchase intention, asking them to indicate how likely it was 
that they would click through to visit the social media page of the brand. 
Participants were recruited by undergraduates who could gain course 
credit for their help in data collection. The experiment was conducted 
among female Instagram users aged between 18 and 25. The analysis was 
based on the data of 253 participants (Mage = 20.23; SDage = 1.73) using 
PROCESS v3.5 by Andrew F. Hayes (model 7 for testing hypothesis 1 and 
2; model 1 for testing hypothesis 3).

Results / findings: The analysis shows a significant interaction effect 
between influencer type and product type (p = .007). More specifically, 
the results demonstrate a significantly more favourable affective response 

when the macro lifestyle influencer promotes the plastic-free versus the 
conventional shampoo (Effect = 1.0386, SE = .257, p < .001, 95% BCCI 
= [.532 to 1.5449]), allowing to accept H1a. As affective response did not 
significantly differ according to product type for the nano influencer, H1b 
is rejected. Further, the results indicate that affective response significantly 
influences ad attitude (β = .435, SE = .025 , p < .001, 95% BCCI = [.385 to 
.484]), brand attitude (β = .159, SE = .023, p < .001, 95% BCCI = [.114 to 
.204]), purchase intention (β = .193, SE = .027, p < .001, 95% BCCI = [.140 
to .245]), and click-through intention (β = .380, SE = .033 , p < .001, 95%  
BCCI = [.316 to .445]), allowing to accept H2 for all advertising outcomes. 
Lastly, the analysis shows that affective response mediates the effect of 
product type for macro influencers (Effect = .452, SE = .115, 95%  BCCI 
= [.230 to .684]). With regard to H3, no significant interaction effect was 
observed.

Discussion and conclusion: This study shows that whereas commercial 
brands better opt for nano lifestyle influencers to promote conventional 
lifestyle products, sustainable brands can work with both nano and macro 
lifestyle influencers to promote plastic-free alternatives. With regard to 
message framing, this study does not provide conclusive findings, as no 
significant results were observed. With regard to the study’s limitations, a 
first remark is that the study only includes female Instagram users. Further 
research is encouraged to replicate the study from a male perspective. 
Another limitation is that only one specific product was used, rendering 
it unclear whether the results also apply to other lifestyle products, yet 
leaving room to discover this in follow-up research. Lastly, the manipulation 
of message framing might have been too subtle to yield statistically 
significant differences, as it occurred in the text below the picture. Future 
research could therefore opt to visually differ between informational and 
transformational message frames instead.

The goal of this study was to discover whether and how general lifestyle 
influencers could effectively promote plastic-free lifestyle products among 
“general” consumers. The results show that sustainable brands can 
indeed rely on general lifestyle influencers to promote their plastic-free 
alternatives, and that they can collaborate with both nano and macro 
lifestyle influencers to do so. The study also provided partial support for 
applying the schema-incongruity theory (Mandler, 1982) in a social media 
influencer advertising context, implying that practitioners should strive to 
achieve the state of moderate incongruence to yield favourable influencer 
advertising outcomes. In sum, brands that are interested in social media 
influencer advertising should take these results into account when 
choosing a social media influencer to work with.
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Perception of COVID-19 vaccine among elderly in India- A Qualitative 
exploration using Grounded Study Methodology

Conference theme: People and wellbeing.

Conference track: COVID-19 – Sessions / presentations focused sharing 
learning from experience of dealing with the pandemic, new approaches, 
new theory and evaluation studies.

Abstract: Purpose – Owing to risk of severe illness increasing with age 
among COVID patients, this study intends to conceptualize the acceptance 
of COVID-19 vaccine among elderly and people with comorbidities. Not 
understanding their perception, hesitancy and motivating factors might 
cost the vaccination campaign in terms of poor registration and low 
turnout. This brings forth severe consequences to the world not limiting to 
the lose of precious lives and strain on medical system spreading beyond 
age and other population characteristics. The findings of the study are 
anticipated to make novel contribution to the academic literature and help 
members of COVID taskforce in designing elements of marketing mix to 
“nudge” the target group for immunization. 

Design/methodology/approach: Owing to exploratory nature of study, 
we adopted a qualitative enquiry using grounded theory methodology 
(Charmaz). Triangulation with expert and target group validation of the 
framework would be followed post development of the framework of 
decision-making process. 

Findings: The study is in data collection stage with achievement of 6 
interviews till the submission of this document. Originality/value – The 
study is notably one of the early attempts on understanding the perception 
of elderly and comorbid towards COVID-19 vaccine. 

Introduction and background / rationale: Beginning march 1, India the 
country of 133 million elderly (Verma, Khanna, & Chawla, 2014) declared 
open the registration of COVID-19 vaccine for people above 60 years of 
age and below (with comorbidities).

The voluntary nature of registration and primary mode being online 
(downloading COWIN app) brings forth concerns around hesitancy 
towards Vaccine. A report on digitization of India by Internet and Mobile 
Association of India (2019) reveals that people above the age of 40 years 
have a meagre contribution of 15% to the active internet users (Digital in 
India, round 2 report, 2019, IMAI). Although supplemented with walk-in-
enrolment at Covid Vaccination Centers (CVCs), the registration process is 
still ambiguous and unapproachable for many. 

The country had been vaccinating the frontline and healthcare staff till 
February 2021. The apprehension for the Covaxin (Indian name to the 
vaccine) among health workers was apparent from the initial turnout of 4% 
for the second dose (Union Ministry of Health and Family Welfare, 2021) 
which improved with time and rigorous communication efforts. 

Members of the COVID 19 taskforce worry about hesitancy issues that 
registration drive from elderly and people with comorbidities might bring. 

The commonest issues identified by observing behaviour of earlier vaccine 
beneficiaries are hasty approval of Covaxin (Indian nomenclature of 
vaccine developed indigenously), incidences of adverse effects. 

Other source of hesitancy is price tag of INR 250 (equivalent to USD3.4) for 
every shot at private Covid Vaccination Centers (CVCs). Falling trajectory 
of COVID19 patients in the month of January is also expected to bring 
down the perceived susceptibility as explained in Health belief model 
(Rosenstock, Strecher, & Becker, 1988). 

Verma, Khanna, & Chawla in 2014 identified that age progression has 
association with decline in immunity. Poor health and physiological 
changes make elderly more susceptible to infectious diseases.  

Aging population is among the most discussed phenomenon worldwide. 
India has witnessed threefold multiplication in population aged 60 and 
above in the last 50 years (Jeyalakshmi, Chakrabarti, & Gupta, 2011). The 
situation analysis of elderly population in India by Central Statistics Office 
projected population above 60 years to be 179 million by 2031, anticipated 
to double up to 301 million by 2051 which would be almost 1/3rd of total 
anticipated worldwide population of elderly 2.1 billion (World Population 
prospects, 2019, United Nations).

Not only the susceptibility but the severity of infections among elderly is 
counted to be higher. Isahak in 2000 conducted a study among patients 
hospitalized in New Delhi for community acquired pneumonia. The 
mortality rate among the people above 50 years of age was found to be 
two and half times higher than others. Weinberger, (2018) recognized the 
importance of vaccines for elderly is underestimated for various social and 
environmental factors. The same has been recognized by Verma, Khanna, 
& Chawla (2014) stating that the preventive measures among elderly must 
not be neglected. 

Social marketing plays pivotal role in tackling hesitancy issues among 
elderly and people with comorbidities. Just like commercial marketing, 
social marketing steers on the point that ideas and endeavours are more 
likely to succeed if they are focused on identifying and satisfying the issues 
with current and potential target audience (Kotler and Lee, 2011).

Elements of marketing mix offer solutions for the issue of vaccine 
hesitancy. Product, price, place and promotion combined with 
“partnership” and “participation” would create, communicate, distribute 
and give value to the audience aimed at. The right combination of same 
would make the adoption of recommended behaviour more appealing 
and easier by not only influencing the target but the influencer population 
(Kotler, & Armstrong, 2010). The social marketing utilizes these elements 
along with brand positioning to invoke voluntary behaviour change (not the 
enforcement or coercion). 

This calls for detailed study on target population to understand their overall 
perception about the COVID-19 vaccine along with motivators and barriers 
for intended behaviour adoption. Studying the population in detail will 
help in tactical segmentation of the population based on psychographic, 
awareness and understanding, health status, subjective experiences, 
intention to register and reach the COVID vaccination center, medical 
histories, social, environmental, and cultural factors.  
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The study aims to encourage enhancement in understanding how the 
sub groups identified to be persuaded and their respective solution to 
hesitancy.  

Aim of the session: Building on the motivators, barriers, and enabling 
factors in adopting vaccine by the elderly and people with comorbidities 
thus indicating the decision-making process, the study aims at filling an 
important gap in factors of adoption of COVID-19 vaccine by elderly. The 
key aim of the study is to extract factors that effect the vaccine related 
decision and action phenomenon. The findings of the study aim not only 
to broaden the body of literature but also to bring aid to marketers, task 
force workers and health workers in adopting alternative methods to 
approach target group and their tactical segmentation by moving ahead 
of background characteristics to psychographic characteristics and 
subjective experiences with vaccination, their willingness to perform the 
desired behaviour along with culture, environment and medical histories. 

The key points that would be answered by this research are: Ways to 
nudge elderly and people with comorbidities towards vaccine acceptance, 
framing of communication in terms of long-term gain, short time loss, 
dissemination of communication and delivery and exchange of vaccine as 
an idea etc.

This study is markedly one of the first attempts to explore the perception 
of Elderly towards COVID-19 vaccine in India by means of qualitative 
research. 

Method / approach: Since the objective and approach of the study is 
exploratory in nature, it would make use of Grounded Theory Methodology. 

Qualitative inspection is predominantly suitable for explorations that are 
grounded in data particularly for the constructs and phenomenon that 
have not been studied in depth earlier. Qualitative data helps in enriching 
the preliminary explorations and enables the advancement of theoretical 
framework simultaneously (Miles & Huberman, 1984).

We settled on Grounded theory methodology in accordance to the 
approach described by Charmaz (Charmaz, 2006) which details out the 
steps for both data collection and analysis. Following the directions of 
this approach the study follows purposive sampling to ensure a sample of 
elderly and people with comorbidities who are diverse in terms of physical 
conditions, age, socio economic profile and living condition. 

Complying with the methodology, simultaneous coding is being followed 
Initiating with open codes (reflecting meanings, intentions and actions 
in participant’s own language). Constant comparison is being utilized for 
grouping of comparable codes into categories. 

Further to identifying the preliminary categories, participant recruitment 
will be made diverse so that insights to specific questions (emerged out of 
initial analysis) can be sought.

Sampling: Theoretical sampling would enable the completion of fieldwork 
once data saturation is attained and until the questions emerging in the 
analysis are satisfactorily answered and framework seems completely 
developed.  After the development of the framework, people representing 
the profile would be approached to go through the framework and share 
comments. 

Triangulation (Denzin, 1978) enables the researchers to use several 
methods and sources of data in order to increase the validity of research 
findings. Communication experts (Task force workers and researchers in 
the area) would contribute in improvement of findings.

Target profile: Men and women above 60 years of age and between 50 to 
60 years with comorbidities.

The participants include a mix of people who have registered and not 
registered for the vaccine. The initial few participants have been recruited 
by visiting 2 local health centres in Delhi NCR. Further recruitment will be 
conducted using snowballing methodology.

Face to face interviews have initiated maintaining the precautions of COVID 
prevention after seeking the informed consent from the participants. 
The study has achieved 6 interviews till the time of submission of this 
document. Detailed profile of the study participants can be shared if 
required. For the purpose of confidentiality, the personal details of the 

study participants will not be shared. So far, only those who have not 
registered for the vaccination have been interviewed as the registration app 
(COWIN) has not become completely functional.  

Study Area: Given the restrictions on movement of people and lower 
incidences of elderly stepping out of home, the study confines itself to the 
National Capital Region of Delhi and areas nearby. A few online interviews 
would be targeted in other cities. To maintain homogeneity of culture, 
climate and language, majorly the cities in Northern geographical region 
will be targeted.

Table 1: Study Design Qualitative Research

Defining Characteristics

Target Group Men and women above 60 years of age and between 
50 to 60 years with comorbidities

Methodology Grounded theory approach (Charmaz, 2006)

Coding Qualitative content analysis (Initial, Focused and Axial 
coding)

Data Collection Multi method: Face to face interviews (primary 
method), online interview (secondary method)

Sample size Theoretical Sampling (Data saturation)  
A sample of 20-30 interviews is generally considered 
adequate (Creswell 1998)

Conclusion: To be shared along with study findings
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Multi-level stakeholder analysis for a national recreational water 
quality system

Conference theme: Environment and Sustainability

Conference track: Planetary health: Environment and sustainability

Abstract: Systems social marketing is gaining traction as an innovative 
approach to dealing with complex societal issues in a changing world. 
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Systems thinkers adopt a coordinated response to problem solving 
promoting a joint up approach across different sectors. This co-creation 
process improves the quality of the response as social marketers more 
clearly understand the boundaries of the system and how the stakeholders 
interact within. This paper discusses the important role of the formative 
stakeholder analysis within the broader systems social marketing mapping 
process. The findings presented contribute to narrowing the gap in our 
understanding of the dynamics of complex systems by examining not 
only ‘why’ interactions between stakeholders take place but also how. 
Formative research gives social marketers the opportunity to understand 
the features of the issue from a multi-stakeholder perspective within a 
defined system and explore possible solutions. Within this presentation 
the formative stakeholder analysis research process is discussed in the 
context of recreational water quality. Fifteen in-depth interviews were 
conducted with stakeholders across the recreational water system. The 
findings outline the key features of the systems as well as explore the 
potential barriers and facilitators to improving water quality.  This session 
would be beneficial to researchers and social marketing practitioners alike 
who adopt/are adopting a systems thinking approach to complex societal 
issues.

Introduction: The recent European Green Deal (European Commission, 
2019), United Nations Sustainable Development Goals (United Nations 
Sustainable Development Goals, 2021) and One Health Approach (WHO, 
2021) call for transformative system based responses to society’s major 
challenges. Challenges such as Global Warming, Water Quality and 
Antimicrobial Resistance are characteristically complex and dynamic with 
multiple causes and solutions. Such challenges require a shift away from 
traditional once off behavioural change interventions towards longer term 
social change activities (Brennan and Parker, 2014). This perspective calls 
for innovation to ensure change activities have impact. One innovative 
approach gaining traction within social marketing is ‘Systems thinking’. 
System thinkers are problem solvers who examine the issue, in the context 
of all the interrelated components as opposed toreacting solely to an event 
that triggers a response (Brychkov and Domegan, 2017, Runge, 2014). The 
importance of systems thinking is amplified when addressing issues with 
multiple stakeholders (Kennedy, 2017) which span the system hierarchy 
(macro, meso and micro levels) (Flaherty et al., 2020).

This research applies systems thinking in the context of recreational 
water quality, as part of the PIER (Public health Impact of Exposure to 
Antimicrobial Resistance in Recreational Water) project which is funded 
by the Irish Environmental Protection Agency. PIER adopts a ‘One Health’ 
approach to research and policy development which acknowledges the 
interconnections between health and the environment (PIER, 2021). For 
the first time, the recreational water system is examined from a social 
marketing perspective. The features of the system will be explored to 
understand its boundaries; the dynamic processes that exist within; 
and interconnected exchanges that are fundamental for any change to 
occur. The PIER project is ongoing and this paper focuses on formative 
stakeholder analysis research undertaken as part of a wider Systems 
Mapping methodological approach. 

Context – Recreational Water Quality: The quality of recreational waters 
continues to be threatened due to contamination sources ranging from 
plastic pollution to animal and human waste (European Environment 
Agency, 2020). Natural recreational waters refer to coastal waters as well 
as rivers and lakes. Steps have been taken to protect our waters from 
pollution (European Parliament, 2006, European Union, 2000), however 
water users are still at risk of becoming ill from using recreational waters 
(Leonard et al., 2018). Recreational water quality, as an issue, has been 
further amplified as anecdotal evidence suggests that during the 2020 
Covid-19 pandemic more people are engaging with recreational waters 
beyond traditional bathing water seasons (June – September). The health 
and wellbeing benefits of recreational waters is undisputed (Britton et 
al., 2020, Britton and Foley, 2020), as is the link between health and the 
environment (Fleming et al., 2014), therefore it is important that proactive 
steps are taken to protect this precious resource. 

Aim of the session: The overall aim of the PIER Systems Mapping study 
is to map interrelated barriers and facilitators which influence stakeholder’s 

decisions to engage with natural recreational waters in Ireland. This 
session presents the methods and findings from the formative stakeholder 
analysis research phase which was undertaken in preparation for a national 
survey and systems mapping workshop scheduled to take place in 2021. 
When adopting a systems based approach the first steps should focus 
on understanding the systems boundaries and the interactions taking 
place within the system (Domegan et al., 2020). The aim of the formative 
stakeholder in-depth interviews is to identify the key features of the 
recreational water quality system. The objectives of this research were to:

•	 Identify the boundaries associated with the recreational water quality 
system.

•	 Clarify the types of direct and indirect stakeholders who are part of the 
recreational water quality system.

•	 Examine the current level of interaction between stakeholders across 
and between levels in the system.

Method / approach: A stakeholder identification and classification 
process provided the basis for the sampling frame for the in-depth 
interviews. The purpose of this initial process was to identify direct and 
indirect stakeholders within the recreational water quality system in 
Ireland. Over 200 stakeholders were classified as incumbents, challengers 
or regulating agencies (McHugh et al., 2018). Purposeful sampling was 
undertaken to invite a range of stakeholders from across the recreational 
water system to contribute to this research. Over thirty invitations were 
sent to potential participants. Fifteen online in-depth interviews were 
conducted between October 2020 and January 2021. 

The interviews explored two broad themes, (1) characteristics of current 
and future stakeholder engagement; including definitions of stakeholders, 
current stakeholder engagement, types of interaction and provision 
of roles. (2) Recreational  water quality; including current perceptions 
of recreational water quality, roles and responsibilities and barriers 
and facilitators to improving recreational water. Thematic analysis was 
undertaken and Nvivo 12 was used as a data management software.

Results / findings: The analysis of the stakeholder in-depth interviews is 
ongoing and a full analysis is being prepared. Figure 1 presents a summary 
of the preliminary findings from this phase.

Figure 1: Features of Recreational Water System 

 

Discussion: The findings of this formative research phase confirm 
that the recreational water quality system is highly complex due to 
its interrelationship with other systems such as urban waste water 
management and agricultural policy and practice. The boundaries of 
this system remain difficult to define and are permeable due to the 
boundary spanning activities of its stakeholders. However, an awareness 
of the complexity, role and functions of parallel systems contributes to 
an understanding of the complementary actions that need to be taken 
to protect recreational waters i.e. investment in better infrastructure 
and planning procedures as well as proactive engagement with indirect 
stakeholders such as agriculture. The majority of stakeholders believed 
that every citizen has/can play a role in addressing the recreational water 
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quality issue. This presents a real opportunity to develop multifaceted 
change activities, that if coordinated, could have a real impact. Certain 
stakeholders, at the macro level in the focal system have more clearly 
defined roles and are mandated to protect and maintain our recreational 
water quality. However, support is required from stakeholders across 
the system. Other stakeholders at both the meso and micro levels 
are impassioned with the issue due to their love and respect for our 
environment and waterways. There are also economic benefits linked to 
tourism and recreation which heighten engagement with this issue. These 
motivations provide opportunities to mobilise change across levels. Shared 
vision and goal orientation are a central feature within this system.

Conclusion: The findings of this research has both social marketing 
practitioner and academic contributions. From a social marketing 
managerial perspective, it demonstrates the important role of conducting 
formative research to understand the system and how it interacts with 
wider society. From an academic perspective, this research will help 
strengthen the arguments to adopt systems methodologies and social 
marketers understanding of the characteristics of stakeholder engagement. 
Understanding the dynamics of relationships to nurture the co-creation 
of mutually beneficial exchanges has never been more important and this 
presentation provides an approach for garnering this knowledge.
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Bristol Girls Can: A co-created, practice-oriented social marketing 
approach to supporting mothers’ leisure time physical activity in the 
COVID-19 era  

Background/rationale: Parenthood is often a time when an individual’s 
physical activity (PA), and particularly leisure time PA (LTPA) reduces 
(Saxbe et al., 2018). In particular, LTPA reduces for mothers, and especially 
those from lower socio-economic backgrounds (Hamilton and White, 
2012). Mothers are generally less active than fathers (Burton and Turrell, 
2000), but their LTPA is also less vigorous (Rhodes et al., 2014), less 
frequent and more likely to be unstructured and incidental (Hamilton 
and White, 2012). Furthermore, COVID-19 restrictions have placed a 
disproportionate burden on women, increasing the domination of their 
domestic labour and caring duties (Power, 2020). Relatedly, women’s LTPA 
during the pandemic has been disproportionately impacted (ukactive, 
2021). As such, the LTPA of mothers is an important focus for public health 
intervention. There are established benefits of PA for mothers’ mental and 
physical health (Mailey and Hsu, 2019), and for the role that mothers play in 
the socialisation and development of PA patterns in children (Hamilton and 
White, 2012). Physical activity during the pandemic has been associated 
with better mental health outcomes, and has been associated with better 
coping with the stresses of the pandemic.

The Bristol Girls Can social marketing project, funded by Sport England, 
has the goal of engaging mothers in the most deprived parts of Bristol 
South with LTPA during the pandemic and beyond. The target audience 
for the project is those women who are mothers of at least one pre-school 
child and who have a poor relationship with LTPA, with limited experience 
of LTPA, and with little opportunity for LTPA. As such, the social marketing 
project is targeting the hardest to reach groups. 

This paper presents the findings from the scoping research phase of the 
project, indicating some of the ways the findings are being incorporated 
into the project. The research questions underpinning the scoping research 
were ‘what relationship do mothers in deprived areas of Bristol South have 
with LTPA during the COVID-19 pandemic?’ and ‘how can social marketing 
help to shape their relationship with LTPA’?

Theoretical framing and approach: We have adopted a novel practice 
theory perspective to focus on the way LTPA fits with everyday mothering 
routines, which can be overlooked in public health research that often 
focuses on individuals and their ability to change their behaviours (Maller, 
2015). We conceptualise mothering as a number of integrated practices 
that hang together through a collective understanding of the protective, 
nurturing and caring purpose of mothering. Furthermore, we understand 
mothering practices as interwoven with other practices that extend 
beyond the household practice landscape, implicating other institutions, 
practitioners and practices (Kemmis, 2019). We follow other sociology of 
health research that has used a practice theory perspective to advance 
from limiting assumptions about the capacity of individuals to act freely 
in relation to discrete behaviours (Blue et al., 2016; Supski et al., 2017; 

RESEARCH / EVALUATION  



40

Twine, 2015). We understand the practice configurations and temporal 
characteristics of mothering as conditioning the ‘possibility’ of LTPA 
participation (Nettleton and Green, 2014). 

The social marketing project stemming from this research is insight-
driven, collaborative and based on a close partnership between four 
key stakeholder groups: the researcher (and research), Bristol City 
Council (project leaders), Bristol South Children’s Centres and the target 
audience. The goal of the project is to use research insights to inform 
a collaboratively designed physical activity offering delivered as part of 
the Children’s Centre work programme. Children’s Centres already work 
closely with the target group and are trusted and familiar spaces and faces. 
A steering group of mothers in the target audience continues to guide the 
project.

Methodology: Ethical clearance from the University of Bristol School of 
Management was granted for the research. There were three phases of 
research:

Phase 1: Survey (n=56) and online interviews (n=13) with inactive mothers 
in the target audience area of deprivation in Bristol South.

Phase 2: Online retrospective interviews (n=9) after the week of taster PA 
sessions that were offered in November 2020. This research took place in 
November/December 2020.

Phase 3: Online interviews with BAME mothers in target areas of Bristol 
South (n=8), including 3 interviews with physically active community 
leaders in the South Bristol Somali and Sudanese Communities.

Interviews were semi-structured and followed an interview guide that was 
co-created amongst the project team ‘to explore everyday life during and 
in the wake of the first lockdown’ (from April 2020) and during the second 
national lockdown (Nov 2020); ‘to explore the relationship mothers in 
South Bristol have with physical activity in the context of the pandemic 
and related restrictions’; ‘to explore ways that the Children’s Centres’ can 
support inactive mothers in becoming and staying physically active’. Data 
were transcribed by a trusted partner and analysed thematically using 
NVIVO. Key themes across the research phases are presented here.

Findings: Data suggests there are three key themes that provide a 
pertinent set of insights to inform the Bristol Girls Can social marketing 
project: Feelings towards the pandemic; mothering and LTPA; building a 
healthy relationship with LTPA.

Feelings towards the pandemic: Participants felt fearful, lacked 
confidence, felt claustrophic and lonely as a result of the pandemic. This 
emotional labour has created a sense of exhaustion, fatigue and stress 
as an additional burden on the mothers. A central issue in relation to the 
pandemic is the disruption and uncertainty that has created a level of 
consciousness of formerly unreflexive activities. Trips to the park, shops, 
social engagements and errands have all changed in meaning, with the 
skills required to engage in them entirely different to previously. Participants 
described ‘struggling’, feeling ‘out of control’, feeling like ‘no-one knew 
what was really going on’ and feeling constant ‘frustration’. As Clara noted, 
“I hated it, wasn’t good for me at all. It was alright, I could put up with the 
first couple of weeks… but then stretching it, stretching it – I didn’t like it”. 

Mothers’ experience of an emotionally draining lockdown, where social 
support and services had been withdrawn, underpins their feelings 
of unhealthiness. Rhoda describes lockdown as being like another 
pregnancy: “I feel like history’s repeating in the fact that I was active then 
I got pregnant and then I ballooned from a size 8 to a size 18. I then got 
down to a 10/12 and then I got pregnant again [laughs] and now I’m 
back at 16 and I know it’s, it’s kind of getting me down…” (Rhoda) Josie 
comments that “We’ve all got lockdown bellies, as I call them. Stuck at 
home, not really doing much, overindulgence, lots of cake and biscuits. I 
suppose − it’s difficult. I’m trying to think what I’d like to do. It’s difficult… 
(Josie). Mothers described a sense of physical and mental unhealthiness.

Although most of our participants were not active during lockdown, there 
was a nascent sense across the interviews that the sedentary nature of 
lockdown has triggered a need, or even a ‘craving’ for LTPA. Although 
socially desirable responding may have coloured some of the responses, 
most of the participants noted how dissatisfied they were with their current 

activity levels. Rhoda made a point of saying “I’m very passionate about 
getting back into [physical activity]”. Jemima noted she “would like to have 
time to go to the gym. I’d like to have my own time a routine like every 
Wednesday I go to the gym or going to the swimming pool, enjoying time 
for myself”. Vanessa noted that PA – and particularly group walking – is a 
way that mothers can ‘blow off steam’ after the stresses of lockdown: “A 
lot of single mums in my area use the mum’s groups because I think it’s our 
way of blowing off steam to be honest”.

Participants recognised the mental and physical wellbeing benefits of 
LTPA, an understanding that has been particularly enhanced through their 
experience of constraint and restriction on lockdown. However, underlying 
complexity is apparent in the way mothers relate to LTPA.

Mothering and LTPA: For mothers, everyday routines are structured 
around children’s lives, and LTPA is readily pushed out. As Rebecca neatly 
summarises: “I think I used to do a lot more [physical activity] before I had 
the children. Because now I’ve got them like 24/7 so I don’t really go out 
and do exercise as such. I take them out quite a lot. But yeah, I think I was 
more active before”. Many of the women we interviewed told a similar 
story of a life organised according to rigid timetables:

“I find group activities where there’s a start time and a finish time really 
hard to get to. It’s too much organising and childcare and stuff to do it. 
Even things like yoga. It’s just difficult. Unless it’s in the day at the right 
time, when they’re both at school and nursery, which probably won’t 
happen anymore, I guess. I don’t know classes will run anymore. Things 
like that, it’s just too hard” (Amma)

By the evening, after a day of caring practices often co-ordinated in 
relation to institutional practices such as school and workplace timetables, 
mothers have little energy or motivation to engage in LTPA. Caring creates 
hotspots which can be fraught and stressful as a number of practices 
colonise the same time slots. As such, the only PA that many of our 
participants were able to engage in was incidental activity furing the course 
of everyday activities, particularly at the weekend. For example, Clara 
notes her main PA is the walking around she does during family time, but 
she finds this insufficient and unsatisfying:

“So sometimes honestly I’ve struggled to fit in physical activity. Especially 
if the weather’s bad and when it gets dark and because the days I’m 
working it’s literally we get up, we get ready and I feel like I have to make 
an effort… So I would say much as we go for walks at weekends, so I am 
active then, so it’s good that I’m moving around, we walk to playgroup… 
but I’m not doing strenuous activity” (Clara).

Building a healthy relationship with LTPA: Drawing together findings 
from across the research phases, it is possible able to identify four 
key factors that underpin a healthy, sustainable relationship with LTPA. 
Particularly, these insights comes from comparison from more active, 
higher SES participants and those in our target audience who are not 
active and have a fragile relationship with LTPA.

Firstly, low expectations about self-care are inherent in mothering. Time 
for self, including active leisure, was not expected going into motherhood, 
nor anticipated by family members as part of the daily or weekly routine. 
For active mothers, self-care was normative, anticipated and expected by 
themselves, their families and their partners, as Amie explains: “because 
even if I can’t manage time on my own which would be more intense 
activity, I go out with her in the buggy every day walking, so yeah definitely 
[its expected]”.

Secondly, inactive mothers tend to have a fraught relationship with LTPA. 
Mothers felt guilt and shame about their low activity levels. They blamed 
themselves and their lack of motivation or capacity. They felt embarrassed 
for being unfit, and blame themselves for their fatigue. As Kate explains, 
“I just don’t have the… I do have the time, I don’t make time to do it – I 
know that. I’m tired – that is the only thing that I can put it down to – I’m 
tired, and I can’t be bothered most days”. LTPA for our target audience 
is wrapped up with feelings of guilt, self-blame and failure. In contrast, 
active mothers were relaxed about LTPA. On ‘bad’ days LTPA would not 
happen, but this did not detract from their commitment overall. “I’m really 
committed to it and quite happy to give it ago and now [but], well if I need 
to miss it I need to miss it but I am really going to try” (Amie). 
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Thirdly, for inactive mothers, LTPA is entangled with poor body image. 
Inactive mothers saw LTPA as something done to ‘lose weight’. As Kate 
noted, “It sounds silly, but I think nobody’s fat who does physical activity 
– they look well. They don’t look overweight – they look after their self, 
and they’re happy”. In contrast, active mothers engaged in LTPA for fun, 
because they enjoyed the challenge, the feeling, the sense of achievement. 
Edith’s comment is a good example of this. For her, LTPA has always been 
fun: “like, well, that’s my Tennis Club, that’s fun. It’s the one thing I like. I 
did join the gym a few times and I’ve been like ‘oh I need to lose weight or 
need to do this’. But I’ve never managed that. I think yeah, because it’s not 
as enjoyable”.

Finally, our target audience experience anxiety about being good enough. 
Inactive mothers perceive LTPA as something you have to be able to do 
well, and were anxious about taking part in new groups with people they 
did not know, for fear of negative social comparison and ridicule. Clara 
explains this:

“I would like to run in a group of women who are really welcoming and 
friendly and I think they have someone at the back and they’ve got women 
of all abilities, so that would make me feel more confident of going there…
mixed ages and mixed sizes and mixed abilities. Whereas when I see 
Boogie Fit, they’re all really slim and athletic and look really fit to begin 
with, I don’t want to go and do it, because I’ll be like the knackered donkey 
at the back” (Clara).

In contrast, active mothers relished the fun, excitement and thrill of LTPA, 
focusing on these emotional experiences more than uncertainties and 
anxieties about skills.

Discussion: From our findings, there was a sense of distance between our 
target group mothers and LTPA as a ‘concept’, even if the benefits were 
well understood. They had a picture of LTPA as something accessible only 
to ‘other’ women who were more accomplished, happier, fitter, thinner 
and more committed. This image is created in part by commercial and 
social marketing discourse and in part by their own embodied feelings 
of unhealthiness and inactivity that created a disconnect with the images 
of active women they envisage are routinely taking part in LTPA. This 
embodied disconnect is in part a function of the active practices that our 
target group are not participating in. That is, the limited experience of 
LTPA throughout motherhood means that the sense of ‘fun’ that marketing 
images attempt to create around LTPA have not been able to ring true for 
mothers. Rather, they have embodied discourse in relation to health risk 
management, and feel guilt and shame when it comes to their lack of LTPA 
involvement.

There are clear implications for the Bristol Girls Can social marketing 
project from the research. BGC needs to present LTPA as normal, 
expected and a routine activity for all mothers, but something that may 
not happen because mothering is dominant and unpredictable and 
organised around inflexible timetables that intersect with institutions and 
other practices with which mothering is enmeshed. It is important not to 
oversimplify the message, but to open up the possibility of LTPA whilst 
acknowledging the challenges.

In terms of the social marketing mix, it is important to support mothers 
in starting a nascent relationship with LTPA through trial and varied 
experience in a fun, friendly and familiar situation. It is important to 
acknowledge through tailored support that mothers body image underpins 
the way the target audience currently engages with LTPA. The target 
audience are disappointed in their bodies and feel let down. They do not 
recognise themselves and their physical form has been ‘taken over’ by 
mothering. Being able to take part in LTPA again would feel like restoring 
a relationship with mothers’ bodies as much as with LTPA. However, 
emphasising the positive feelings that LTPA can bring is limiting if those 
messages are not nuanced and tempered with an understanding of the 
challenges, anxieties, temporalities of mothering that shape the possibility 
and impossibility of LTPA. 

Finally, it is important to recognise that COVID-19 lockdowns and 
restrictions have further exacerbated and already fragile relationship 
between mothers and LTPA by injecting fear, anxiety, claustrophobia, 
isolation and stress into their everyday lives. The UK government’s ‘Better 

Health’ campaign includes the message that physical activity should be 
embraced by the population to fight COVID-19 through weight loss and 
improved health. The campaign also suggests that lockdown has created 
the conditions for a ‘fresh start’ for the population, and they are now 
able to ‘wake up’ to the possibility of LTPA. Based on our research, this 
approach to engaging mothers in LTPA does not ring true and will lead to 
further LTPA access inequalities.

Conclusion: Bristol Girls Can takes a novel practice theory framing, 
yet draws on established social marketing procedures of co-
creation, partnership working, tailored service offerings and targeted 
communications. The practice theory framing allows the project to 
advance from conceptualisations that centre the need for mothers to 
resist, negotiate or construct identities that mean they can engage in 
LTPA. A practice theory approach turns away from ‘human factors’ in 
favour of focusing on how the interwoven practices that hang together 
through institutional arrangements, shared cultural meanings, knowledge 
and infrastructures shape everyday life (Walker, 2014). The research 
underpinning the Bristol Girls Can project has shown that supporting 
mothers into LTPA must take the inherent nature of mothering into account, 
in addition to the added complexity and difficult that COVID-19 restrictions 
and lockdowns have created. Support must include an understanding of 
the way body image is entangled with LTPA, and work to position LTPA as 
an expected, normative part of everyday life that mothers should be able to 
expect, albeit with everyday challenges.
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The influences of Instagram food related content on eating behaviour 
and the role of mindfulness and self-control in addressing those 
influences. 

Conference Theme: People and Well Being

Conference Track: Health and Well Being on people

Abstract: Poor dietary habits are considered to be a global pandemic. 
Therefore, social marketing has introduced many interventions to promote 
healthy choices, increase daily consumption of fruit and vegetables, 
improve dietary intake, reduce intake of fats and energy dense foods. 
Adding to the existing research and its theories, the aim of this study is 
to explore the influences of food-related content on an image-generated 
social media platform, such as Instagram on eating behaviours and 
how mindfulness intervention –which considers to be a fruitful potential 
towards behavioural change- can improve one’s self-awareness and self-
control over food. This study builds upon the Food Well-being Model and 
Theory of Planned behaviour. In particular, it draws upon Food Well-being 
dimensions such as food socialisation, food literacy and food marketing. 
Online experiments will be conducted that will include surveys and online 
mindfulness exercises. This study adds both on theory and practice given 
the novelty of mindfulness intervention as part of the social marketing 
agenda. 

Introduction and background / rationale: To address healthier lifestyle, 
social marketing focuses on the environmental and psychological triggers 
that disconnect the individuals from any healthy aims. Social surroundings 
have been recognized to influence individuals’ health behaviours, including 
diet (Chung et al., 2021). Social influence on health behaviours has been 
documented in face-to-face interactions so far; however, few have studied 
the influence of social media on eating behaviours mainly among young 
adolescents and young adults (Hawkins et al., 2020). Social media is one 
of the most popular means of communicating daily eating choices by 
sharing images or videos (Hawkins et al., 2020). The research on image-
generated social media is ongoing and researchers suggest that there is 
need for more studies to examine the online influences that affect eating 
behaviours (Chung et al., 2021). Therefore, the context of this study 
would be the image-generated platform, Instagram which involves social 
interaction and the visual content. 

Many definitions have been introduced for social marketing, however social 
marketing has been overall seen as a technique to explore, plan, execute 
and evaluate interventions of targeted behaviours in order to improve the 
societal and individual good among diverse population, rather than the 
commercial gain (Carins & Rundle-Thiele, 2014). Among other behaviours 
that social marketing has focused on is the eating behaviour. There is 
an ongoing research and need for more interventions that encourage 
healthy eating goals due to the percentages of obesity and the modern 
lifestyle worldwide (Bahl et al., 2016). A wide range of theories, models 
and tools have informed the development of a social marketing strategy 
around healthy eating. One highlighted limitations of behaviour change 
models is that they mainly focus on the individual and do not pay enough 
attention to the interpersonal and ecological dimension of the behaviour 
(Thornley et al., 2007). A well-known theory that have been vastly used 
from social marketing researchers in order to study eating behaviour is the 
Theory of Planned Behaviour as this model includes the main variables 
based on which a behaviour is adopted or not. These variables include 
individual aspects (e.g. personality, mood, emotion, intelligence, general 
attitude, experiences, values, stereotypes), social aspects (e.g. education, 
age, gender, income, religion, race, ethnicity, culture) and information 
(e.g. knowledge, media, intervention) (Ajzen, 1991). In order to be able to 
explore the eating behaviour in a more interpersonal and holistic way, for 
this research the Food Well Being model will be employed too. 

Eating behaviours, according to the Food Well Being Model, could be 
affected by Food Availability, Food Policy, Food Literacy, Food Marketing 

and Food Socialization (Block et al., 2011). The current study will tap 
into Food Literacy, Food Marketing and Food Socialization as this 
thesis opts to investigate the mechanisms that influence individuals’ 
eating habits which are associated with unhealthy eating patterns (e.g. 
overconsumption, unhealthy eating, skipping meals) (Ogden et al., 2013) 
in a context of an image-generated platform where information and 
social interactions are the main outcomes. Research shows that these 
mechanisms may be derived from social, marketing and literacy contexts 
(Block et al., 2011; Bublitz et al. 2011). 

Food Socialization – as part of the FWB model- refers to implicit and 
explicit means that occur on eating behaviour. For example, explicit 
means occur among children that from a very young age learn how to eat 
through parents’ training on eating habits. Later in life, during school age, 
adolescence and young adults comply to policies in their surroundings, 
e.g. teachers, mentors, doctors etc. (Ochs and Shohet, 2006). On contrary, 
implicit means refer to the observation and mimicking; individuals align their 
behaviours with other’s behaviours with regards to the type and quantity 
of food (Orrell-Valente et al., 2007). This notion is known as peer and social 
influences. Nowadays many social influences have been transferred online 
as social media are basic part of individuals’ everyday social life (Zheng 
& Lee, 2016). Therefore, social media context would enable us to explore 
how other users’ online consumption practices influences individuals’ 
eating behaviour. The wide use of social media and its interactive nature 
challenges people to mimic other’s behaviours; especially when the person 
they are looking at is either a close friend or has an influential identity (e.g. 
celebrities, influencers) (Vaterlaus et al., 2015). 

On the other hand, Food Literacy refers to the knowledge one has; 
conceptual, procedural and emotional, and how this knowledge interacts 
with one’s behaviour. For example, conceptual or declarative knowledge 
as well as procedural knowledge refers to practical knowledge that one 
has regarding food and how exactly decide to use this knowledge (e.g. 
knowledge regarding food and diet) (Block et al., 2011). However, from 
Food Literacy this study mainly focuses on the emotional knowledge. 
Emotional knowledge refers to the positive and negative emotions that 
affect both quantity and quality of the food intake. The context of social 
media serves as a parameter to Food Literacy too as the interactive nature 
of it elicit a variety of emotions through social interaction. Emotions can 
influence eating behaviours at many levels. There is no a linear correlation 
between emotions and types of food; the link made in research so far is 
based on the lack of emotional control over a food choice (Kemp et al., 
2013). It is found that individuals who have no control on their emotions 
and subsequently eat to regulate their emotions are more likely to fall in 
unhealthy eating patterns (e.g. unhealthy food intake, underconsumption, 
overconsumption, unhealthy food choice) (Macht, 2008). Emotional 
self-control refers to self-control one has over her own emotions which 
as mentioned earlier can affect eating behaviour (e.g. food-nostalgia, 
automatic influences); however, does not differ from self-control.

Self-Control model divides self-control as state or trait. The difference 
between the two is that state is self-control for the time being that might 
be affected by environment factors (such as social factors; eating with 
others versus alone) and trait is one’s personality quality (Baumeister et al., 
2007). Measurements on self-control include both but for this thesis state 
self-control will be accounted as mindfulness intervention will be applied 
as part of behavioural change technique which is expected to affect state 
self-control. 

The role of mindfulness has been investigated in many aspects of physical 
health, such as weight management, healthy food consumption, and 
food portion management and results showed that overall mindfulness 
was negatively linked with unhealthy weight or activities (Bahl et al., 
2016). It is also negatively associated with binge and emotional eating 
(Levin et al., 2014) and in turn, the mindfulness construct was also 
associated with reduced risk of obesity (Camilleri et al., 2015). However, 
mindfulness interventions have been overlooked as social marketing 
techniques promoting health behaviour change and therefore, the research 
on mindfulness is limited even though it has been suggested to have a 
significant potential for consumer, societal and environmental well-being 
(Bahl et al., 2016). 
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Aim of the session: Research questions that this session aims to explore:

1: Does exposure to (food-related) content on Instagram affect user’s 
eating behaviour? 

2: Will mindfulness intervention influence eating behaviour?

3: Will mindfulness intervention influence the state self-control which 
consequently will impact the food consumption as influenced by Instagram 
food related posts. 

Method/Approach:  Experiments were conducted for the purpose of this 
thesis. Given the new Covid-19 related circumstances, experiments were 
held online.

Participants are adults, 18 years old and older who have an Instagram 
account and are United Kingdom residents. Based on the sample size of 
other similar research (e.g. Beshara et al., 2013; Pidgeon et al., 2013), it is 
expected that approximately 100 participants in total will be recruited.

They are two groups; control and experimental. For both groups the 
procedure has the steps below:

1. Screening online questionnaire -demographic questions and questions 
regarding their use of Instagram are asked. 

2. An online survey including questions adopted from previous studies 
about emotion awareness (Rieffe et al., 2007; Siegling et al., 2015), 
mindfulness activity (Baer et al., 2006)), self-control (Maloney et al., 2011) 
and eating habits (Philipsen, 2015). 

3. Next, for the experimental group, participants are asked to complete the 
intervention phase of the experiment. During this phase which will last two 
weeks (14 days), participants are sent a daily email which includes 1. a link 
to the food diary/survey where questions about each meal of the day are 
asked as well as their daily Instagram use and 2. mindfulness worksheets 
and/or videos that they have to be completed by the end of the day. 
Control group only has to complete the food diary/survey which is also 
sent daily by email.

4. At the end of the 14 days, participants are asked to complete the 
baseline survey (number 2) again. 

Results: The experiments at this moment are ongoing and results will be 
shared during the conference.

Discussion: This research will add both to theory and practice. To start 
with, it will contribute to the consumer behaviour literature with regards to 
the impact of social media on eating behaviour. Moreover, it will be adding 
to the theories of mindfulness and self-control. From a Social Marketing 
point of view, novel theoretical concepts will be applied to inform the 
design of healthy eating interventions. Social marketing researchers 
suggested that practical and long-lasting effects in self-awareness, self-
efficacy and self-control through the practice of mindfulness may have a 
theoretical and practical implication of interest to social marketing (dos 
Santos et al., 2021). As far as the practical implication of the research 
is concerned, based on the findings, policy makers could build new 
strategies or develop more effective techniques in order to reduce 
unhealthy eating patterns. Finally, given the fact that social media has 
various features that allow interactive communication, practitioners should 
think about how to better address interventions that would ameliorate 
users’ well-being. This study highlights the significant role of social media 
which can also be a channel for healthier eating and life choices.

Conclusion: This paper contributes to a more nuanced understanding of 
the eating behaviour patterns as affected by image-generated social media 
platforms while additionally, explores the online mindfulness intervention 
efficacy in eating which in turn, may influence other human behaviours 
and traits -such as self-control. The effectiveness of social marketing as 
a systematic process to change eating behaviour is well established in 
literature (Carins and Rundle-Thiele, 2014)–however, since social marketing 
incorporates a mix of strategies and takes into consideration social and 
environmental influences on behaviour which may vary across individuals, 
new approaches this study offers may expand its efficacy.  
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Households’ water conservation: Implications for social marketing

Conference theme: Environment and sustainability

Conference track: Planetary health: Environment and sustainability or 
theories and methods

Abstract: Water shortages is one of the environmental issues that has 
gained attention, because water is a vital natural resource that has no 
substitute (DEFRA, 2018). Globally, almost four billion people experience 
severe water scarcity (United Nations, 2019). Even countries that have 
a low risk of drought are expected to suffer from water shortages in the 
near future. In the UK, for instance, because of higher pressure on water 
sources and an anticipated “drier future” with lower rainfall there is an 
increasing risk of drought by 2050 (DEFRA, 2018). Thus, efforts to preserve 
water resources are not only needed in countries that are currently 
experiencing water shortages but also in countries that could be facing 
a risk of drought in the long run.  The significance of incorporating social 
marketing into conservation programs to address environmental threats 
is emphasised (Green et al., 2019). In this research it is argued that social 
marketing interventions could have a great potential in the domain of water 
conservation. 

This research aims to better understand water consumption behaviour 
and provide implications for social marketing interventions seeking to 
promote water conservation. By conducting in-depth interviews with 
households in two contrasting contexts with different water situation (i.e. 
UK and Egypt) better insight on water consumption and how it could vary 
across countries is achieved. In addition, this research aims to contribute 
to social marketing theory by exploring the applicability of Norm-activation 
theory (Schwartz, 1977), which is not widely utilised in social marketing 
interventions (Truong, 2014). Furthermore, by proposing that water 
conservation could be studied from a moral perspective, this research will 
explore the potential to incorporate theories from ethical decision-making 
literature in social marketing domain. 

Introduction and background / rationale: One of the strategies to manage 
water resources is demand-side measures which seek to best-utilise 
available water supply by shifting water demand to more efficient and 
sustainable patterns. Demand-side strategies include various measures 
such as increasing prices and water restrictions as well as water-efficient 
devices and educational campaigns. However, these measures have often 
been found ineffective in the long-run, as behaviours often “rebound” 
to previous consumption patterns shortly after the campaign or after 
the restriction is lifted (Jorgensen et al., 2009). Therefore, to design 
more effective interventions and achieve more durable results, better 
understanding of water consumption behaviour from target audiences’ 
perspective is needed. Thus, social marketing could be utilised as a more 
holistic approach to behaviour change in which interventions are “audience 
centred” and an in-depth understanding of it is a crucial first step often 
referred to as “formative research” or “listening stage” (Andreasen, 2006). 
In this research, semi-structured interviews will be conducted to better 
understand water conservation behaviour and provide insights for social 
marketing interventions in water conservation domain. In this research water 
conservation is perceived as a moral behaviour rather than just a pro-
environmental behaviour. A situation is considered morally relevant when 
a person’s actions, when freely performed, have consequences on others, 
either harm or benefit (Jones, 1991). It could be argued that water is a 
“collective resource” which is negatively affected by individuals’ overuse for 
their own personal purposes and self-interest (Russell and Fielding, 2010); 
which is relevant to the notion of “tragedy of commons” (Hardin, 1968). 

In PEB literature, some studies acknowledged the morality of various 
behaviours. For instance, Culiberg & Bajde (2013) argued that the decision 
to engage in PEB is an “ethical dilemma” that calls for “moral evaluations”. 
Similarly, in social marketing literature, Hastings (2017) argued that notion 
of morality has implications for social marketing. He noted that “We all 
have within us the moral agency to make the right choice even when it 
is the difficult one; we just have to reconnect with it.” (p. 223) Thus, he 
argued that social marketing has a “crucial task” to “reawaken our moral 
agency” (p.225). Despite the above arguments, there is a lack of studies 
that examined target behaviours from a moral perspective. Hence, theories 
and constructs from ethical decision-making literature are not incorporated 
in social marketing and PEB studies. One of the most well-established 
theories to explain ethical decision-making process is the Issue-contingent 
model by Jones (1991). According to Jones (1991), for an individual to act 
morally it is essential that they recognise the moral nature of the situation 
in the first place (i.e. moral recognition). He argued that perceptions about 
the significance of the situation, which is referred to as “moral intensity”, 
influences moral recognition, judgement and eventually, the intention 
to engage in a moral behaviour. In this research I propose that water 
conservation could be studied from a moral perspective and hence, social 
marketing communication could seek to enhance moral intensity of the 
issue and shift the moral perceptions of target audience to “reawaken our 
moral agency” (Hastings, 2017, 225).

In this research there is special interest in the influence of social norms on 
water consumption. Although social influence has been acknowledged in 
social marketing, Rundle-Thiele et al. (2019) noted that theories used in 
social marketing are often individual-focused and maybe “overlooking” the 
impact of external factors. They argue that theories used need to expand 
to include social and environmental factors that could hinder or support 
behaviour change. One of the objectives of this research is to explore 
how social norms are perceived in the context of water consumption; 
especially with the relatively private nature of such behaviour and being 
less-socially visible. By capturing individuals’ social norms perceptions 
associated with water conservation, better understanding of the extent 
to which such perceptions are internalised and reflected on individuals’ 
water consumption behaviour could be achieved. Internalised “personal 
norms” are a core construct in Norm-activation theory by Schwartz 
(1977). It refers to personal moral obligation to engage in a behaviour. 
In a review by Truong (2014), unlike like other theories such as Theory 
of planned behaviour (Ajzen (1991) NAT is found to be not commonly 
utilised in social marketing.  This could be considered a gap that requires 
further investigation. This research aims to investigate whether  and how 
perceptions about moral intensity of water issue could emerge as one of 
the factors that activate personal norms to save water. 

Aim of the session:

This research aims to:

•	 Contribute to formative research stage  and provide implications for 
social marketing by gaining better understanding of water consumption 
behaviour.

•	 Extend social marketing theory by exploring the applicability of Norm-
activation theory (Schwartz, 1977) and a moral construct from ethical 
decision-making literature.

•	 Capture the  potential of a moral perspective to water conservation and 
explore whether perceptions of moral intensity will emerge. 

Method / approach: This research will explore water consumption 
behaviour of households in two different contexts (i.e. Egypt and UK). 
The two contexts are chosen because of their different water situations. 
Interviews in such contrasting contexts could provide better understanding 
of water consumption patterns. While the risk of drought in the UK is low 
and rain fall is frequent, Egypt is currently struggling with water shortages 
caused by reasons such as dry climate and increasing population. Semi-
structured interviews will be conducted for two main reasons. First, they 
would provide an opportunity to raise common questions upon which to 
base the comparison between the two contexts. Second, they are flexible 
enough to allow for further insights and unanticipated aspects within or 
between contexts to emerge beyond the interview questions. 
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Results / findings: This is a working paper. Pilot interviews are being 
conducted at this stage and preliminary results will be available for 
presentation by the time of the conference. 

Discussion: This research will capture different dimensions of households’ 
water consumption behaviour. Various insights could emerge from the 
interviews such as water consumption habits, perceived and actual 
barriers to water conservation, morality and social norms perceptions 
associated with water conservation. These insights will have implications 
for social marketing interventions. For instance, capturing the sources of 
barriers to water conservation from participants; this perspective could 
help social marketing decide if a downstream measure (e.g. water saving 
campaigns), upstream measure (e.g. increase water tariffs) or both, would 
be more appropriate. Furthermore, perceptions of morality and social 
norms that are investigated could guide framing of social marketing 
communications. 

Conclusion: It is proposed that social marketing could have a great 
potential in water conservation domain. In-depth Interviews will allow for 
relevant aspects to emerge and will provide insights to inform the design of 
social marketing interventions. 
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Promoting healthy food practices: can students speak to students?

Conference theme:  1. People & wellbeing 

Conference track: 10. Food & the environment 

Abstract: Students, who consume less healthy products and more 

fast-food and highly-processed products than the rest of the population, 
represent an at-risk group regarding food diet. Nevertheless, few social 
marketing campaigns are directed to this specific target. Past research 
emphasizes that students do not feel targeted by existing campaigns and 
would prefer other forms of communication such as social media based 
on peer advices. The objective of this research is then to experiment 
the effectiveness of a campaign based on an invitation to a workshop 
that would be hold by other students compared to health professionals 
and food industry professionals. Thanks to an experiment involving 363 
students, this study reveals that while students are perceived as the most 
benevolent, and health professionals the most competent and congruent 
with the workshop theme, the intention to participate to the workshop does 
not significantly differ, contrary to the case of food industry professionals. 

Introduction and background / rationale: Entry to university or college 
is a critical phase as far as healthy food behaviors is concerned. Indeed, 
past studies emphasize that students go to fast-food restaurants more 
than the rest of the population (Zilloniz, 2009) and that one third of students 
report consuming processed or highly processed products (USEM, 2009), 
although these products increase dietary imbalance (Julia et al., 2018). 
Moreover, studies on student diets (9th national emeVia survey (2015), 
Harris Interactive survey (2017)) indicate that certain food categories are 
under-consumed, particularly fruits and vegetables, a trend that has been 
increasing recently (CREDOC, 2017). Although students’ experiences 
may be different according to their origins (Cahuc et al., 2017), a large 
proportion of students accumulate three kind of stresses: a financial stress 
due to their lack of resources, a social stress due to an immersion in a new 
environment, as well as a temporal stress. Hence, these different stresses 
lead students to less elaborate their meal and to buy lower quality food (Di 
Donato, 2013; Gourmelen and Rodhain, 2016; OVE survey, 2003; Sadoun 
et al., 2016). Moreover, many students do not have enough food or eat 
poor quality food because of a lack of financial resources (Marquis et 
al., 2019). For all these reasons, students represent an at-risk group with 
regard to food (Di Donato, 2013).

Unfortunately, social marketing communication campaigns promoting 
a healthy diet are perceived by students as having no impact on them 
because these are not adapted to their needs and concerns (Gourmelen 
and Rodhain, 2016; Sadoun et al., 2016). They consider indeed these 
campaigns to rather target children than themselves. Young adults seem 
to be more interested by social media, where peers can give them advices 
about nutrition and cooking healthy food in their daily life (Sadoun and 
Hemar-Nicolas, 2019). 

Past research suggests encouraging the implementation of prevention 
actions carried out by students, such as student sponsorship or mentoring 
for sharing nutrition knowledge, food shopping advices or good cooking 
practices (Gourmelen et al., 2019a; 2019b). Whatever the topic, it is indeed 
widely acknowledged that peers strongly impact the individuals’ behavior. 
One solution would be for the message to be delivered by the students 
themselves to develop trust and converse. Nevertheless, regarding 
students’ food practices, peers are recognized to rather influence students’ 
unhealthy food choices (Fisher et al., 2016; Gourmelen and Rodhain, 
2016), rather than giving healthy advices. 

However, to our knowledge, the effectiveness of a social marketing 
campaign relayed by peers students has not been studied yet. Our research 
aims at reducing this gap by testing whether students could be a powerful 
communication relay, compared to others, for promoting healthy food 
behaviors and for spreading health messages among their community. 

Can students trust others students as far as healthy diet is concerned? The 
literature suggests three functions for developing trust: competence, caring 
and integrity (or honesty) (Xie and Peng, 2009; Sharma and Dangwal, 
2017). Adapting Xie and Peng (2009: 574) definitions (to people instead of 
organizations), “competence refers to the ability to realize promises, which 
develops when the person holds adequate knowledge, expertise, skills, 
leadership, and other characteristics in related domains; benevolence is 
a sincere concern for others’ interests and the motivation to do good for 
them; and integrity is the adherence to a set of sound principles”.

In addition, in other contexts than food, authors showed that in the case 
of young adults, these dimensions of trust positively influence behavioral 
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intentions (e.g. intention to follow eWOM sources (Sharma and Dangwal, 
2017), intention to enhance relationships with companies that inform 
customers about social responsibility and innovation (Xie and Peng, 2011)). 

Thus, it is worth considering the case of a social marketing action aimed 
at students. Can students speak efficiently to students? Can they be seen 
as being competent, benevolent and honest to share their expertise and 
to give advice? To answer these questions, an experimental study where 
students are invited to a workshop was conducted. Its methodology and 
results are presented in the following sections.

Method / approach: Data collection was carried out online between 
October and December 2019 on students from the South of France 
(thanks to a partnership with the region). The students answered various 
questions mainly about their eating habits and their perceived expertise 
in nutrition / balanced diet and cooking. To measure this perceived 
expertise, we adapted the Flynn and Goldsmith’s scale (1999) to these 
two behaviors. The degree of interest in various food-related activities 
(included a workshop at their institution on balanced eating and cooking) 
was also measured. Following these questions, respondents were asked 
to view a fictitious invitation similar to those that students might receive 
in their e-mail inbox from their educational institution. It was an invitation 
to a workshop on student nutrition (cooking and balanced diet). We opted 
for a manipulated factor inter-subject experimental design. Specifically, 
the image (a food image), as well as the message and the date of the 
workshop were the same for everyone. Only the job of the workshop 
speakers varied according to the 3 experimental conditions:

Condition A: a workshop led by two students (in medicine and sport, which 
may correspond to a plausible reality, as some students in these fields are 
led to carry out “health services”, in particular preventive actions).

Condition B: a workshop led by two health workers: a dietician and a 
doctor.

Condition C: a workshop led by two food agroindustry workers (a product 
manager and a food innovation consultant for two major brands).

In order to verify that the invitation had been carefully observed by the 
respondents, including the occupation of the speakers, two questions were 
subsequently asked as a check. The first asked about the occupation of 
one of the speakers and the second asked about the fruits and vegetables 
in the image, so that respondents would not guess that we were interested 
in the speaker’s job. We eliminated those who gave incorrect answers to the 
job question and selected respondents randomly to ensure an equal sample 
size between experimental conditions. In total, the sample size was 363 
people or 121 students per experimental condition (there were no significant 
differences between the three conditions in terms of socio-demographic 
characteristics, perceived expertise in cooking and balanced eating, and 
interest in this type of workshop before viewing the invitation – Table 1).

Table 1: Characteristics of the three groups and experimental conditions 

Occupations of nutrition 
workshop speakers

Students Health 
workers

Food 
industry 
workers

Gender (n & %) 1 (man) 39,00a 32% 37,00a 31% 43,00a 36%

2 (woman) 82,00a 68% 84,00a 69% 78,00a 64%

Age Mean 20.917a 21.058a 21.235a

Student’s degree Mean (years 
in higher 
education 
system)

3.289a 3.471a 3.421a

Body mass index 
(BMI)

Mean 21.662a 21.841a 21.274a

Level of general interest for a nutrition 
workshop (without mentioning the 
speakers)

2.645a 2.653a 2.719a

Self-perceived expertise in nutrition -.152a .123a .029a

Self-perceived expertise in cooking .000a .070a -.070a

 
After viewing the invitation, respondents were asked to assess their level 
of trust in the speakers along three dimensions: the benevolence, integrity 
and perceived competence of the speakers. We adapted items from 
scales originally designed to measure trust in a brand or vendor (Gurviez 

and Korchia, 2002; Hadj Khalifa and Kammoun, 2013; Ochi, 2006) to be 
applicable to our topic. Congruence between the speakers and the theme 
of the event was measured by adapting items from Galan’s congruency 
scale (2009). This was followed by two questions related to intent to attend 
this workshop. The difference in interest in this type of workshop (before 
and after viewing the invitation) was then calculated. 

Principal component analyses were performed on SPSS on the above-
mentioned scales and Anova were performed on the factor scores of the 
scales and the intention items. 

Results / findings: Anova reveals significant differences for all variables 
(Table 2).

Table 2: Analysis of variance

Sum of 
squares

ddl Mean 
square

F Sig.

Intention Intergroups 44,055 2 22,028 7,899 0,000

Intragroups 1003,967 360 2,789   

Total 1048,022 362    

Integrity Intergroups 64,900 2 32,450 39,320 0,000

Intragroups 297,100 360 0,825   

Total 362,000 362    

Benevolence Intergroups 43,909 2 21,954 24,847 0,000

Intragroups 318,091 360 0,884   

Total 362,000 362    

Competence Intergroups 89,222 2 44,611 58,876 0,000

Intragroups 272,778 360 0,758   

Total 362,000 362    

Congruency Intergroups 123,611 2 61,806 93,335 0,000

Intragroups 238,389 360 0,662   

Total 362,000 362    

Differential 
intention 
before and 
after seeing 
the invitation

Intergroups 14,253 2 7,127 7,079 0,001

Intragroups 362,413 360 1,007   

Total 376,667 362    

 
For some variables, notably intention, only the group that viewed the 
invitation mentioning agroindustry workers stood out negatively. Thus, 
these professionals are not perceived as legitimate to talk about food 
with students. Indeed, they are judged to be the least honest, the least 
competent, and the least benevolent. Moreover, despite their profession 
related to food, they are perceived as the least congruent with the theme of 
the workshop.

Similarly, when we compare the general interest in this type of workshop 
with the intention to participate following the viewing of the invitation, 
mentioning that the speakers are agroindustry workers decreases the 
overall intention to participate to the workshop.

Differences are less clear when comparing groups who viewed invitations 
mentioning students versus health professionals. These two groups have 
equivalent scores in terms of integrity and intent to participate. However, 
students appear to be the most benevolent, while health professionals 
are perceived as the most competent and congruent with the workshop 
theme.

Intention to participate and the intention differential (between before 
and after seeing the invitation) appear to be equivalent, with the (non-
significant) difference between the groups nevertheless in favor of health 
workers (Table 3).
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Table 3: Results details (Duncan test)

Integrity

Group N Subset for alpha = 0.05

  1 2

Food industry workers 121 -0,596  

Health workers 121  0,251

Students 121  0,344

Sig.  1,000 0,426

Benevolence

Group N Subset for alpha = 0.05

  1 2 3

Food industry workers 121 -0,471   

Health workers 121  0,113  

Students 121   0,358

Sig.  1,000 1,000 1,000

Competence

Group N Subset for alpha = 0.05

  1 2 3

Food industry workers 121 -0,577   

Students 121  -0,056  

Health workers 121   0,633

Sig.  1,000 1,000 1,000

Congruency

Group N Subset for alpha = 0.05

  1 2 3

Food industry workers 121 -0,806   

Students 121  0,249  

Health workers 121   0,557

Sig.  1,000 1,000 1,000

Intention

Group N Subset for alpha = 0.05

  1 2

Food industry workers 121 3,28  

Students 121  3,98

Health workers 121  4,06

Sig.  1,000 0,701

Differential intention

Subset for alpha = 0.05

  1 2

Food industry workers 121 -0,339  

Students 121  0,050

Health workers 121  0,107

Sig.  1,000 0,654

Means for groups in homogenous subsets are displayed	

Discussion: This research showed that food industrial workers are rejected 
by students. They perceived them as incompetent, dishonest and not 
benevolent. On the contrary, both other students and health workers are 
considered as trusted, but the former are perceived as more benevolent 
while the latter more competent. Additional research with a scenario that 
would mix both actors would improve the intention to participate to the 
workshop. A managerial recommendation to educational institution is 
to create workshop mixing students and health professionals. Indeed, 
this pairing could be perceived as both competent and benevolent, with 
the qualities of the student offsetting the shortcomings of the health 
professional and vice versa. 

The main limitation of this study is that the sender of the message is in 
each case the educational institution. This may have impacted students’ 
intention to participate. Future research should test the impact of the 

sender of the message by varying the contexts of the e-mail sending to 
verify whether the intentions to participate remain in favor of the same 
actors. 

Conclusion: The results of this study reveal the lack of credibility of 
agroindustry workers to students. In a social marketing perspective, 
it appears that they are not trusted and congruent actors to promote 
prevention messages. However, the agroindustry invests tremendous 
amount on health prevention. The results suggest that the perception of 
such real actions, at least targeting students, should be evaluated, for they 
could be counterproductive. 

But can students efficiently speak to students...? It’s not that simple. If 
they are perceived as the most benevolent by their peers, students are not 
perceived as the most competent. Yet, our results suggest that students 
also expect advice from competent people, such as health workers. 
This is contrary to what is observed in social media, where young adults 
appreciate to follow numerous non-specialist peers’ food and health 
advice (Sadoun and Hemar-Nicolas, 2019). Again, this could be due to the 
source of the message in this specific study. Future research should go 
further the intention measurement and rather measure the effectiveness of 
a real series of workshops on changing food habits. 
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StayHealthy@home: was it so healthy for all?

Conference theme: People & wellbeing; Conference track COVID-19

Abstract: During the Covid-19, Governments introduced movement 
restrictions, imposed strict rules on outdoor and indoor physical activity, 
and asked to avoid contacts with elderly to keep them safe. Doing outdoor 
exercises became more complex to limit active lifestyles and loneliness 
became a plague for elderly that couldn’t receive “physical” support 
from relatives. The main aims of this work are to explore i) how elderly 
healthy behaved during the covid 19 pandemic compared with the adult 
population and ii) which factors facilitated or limited healthy lifestyles, such 
as physical activity, among elderly during the first lockdown. Data from 
766 individuals aged 18+ were analyzed. Behaviors of the elderly were 
compared with those of an adult counterpart population, and a structural 
equation model was performed to test the study’s hypotheses. The 
elderly group became more inactive than the adult group. Social support 
leveraged elderly who kept active during the pandemic, while adults’ 
competitive attitude leveraged their active behaviors. To demonstrate that 

different “personal resources” act on adults and elderly. Finally, a valued 
life had a positive and direct effect on being socially supported for both 
elderly and adults, social support 

Introduction, Background and hypotheses to test: During the 
COVID-19 pandemic, people daily life changed due to the physical 
restrictions to move. Doing outdoor exercises became more complex 
to limit active behaviors (Schnitzer et al., 2020).  Adults who worked at 
home experienced constraints and lack of time to get out of the home 
(Ipsen et al., 2021); elderly had to reduce active behaviors also due to 
the governments’ recommendations to limit contacts with them, with the 
further effects of increasing the loneliness’ psychosocial plague for this 
population subgroup and, in turn, the risk to become sedentary. Indeed, 
there are evidence on negative association between loneliness and 
physical activity among elderly (Pels & Kleinert, 2016).

Hence, despite health organizations launched campaigns with tips to 
stay healthy at home (Ministry of Health, 2020a; Ministry of Health, 
2020b; WHO, 2020), Covid-19 significantly changed people attitude to be 
physically active (Ammar et al., 2020). A part of inactive people started to 
do exercise, while a part of active people reduced the amount of physical 
activity or became inactive (Lesser et al., 2020).  Based on the above 
knowledge, this work aims to test the following hypothesis:

HP 1: During the first Covid-19  lockdown period elderly differently react 
in adopting or keeping healthy lifestyles in comparison with the adult 
population.

Over the years, scholars have investigated the role of “personal 
resources” on healthy lifestyles.  Previous studies, that not considered 
the occurrence of a pandemic, studied the relationship between 
competitiveness and interest/enjoyment, motivation and adherence to 
physical activity (Frederick-Recascino and Schuster-Smith, 2003). The 
authors observed an association between competitiveness and motivation 
in people who were engaged in either cycling or doing fitness exercises 
as well as  competitiveness produced adherence to physical activity for 
the cycling group. Others observed the positive role of individual or in 
team competition on physical activity levels (Johannesson et al, 2010). 
Competition enhances the individual level of physical activity, also when 
people join online social network-based exercises (Zhang et al, 2016); in 
this study incentives and social support did not produce any effects on 
individuals’ behaviours. A literature review from Smith at al. (2017) informs 
about the positive association between family support and physical activity 
in older adults, while it does not highlight any benefits from the friends’ 
social support. On the contrary, another literature review (Laird et al, 2016) 
highlights a weak effect of social support to physical activity in adolescent 
girls. These unlined evidence between physical activity and social support 
lead to hypothesized a different action of social support across age 
classes. Finally, the measurement of valued living is recently becoming 
recurrent in studies dealing with health  behaviours or specifically with 
physical activity (Moffitt and Mohr, 2015). Stapleton et al (2020) conduct 
a survey to analyse the correlation between the levels of physical activity 
and (health) valued living and observed no significant association between 
the general valued living and physical activity. These results demonstrate 
that there are still few consistent evidence on the role plaid by valued living 
on healthy lifestyles. On the above knowledge, this work aims to test the 
hypothesis:

HP 2: During a critical event, like the first Covid-19 lockdown period, 
adults are able to adopt or keep an active lifestyles by leveraging on their 
competitive attitudes; while elderly can  leverage on social support to stay 
physically active.

HP 3: During a critical event, like the first Covid-19 lockdown period, 
people’s attitudes to adopt active behaviours were encouraged by a valued 
living.

Methods: Data from 766 individuals aged 18+ were analyzed. People were 
invited to fill in a questionnaire with a Facebook campaign promoted in the 
period June-July 2020. To test the hypotheses of this work, the analyses 
led to explore data dealing with: 

1) the Italian population habits on physical activity before and during the 
covid-19 pandemic emergency; an ad hoc reporting scale was developed 
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to investigate the adherence to the international recommendation to 
“do at least 150 minutes of moderate-intensity aerobic physical activity 
throughout the week” (WHO, 2011); 2) valued living, measured with the 
Valued Living Questionnaire of Wilson et al (2010), a 10 item scale that 
measures to what extent respondents are consistent with the proposed 
values;  3) competitive attitude, measured by adapting the Social 
Interdependence Scale of Johnson & Norem-Hebeisen (1979); and 4) 
social support for healthy lifestyle, measured by adapting the Perceived 
social support Scale of Ball and Crawford (2006). 

A descriptive analysis was conducted to answer the HP1, while HP2 and 
HP3 were tested by performing structural equation modelling by analysing 
direct and indirect effects. The STATA/SE 14.2 software was used. 

Results / findings: During Covid-19, a part of inactive elderly started to 
exercise (29% ); while half of those who did one type, and 1 out of 3 of 
those who did three types of physical activity became inactive. The elderly 
became more inactive than other adult individuals. 

A valued life had a positive and direct effect on being socially supported for 
both elderly and adults; social support had a positive and direct effect on 
physical activity for the 

elderly during the pandemic. Finally, the direct and positive effect of 
competition on physical activity was observed only for adults during the 
pandemic period.

Table 1 – Direct and indirect effect of social support on physical activity 
behaviours during Covid 19 first lockdown, by elderly and adult groups. 

Elderly Adult population

Direct effect Coeff. Standard 
Error

P>|z| Coeff. Standard 
Error

P>|z|

Structural 
Social Support <- 
Valued Life

0.016 0.004 0.000 0.018 0.002 0.000

Physical Activity <- 
Social Support

0.643 0.313 0.040 0.167 0.190 0.380

Indirect effect Coeff. Standard 
Error

P>|z| Coeff. Standard 
Error

P>|z|

Physical activity<-
[Social Support]
Valued Life

0.010 0.006 0.069 0.003 0.003 0.382

 
Table 2 – Direct and indirect effect of competition on physical activity 
behaviours, by elderly and adult groups.

 

Elderly Adult population

Direct effect Coeff. Standard 
Error

P>|z| Coeff. Standard 
Error

P>|z|

Structural 
Competition  <- 
Valued Life

0.005 0.006 0.435 0.005 0.003 0.156

Physical Activity <- 
Competition 

0.145 0.203 0.475 0.346 0.117 0.003

Indirect effect Coeff. Standard 
Error

P>|z| Coeff. Standard 
Error

P>|z|

Physical activity<-
[Competition] 
Valued Life

0.001 0.001 0.598 0.002 0.001 0.201

Discussion and Conclusions: Our analyses show that during critical 
circumstances, like strong restrictions in terms of outdoor and social 
activities, applied during the COVID 19 pandemic (lockdown) can limit 
healthy behaviours, and it mostly happens for elderly. In that period, elderly 
who did a lot of physical activity (perhaps with the support of experts) or 
who did something before the spread of the pandemic was most frequently 
unable to continue. 

Results also demonstrated that personal resources and attitudes can 
have a role in leveraging people’s healthy behaviors. Social support had 
a positive and direct effect on the physical activity of elderly during a 

pandemic circumstance by confirming the existing literature’s results 
observed under usual conditions. And, a direct and positive effect of 
competition on physical activity was (only) observed for adults during the 
pandemic period. Hence our HP2 has been confirmed.

Finally, there is a direct relationship between having a valued life and 
receiving social support without distinction across the population age; 
while, having a valued life does not influence the people’s active lifestyle. 
Hence our HP3 was not confirmed.

Personal resources differently act on adults and the elderly, and this 
effect can be stronger under critical conditions as those produced by a 
pandemic. Social support is a significant resource for vulnerable groups, 
and It was able to reduce the impact of covid-19 on quality of their life. 
On the other side, adults demonstrate to apply competition dynamics 
also in getting in balanced their lifestyles. These finding can inform health 
promotion services and community actors to differentiate their strategies 
and produce innovative spillovers on the population subgroups, with the 
additional impacts to improve the elderly’s social inclusion and to early 
promote healthy aging among adults. 

References:

Ammar, A., Brach, M., Trabelsi, K., Chtourou, H., Boukhris, O., Masmoudi, 
L., ... & Hoekelmann, A. (2020). Effects of COVID-19 home confinement 
on eating behaviour and physical activity: results of the ECLB-COVID19 
international online survey. Nutrients, 12(6), 1583.

Ball, K., & Crawford, D. (2006). An investigation of psychological, social 
and environmental correlates of obesity and weight gain in young women. 
International journal of obesity, 30(8), 1240-1249.

Frederick-Recascino, C. M., & Schuster-Smith, H. (2003). Competition 
and intrinsic motivation in physical activity: A comparison of two groups. 
Journal of sport behaviour, 26(3), 240-254.

Ipsen, C., van Veldhoven, M., Kirchner, K., & Hansen, J. P. (2021). Six Key 
Advantages and Disadvantages of Working from Home in Europe during 
COVID-19. International Journal of Environmental Research and Public 
Health, 18(4), 1826.

Italian Ministry of Health (2020a), http://www.salute.gov.it/
portale/nuovocoronavirus/dettaglioNotizieNuovoCoronavirus.
jsp?lingua=italiano&menu=notizie&p=dalministero&id=4421

Italian Ministry of Health (2020b), http://www.salute.gov.it/
portale/nuovocoronavirus/dettaglioContenutiNuovoCoronavirus.
jsp?lingua=italiano&id=5392&area=nuovoCoronavirus&menu=vuoto

Johannesson, M., Östling, R., & Ranehill, E. (2010). The effect of 
competition on physical activity: A randomized trial. The BE Journal of 
Economic Analysis & Policy, 10(1).

Johnson, D. W., & Norem-Hebeisen, A. A. (1979). A measure of 
cooperative, competitive, and individualistic attitudes. The Journal of 
Social Psychology, 109(2), 253-261.

Laird, Y., Fawkner, S., Kelly, P., McNamee, L., & Niven, A. (2016). The 
role of social support on physical activity behaviour in adolescent girls: a 
systematic review and meta-analysis. International Journal of Behavioral 
Nutrition and Physical Activity, 13(1), 1-14.

Lesser, I. A., & Nienhuis, C. P. (2020). The impact of COVID-19 on physical 
activity behavior and well-being of Canadians. International journal of 
environmental research and public health, 17(11), 3899.

Moffitt, R., & Mohr, P. (2015). The efficacy of a self‐managed Acceptance 
and Commitment Therapy intervention DVD for physical activity initiation. 
British Journal of Health Psychology, 20(1), 115-129.

Pels, F., & Kleinert, J. (2016). Loneliness and physical activity: A systematic 
review. International Review of Sport and Exercise Psychology, 9(1), 231-260.

Schnitzer, M., Schöttl, S. E., Kopp, M., & Barth, M. (2020). COVID-19 stay-
at-home order in Tyrol, Austria: sports and exercise behaviour in change?. 
Public Health, 185, 218-220.

Smith, G. L., Banting, L., Eime, R., O’Sullivan, G., & Van Uffelen, J. G. 
(2017). The association between social support and physical activity 

RESEARCH / EVALUATION  



50

in older adults: a systematic review. International Journal of Behavioral 
Nutrition and Physical Activity, 14(1), 56.

Stapleton, A., O’Connor, M., Feerick, E., Kerr, J., & McHugh, L. (2020). 
Testing the relationship between health values consistent living and health-
related behavior. Journal of Contextual Behavioral Science, 17, 17-22.

WHO (2011) Global Recommendations on Physical Activity for Health. 
18-64 year old. https://www.who.int/dietphysicalactivity/physical-activity-
recommendations-18-64years.pdf

WHO (2020), https://www.who.int/campaigns/connecting-the-world-to-
combat-coronavirus/healthyathome

Wilson, K. G., Sandoz, E. K., Kitchens, J., & Roberts, M. (2010). The Valued 
Living Questionnaire: Defining and measuring valued action within a 
behavioral framework. The Psychological Record, 60(2), 249-272.

Zhang, J., Brackbill, D., Yang, S., Becker, J., Herbert, N., & Centola, D. 
(2016). Support or competition? How online social networks increase 
physical activity: a randomized controlled trial. Preventive medicine 
reports, 4, 453-458.

 
Number: 85

Closing the gap: Can psychological distance be applied as a 
precursor within the (COM-B) framework to explain single-use plastic 
(SUP) reduction? 

Conference theme: Environment & sustainability 

Conference track: Planetary health: Environment and sustainability

Abstract: Growth in global single-use plastic tableware consumption 
has increased rapidly, most recently fuelled by COVID-19 healthy safety 
concerns. Continued growth is forecast and underwhelmingly low recycling 
rates suggest that urgent action is needed. With theory indicated as 
an essential contributor to behaviour change, frameworks that can be 
confidently applied are required. This paper presents findings from a pilot 
study, which tested the theoretical viability of applying psychological 
distance as a precursor to SUP reduction behaviour, using the Capability-
Opportunity-Motivation-Behaviour (COM-B) model. Data from 131 Hong 
Kong residents, who completed an online survey, was analysed using PLS-
SEM to explore the explanatory potential of the approach. The findings of 
this pilot offer initial evidence suggesting that psychological distance may 
be considered a precursor to the COM-B model. 

Introduction and background / rationale: Plastic is an inexpensive 
part of our everyday lives. The physicochemical properties of plastic 
offer many benefits (e.g., availability, flexibility, lightweight) and economic 
viability. However, most plastic is not biodegradable, and with a further 
doubling in volume expected by 2030 (United Nations. 2021), plastic is a 
primary environmental concern (Patrício Silva et al., 2020). Microplastics 
are already evident in our food chain with harmful results (Prata, Silva, 
Walker, Duarte, & Rocha-Santos, 2020). Single-use plastic (SUP) 
tableware, including any single-use catering utensils made of plastics 
such as straws, stirrers, forks, knives, spoons, cups, bowls, plates, food 
containers, lids and covers (EPDHK, 2021), was the top garbage item 
in the worlds’ oceans in 2021 (Morales-Caselles et al., 2021). Growth in 
single-use-plastic consumption per capita continues (Barnes, 2019), with 
SUP growth rates moving even higher during the COVID-19 pandemic 
due to health concerns (Prata et al., 2020). Actions during the COVID-19 
pandemic have halted any progress made on SUP reductions. Patrício 
Silva et al. (2020) note that health and safety concerns contributed to the 
reversal of bans on SUP, which in turn fuelled increases in SUPs. Further, 
a surge in takeout orders during the pandemic resulted in the increased 
use of SUP tableware. In 2021  Hong Kong was a “plastic disaster” with a 
doubling of SUP tableware compared to 2019 figures, reaching 100 million 
disposed SUP items every week (Ho, 2021). The persistence, irreversibility, 
and ubiquity of plastics in the environment (Prata et al., 2020) call for a 
readjustment of how people use SUPs. 

Structural strategies such as government policy to ban or impose levies 
on plastics have dominated response efforts (Xanthos & Walker, 2017), 

with few voluntary approaches evident. Evidence suggests that behaviour 
change is more likely when more of social marketing’s eight core principles 
are applied (Carins & Rundle-Thiele, 2014; Xia, Deshpande, & Bonates, 
2016). Importantly, greater program effectiveness (e.g., effect size) was 
observed in studies that report theory use (Kim et al., 2019). Based on 
this evidence, theoretical perspectives that can be confidently applied are 
needed. Engaging citizens to care can be a challenge when immediate 
and proximal individual interests such as speed and convenience outweigh 
ill-defined consequences that are only realised in the future (Amel, 
Manning, Scott, & Koger, 2017; Spence, Poortinga, & Pidgeon, 2012). 
Although consumers are greener in purchase and consumption choices, 
their overreliance on SUPs may be difficult to change if the plastic waste 
problem is out of sight and mind. Thus, reducing psychological distance 
may be a significant modifiable barrier to reducing SUP consumption 
(Barnes, 2019; Chen, 2020). 

Liberman and Trope’s (1998; 2010) Construal Level Theory (CLT) 
describes the relationship between psychological distance and how 
one’s thinking is considered abstract or concrete. The farther removed an 
object is from direct experience, the higher (more abstract) the degree of 
mental construal of that object. Psychological distance consists of four 
dimensions as follows: (1) Spatial or geographical distance (e.g., an issue 
occurring far away); (2) temporal distance (e.g., an issue occurring in the 
future); (3) social distance (e.g., an issue affecting someone else who is 
not perceived to be similar to oneself), and (4) uncertainty/ hypothetical 
distance (e.g., the probability of an issue occurring). Translating plastic 
pollution into personally relevant conditions or motivational attitudes 
(Chen, 2020) is challenging. When not addressed directly, lack of direct 
experience, time delay, and the abstract and often statistical nature of the 
risk (e.g., global warming) is a psychologically distant issue that does not 
evoke required visceral reactions (Chu & Yang, 2020). 

Several studies have employed the concept of psychological distance 
to understand issues such as climate change (Chen, 2020; Spence et 
al., 2012), air pollution (Liu, Zeng, & Wang, 2021; Mir, Behrang, Isaai, & 
Nejat, 2016), energy use (Jones, Hine, & Marks, 2017), purchase of green 
products (Liu et al., 2021; Reczek, Trudel, & White, 2018) and plastic 
pollution (Barnes, 2019). Evidence indicates that issues that are framed 
in more proximal and concrete terms are more persuasive (e.g., Chu 
and Yang (2020); Jones et al. (2017); Liberman and Trope (1998)). More 
research is needed to understand how to close the psychological gap to 
reduce SUP consumption effectively (Maglio, 2020). Barnes (2019) points 
to the viability of using CLT to explain SUP consumption and notes that 
studies on the individual consumer are missing. Thus far, studies seeking 
to reduce psychological distance report manipulation of one or some 
dimensions of psychological distance (Loy & Spence, 2020; McDonald, 
Chai, & Newell, 2015). Inconsistent and mixed results were obtained in 
several studies as different dimensions of psychological distance appear to 
interact and aggregately affect pro-environmental behaviours. 

To address the shortcomings in literature, this research project tests 
the interplay between all four dimensions (spatial, temporal, social, and 
hypothetical) using the Capability-Opportunity-Motivation-Behaviour 
(COM-B) framework to understand how people think and feel (Motivation) 
and to identify levels of social and environmental support (Ability and 
Opportunity) available to people to reduce SUP tableware use (Behaviour). 
A meta-analytic study by Susan Michie, Van Stralen, and West (2011) 
found that the COM-B model can explain up to 40% of the variance in 
behaviour. The COM-B model has also shown to be apt in accounting 
for the complex personal, social, and physical environments in which 
behaviour occurs (Susan Michie et al., 2011; S Michie, West, Campbell, 
Brown, & Gainforth, 2014). To the authors’ knowledge, this is the first study 
to theoretically validate linking psychological distance antecedents with the 
COM-B framework. 

The findings presented in this conference paper relate to the initial stages 
of theory testing. These are part of a larger research project that aims to 
understand approaches that can be applied to voluntarily reduce SUP 
consumption behaviour, including the full range of barriers and enablers 
of SUP tableware reduction behaviour. The work described in this paper 
was fully supported by a grant [BHM-2021-221(I)] from the College of 
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Professional and Continuing Education, an affiliate of The Hong Kong 
Polytechnic University. The primary goal of the larger research project 
is to identify optimal theoretically informed communication approaches 
that can be applied in the field to decrease psychological distance and 
thereby reduce SUP use. For this conference paper, initial findings from 
the pilot study are presented. The pilot study sought to test the reliability 
and validity of the theoretical model, which will be deployed in the larger 
research project. Thus, the following section will focus on the hypotheses 
developed to initially test the theoretical model to ascertain if this model 
can be used moving forward (see Figure 1). 

According to the COM-B model, consumers’ motivation to perform a 
behaviour is affected by their capability and opportunity to engage in 
the behaviour (S Michie et al., 2014). Capability refers to an individual’s 
psychological and physical capacity to perform a behaviour (Susan Michie 
et al., 2011). Psychological capability relates to intellectual capacity, 
decision making, habit, action planning and control to engage in the 
behaviour. Physical capability refers to the knowledge and skills required 
for a person to perform the behaviour. Previous research revealed that 
capability is strongly associated with motivation and behaviour (Willmott, 
Pang, & Rundle-Thiele, 2021). Thus, this project hypothesises that 
‘Capability positively influences behaviour to reduce SUP tableware use’ 
(H1). 

Opportunity refers to all the external social and physical factors influencing 
an individual to engage in the behaviour (Susan Michie et al., 2011). Social 
opportunity exists in the social environment of norms such as social and 
descriptive norms and social support available to individuals to making 
behaviour possible or prompting it. Physical opportunity exists when 
individuals interact with others in the environment or events, influencing 
the viability of the behaviour. Past research reported that opportunity is 
strongly associated with motivation to change behaviour (Willmott et al., 
2021). The association between opportunity and behaviour is yet to be 
understood conclusively. The direct effect of opportunity on behaviour may 
vary with the target behaviour being studied. For example, opportunity 
was found to directly influence energy-saving behaviour (Li, Xu, Chen, 
& Menassa, 2019) but not physical activity or healthy eating behaviour 
(Willmott et al., 2021). This project hypothesises that ‘Opportunity 
positively influences behaviour to reduce SUP tableware use’ (H2).

Motivation is an essential factor in the COM-B model and refers to 
the automatic and reflective motivational processes that energise and 
direct individuals to perform a behaviour (Susan Michie et al., 2011). 
Automatic motivation directs behaviour through emotions and impulses. 
In contrast, reflective motivation directs behaviour through decision-
making and evaluations of individuals’ identity, self-efficacy, perceived 
behaviour control, attitudes, goals, intentions, and outcome expectancy 
of performing a behaviour. Most past research using the COM-B model 
has shown that motivation is strongly associated with behaviour and 
mediates the effects of capability and opportunity on behaviour  (Li et al., 
2019; Willmott et al., 2021). Thus, this project hypothesises that ‘Motivation 
positively influences behaviour to reduce SUP tableware use’ (H3) and that 
‘Motivation mediates the effect of (a) capability and (b) opportunity on SUP 
tableware reduction behaviour’ (H4).

Psychological distance comprises four components – social, spatial, 
temporal, and hypothetical. Loy and Spence (2020) reported that reducing 
the social-spatial distance of climate change enhances attitudinal and 
behavioural outcomes of climate protection. Liu et al. (2021) found that 
reducing the psychological distance of air pollution will arouse consumer 
concerns, which increased electric vehicle purchase intentions. Additional 
psychological distance dimensions are yet to be comprehensively tested. 
Thus, to investigate the impact of manipulating a mix of psychological 
distance dimensions on how participants think and feel (Motivation), and 
corresponding behaviour to reduce SUP tableware (Behaviour), this project 
hypothesises that ‘Communications that decrease the (a) socio-spatial; (b) 
socio-spatial-temporal; (c) socio-spatial-hypothetical; and (d) socio-spatial-
temporal-hypothetical psychological distance of plastic waste problem 
will be more effective in motivating SUP tableware reduction’ (H5) and that 
‘Communications that decrease the (a) socio-spatial; (b) socio-spatial-
temporal; (c) socio-spatial-hypothetical; and (d) socio-spatial-temporal-

hypothetical psychological distance of the plastic waste problem will be 
more effective in reducing SUP tableware use’ (H6).

Figure 1. Theoretical model 

Aim of the session: The session aims to share findings from the pilot 
study. The session will outline how the COM-B model was tested, and it 
will explain how psychological distance can be used to explain how to 
reduce single-use plastic consumption (cutlery/plasticware), particularly 
focussing on initial reliability and validity of the theoretical model.  

Method / approach: A total of 131 responses from participants in Hong 
Kong aged 18 or above were collected through a research agency and 
analysed using PLS-SEM. Upon providing consent to partake in the 
study, participants were asked to answer questions related to individuals’ 
capability and opportunity to reduce SUP tableware. Measurement items 
of the dependent variables were developed following the Theoretical 
Domains Framework (TDF) and COM-B model of behaviour and adopted 
from prior literature investigating the impact of psychological distance 
on pro-environmental behaviours. Examples of items used to measure 
COM-B capability variables include “During the past month (30 days), I 
have constantly monitored whether I reduce the usage of SUP tableware” 
(psychological; Luszczynska and Schwarzer (2003)) and “I know how I 
can reduce my use of SUPs tableware” (physical; Charitou et al. (2021)). 
Items measuring opportunity included “Most of my friends avoid using 
SUP tableware” (social norms; Keller, Köhler, Eisen, Kleihauer, and Hanss 
(2021)), “In the past month (30 days), how often have other people … 
encouraged you to avoid using SUP tableware” (social support; Bakhtari, 
Nadrian, Asghari Jafarabadi, Dehghanzadeh, and Delangiz (2018)) 
and “Cleaning reusable tableware is inconvenient” (physical; Allison, 
Lorencatto, Miodownik, and Michie (2021)). Motivation included items 
such as “I think of myself as a consumer who is trying to avoid using SUP 
tableware” (identity; Van der Werff, Steg, and Keizer (2013)), “If I want to, 
I could avoid using SUP tableware” (self-efficacy; Raimondo, Hamam, 
D’Amico, and Caracciolo (2022)), “Over the next three months, I … will 
try to avoid using SUP tableware” (intention; Raimondo et al. (2022)). 
Behaviour included items introduced by “In the past month, how often 
have you …”, followed by “opted for plastic-free alternatives when buying 
food and beverages” (Keller et al., 2021). All items are measured using 
7-point Likert scale (1 = strongly disagree; 7 = strongly agree), except 
for social support and behaviour which are measured using 0-100 slider 
scales (0 = never; 100 = always). 

Adopted from Loy and Spence (2020) and Spence et al. (2012) and 
measured on a 7-point Likert-scale (1 = str. disagree; 7 = str. agree), 
psychological distance items were introduced by “To what extent this 
communication material makes you feel that …”, followed by “serious 
consequences of plastic pollution primarily impact you” (social), “serious 
consequences of plastic pollution primarily occur in places nearby” 
(spatial), “people in this generation will feel the serious consequences of 
plastic pollution” (temporal) and “you have no uncertainty about plastic 
pollution” (hypothetical). 

Results / findings: Model validation results (see Table 2 and Table 3) 
were compared against threshold guidelines suggested by Hair, Risher, 
Sarstedt, and Ringle (2019). Composite reliability and Cronbach’s alpha of 
all constructs exceed 0.7 and 0.6, respectively, indicating internal reliability. 
Convergent validity is initially indicated as the average variance extracted 
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(AVE) of all constructs, and all AVE estimates exceeded the 0.5 thresholds. 
The square roots of the AVEs for the latent constructs are greater than 
the correlations of the corresponding latent variables, thus providing data 
to suggest discriminant validity. The structural model was assessed, and 
the pilot study’s findings indicate the potential for the predictive power of 
the hypothesised model as no collinearity was detected (variance inflation 
factor (VIF) values of all predictor constructs are smaller than 0.3), and 
Q2 is larger than zero. The COM-B model explained 42% of the variance 
in SUP tableware reduction behaviour, which is significantly affected 
by capability (β=0.219, p<0.001), opportunity (β=0.220, p<0.001), and 
motivation (β=0.282, p<0.001), supporting hypotheses H1, H2, and H3. 
The model also explains 68% of the variance in motivation to reduce SUP 
tableware. The indirect path coefficient between capability and behaviour 
through motivation is significant (β=0.171, p<0.001). Motivation also 
partially mediates the relationship between opportunity and behaviour 
(β=0.126, p<0.001). Thus, hypotheses H4a and H4b are supported. 
Moreover, a large psychological distance shows a strong negative 
association with motivation (β=-0.095, p<0.01) and behaviour (β=-0.226, 
p<0.001) to reduce SUP tableware, supporting the use of hypotheses H5 
and H6.

Table 2. Validity and reliability of the measurement model

 Loadings Cronbach's 
Alpha

Composite 
Reliability

Average 
Variance 
Extracted 

(AVE)

Behaviour 0.809 0.868 0.569

BEH1 0.706

BEH2 0.756

BEH3 0.702

BEH4 0.811

BEH5 0.789

Capability 0.658 0.854 0.745

Action control 0.891

Action skills 0.832

Opportunity 0.698 0.832 0.625

Subjective norms 0.831

Social support 0.859

Environment 0.666

Motivation 0.780 0.859 0.605

Identity 0.849

PBC 0.665

Intention 0.814

Goals 0.772

Psychological distance 0.789 0.858 0.606

Social 0.730

Spatial 0.883

Temporal 0.620

Hypothetical 0.850

Remarks: Capability, opportunity, motivation, and psychological distance are higher-
order constructs reflectively measured by first-order constructs listed in Table 1 and 

Table 2 respectively.

 
Table 3. Discriminant validity

 Behaviour Capability Motivation Opportunity Psychological 
distance

Behaviour 0.754

Capability 0.574 0.862

Motivation 0.605 0.770 0.778

Opportunity 0.559 0.633 0.710 0.790

Psychological 
distance

-0.055 -0.369 -0.378 -0.253 0.777

Discussion and Conclusions: Both model reliability and validity were 
indicated during pilot testing (n=131), suggesting COM-B should be 
applied in a larger study as a theoretical foundation to trial intervention 
approaches aiming to reduce SUPs. All hypothesised relationships 
were indicated. In response to a limited understanding of how we can 
systematically reduce psychological distance regarding SUP reduction 
behaviours (Barnes, 2019; Maglio, 2020), the findings of this pilot study 
offer initial evidence for the viability of using psychological distance as 
a precursor to motivation and behaviour in the COM-B model. This pilot 
study has theoretical and methodological significance for future studies 
that seek to explore how psychological distance measures can be used to 
curb SUP behaviour.  
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Number: 89

Sustainable Practices in the Textile and Clothing Industry: an Analysis 
of the Sustainability Reports

Conference theme: 3. Environment & sustainability

Conference track: 2. Planetary health: Environment and sustainability

Abstract: This study aimed to identify the sustainability practices adopted 
by the textile industry, taking into account the three pillars of sustainable 
development: economic, environmental and social. Through a qualitative 
approach, this study was based on John Elkington’s Triple Bottom Line 
model (1994) to answer the proposed objective. Thus, a documentary 
analysis was conducted of the sustainability reports of Brazilian 
companies in the textile sector for the year 2020, which had the Global 
Reporting Initiative (GRI) standards for publication. The results show that 
environmental and social sustainability practices are the most implemented 
by companies, while economic practices were very little explored. Despite 
this, a special focus was given to suppliers, mainly regarding the social 
dimension of sustainability, which illustrates well the industry’s commitment 
to these stakeholders.

Introduction and background / rationale: The concern of investors, 
consumers, companies, governments and countries about sustainable 
development (SD) is increasingly evident (Baumgartner and Ebner, 2010). 
The different ways in which sustainability is approached reflect patterns 
of everyday behaviour that need to be linked to the new realities and the 
associated changes in awareness (Redclift, 2005). Thus, for sustainability 
to be achieved, changing worldviews on an individual and global scale is 
necessary (Kemper et al., 2019).

The efforts of the United Nations (UN) for a more sustainable development 
on a global scale, in favour of a more circular economy and production 
with less waste, are increasing. An example of this is the adoption of the 
2030 Agenda. Another practical example is the large growth in the number 
of annual sustainability reports published, mainly by large companies 
(Roca and Searcy, 2012; Stewart and Niero, 2018). These reports are 
a voluntary way for companies to communicate to stakeholders their 
strategies, commitments and performance towards sustainability and 
more sustainable development (Leoneti et al., 2016). They constitute a tool 
available to companies to communicate and educate consumers about 
their sustainable practices (Lou and Cao, 2019).

In this context, it is urgent to talk about the textile and clothing industry, 
which is considered one of the most polluting from the beginning of the 
production process, with the selection of the material to be used, to the 
transportation, sale and disposal of the product (Lou and Cao, 2019). Its 
value chain generates a significant negative impact on the three pillars of 
sustainability (DiVito and Bohnsack, 2017). In the literature, most of the 
studies on SD and sustainability in this sector refer to more developed 
regions (Nayak et al., 2019), such as the industry in countries in Europe 
and North America. Thus, other researchers have identified the need for 
investigations focusing on developing countries (Köksal et al., 2017; Köksal 
et al., 2017; Desore and Narula, 2018; Rotimi, Topple and Hopkins, 2021).

It is noted then, a research gap evidencing the scarcity of research that 
addresses the theme of sustainability in the textile industry in developing 
countries. Brazil, which has the fifth largest textile industry globally, was 
then defined as the context for the development of this study.

Thus, this study aims to identify the textile industry’s sustainability  
practices, taking into account the three pillars of SD: economic, 
environmental and social. As a specific objective, it also seeks to identify 
which sustainability pillar is most implemented by companies and to verify 
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which themes of the economic, environmental and social pillars are most 
relevant for the sector. To achieve the objectives, a content analysis was 
conducted on the sustainability reports of five Brazilian textile companies.

Method / approach: The collected data were extracted from sustainability 
reports published on the websites of Brazilian companies in the textile 
sector, referring to the year 2020, and that have the standards defined 
by the GRI. The choice of reports with the GRI standards was made for 
the following reasons: being an international tool, being applicable to 
various sectors, fitting into the context and the parameters of sustainability 
(Leoneti et al., 2016). It is also the best known set of voluntary guidelines 
for corporate sustainability reports (Roca and Searcy, 2012). To identify the 
practices implemented by the five selected companies, the “frequency” of 
GRI indicators was observed, where it was possible to detect the presence 
(1) or absence (0) of the practices. This technique was also used in other 
studies addressing sustainability reporting (e.g., Alazzani and Wan-Hussin, 
2013; Saygili, Saygili and Yargi, 2020). The NVivo software was used to aid 
data analysis, which, in addition to validating and qualifying the material 
collected, facilitated the analysis process and grouping of information.

Results / findings: Based on the content analysis of the five companies’ 
Sustainability Reports, it was possible to identify the number of sustainable 
practices disclosed. Thus, it was found that the practices implemented 
by all companies in the sample are related to the topics “Waste”, “Child 
Labor”, “Forced or Slave-like Labor”, and “Social Evaluation of Suppliers”. 
Of  these practices, only one refers to the environmental pillar “EN26: 
Management of significant impacts related to waste” and three refer to 
the social pillar: “SC22: Operations and Suppliers with a significant risk of 
child labour”, “SC23: Operations and Suppliers with a significant risk of 
cases of forced or compulsory labour” and “SC31: New suppliers selected 
based on social criteria”. In all, 89 practices were suggested, being 17 from 
the economic pillar, 32 from the environmental pillar and 40 practices from 
the social pillar. However, it was found that only 25 practices are the most 
implemented by most companies, with only two practices belonging to the 
economic pillar, while 13 are from the environmental pillar  and 10 practices 
from the social pillar.

It was found that the most implemented practices are related to 
environmental sustainability, followed by social and lastly, economic 
sustainability. On the other hand, when comparing the three pillars, it is 
observed that three practices of the social pillar were implemented by all 
companies, while only one practice of the environmental pillar, and none of 
the economic pillar, was reported by all companies.

When making the analysis per pillar, it is observed that in relation to economic 
practices, of the 17 practices suggested, only two are the most implemented 
by the companies: one is related to the topic “Economic Performance” (EC1), 
which shows how companies created and distributed financial value and 
the other refers to the topic “Purchasing Practices” (EC9), which reports the 
negotiations made between companies and local suppliers.

The environmental pillar identified that of the 13 practices most 
implemented by the companies, most refer to the topic “Waste”. Also, we 
highlight the practices of the topic “Emissions”, which had three practices 
among the most implemented and the topic “Environmental Assessment 
of Suppliers”, which of its two suggested practices, both were more 
implemented by the companies.

Regarding social practices, it was found that of the ten most implemented 
social practices, half are related to human rights, both in the companies’ 
own operations and with suppliers (SC21, SC22, SC23, SC31, SC32), four 
are related to working conditions in the internal environment (SC3, SC15, 
SC17 and SC18) and only one to actions in local communities (SC29).

Discussion: The analysis carried out in the reports allowed identifying 
that in relation to the economic dimension of sustainability, of the two 
most implemented practices, one of them refers to suppliers. Spending 
with local suppliers (EC9) was reported by three companies in the sample, 
this being a way for companies to generate value for the local economy 
(Delai and Takahashi, 2008). Local production, and the stimulation of 
local businesses, are among the economic practices that generate more 
services for society and increase investments in the local community 
(Palomo-Lovinski and Hahn, 2014).

Similarly, another economic practice that was reported by most companies 
was the direct economic value generated and distributed (EC1), which is 
the way companies show how they allocated their financial resources and 
how they generated social and environmental value. Also, through this 
practice, companies show their investments in research, innovation and 
sustainable technologies (Islam et al., 2021; Palacios-Mateo et al., 2021).
Previous studies have shown that investments in innovation are essential 
to foster sustainability in the textile industry, especially in Brazil (Bruno and 
Bruno, 2009; CNI, 2017).

In this sense, it was possible to observe that most companies prioritised 
the investment in digital technologies. From the environmental perspective 
of sustainability, one of the main problems of the textile industry is the 
amount of waste generated, which impacts the three dimensions of 
sustainability (Armstrong and LeHew, 2011). In this context, and as 
exposed above, the topic “Waste” had an important emphasis in the 
reports, where all companies claim to manage their environmental impacts 
(EN26). The correct management of waste and the elimination of losses, 
in addition to enabling better quality is also reflected in the reduction of 
product costs since this waste is taken for recycling and reused in other 
value chains (Kirchherr, Reike and Hekkert, 2017).

Other environmental practices, such as energy consumption (EN4) and 
water harvesting (EN11), have been implemented by most companies and 
are ways for companies to achieve greater efficiency in their processes and 
activities by reducing the consumption of natural resources and reducing 
costs by harvesting rainwater (Bastian and Rocco, 2009).

When looking at the social dimension of sustainability, supplier-related 
issues are a critical issue for the sector (DiVito and Bohnsack, 2017). 
This is especially true in developing countries, where the worst working 
conditions and human rights violations through child, forced or slave-like 
labour are well known ((Gondak and Francisco, 2020). In this sense, most 
companies state that they do not have operations or suppliers with risks 
to trade union freedom (SC21) and take measures regarding the possible 
negative social impacts that can occur in the supply chain (SC32). An 
important highlight in the reports is the fact that the social assessment of 
suppliers and the hiring of new suppliers (SC31), is a commitment of all 
the companies in the sample, where most report having specific codes of 
ethics and conduct that suppliers must follow.

Among the most implemented social practices are actions and 
engagement in communities (SC29). Through donations of money, 
products or even projects and partnerships, companies foster local 
community development (Bubicz et al., 2021). C&A has a Volunteer 
Program “focused on the needs of the communities in which we are 
present as a business”; Cia Hering has a training and mentoring project on 
entrepreneurship and business. The Soma Group has a partnership that 
“supports the Yawanawa people and the structuring of their craft chain, 
positively impacting the income of 160 craftswomen”.

In addition to these, other internal social practices, such as offering in 
their benefit plans maternity/paternity leave (SC3), conducting training 
(SC15) and employee performance evaluation (SC17), are implemented 
by most companies. In the same sense, diversity in governance bodies 
and employees (SC18) is a priority of most companies and was one of the 
internal social practices that stood out the most in the reports.

From the foregoing, it was possible to identify that the sustainability 
practices most emphasized by the companies are related to suppliers in 
the three dimensions of sustainability. The evaluation and monitoring of 
suppliers, both in environmental criteria and social criteria, are among the 
most implemented by the companies in the sample and are widely cited 
in the literature (Resta et al., 2015; Köksal et al., 2017; Garcia-Torres et al., 
2017; Notten, 2020; Bubicz et al., 2021; Islam et al., 2021).

The results of the present study corroborate the findings in the literature 
since there is a prioritization of implementation of practices of the 
environmental and social pillars, while the economic pillar is the least 
contemplated. However, since the economic practices identified here 
foster employment and local production, in addition to investment in 
digitalization, it can be stated that companies have implemented economic 
sustainability to generate social value through non-financial gains 
(Phan et al., 2020) through improved customer experience and loyalty. 
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Simultaneously, companies implement environmental practices to manage 
better the amount of waste, products, discarded materials and reduce the 
consumption of natural resources.

In this sense, when looking from the TBL perspective, it is inferred that 
environmental sustainability is implemented to minimize the loss of value, 
which can occur (Gibbes et al., 2020), and emissions to the atmosphere 
and health risks (DiVito and Bohnsack, 2017). The social practices 
implemented, on the other hand, promote cultural enrichment (Khan, 
2016), the fight against inequality (Colantonio, 2009) and the well-being 
of employees (Bebbington et al., 2008), preserving human rights and safe 
working conditions.

Thus, as stated by Young and Tilley (2006), the economic practices carried 
out by companies related to the social pillar, through the investments made 
and jobs provided and through spending on local suppliers. While the 
environmental practices identified here relate to social sustainability (Kim 
and Kim, 2017). While the environmental practices identified here relate to 
social sustainability through measures that reduce the negative impacts 
on human health and relate to economic sustainability since the practices 
implemented reduce the financial costs of companies (Mafini and Muposhi, 
2017). Furthermore, they are also related to economic sustainability, as 
they influence the business opportunities with their suppliers (Spiegler 
and Halberstadt, 2018) through the monitoring and tracking of their 
environmental impacts and policies. With regard to social practices these 
are linked to economic sustainability since they seek economic growth 
(Young and Tilley, 2006) through the promotion of fair trade and social  
responsibility. (Parrish, 2008).

Conclusion: This study identified that the sustainability practices most 
implemented by the companies are the environmental practices. The 
concern with the high amount of waste generated and emissions from the 
sector’s activities are expressed by all companies. Thus, environmental 
sustainability at companies tends to be implemented through managing 
the negative impacts caused by the sector, both in their own activities and 
those of their suppliers.

This study contributes to advancing knowledge on the subject, allowing an 
understanding of how sustainability in developing countries is applied in 
the textile industry. It also evidences that the main practices implemented 
are supplier related. Likewise, it reinforces that technology is necessary 
to achieve sustainability, especially in the domestic industry. This study 
also contributes by offering a holistic perspective of the three pillars 
of sustainability and confirms that, in practice, there is a difficulty in 
integrating environmental, social and economic criteria (Pope et al., 2004; 
Pieroni et al., 2019).

In terms of practical implications, since companies must report and 
disclose their actions, this study illustrates the beginning of efforts by 
companies in developing countries to implement sustainability and be 
more transparent in their business. Similarly, it suggests which practices 
are essential for companies to adopt in their business and remain 
competitive. By identifying the practices implemented by companies, 
this study demonstrates how companies are driving the market towards 
more sustainable development and how sustainability is practised in the 
business environment.

This study is not free of limitations, which in turn offers opportunities for 
new lines of future research. The main limitation of this study presents itself 
in the source of pre-existing data, since by using sustainability reports 
published by companies, a content analysis may be fallible and not reflect 
all the information contained therein. Furthermore, this is information 
collected based on companies’ self-reporting. Thus, future research 
could replicate this study using a mixed method of data collection and 
analysis for a greater understanding of the information. Another limitation 
is the number of companies in the sample, as only five companies 
were considered for conducting this study, the results herein cannot be 
generalized. Thus, a suggestion for future research is the expansion of the 
sample.

It was identified that the Covid-19 pandemic was a factor of great influence 
on the practices that companies carried out. Thus, a suggestion for future 
research would be to revisit the cases of this study and make a longitudinal 

study between the practices disclosed by the companies before and after 
the pandemic and understand the impact caused by the application of 
sustainability in its three dimensions.

Finally, the most implemented practices in this study refer to suppliers, 
thus, another suggestion would be to verify the influence of each 
stakeholder of the textile value chain in the implementation of sustainability 
practices in the three dimensions considered in this study.
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Healthy Eats – evaluation of a social marketing program delivered in 
primary school settings

Conference theme: People & wellbeing

Conference track: Health and wellbeing of people

Abstract: More than 37% of North Queensland adults are obese, 10% 
higher than the Australian national average (~27%). In response, Life 
Education Queensland (LEQ) researched, developed, piloted, and delivered 
Healthy Eats. The Healthy Eats program aims to empower primary 
school-aged students (5-12 years) to make healthier food choices and 
the program features a sustainable, whole-school approach. This study 
reports key program outcomes for 2021 from the evaluation conducted 
by Social Marketing @ Griffith. The outcome evaluation assessed 1) the 
extent to which students have retained knowledge following program 

participation and 2) whether students’ fruit and vegetable consumption 
improved during program participation. Self-report data from 19 schools 
and students (n=1868 (Knowledge Survey); n=1042 (Behaviour)) was 
analysed. Knowledge of recommended fruit and vegetable serves 
changed significantly from an average of 2.92 fruit (3.55 vegetable) serves 
a day pre-intervention to an average of 2.13 fruit (4.81 vegetable) serves 
a day post-program participation, aligning more closely to Australian 
dietary guidelines. Behavioural results for fruit consumption were also 
favourable with clear improvements reported. Considerable increases in 
vegetable consumption were demonstrated in two of the eight schools. 
The intervention was more effective at aligning fruit consumption closer to 
recommended daily consumption levels.  

Introduction and background / rationale: The complexity of obesity and 
diet-related health problems calls for a multifactorial approach (Carins et 
al., 2021; Frerichs et al., 2015). While schools are not able to solve the 
obesity epidemic alone, they represent a crucial setting for public health 
strategies aiming to lower or prevent the prevalence of overweight and 
obesity (Booth et al., 2004; Story et al., 2006; Story et al., 2009). School-
based programs effectively influence children’s learning environments 
at a young age, thereby facilitating the development of healthy habits, 
which results in improved health and wellness later in life (Stewart-Brown, 
2006). Previous research shows that the more schools’ actions support 
and promote healthy eating, the more likely students are to adopt healthy 
eating practices (Townsend & Foster, 2013; Townsend et al., 2011). 

The Healthy Eats Program developed by Life Education Queensland (LEQ) 
includes classroom modules such as nutrition class sessions delivered 
to Year 5 students, school breakfast programs, paid membership to the 
Queensland Association of School Tuckshops (QAST), Healthy Eats School 
fruit and vegetable gardens, and Healthy Eats Brain Breaks. Schools can 
become either a fully accredited Healthy Eats School or elect to participate 
in the four core Healthy Eats initiatives only. Schools attaining Healthy Eats 
School Accreditation must fulfil ten criteria which require a healthy food 
and drink policy, a Healthy Eats student leadership team, attendance of 
in-service professional developments session of all classroom teachers, 
a school tuckshop that is Smart Choices compliant, the provision of food 
and drinks consistent with Smart Choices at school organised events, a 
well-maintained vegetable garden, daily Brain Breaks (fruit and vegetable 
break) for students, display of an Australian Guide to Healthy Eating 
and Frankie Fresh poster in all classes, a Healthy Eats session delivered 
annually by Life Education to all Year 5 classes, participation of all Year 5 
classes in the Healthy Eats Passport Competition and the school providing 
healthy eating information to families through a variety of mediums 
including newsletters, social media, and information sessions.  

Several Healthy Eats Program components are aligned with research 
establishing the effectiveness of promotion of healthy eating in a school 
setting, including classroom nutrition education (e.g., Nutrition Module), 
teacher and parental involvement (e.g., Healthy Eats teacher professional 
development session, regular school newsletter, information sessions), a 
supportive classroom environment (e.g., Healthy Eats Brain Break), and a 
supportive school environment (e.g., a tuckshop with healthy foods and 
drinks, a vegetable garden and a healthy food and drink policy).

Nutrition education is a cornerstone of health behaviour change (Anderson 
et al., 2005; Drummond, 2010; Lytle, 1994; Pérez-Rodrigo & Aranceta, 
2001). Teachers are powerful contributors to students’ learning (Graham & 
Zidenberg-Cherr, 2005) and integral to promoting healthy eating habits in 
a school environment. Yet, teachers require training, ongoing support and 
resources to achieve sustained behaviour change program implementation 
(Day et al., 2008; Lytle, 1994). For example, a study by Contento et al. 
(1995) found that students retained higher nutritional knowledge and 
attitude scores when taught by trained teachers compared to untrained 
teachers. While teachers represent an essential channel through which 
nutritional knowledge is disseminated, parental involvement is needed 
in the home to facilitate knowledge and support healthy eating habits 
(Brown et al., 2000). Parental involvement is crucial as parent behaviour 
influences what children learn, how children respond to their environment 
and what children expect of themselves (Hesketh et al., 2005; Koui & 
Jago, 2008; Shonkoff et al., 2000). Parental support is vital given children 
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consume about 65% of their total energy intake at home (Larson et al., 
2006; Meehan et al., 2008; Storfer-Isser & Musher-Eizenman, 2013). In 
addition, the content of lunch boxes prepared by parents directly relates to 
behaviour, performance, achievement, and obesity levels of children (Dani 
et al., 2005; Dresler-Hawke et al., 2009). Studies suggest that parents need 
support in selecting nutritious, convenient, inexpensive and appealing 
lunch box food/drinks for children (Bathgate & Begley, 2011). 

A positive school environment is also important to support students’ 
healthy eating habits and attitudes toward food. Vegetable gardens have 
been shown to provide an engaging environment that can be used as 
an instructional tool in various subject areas, including nutrition (Canaris, 
1995; Morris, 2000). A range of intervention and evaluation studies have 
consolidated evidence for the effectiveness of vegetable school gardens 
in increasing children’s preference for fruits and vegetables (Evans et al., 
2012; Heim et al., 2011; Heim et al., 2009; Jaenke et al., 2012; Ratcliffe, 
2007; Ratcliffe et al., 2011). As part of the school environment, tuckshops 
have also been found to influence students’ eating habits (Ma & Wong, 
2018). Many foods sold at tuckshops are often characterised by a lower 
nutritional value (e.g., snack foods); therefore, it is imperative to encourage 
tuckshop involvement in promoting healthy eating in schools (Hawkes 
et al., 2016; Kim et al., 2012). However, a healthy tuckshop menu is not 
a panacea to developing healthy eating habits among students. A study 
in South Africa could not provide evidence that a tuckshop intervention 
alone advanced children’s eating habits (Bekker et al., 2017). Thus, a 
multifactorial approach that involves multiple components both within the 
school environment and external to the school (e.g., the home) is needed 
to bring about change. Whether and how the different components work to 
produce lasting behaviour change requires monitoring and evaluation. 

Aim of the session: Evaluations are crucial to understanding the 
effectiveness of interventions (Lee & Kotler, 2015). Evaluations can be 
divided into process evaluation (whether an intervention is delivered as 
intended), outcome evaluation (whether an intervention resulted in changes 
in attitudes and behaviour) and social impact evaluation (an estimate of 
the impact on longer-term health and social outcomes) (Basil et al., 2019). 
Evaluating programs provides insights into the delivery, effectiveness, 
and consequences, which inform the improvement of future interventions. 
This evaluation of the Healthy Eats Program is an outcome evaluation 
focused on determining whether the program achieved its primary goal 
(i.e., changing students’ knowledge and consumption of the recommended 
serves of fruit and vegetables). The session aims to share key findings from 
the evaluation of a healthy eating behaviour change intervention delivered 
in a primary school setting. The session will detail whether the intervention 
resulted in changes in (1) students’ knowledge, as well as (2) students’ fruit 
and vegetable consumption. 

Method / approach: The data used in this evaluation of the Healthy 
Eats Program was provided to Griffith University by LEQ. The data was 
collected through self-reports, which were administered by both teachers 
and Healthy Eats Educators. Data collection can broadly be divided 
into data assessing the learning outcomes of the Nutrition Module (the 
Knowledge Survey) and data examining the behavioural outcomes of the 
program (data collected during the Passport Competition).

The Student Knowledge Survey data was collected in two stages. Two 
weeks before the commencement of the module, students filled out a pre-
session survey, followed by a post-session survey administered directly 
after students completed the module. The data collected in these pre-and 
post-surveys asked students to provide demographic information (i.e., age, 
gender, and ethnicity), whether they had been to a Life Education session 
previously, knowledge on recommended serves of fruit and vegetables, 
how often healthy foods should be eaten, what constitutes a healthy 
lunchbox snack and intention to choose more “everyday foods”. Passport 
Competition data collection was twofold: first, Passport Competition 
student passports (i.e., surveys) were given to students to record daily 
(Mon – Fri) serves of fruit and vegetable intake one week before the start of 
the Nutrition Module. After the Nutrition Module, students used Passport 
Competition student passports for four consecutive weeks to record daily 
(Mon – Fri) fruit and vegetable intake. 

 

A series of statistical tests were used to analyse the effectiveness of the 
Healthy Eats intervention. Basic demographic analyses were used to 
provide an overview of the sample, and to test whether groups within the 
pre-post sample were different regarding age, gender, and ethnicity. Data 
from the Student Knowledge Survey were analysed using Independent 
Samples T-Tests and One Samples T-Tests. Independent Samples T-Tests, 
which compare the means of two independent groups, were used to 
test for differences between pre-post variables such as knowledge of 
vegetable/fruit consumption using Nutrition Module data. A supplementary 
One-Sample T-Test was conducted for each pre-and post-variable to 
examine whether schools’/students’ consumption behaviour is getting 
closer to the recommended fruit and vegetable guidelines (i.e., two fruit 
and five vegetables a day). Following data entry and cleaning, descriptive 
and inferential statistics were estimated. Statistical analysis was conducted 
using IBM SPSS Statistics (Version 28) for Windows.

Knowledge: An Independent Samples T-Test was conducted to determine 
whether participation in the Healthy Eats Program resulted in changes in 
knowledge of recommended fruit and vegetable consumption (n=1868 
(pre-intervention (n=933); post-intervention (n=935)). Table 1 below 
presents the Independent Samples T-Test results for schools. 

Table 1. Student Knowledge Survey results – Nutrition Module

Pre-intervention Post-intervention

n mean n mean t(df) p diff

School B 

(high)
Fruit 
serves

87 2.9 84 2.0 7.796 (86) <.001 • ↓

Veg serves 84 3.8 85 5.0 -10.129 
(85)

<.001 • ↑

School K 

(low)
Fruit 
serves

22 2.8 22 2.3 1.519 (42) 0.136 -

Veg serves 22 3.6 22 4.3 -1.618 (42) 0.113 -

Total  

(incl. 
avg.)

Fruit 
serves

930 2.9 925 2.1 18.44 
(1419)

<.001 • ↓

Veg serves 921 3.5 929 4.8 26.12 
(1466)

<.001 • ↑

*Due to conference paper space limitations, only the average and low and high-

performing schools are shown.

 
Combined data from all schools indicated that before participation in 
Healthy Eats, students reported they should eat 2.92 serves of fruit a day, 
and post-participation, an average of 2.13 serves per day was evident 
in line with Australian guidelines—a significant change (t(1419) = 18.44, 
p <.001). Before participation in Healthy Eats, students reported they 
should eat 3.55 serves of vegetables a day, and post participation, an 
average of 4.81 serves per day was evident, which is much closer to 
Australian guidelines—also a significant change (t(1466) = -26.12, p <.001). 
This indicates the Healthy Eats program positively influenced students’ 
knowledge of the recommended serves of fruit and vegetables. 

Two One Sample T-Tests were conducted to understand whether these 
changes indicated students were moving towards or meeting knowledge 
goals. Rather than determining whether there was a significant change in 
students’ knowledge, these tests determine whether students’ knowledge 
of the recommended serves was (on average) accurate at either point—
beforehand, meaning they did not need to change, or afterwards, meaning 
their knowledge was now accurate (cf. Table 2). 

Table 2. One-Sample T-Test results – fruit and vegetable serves – Nutrition 
Module

Fruit serves (Test value = 2)

n mean t(df) p diff mean 
diff 

Δ

School B 

(high)
pre 87 2.9 7.796 (86) <.001 • 0.9 -29.8%

post 84 2.0 n/a* - - -

School K 

(low)
pre 22 2.8 3.645 (21) <.001 • 0.8 -17.7%

post 22 2.3 1.322 (21) 0.100 - 0.3
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Vegetable serves (Test value = 5)

n mean t(df) p diff mean 
diff 

Δ

School B 

(high)
pre 84 3.8 -10.288 (83) <.001 • -1.2 30.3%

post 85 5.0 -1.000 (84) 0.16 - 0.0

School K 

(low)
pre 22 3.6 -5.257 (21) <.001 • -1.4 17.3%

post 22 4.3 -2.46 (21) 0.011 • -0.7

 
Across the 19 schools, the overall movement towards correctly identifying 
the recommended two serves of fruit was strong. Post-intervention, the 
average for the 19 schools was 2.15 serves of fruit, a variance of only 7.5% 
from the recommended two serves of fruit a day. This compared favourably 
with 2.9 serves pre-intervention, a variance of 45% from the recommended 
serves. Across the 19 schools, the overall movement towards correctly 
identifying the recommended five servings of vegetables was strong. 
Post-intervention, the average for the 19 schools was 4.82 serves of 
vegetables, being a variance of only 3.6% from the recommended five 
serves of vegetables a day. This compared favourably with 3.55 serves 
pre-intervention, a variance of 29% from the recommended serves. 

Behaviour: Eight schools reported individual student data during the 
Passport Competition, which were included in this analysis (n=1042 total 
responses, fruit and vegetables combined (pre-intervention (n=521); post-
intervention (n=521)). Paired Samples T-Tests indicated no differences 
between pre-post reported consumption on average across all schools, 
both for fruit serves and vegetable serves (cf. Table 3). 

Table 3. All schools – Paired Samples T-Test results – Passport 
Competition

Pre-intervention Post-intervention

n* mean n* mean t(df) p diff

Total Fruit serves 261 2.2 261 2.2 -0.606 (260) 0.545 -

Veg serves 260 2.0 260 2.2 -1.71 (259) 0.089 -

*The difference in sample size between knowledge surveys and behaviour surveys 

was due to incomplete data.

 
The lack of significant change for some of these schools could be 
the result of combining responses from students who increased 
their consumption with the responses from students who decreased 
consumption. These two types of changes cancel each other out—creating 
an average of ‘no change’. To assess how many students reported 
increases in consumption decreases in consumption or no change in 
consumption, Table 4 divides the mean scores (daily) for each school into 
three categories: (1) increase, (2) no change and (3) decrease. 

Table 4. Total increases, decreases and no change in fruit and vegetable 
consumption 

Fruit Vegetables

Pre Post Pre Post

n mean mean n mean mean 

Total Increase 125 1.6 2.7a 130 1.5 2.9c

No change 23 1.8 1.8 20 1.5 1.5

Decrease 112 2.9 1.8b 100 3 1.6d

 
a Significant increase (t(124)=14.876, p<0.001); b Significant decrease (t(124)=11.931, 
p<0.001)

c Significant increase (t(124)=16.201, p<0.001); d Significant decrease (t(124)=12.898, 

p<0.001)

For fruit, across all schools, more children reported increases in 
consumption. Increases in consumption were more often seen at schools 
where consumption mainly was below two serves before the program, 
and at or above two serves afterwards. For vegetables, across all schools, 
more children reported increases in consumption. There are not enough 
responses in each category on an individual school level (increase, no 
change, decrease) to perform a robust statistical analysis. However, 

our data suggests that changes in both directions resulted in children’s 
consumption becoming more aligned with the daily recommendations 
for fruit. For vegetable consumption, more children increased their 
consumption, but a large proportion reported decreases in consumption.

Discussion and Conclusions: The Healthy Eats Program, delivered by 
Life Education Queensland (LEQ), aimed to empower students to make 
healthier food choices by developing and sustaining a whole school 
approach. This evaluation was undertaken to 1) assess the extent to 
which students have retained the knowledge and 2) explore whether 
students’ fruit and vegetable consumption improved after the program. 
Across all schools, knowledge of the daily recommended serves of fruit 
and vegetables improved significantly after to the program. Knowledge 
of recommended fruit serves changed from an average of 2.92 serves a 
day pre-intervention to an average of 2.13 serves a day post-participation, 
aligning with Australian recommendations. Knowledge of recommended 
vegetable serves improved from an average of 3.55 serves a day to an 
average of 4.81 serves per day, closer to Australian recommendations. 
The findings support the positive effect of the Healthy Eats program on 
students’ healthy eating knowledge. Desired outcomes were achieved for 
fruit consumption with increases reported by children previously not eating 
recommended daily levels and decreases by many children who were 
eating above recommended rates and importantly, no changes observed 
for children who were eating daily recommended rates of two serves of 
fruit per day. Desired outcomes were achieved for vegetable consumption, 
with a measurable increase in vegetable consumption observed and 
significant increases in consumption demonstrated in two of the eight 
schools.   

The intervention was more effective at aligning fruit consumption closer to 
recommended daily consumption levels. It should be noted that increasing 
children’s consumption of vegetables is the most important goal of the 
program, recognising that less than 6% of Queensland students consume 
the recommended serves each day. While some positive effects were 
observed for vegetable consumption and significant enhancement of 
knowledge relating to vegetable intake occurred, continued effort will 
be needed to understand how to align vegetable consumption more 
closely to recommended daily intake rates. Outcomes observed in the 
2021 Healthy Eats program evaluation deliver support for the viability of 
the socio-ecological model as a framework that can be applied within 
social marketing programs that aim to promote healthy eating in school 
environments. 
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How Does Objective Knowledge Moderate Selected Drivers of the 
Willingness to Separate Household Waste? A Perspective from an 
emerging market

Conference theme: Environment and Sustainability

Conference track: Planetary health: Environment and sustainability

Abstract: Waste separation is a new recycling activity in most South 
African households and is not yet widespread across the country. Despite 
the efforts of the government to foster a culture of recycling, just a few 
households have adopted waste separation. This study aims to understand 
the impact of selected antecedents of waste separation through a modified 
technology acceptance model. Moreover, to suit the South African context, 
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this study further investigates the extent to which objective knowledge 
moderates the relationships between performance expectancy and 
perceived ease of household waste separation, perceived consumer 
effectiveness and willingness to separate household waste. Quantitative 
data was collected from 350 household respondents. Structural equation 
modelling and a metric invariance test (Chi-square) revealed that the model 
significantly differs across three levels of knowledge. The findings point 
to the fact that individuals are willing to separate their domestic waste 
when they perceive it as easy to do and if they view it as an effective 
action to preserve the environment.  Moreover, objective knowledge of 
environmental issues appears to be a crucial variable in facilitating the 
proposed relationships in the model. Practical implications are provided for 
policymakers, social marketers and municipality management dealing with 
waste management.

Introduction and background / rationale: It is reported that South Africa 
is drowning in its waste with approximately 122 million tonnes of waste 
generated per year, of which 90% end up in landfills (Infrastructurenews, 
2022). This is contrasting with current trends in Europe where waste 
sorting is prevalent. Thus, the South African government recommends 
the fostering of a culture of recycling. However, despite the efforts of 
governmental institutions and municipalities to promote domestic waste 
separation, nearly 80% of households, especially in urban areas of 
South Africa fail to separate or recycle their domestic waste (Strydom, 
2018; Issock, Mpinganjira & Roberts-Lombard, 2021). A social marketing 
intervention is therefore needed to influence effective behaviour change. 

Considering that waste separation facilitates recycling and reuse, Wang 
et al. (2019) demonstrated that the intention to separate household 
waste starts with public information and therefore knowledge of the 
environmental consequences of not separating households. In the 
same line, from a social marketing perspective, Beaston et al (2020) 
confirmed that the knowledge of environmental issues drives individuals’ 
understanding of the necessity of pro-environmental behaviours and 
positively influences their attitudes towards environmental protection. 
Consumer knowledge has been classified into objective and subjective 
knowledge with objective knowledge being actual and accurate 
knowledge, while subjective being what consumers think or perceive 
they know about the benefits and costs of a behaviour (Han, 2019). While 
findings of Liu et al. (2018) and Han (2019) show that subjective knowledge 
is a better predictor of pro-environmental behaviour than its objective 
counterpart, the level (e.g., low and high levels) of objective knowledge is 
found to better moderate attitudes. The lack or low levels of it can form 
barriers or prevent the execution of a desirable behaviour (Hwang & Nam, 
2021). For example, Higueras-Castillo et al. (2019) found that a low level of 
knowledge negatively impacted attitudes to adopt electric cars. 

A review of the extant literature on household waste separation shows 
that most studies have relied on reasoning theories such as the theory 
of reasoned action or the theory of planned behaviour. Given that waste 
separation is considered a new practice in South African households, 
the original Technology Adoption Model (TAM) (Venkatesh & Davis, 2000) 
proposes relevant determinants of behaviour such as perceived usefulness 
and perceived ease of use.  The extended TAM by Venkatesh et al. (2003) 
adds performance expectancy and effort expectancy, which Higueras-
Castillo et al. (2019) termed as perceived consumer effectiveness (PCE) to 
be other important drivers of behavioural intention or willingness to perform 
the desired behaviour. Describing PCE, Higueras-Castillo et al. (2019, p. 
390) report that “individuals who believe that a green behaviour can make 
a positive difference to the environment are more likely to form a favourable 
attitude toward that behaviour”. Moreover, Higueras-Castillo et al. (2019) 
found that before a positive attitude translates into the willingness to act 
pro-environmentally in the case of adopting electric cars, high levels of 
PCE are needed. 

Following Yang et al.’s (2022) definition of performance expectancy as 
the extent to which people believe that adopting a behaviour can help 
them improve their work performance, this study describes performance 
expectancy of waste separation as the extent to which households believe 
that their separation of waste can facilitate recycling and protect the 
environment. Studying pro-environmental behaviour, Yang et al. (2022) 

found that performance expectancy positively and significantly impacted 
residents’ willingness to pay more for environmentally friendly packaging. 
While Venkatesh and Davis (2000) and Venkatesh et al. (2003) propose 
that performance expectancy and perceived ease of use impact behaviour 
intention directly, we follow Higueras-Castillo et al. (2019) to suggest that 
these two factors will impact the willingness to separate household waste 
through PCE.  

Further to this, our study investigates whether individuals’ objective 
knowledge of environmental problems moderates the relationships 
hypothesised in the model and depicted in Figure 1. 

Aim of the session: This study seeks to achieve two objectives: 1) to 
examine how much performance expectancy of waste separation and 
perceived ease of waste separation impact South African households’ 
willingness to separate waste through perceived consumer effectiveness 
and 2) to assess the moderating roles of objective knowledge levels (poor, 
average and good) on how performance expectancy of waste separation 
and perceived ease of waste separation impact willingness to separate 
waste.

Method / approach: This study adopted a positivist philosophy and 
followed a deductive approach. Quantitative methods were used to 
collect, analyse the data and test the hypotheses. To develop the 
questionnaire, constructs were adapted from existing studies. Performance 
expectancy and perceived ease of use were measured through the Likert 
scale and adapted from Venkatesh and Davis (2000). The scale items 
used to measure the willingness to separate household waste and the 
perceived consumer effectiveness were borrowed from He and Zhan 
(2018). Following Aertsens et al. (2011), to measure objective knowledge, 
respondents were requested to indicate if statements relating to 
environmental problems were true or false. The knowledge score was then 
calculated and consumers were grouped according to their knowledge of 
environmental problems (poor, average and good).

The target population included households in the city of Johannesburg in 
South Africa. The choice of Johannesburg was informed by the fact that 
it is the most eclectic and popular city in the country. Moreover, since the 
year 2019, the municipality waste management has been promoting waste 
separation at the household level. Paper-based and online questionnaires 
were used to collect the data. After cleaning and screening the data, 350 
questionnaires were deemed valid and retained in the data set for analysis. 
The sample was dominated by males (62%), mostly aged between 18 and 
35 (66%) and holding a university degree (53%). 

Results / findings: To test the proposed conceptual model, structural 
equation modelling was conducted on IBM Amos version 28. First, the 
measurement model was tested to ensure that the constructs are valid and 
reliable. As indicated in Table 1, the Cronbach Alpha (∂) and composite 
reliability (CR) are above 0.7 and the factor loadings and average variance 
extracted (AVE) are above 0.5. These confirm the reliability and convergent 
validity of the constructs.  Based on Fornell and Larker (1981), the 
discriminant validity was assessed by comparing the square root of the 
AVEs with the correlation coefficients of the inter-construct correlations. 
Table 2 provides evidence of discriminant validity in the proposed model. 

Following the measurement model, a structural model was designed 
on IBM AMOS version 28 to test the hypotheses. The structural model 
presented good model fit indices. CMIN/DF = 1.842; comparative fit 
index (CFI) = 0.978; goodness of fit index (GFI) = 0.943; Tucker Lewis 
index (TLI) = 0.972; root mean square error of approximation (RMSEA) 
= 0.049. The results depicted in figure 1 and summarised in Table 1 
suggest that the willingness to separate household waste is predicted by 
people’s perceived effectiveness of the waste separation behaviour on the 
environment (β=0.26; p<0.01), the perceived ease to separate household 
waste (β=0.37; p<0.01). The performance expectancy (β=0.01; p>0.05) 
however has no effect on the willingness to separate household waste. The 
results also revealed that the performance expectancy and the perceived 
ease to separate household waste positively and significantly (p<0.01) 
influence the perceived effectiveness of household waste separation on 
the environment. 
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All these hypothesised relationships were further analysed across three 
levels of objective knowledge of environmental problems assessed through 
a quiz. The first level of knowledge includes respondents that had scored 
poorly (a score between 1 and 3 out of 6). The average level refers to 
those that had a score of 4 out of 6. The third level of knowledge consists 
of those that have demonstrated a good knowledge of the environmental 
problem (a score between 5 and 6). 

A metric invariance test (Chi-square) revealed that the model significantly 
differs across the three levels of knowledge (ΔX2 = 25.9; Δdf=15; p-value 
=0.039 <0.05). A series of path-by-path analyses reveals that almost all 
the hypothesised relationships in the model significantly vary across the 
three levels of knowledge, except the relationship between performance 
expectancy and willingness to separate waste material which remained 
non-significant across all three levels of knowledge. The analysis also 
indicates that the relationships are significant and stronger for respondents 
that have a good knowledge of environmental problems. For instance, the 
impact of performance expectancy on perceived consumer effectiveness 
and perceived ease of use on the willingness to separate household waste 
are positive and significant among those that have demonstrated good 
knowledge while non-significant among respondents that have displayed 
poor and average knowledge. 

These results point to the fact that objective knowledge has a moderating 
effect on the relationships of this model. This suggests that the level 
of knowledge of environmental problems should be considered when 
evaluating the impact of performance expectancy and perceived ease 
of use on perceived consumer effectiveness and willingness to separate 
waste respectively. 

Table 1. Evidence of convergent validity

Construct Items Factor 
loadings

∂ CR AVE

Performance 
expectancy

PE4 0.578

0.868 0.882 0.657
PE3 0.91

PE2 0.853

PE1 0.859

Perceived ease 
of use

PEU4 0.794

0.857 0.862 0.613
PEU3 0.866

PEU2 0.817

PEU1 0.635

Perceived consumer 
effectiveness

PC1 0.815

0.725 0.768 0.521
PC2 0.825

PC3 0.859

PC4 0.023

Willingness to 
separate waste

WIL1 0.897

0.892 0.92 0.793WIL2 0.897

WIL3 0.878

Table 2. Evidence of discriminant validity

 (1) (2) (3) (4)

(1) Willingness to 
separate waste

0.891    

(2) Performance 
expectancy of waste 
separation

0.345 0.811   

(3) Perceived ease to 
separate waste

0.501 0.441 0.783  

(4) Perceived 
consumer 
effectiveness

0.448 0.671 0.495 0.722

Table 2. Evidence of discriminant validity

Poor 
Knowledge  
(n=34)

Average 
Knowledge  
(n=56)

Good 
Knowledge  
(n=260)

Significant 
difference (ΔP)

β P β P β P

PE → PCE 0.230 0.227 0.201 0.183 0.658 0.001 0.001

PEU → 0.442 0.024 0.548 0.002 0.159 0.008 0.001

PCE → Wil 0.052 0.789 0.436 0.038 0.264 0.006 0.001

PE → 0.282 0.231 -0.126 0.413 0.009 0.922 >0.05

PEU → 0.242 0.327 0.194 0.33 0.418 0.001 0.001

 
Figure 1. Structural Model

Discussion: The findings of this study are consistent with various studies 
(He & Zhan, 2018; Ma et al., 2017) that indicate that perceived ease of 
use and perceived consumer effectiveness can influence individuals’ 
willingness to adopt a pro-environmental behaviour such as waste 
separation. The results reveal that people are willing to separate domestic 
waste when they perceive waste separation to be easy and when they 
perceive it as an effective action toward environmental protection. 
Interestingly, this perceived effectiveness is strongly influenced by the 
perceived performance expected from the act of separating waste. A 
scrutiny of these relationships across the levels of knowledge confirms the 
crucial moderating role of objective knowledge of environmental problems 
on the adoption of waste separation in households. This adds to literature 
in the sense that it is not only subjective knowledge as previous studies 
report that promote pro-environmental behaviours (Higueras-Castillo et al., 
2019; Hwang & Nam, 2021). High levels of objective knowledge are also 
important, while poor objective knowledge does not help the situation.

Conclusion: The present study provides a fresh perspective on the 
determinants of the willingness to sort domestic waste to preserve the 
environment. Thus, this study demarcates from previous TPB-based 
studies as it focused on performance expectancy, perceived ease of 
use and perceived consumer effectiveness, which are different from the 
usual attitude social and personal norms, widely used in the literature.   
The findings call the attention of social marketers to the central role of 
knowledge (or awareness) of environmental issues in promoting waste 
separation to protect the eco-system. Communication efforts should be 
initiated to raise awareness of the current environmental challenges the 
world is facing. Moreover, the study also shed light on the need to present 
waste separation as an easy and simple behaviour to perform (Kim et al., 
2019). This can be achieved by providing households with simple guides 
on how to identify the various types of waste materials. This will ultimately 
boost individuals’ willingness to separate waste before disposal. 
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NGOs talking the walk or only walking the walk? Analysing NGOs pro-
environmental persuasive communication strategies.

Theme: Environment and sustainability

Track: Planetary health: Environment and sustainability

Abstract: Giving people all the necessary information on pro-
environmental behaviour will make them change their behaviours, right? 
Think again.

As climate change remains a human caused problem, people’s behaviour 
change towards pro-environmental behaviour, remains an essential factor 
in mitigating climate change (IPCC, 2022). An important field that can 
have a big impact on these pro-environmental behaviour changes is social 
marketing1 (McKenzie-Mohr, 2011). Although it has been shown that 
strictly giving information does not lead to long term behaviour change, a 
lot of social marketing interventions are still using this strategy. However, 
research has shown that the integration of social psychological aspects 
(McKenzie-Mohr, 1994), like persuasive principles (Cialdini, 2007) can 
indeed have the desired effect. Therefore, it is important to analyse to what 
extent social marketers are already using these principles. While NGOs 
are an important actor in environmental social marketing, this study will 
focus on their communication efforts in trying to create pro-environmental 
behaviour change. This is studied by doing both in-depth interviews with 
communication managers at NGOs as well as doing a quantitative content 
analysis of their social media posts.

1 Social Marketing seeks to develop and integrate marketing concepts 
with other approaches to influence behaviour that benefit individuals and 
communities for the greater social good.” (iSMA, AASM, ESMA; 2014).

Introduction and rationale: Climate change is a pressing issue in our 
society today, requiring immediate action from governments, industries, 
and citizens (IPCC, 2022). At the same time the field of social marketing, 
which draws on commercial marketing techniques and behavioural 
sciences to achieve a specific social goal focused on the public good 
(Andreasen, 2002; McKenzie-Mohr, 2011; Peattie and Peattie, 2009), 

is increasingly addressing behaviour change on environmental issues 
(Almosa et al., 2017; Green et al., 2019; Kim et al., 2019; Takahashi, 2009; 
Truong, 2014; Veríssimo, 2019). These changes in pro-environmental 
behaviours can vary from stopping environmentally harmful habits, creating 
new environmentally friendly behaviours to creating awareness about an 
environmental problem and urging people to act (Kartal, 2014).

Previous research into the shortcomings of social marketing programs 
found that choosing the right messages and channels remains a sore 
point for the field (Cook et al., 2021). It has also been shown that merely 
providing information and awareness does not always lead to long term 
behavioural changes, while this is a commonly used strategy in social 
marketing communications (McKenzie-Mohr et al., 2011; Pelletier & Sharp, 
2008). This rationale of human behaviour is psychologically inaccurate 
and creating social marketing interventions based on social psychological 
principles has a higher likelihood of success (McKenzie-Mohr, 1994). A 
form of communication which uses these social psychological aspects, 
is persuasive communication (Cialdini, 2007; Pelletier & Sharp, 2008), 
which was defined by Perloff (2010, p.12) as “a symbolic process in which 
communicators try to convince other people to change their attitudes or 
behaviors regarding an issue through the transmission of a message in an 
atmosphere of free choice”. The tailoring of messages has been shown 
to be effective to motivate pro-environmental behaviour (Pellieter and 
Sharp, 2008). Whereas the six persuasion principles of Cialdini have been 
shown to be effective in creating compliance (Cialdini, 2007) and also 
some of them for creating proenvironmental behaviour change (Cialdini & 
Jacobson, 2021), it should be effective to use these principles in messages 
trying to create pro-environmental behaviour change.

Environmental non-governmental organisations (NGOs) are one of the 
main actors in the social marketing field (Andreasen et al., 2005; Kumar 
et al., 2014), and therefore play an important role in changing people’s 
behaviours towards pro-environmental behaviours (Kartal, 2014). However, 
as NGOs are non-profit organizations, their resources often remain limited 
(Mount, 2022). Because of this, it is even more important for NGOs to 
efficiently promote pro-environmental behaviour.

Therefore, this research will take a closer look at the following research 
questions:

- To what extent do NGO communication managers think they are 
1) strictly giving information vs focus on behaviour change in their 
communication efforts to citizens 2) they are using persuasive principles 
(Cialdini, 2007)?

- To what extent are NGOs really communicating with a focus on strictly 
giving information vs behaviour change in their social media posts?

- To what extent are NGOs really using persuasive principles (Cialdini, 
2007) in their social media posts?

- Are the six principles (Cialdini, 2007) more present or absent from the 
social media posts of the NGOs?

- Which principles are being used the most in the social media posts of the 
NGOs?

- Which persuasive principles are being used significantly more in 
combination with a post with a focus on behaviour change?

Aim of the session: The aim of the session is to guide future NGO 
communication strategies that are focused on changing behaviour 
towards pro-environmental behaviour by first showing how NGO 
communication managers think they are 1) promoting behaviour change 
vs strictly giving information and 2) to what extent they think they are 
using persuasive principles. In addition, the study will also analyse their 
social media posts to see to what extent they are really doing what they 
are stating. By combining both the statements of practitioners in the field 
with the data of what they are really doing, we want to guide future NGO 
communication messages and, in this way, make it easier for them to 
create proenvironmental behaviour change.

Method / approach: First, we conducted seven qualitative in-depth 
interviews (Bryman, 2012) with communication managers to gather 
information on how they see their use of both information giving vs 
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behaviour change and the use of persuasive principles. The NGOs were 
chosen based on their topics, whereas a scoping review previously done 
by the authors showed the most studied themes within environmental 
social marketing. The choice was therefore made to focus on NGOs 
which are tackling: conservation, tourism, mobility, energy, waste, and 
food waste. For the elite interviews we used semi-structured in-depth 
interviews, which we analysed by using open, axial, and selective coding 
(Bryman, 2012).

The aim of this research is to combine the views of the communication 
managers on their communication strategy with what they are really using 
in their social media communication. Therefore, this research will also 
use a quantitative content analysis, to study 1) how often NGOs strictly 
use informative content vs content that focuses on behaviour change, 
2) to look at the number of times every persuasive principle (Cialdini, 
2017) is being used in their social media posts and finally, 3) to see which 
persuasive principles are being significantly combined with posts with a 
focus on behaviour change. For the sampling, the choice was made to look 
at the NGOs most important social media channels, namely Facebook, 
Twitter, and Instagram. A total of 150 posts per channel were analysed. As 
this study uses a textual content analysis, only the texts of the posts were 
analysed. Following the rules on quantitative content analysis, the authors 
first created a coding manual based on the literature of the topic and then 
started coding in the coding form. To answer the research questions, 
the Excel file was then imported in SPSS, where the authors first did a 
frequency analysis to see whether 1) information giving vs behaviour 
change was used more in the posts and 2) which principles were being 
used the most in the social media posts. Afterwards, 3) the authors also 
conducted chi-square analyses to investigate which persuasive principles 
were being used significantly more in combination with a post with a focus 
on behaviour change.
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Pester Power in Social Marketing: a measuring scale of children’s 
influence of adults’ road safety

Conference theme: People & wellbeing

Conference track: Promoting the uptake, mandate and application of 
social marketing

Abstract: Digital distraction while driving has been identified as one of the 
main causes of road accidents. To combat this problem, fear appeals have 
been widely disseminated in road safety campaigns, but these efforts have 
not brought the expected results. 

This paper explores the effectiveness of the use of the concept of pester 
power applied to social marketing. This concept implies that children 
spread the message to adults as controllers of social behaviors.  The study 
evaluated a gain-frame approach, where children promoted the desired 
behaviors with the arguments of quality of life.

This paper proposed a scale measuring the pester power in road safety. 
Two questionnaires were applied to children’s parents – before and three to 
four months after the intervention. 

In the post-intervention measure, 71% of the respondents said they 
remembered the campaign starring by their own child and the significative 
influence of children pressure in their behaviours. The loss-frame of 
appeals revealed less effective that the gain-frame appeals. Although there 
is no gender significative difference the self-perceived effectiveness of the 
pester power approach, female respondents, when questioned after the 
campaign, adopted more correct driving behaviors than men.

Keywords: Social Marketing, Pester Power, Road Safety, Positive Appeals 

Introduction and background / rationale: Companies increasingly use 
opinion leaders to advertise and influence our purchasing decisions (Lin, 
Bruning, & Swarna, 2018). However, only more recently, if we have begun 
to study one type of influencer – children – they have a relevant power 
over their closest relatives, their parents (Godhani, Khant, & Jadeja, 2012). 
This way of indirectly influencing and communicating with adults through 
children is called, in academia, “Pester Power”. However, this concept has 
been investigated essentially in the decision-making power and influence 
of children in the consumption habits of parents and close relatives and, 
very little, in the changes in attitudes and social behavior, in which social 
marketing is focused. 

Road safety campaigns are essential to promote correct driver behavior, as 
well as educating drivers on the traffic rules essential to their safety (Das, 
Dutta, Mudgal, & Datta, 2020). Road safety campaigns are mostly based 
on appeals to fear, where the negative consequences of dangerous driving 
are described through shocking graphic content, in order to create in the 
spectator a feeling of shame and guilt in their less correct ways of driving, 
but there are still no studies on the influential power of children over adults, 
regarding road prevention regarding the dangers of using a cell phone 
while driving.

Aim of the session: The literature review highlights the fact that there is 
no consensus among authors on what kind of appeals to use in social 
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marketing and in what kind of context to use, and on the subject of road 
prevention research focusing on digital distraction, so far few studies have 
been conducted with positive appeals, and the few that have been with the 
use of this type of appeal have been positive. 

Pester Power is a recent concept and still little explored by the scientific 
community, and the main studies are focused on family consumption 
fostered by the influence of children and not on their importance in 
spreading social messages to their parents, which once again highlights 
the relevance and uniqueness of this study. But, it was possible to 
conclude that for this effect to be positive for the propagation of a 
message, it has to take into account several factors of influence.

Thus, the general objective of this dissertation is to analyze and 
understand the influence of children in the behavior change of their parents 
in the passage of a social marketing message related to road prevention. 
Therefore, the following specific objectives have been formulated to 
respond to this general objective:

1.	to identify the effect that the type of appeal used by children has on the 
influence of changing adults’ behaviors;

2.	Analyze whether the influence of children on the intention to change 
the behavior of adults varies according to the number of children of the 
adult;

3.	Analyze if the influence of children on the intention to change adult 
behavior varies according to the gender of the adult;

The basis of the research model illustrated below, was built in order to 
respond to the proposed objectives and had as theoretical basis the 
critical review of the literature of several authors, highlighting Block and 
Keller (1995), Hastings et al., (2004). McNeal, (1992), Bhattacharyya and 
Kohli (2007), Knafo and Galansky, (2008), Godhani et al., (2012) Teng et 
al., (2018) and Casais and Proença (2021) which gave rise to the following 
hypotheses:

H1: Positive appeals from children generate more intent to change 
behavior than negative appeals

The types of appeals used in social marketing campaigns have an 
enormous importance in their effectiveness, so despite a greater use in 
social marketing campaigns of negative appeal, their use can cause low 
effectiveness due to the negative effects of their introduction. (Block & 
Keller, 1995; Hastings, Stead, & Webb, 2004). Therefore, it is advisable to 
use positive appeals in campaigns, because even though few have used 
this type of appeal, the results have been favorable (Luca & Suggs, 2010; 
Yoon & Tinkham, 2013; Lewis et al., 2007), especially those focusing on 
physical and financial consequences (Teng et al., 2018). 

In addition to the type of appeal, it is necessary to analyze the factors that 
will influence the intention to change behavior in campaigns that use the 
Pester Power effect. Thus, it is necessary to evaluate the impact of the 
number of children per couple on the effectiveness of this effect. 

H2: The more children a couple has, the less impact Pester Power has

Parents increasingly have their children later because of the workload 
that exists. This makes people spend less time at home with their family 
and gives less importance to their family’s constitution. This is the reason 
for the decrease in the average number of children that each couple 
has, reduce the time for their education and increase their income, 
which consequently can cause a greater yield and increase the effect of 
Pester Power. But the more children a couple has, the less income and 
time they will have to spend with them, so this effect tends to decrease 
(Bhattacharyya & Kohli, 2007; Godhani et al., 2012; McNeal, 1992).

H3: Male people are more vulnerable to the effect of Pester Power

Gender is another influencing factor to be taken into consideration, as both 
sexes respond differently to different types of appeals (Noble et al., 2014). 
Despite the positive appeal related to pride, the male gender presents 
better results, the woman in general is more emotional and consequently 
more receptive to emotional appeals (Brebner, 2003). Thus, more 
specifically, male drivers are less influenced than young women by public 
campaigns that focus on negative appeals (Lennon et al., 2010; Lewis et 
al., 2007; Tay & Ozanne, 2002). However, the Pester Power effect works 

in the opposite direction. That is, in studies where this is done by a family 
member, the males, tended to be more vulnerable (Godhani et al., 2012).

Method / approach: To answer the hypotheses raised, a quantitative 
approach (non-probabilistic for convenience) was used through the 
realization of two questionnaires (one with 512 validities and a second with 
691 validated), being the total population of this sample 5000 in charge 
of children’s education impacted by the “Junior Patrol” play. It should 
be noted that the choice of the population of the sample to be in charge 
of education and not directly the parents of the children, was imposed 
by the ease of logistics in sending and delivery of the questionnaire by 
municipalities and schools.

The first questionnaire was designed to be delivered before the campaign 
started, to the children’s parents who would be directly impacted by the 
campaign. The second questionnaire was delivered in a post campaign 
phase (sent on February 12, 2020) in order to evaluate the impact in 
the medium term. However, due to the lack of response from most 
municipalities, a second request was sent on March 3 to the parents of the 
impacted children. Thus, in some municipalities, there was a 3 to 4 month 
break between the play and the delivery of the questionnaires. 

Finally, in order for the questionnaires delivered to have the desired quality 
for the study and for the entities involved, a pre-test was conducted to 
validate the first questionnaire.

Results / findings: In the first questionnaire were considered valid N=512. 
For the second questionnaire, validated N=691.

From the data provided by the surveys it is possible to conclude that 
the child is considered by both sexes to be the most influential agent, 
however, although the male gender considers that it is less influenced 
than the female gender, there is not much difference in means between 
them. Public figures are considered by respondents to be the agent who 
influences them least in terms of attitudes and behaviors. It is also added 
that those who have more than 2 children, mentioned that they are less 
influenced by all the influential agents presented, and those who have 2 
children are the ones who feel the influence of the agents presented the 
most, (with the exception of Television/Social Communication).

In order to evaluate the behavior of the parents before and after the 
campaign, three basic questions were established – Do you usually send 
written messages while driving?, Do you usually use social networks while 
driving? and Do you usually use the hands-free phone while driving?, 
where the answers were measured through a frequency scale (1 – Never, 5 
– Always). It should also be noted that, although the second questionnaire 
had 691 valid questionnaires, in this analysis only the answers given by 
respondents who claimed to have had contact with the campaign under 
study through the child and holders of a driving license were considered. 
Thus, the 1st Questionnaire has N=476 and in the 2nd questionnaire only 
N=450 were counted.

Thus, through analysis of averages, the results indicate that there is a 
considerable decrease in the less correct behavior of parents of children 
impacted by the campaign. On the other hand, the frequency of use of the 
hands-free system, although reduced, has increased. These data allow us 
to state that the campaign was a success. In addition to reaching adults 
through children, they were receptive to the children’s message, applying 
changes in their way of driving.

However, it is important to analyze these data more deeply in order to 
understand if the gender of the adult and/or the number of children are 
relevant factors in changing behavior. In this follow-up, table 20 was 
elaborated comparing the results of the Pre-Campaign questionnaire with 
the Post-Campaign questionnaire based on the gender difference, and 
table 21 that allows us to observe if the number of children has any effect 
on behavior change during driving.

The analysis of the three hypotheses raised in this study is presented 
below.

In order to evaluate the first hypothesis, a bivariate analysis was necessary, 
that is, a correlation between the two variables (Pester Power and Q18) 
and a simple linear regression was performed.
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In the first place, the correlation was carried out in order to measure 
the relationship between the two variables, using Pearson’s Correlation 
which allowed us to affirm that there is statistical significance in the 
test performed, because p-value <0.05. As for the correlation, we can 
affirm that it is weak and negative. That is, as the Pester Power variable 
increases, the Appeal variable decreases. Thus, we are in a position to 
affirm that, by the campaign data, the more negative the appeal was (in 
this case, the more irresponsible the person felt about the subject – no 
use of the cell phone while driving), the smaller was the child’s effect in 
changing adult behaviors and attitudes, thus validating Hypothesis 1.

Moving towards linear regression, this defines a vast set of statistical 
techniques that aim to model relationships and predict the value of a 
dependent variable from one or a total set of independent variables 
(Marôco, 2018). The square R is 0.23, which means that only 2.3% of the 
variation observed in Pester Power is explained by the Appeals. Through 
an anova test the sig is 0.001logo the regression has meaning. As for 
the coefficients, it is important to highlight the B in the non-standardized 
coefficients that allow us to say, for example, that for each increase of a 
unit in the variable appeals, is associated a decrease of the variable Pester 
Power in the value of 0.095 units. This is the same as saying that the more 
negative an appeal, the smaller the effect of the child on the change in 
adult behavior.

When it came to feedback from parents of children who were directly 
impacted by the campaign, it was that the children mostly used positive 
appeals to explain the play and were excited to be part of the “Junior 
Patrol” because they could fine adults for committing an infraction. 
However, there was no way to assess whether or not the children who 
used these appeals in passing on the message proved to have a greater 
effect of Pester Power.

In conclusion, although in this analysis the coefficient of determination (R2) 
is very low, both tests validate H1.

Thus, H1 is validated: positive appeals from children generate more 
intention to change behavior than negative appeals

These results show that, in fact, in the same sense of several authors listed 
in the literature review, negative appeals end up having less impact on 
adult behaviour change than positive appeals, even using children as a 
means of conveying the message.

In order to respond to the second hypothesis raised, it was necessary to 
compare means of two or more populations, from which purely random 
and independent samples are extracted, known as oneway ANOVA. It is 
added that this type of test allows us to assess whether or not there are 
significant differences in terms of means between the number of children 
per house, with respect to the dependent variable, the effect of Pester 
Power. Through this test we can with an error probability of 5% conclude 
that there are no significant differences between the means of Pester 
Power per number of children, since p-value = 0.625 is greater than 0.05. 

As a complement, an analysis was made using the Spearman coefficient 
that indicated a correlation of 0.009, that is, that there is practically no 
correlation between the number of children and Pester Power.

Thus, H2 is rejected: the more children a couple has, the lower the impact 
of Pester Power.

These results go against what many authors claim, that is, according to 
them, the more children a couple has, the less time and income they have 
to spend with them. Thus, this study allows us to distance the influence 
of the child when the goal is consumption, from when the goal actually 
passes through the change of behavior of adults.

In order to answer the third and last hypothesis, a t-student test was 
performed for two samples. In this way it is possible to test whether or not 
there are significant differences between genders in the face of the Pester 
Power effect.

As for the descriptive measures, we can observe that the gender difference 
in the child’s effect on behavior change is small (male gender – average of 
1.68) and female gender – average of 1.73). Remember that in the variable 
Pester Power, which was coded to analyze the hypotheses, the smaller the 
average the greater the effect.

As for the t-test, it is important to mention that being p-value = 0.210 in the 
homogeneity test, the statistic that we should use for this is the one that 
assumes equal variances. With this test we can say that the difference in 
mean from one gender to the other is 0.05237 and that p-value = 0.614, 
which allows us to state that the male gender is less vulnerable to the 
effect of Pester Power, and there is no significant difference between the 
mean of the effect in one gender to the other.

Thus, H3 is rejected: Men are less vulnerable to the effect of Pester Power

Literature on this topic states that men are usually less influenced by 
campaigns, namely road prevention. On the other hand, people of this 
gender tend, in the opposite direction, to be the most vulnerable when 
Pester Power is mentioned. This study has a road prevention campaign 
component, but communicated through children, creating a literary void 
that is important to be analyzed. The results then indicate that gender, like 
the number of children, are not factors that create differences in the impact 
of this effect.

Discussion: This campaign, despite having used positive appeals as the 
main component, with the use of songs during shows, dances, humor 
and a good agent badge and manual offered by real agents of authority, 
also used some notes of negative appeals, such as the simulation of an 
accident that hurt a dog because the driver would be on his cell phone. 
With the feedback given by some parents and children, it was possible 
to notice that the child, when approaching the subject to his parents, 
highlighted mostly positive and not negative appeals. 

Knowing that the types of appeals used in social marketing campaigns 
have a huge preponderance in their effectiveness, they have been a much 
discussed topic (Lennon, Rentfro, & O’Leary, 2010; Teng et al., 2018). 
However, several studies have indicated that the use of only negative 
appeals ends up diminishing the expected effectiveness (Block & Keller, 
1995; Hastings, Stead, & Webb, 2004). In some cases, it may even 
increase the problem and make the campaign have the opposite effect 
(Luca & Suggs, 2010). Thus, the present study, despite having had children 
as a direct influence, confirms what the literature has described, that is, the 
greater the perception of negative appeal by the adult, the less effective 
the campaign was. 

Studies so far say that parents increasingly have their children later due to 
the overload of work that exists. This fact makes people spend less time 
at home with their family and gives less importance to its constitution. 
This is the reason for the decrease in the average number of children that 
each couple has, reduce the time for their education, but increase their 
income, which consequently can cause a greater yield and increase the 
effect of Pester Power.  In other words, the more children a couple has, 
the less income and time they will have to spend with them, so this effect 
tends to decrease (Bhattacharyya & Kohli, 2007; Godhani et al., 2012; 
McNeal, 1992). However, it should be noted that most studies in the area 
have defined this effect based on consumption, that is, they have mainly 
studied the influence of children, on the buying behavior and consumption 
of the family (Godhani et al., 2012, Lawlor, 2018). However, adults are also 
influenced by their interactions with their children (Knafo & Galansky, 2008).  

This study moves away from the topic of consumption provoked by the 
influence of children, seeking to obtain answers on the influence only in 
changing behaviors.  Thus, the results of this study allow us to conclude 
that when the objective of Pester Power is to change behavior and not 
consumption, the number of children has no influence on the effectiveness 
of the influence itself. 

Finally, the hypothesis that gender is a factor contributing to different levels 
of Pester Power was raised. According to several authors, male drivers 
are less influenced than female drivers by public campaigns that focus on 
negative appeals (Lennon et al., 2010; Lewis et al., 2007; Tay & Ozanne, 
2002), however, when it comes to positive appeals related to pride, male 
drivers tend to present better results than women who are usually more 
emotional and more receptive to emotional appeals (Brebner, 2003). On 
the other hand, when we talk only about the influence of children (Pester 
Power), regarding consumption, according to a study conducted in India, 
we conclude that the most vulnerable family members ended up being 
male (Godhani et al., 2012).
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This study, in turn, is about a road prevention campaign, but with children 
passing on the idealized message. This study allows us to conclude that 
there was no gender difference among the respondents, when questioned 
by the influence of the child in their behavior change -effect of Pester 
Power-. However, when indirectly questioned for their actions during the 
post-campaign driving, it is the female people who end up adopting the 
desired correct behaviors more than the men. This conclusion, therefore, 
makes it possible to highlight the difference and distinguish the perception 
that adults have about some influence and the practical results of that 
influence.

Conclusions: This campaign used children as an influential means for 
adults to adopt more correct behaviors while driving. This way of acting 
proved to be the most correct, since when the respondents were asked 
which agents they felt most influenced by, they answered that the children/
children were the main ones, followed by the Police Forces. In the 
opposite sense, the respondents stated that public figures and companies/
organizations are the ones that least influence them. 	

The company adopted children as the influencing agent for the road 
prevention campaign that focused on adults, and adopted the police 
forces as one of the means to influence children. This strategy made the 
campaign a general success, as 71% of those surveyed remembered it, 
even when it was reported as completed a few months ago. 

The success of the campaign can also be measured by the respondents’ 
answers to several questions. They were asked, before and after the 
campaign, about the frequency of their misbehaviors during the conduct, 
and one can reach the conclusion that there was in fact a greater 
awareness on their part and an effective perception of reduction of their 
misbehaviors.  

About the hypotheses raised this study came to the conclusion that 
positive appeals end up being more effective in conveying the message, 
thus meeting the literature.

With regard to gender, the results are one of the great assets of this study, 
since they allow us to conclude that both sexes felt positively influenced 
by children – the positive effect of Pester Power. However, it is important 
to note that, although there is no gender difference in the perception of 
the effectiveness of the message, in practice, the respondents, when 
questioned in the post-campaign, found that the adoption of more correct 
behaviors during driving was more noticeable in women than in men.

Finally, many authors state that the more children a couple has, the 
less time and income there is to be spent with them making them less 
influenced by the children.  However, regarding the effect of Pester Power 
and the hypothesis raised, this study allowed to distance two types of 
influence from children: 1) The objective of influence is consumption; 2) 
The objective is to change the behavior of adults. This point is because the 
results of this study indicate that there is no relationship between the effect 
of Pester Power and the number of children that a couple may have.

In short, we can conclude that, since children are considered the greatest 
influencing agent in adults, this type of campaigns with the use of Pester 
Power effect and with mostly positive appeals should be replicated, not 
only in road prevention, but in all social marketing.
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INTERVENTION / CASE STUDY 
Number: 47

Building Business Case for Sustainability with Social Marketing 
The French Tea Cooperative 1336 Case Study

Background: When the multinational Unilever decided in 2010 to shut 
down ‘Fralib’, its tea and herbal processing and packaging plant in the 
south of France, the employees occupied immediately their factory to 
save the “Elephant” brand that was created 120 years ago. Supported by 
the CGT (Confédération Générale du Travail) work union, the employees 
were claiming to retain the tea brand as a regional cultural heritage, to 
save their jobs, and restart the factory activity under the workers’ control. 
This boycott-strike lasted 3 years and a half months (1336 days). In 2014 
Unilever sold the firm (the site and factory equipment) to its employees at a 
symbolic price of one euro, but without their tea’s “Elephant” brand. Of the 
Fralib’s 182 staff, 76 employees decided to restart the activity by creating 
a tea and herbal processing cooperative and introduce to market products 
labelled with a social-cause brand “1336 days of strike”. 

Today, this organization is in line with the ‘raison-d’être’ of the social 
enterprise they have created (Roy et al., 2020), and the will of employees 
to collectively work as cooperators without the pyramidical hierarchy they 
used to have. The originality of a cooperative organization lies in its mode 
of governance. The cooperative members decide on the nature of work, 
the working hours, and the wages. They create a value chain to collectively 
manage the activity, participate in the decision-making process, the choice 
of key suppliers and the marketing efforts and messages they aim to 
communicate with. 

Since its creation in 2014, the cooperative’s marketing strategy is 
constantly improving. It has been revised three times. Built on a social-
cause brand, the marketing strategy evolution, used as social marketing 
efforts and program, is transforming the business model value proposition, 
continuously improving the products’ quality features, enlarging the 
market segments and the supply chain. These innovations are creating a 
business case for sustainability aimed to reach an economic equilibrium 
while developing an innovation ecosystem focused on environmentally 
friendly practices and regional sustainable development. Table 1 (Page 
7) illustrates the cooperative business model elements and the social 
marketing efforts that are used to reach a financial balance while 
integrating and communicating on the ecological practices the cooperative 
is implementing in the ecosystem in which it operates and evolves.

Why it matters talking about sustainability, social marketing and business 
model innovation?

Food sustainability is a value chain that requires the involvement of all 
actors involved and impacted by the production and consumption of a 
food product or service (FAO, 2014; 2018).

Since decades sustainability is evolving as a social marketing strategy 
(McKenzie-Mohr et al., 2012; Kumar et al., 2012). To achieve sustainable 
behavior, organizations are increasingly using social marketing as 
transition program and techniques to facilitate the implementation of 
the sustainable development goals (OECD, 2015; Charter et al., 2006; 
De Jonge et al., 2014; Charter, 2017; Baldassare and Campo, 2016) in 
order to transform their practices (D’Souza et al., 2015) and relationships 
within their community, and change the behavior of their key customers 
and consumers (Beatson et al., 2020). The achievement of sustainable 
development principles require the improvement of business models’ 
processes through which an organization create value, and deliver and 
promote products and services of business cases built for sustainability 
(Coombes and Nicholson, 2013). 

In this paper, through a case study, we focus on the role of social 
marketing that is helping the cooperative build a business case for 
sustainability (Devine et al., 2012) to implement sustainable development 
practices (Frame and Newton, 2007) with a social-cause brand (Rohit and 
Rajesh, 2018). 

Target market profile: The targets are agri-food companies or systems 
seeking the improvement of its business model key elements – activity, 
structure, and governance- through the implementation and dissemination 
of sustainable development goals with social marketing.

Objectives: We use the business model innovation canvas – activity, 
structure and governance - (Amit and Zott, 2012; Evans et al., 2017) to 
explore the role of social marketing practices in improving business models 
elements and build a business case for sustainability (Schaltegger et al., 
2012) through social-cause branding. Such model helps identifying the 
marketing practices and efforts that aim sustainably transforming the 
cooperative business model elements and the behavior of its key regional 
stakeholders (suppliers, regional council, customers and consumers) 
(Freudenreich et al., 2019).

Strategy: This research is part of an ongoing study at AgroParisTech 
– Marketing division - aimed at studying the relationships between 
marketing, business model innovation, and business case for sustainability. 

For this paper we adopted a qualitative research method. We used 
the business model canvas (adapted by the authors) to highlight the 
importance of marketing practices as key pillars of business models 
evolution. We used the business model’s key components as the “guiding 
thread” for our interviews’ questionnaire to collect and analyse data. 

Our main strategy was to identify the marketing practices and tools 
the cooperative is using as social marketing messages to improve the 
social, nutritional, and environmental sustainability of its business model 
performance.

Results and lessons learned: In 2014, the cooperative marketing strategy 
was focused on the social injustice cause which involved employees in a 
1336 days struggle with Unilever. This number became the brand affixed 
on all packaging. This strategy reached only a niche of activists fighting for 
social justice and proved to be limiting for the profit which was sought by 
the cooperators, who voluntary accepted a 25% decrease of their salary 
to make the new business model quickly operational.  In 2015-2016, a 
marketing manager was hired to improve the sales. He focused on the 
messages conveyed by the packaging by emphasizing the organoleptic 
quality and the local and natural origin of the raw material used. He 
declined the products portfolio into two brands. The “1336” social brand 
targeting specialty stores (e.g. organic stores) and the Scopti brand 
targeting mass distribution and sold as a retailer brand. The objective was 
to increase production and introduce to market conventional and organic 
products to reach more customers and consumers. In 2017, the marketing 
manager improved the sales strategy by focusing on two elements. First, 
by using low cost communication channels such as Instagram and the 
cooperative website. Social media are also used as social marketing tools 
to create engagement (Shawky et al., 2019) and collect funds. Indeed, 
the cooperative involved the consumers in the cooperative economic 
sustainability by creating a sociofinancing plan. It has raised 405 867 euros 
from 3199 donators. Second, by communicating on the noble quality of 
the products used (e.g. the flowers and not the leaves). This message was 
translated into “natural product” and “clean label” e.g. products without 
additives or artificial flavors. In 2019-2020, the marketing strategy became 
ecologically responsible. It aims creating and communicating on the values 
expected by tea and herbal market, claiming environmentally and socially 
responsible products. With these objectives the marketing efforts enlarged 
the targeted segments to reach today more than 800 sales points in 
France. The cooperative diversified its products’ varieties and distribution 
channels. It introduced to market 22 conventional tea and herbal varieties, 
12 organic and 16 varieties sold as loose tea. It sells in different marketing 
models: B2B (restaurants, hotels, delicatessens shops, retirement homes), 
B2C via their website and to activists (e.g. work unions places), and 
B2B2C (e.g. mass retailers such as Carrefour, Auchan, Leclerc, Casino). 
Moreover, in October 2020, the iconic 1336 brand will be affixed to all the 
cooperative products.  As social-cause marketing might affect consumers 
perceptions (Hoeffler et al., 2006), the goal of the cooperative is to remind 
customers and consumers about the “raison-d’être” of its business model 
and to keep the cooperators gathered around communitiship principles 
and causes (Mintzberg, 2009). This marketing strategy is articulated with 
five commitments related to sustainable development principles and 
required by key customers claiming local green products that are socially 
inclusive and with less environmental footprint (Beatson et al., 2020). These 
commitments illustrate the business model impacts on people, product, 
planet (3ps):
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1.	People “employees and consumers” are at the center of the business 

model;

2.	Products are packaged in France;

3.	Products are “Clean-labelled” (natural ingredients, no chemical 
additives);

4.	The raw material is supplied by responsible producers;

5.	 The packaging is 100% recyclable.

With these commitments the cooperative seeks to achieve a financial 
balance while preserving the level of wages and working conditions of 
its cooperators, respecting the natural resources it is exploiting, creating 
mutually beneficial relationships with local producers, and reducing 
the environmental externalities of the activity system through local or 
regional sourcing and eco-responsible packaging (FAO, 2018). Moreover, 
the cooperative is collaborating with the regional council to create fully 
integrated systems around aromatic, medicinal or IGP (Geographically 
Protected Indication) certified plants, such as “thyme of Provence”. These 
socio-economic and environmental initiatives and practices push the 
producers in the south of France to produce the plants and medicinal 
herbals that are requested on the market and can be processed by the 
cooperative. These practices contribute also to job creation and territorial 
development. The objective of the cooperative is to improve or sustainably 
change practices for good (Kotler and Lee, 2008). 

The business model framework we used as a tool of analysis to identify 
the evolution of marketing strategy as a social marketing program and 
its innovation outcome, shows how the product’s social-cause brand 
and quality features are facilitating the transition of the cooperative 
business model core elements towards a sustainable, economically-
viable, environmentally-friendly, and socially inclusive one. This case study 
conceptualizes business model innovation as evolutionary marketing 
efforts that encompass learning about how to use a brand to manage the 
marketing efforts in order to transform the business model with customers’ 
evolving requirements and market’s needs. This transformation is building 
a cooperative business case for sustainability grounded on a social-cause 
brand. This is accompanied by innovations in the three elements that 
compose the cooperative business model designed with a social cause: 
activity, structure and governance. 

a.	Innovation in the activity are mostly focused on product diversification 
and quality features. The creation of a web site increase the regional 
visibility of the company and its sales on one side, and allowed the 
creation of durable partnerships with local suppliers payed fair prices 
to their production. Innovation in activity is manifested in the fully 
integrated systems the cooperative is trying to create with the regional 
council and scattered local producers. 

b.	Innovation in the structure is represented in the new way of linking the 
cooperative strategic processes (e.g. supply chain, manufacturing, 
marketing strategy and brand) to its internal and external key 
stakeholders with goals that go beyond the social-cause, to create 
economic efficiency while protecting the environment, biodiversity and 
consumers health (Nosratabadi et al., 2020).

c.	Innovation in governance are presented in the logic through which 
the cooperative is managed and evolves. Management processes are 
governed by an integrated management system based on international 
standards principles such as ISO 9001 for quality management, ISO 
14001 for environmental management and International food standard 
best practices. These practices are maintained by skilled cooperators 
collectively working and participating in decision making and in 
implementing the eco-responsibility principles at a systemic level. This 
network of actors collaborate in order to maximize the benefits of the 
cooperative and the society by implementing the eco-responsibility 
commitments at a systemic level. Building such a collaborative model 
allowed the cooperative to receive an exemplarity label of its social 
responsibility. This label represents the cooperative story, history, 
expertise, values and collective action solutions that distinguish its 
business model in tea and herbal market. It also illustrates how the 
company credibility influence its image and the implementation of social 

responsibility practices (Alcañiz et al., 2010). These innovations have 
enabled the creation of a new business model that is socially inclusive, 
environmentally friendly, and economically profitable. If the financial 
balance has not been achieved yet, our interviewees point out that the 
turnover is constantly improving. It has been multiplied by 10 in 6 years 
and hope achieving the economic profit with the local strategy and 
partnerships they are creating by the end of the year 2021. Indeed, by 
seeking greater sustainability with a localism strategy, the cooperative 
is creating a territorial ecosystem, i.e. a group of interacting firms that 
depend on each other’s activities by complementing their activity 
systems with the resources and competences that increase their value 
proposition and facilitate value creation and capture for all (Jacobides 
et al., 2017). This ecosystem is empowering, structuring and orienting 
the cooperators’ intentions, behaviors, and marketing strategy and 
practices towards a sustainable transition pathway of tea and herbals 
production, distribution and consumption. Moreover, the community-
based social marketing programs (Mintzberg, 2008; Kennedy, 2010) to 
support the sustainability of these territorial ecosystems are showing an 
increasing compliance with organic produce , organizational standards, 
agroecology practices, natural ingredients (clean labels) requirements. 
Such mutually beneficial relationships and compliance  alter behavior 
with respect to human, the environment, and the product.  

The social-cause brand and the evolution of the marketing efforts are 
facilitating the transition of the cooperative business model core elements 
towards a sustainable, economically-viable, environmentally-friendly, and 
socially inclusive one. Moreover, the declination of the social-cause brand 
into various social marketing practices (Alcañiz et al., 2010) is not only 
changing the cooperative processes, but also, and mainly, transforming 
the behavior of various regional stakeholders. These actors are creating a 
territorial ecosystem, i.e. a group of interacting firms that depend on each 
other’s activities by complementing the resources and competences to 
increase the value proposition and facilitate value creation and capture 
for all of them (Abdelkafi and Taüscher, 2016; Robertson, 2017). This 
ecosystem is empowering, structuring and orienting the cooperators’ 
intentions, behaviors, and marketing strategy and practices towards a 
sustainable transition pathway of tea and herbals production, distribution 
and consumption. 
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Table 1: 1336 Tea Cooperative – Business Model and Marketing Practices:

Business Model Elements

Activity (since 2014)

SCOP-Ti: Societe Coopoerative Ouvriere 
Provencale de The et Infusions 
Unique tea and herbal processing and 
packaging activity in France

Value 
proposition

Brand’s 
social-cause 
value: 1336 
days of strike

Key resources

Technologies 
Employees know-how 
Regional medicinal 
plantsOrganizational good 
practices (ISO 900, 14001)

Partnerships

Regional organic producers

Regional council to create fully integrated 
short systems with key medicinal plants 
(thyme, verbena, lime tree, chamomile) 
Sicarappam (cooperative agricole de 
producteurs de plants medicinales et 
aromatiques bio) 
Fair trade for imported tea 
Creation of new chain for wild plant 
(Tisanes paysans d’ici)

Suppliers

Organic 
plants 
Recyclable 
packaging 
Natural favors 
(eg. caramel 
and apple 
chips)

Governance

Social and solidarity economy 
business model 
Democratic governance 
Strategic decisions are taken at 
the general assembly 
Factory activities are managed 
under workers’ control (quality 
control, working hours, wages, 
direct marketing initiatives

Cost structure

The manufacturing technologies (7 million 
Euros from Unilever) 
Investment cost - 177000 euros 
Cooperators wages are the most import 
cost 
Plants and herbals cost (Unilever used to 
pay 5€/kg, now it costs 22€/kg

Profit formulae

Profit is mostly generated from volume and 
qualityEmployee accepted an initial 25% reduction 
on their salaries to start the cooperative activity 
in 2014 
Continuous product and packaging innovation (3 
new products in December and rechargeable metal 
packaging for loose tea)

Economic performance

In 2020: 
260 tonnes were sold 
Turnover was multiplied by 10 in 6 years 
(4 million €) 
Deficit is continuously decreasing and 
financial equilibrium is expected by 
December 2021

Social aspects

Social-cause brand 
Cooperative governance  
Offer organic products 
Create a new market for local small producers 
Paying a fair price to suppliers (>1.5 the market 
price)

 
(Social) Marketing Practices

Marketing strategy 
and products’ 
optimization

Three main evolution 
of marketing strategy:

1. (2014) - focus on 
social-cause branding 
for a militant niche 
2. (2015) - focus on 
organoleptic quality 
and products diversity, 
creation of 2 brands 
– retailers brand and 
cooperative brand 
3. (2017) - focus on the 
3Ps: Product for Profit 
and the Planet: 
- Brand’s 1 “1336” 
- converting Scopti 
brand to 1336 the 
iconic brand in 
October 2020

Place/access

22 conventional 
products, 12 
organic, 16 loose tea 
distributed to 800 sales 
points: 
In France: 
- B2B2C - 800 
salespoints (key mass 
retailers with Scopti 
brand) 
- B2B - hotels, 
restaurants 
- Biocoop (1336 brand)

Networks of 
associations/militants 
International: Belgium 
and Switzerland with 
both brand 
Cooperative website 
(60% for mass retailers 
and 40% other sales 
points)

Quality/price

Clean labelled 
products (no 
chemical 
additives and 
ingredients)

Use of plants’ 
noble parts 
(flowers)

Higher price 
than the 
market’s 
products

Promotion – social 
marketing messages 

Use of digital channels – 
social medias (Instagram), 
cooperative website (15% 
of sales, 413,000€ 
Direct marketing – give 
sense to customers’ 
experience 
Involving consumers 
in the cooperative 
sustainability 
(sociofinancing plan: 
405,867€ from 3199 
donators) 
Messages on packaging 
– “engaged for human 
and for taste”, “Awaken 
conscience, awaken 
tastebuds” 
Organization of tasting 
initiatives in local events 
(organized by militant 
volunteers) 
Organic and eco-
responsible

Ecosystem

Innovation ecosystem – commitment to sustainability through organic/eco-responsibility plan. 
Made in France: 100% natural ingredients, responsible suppliers, environmentally friendly 
packaging

Territorial strategy

Create mutually beneficial relationships with customers, communities, and the planet

Retaining the manufacturing site as a cultural heritage 
Rehabilitating the lime tree (Tilleul) production in the region 
Organic plants fields are expanding in the South of France to satisfy the cooperative needs for 
medicinal herbals 
Creation of seasonal and permanent jobs to manage the integrated plant systems 

Environmental impacts

Agroecology practices 
Water management for ecological industrial processes 
Carbon footprint reduced with locally supplied products 
100% recycled packaging
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Number: 56

Creating Happiness Heroes: A Social Marketing Approach to 
Increasing Mental Health and Wellbeing Literacy and Protective 
Behaviours in Children and Families. A Pilot Project and 
Recommendations for Practice.

Abstract: This presentation shares a case study that explored the potential 
for use of a social marketing approach to enable and encourage self-care 
behaviours for positive mental and emotional wellbeing in young children 
and families. Through the development and testing of a flexible ‘product’, 
the project aimed to provide stakeholders across the system with the 
means to introduce positive mental and emotional health and wellbeing 
habits in practical, creative ways.

Following a review of the literature and initial scoping, a participatory 
research project was undertaken with pupils (aged 5-11) and stakeholders 
from three schools. Resulting interventions were developed and evaluated 
with children, their families and members of the wider school community. 

The project resulted in a significant shift in knowledge and awareness of 
protective self-care behaviours and adoption of positive behaviours by all 
those taking part in the main intervention. Practical recommendations and 
areas for further development are provided to engage families and wider 
stakeholders in early conversations about children’s resilience and mental 
health and wellbeing, increase mental health literacy and to encourage and 
enable the adoption of healthy habits by the whole family, while reducing 
demand on stretched professionals’ workloads.

The presentation hopes to provide practical recommendations for a 
post-19 recovery plan, helping practitioners seeking to improve mental 
health literacy and increase behaviours that promote positive mental and 
emotional wellbeing of young children and their families.

Conference theme: People and Wellbeing

Conference track: Health and Wellbeing of People

Background / justification of the problem: The need to build resilience 
in children and young people has been firmly established (National 
Advisory Council, 2013, Department of Health 2013, Dray et al, 2017) with 
an emerging evidence base for the value of teaching protective factors 
as a preventative approach to mental health and wellbeing (Avdagic et 
al, 2018, Hart et al, 2016).   In the UK, health, education and social care 
departments at a national and local level are placing great importance on 
promoting positive mental and emotional health and wellbeing, particularly 
through a whole school approach. However, despite much research and 
strategy focused on what we want children and families to do, there needs 
to be more evidence about how to make this happen.  

A pilot project was therefore developed in the UK to address this gap, 
using an approach that blends resilience research, the evidence base for 
positive psychology and character education within a systems wide social 
marketing approach to behaviour change.   

With over half of all mental ill health in the UK starting before the age of 
14 (PHE, 2015), there is a significant opportunity to act early. One in ten 
children (7.7% of children aged 5-10 and 9.6% of 5-16 year olds) and one 
in four adults face mental health problems with great cost to themselves 
and society (ibid). 

Current England government strategy focuses on early identification, 
prevention and investment in promotional of positive mental health and 
wellbeing (Department of Health, Department for Education 2017). The 
strategy identifies the need to move beyond a medical model, making 
it everyone’s business to tackle mental health, with a focus on the 
involvement of schools with establishment of designated Senior Leads for 
Mental Health and the establishment of Mental Health Support Teams for 
early intervention, working with groups of primary and secondary schools 
(Department for Health; Department for Education, 2017). 

In addition,  character education and resilience research (Seligman, 
2011, Achor  2010, Lyubomirsky, 2007) identifies engaging in meaningful 
activities, sport, creativity, performing, volunteering, membership of groups 
as opportunities to build positive characteristics and resilience, however 
these are not ‘socially normal’ in all audiences, with social norms being 

an important determinant of positive health behaviours (Ajzen, 1991);  and 
more needs to be done to engage with disadvantaged audiences and 
make these resilience building activities attractive, accessible and relevant 
to a broader audience and to support schools and the wider community to 
deliver this character and resilience education, with minimal resources and 
demands on staff workload. 

 While various initiatives are being commissioned and provided there is a 
need to create a cultural shift that encourages the building of protective 
factors and encourages new conversations, moving beyond the focus on 
the individual (Hart et al, 2016) and forming a community of support around 
families to build mental health literacy and help make the mental health, 
wellbeing and resilience of children everyone’s business. 

To support this, a systematic social marketing approach, engaging with 
professional audiences as well as individual children and families, building 
a ‘system of care’ can be used to co-develop vision and goals to achieve 
sustainable change in mental health programmes (Rubenstein et al, 2018). 
The importance of building supportive networks to develop child resilience 
has been established, (Wood, 2019, Ungar, 2015) and has been adopted 
in the whole school approach to promoting positive mental and emotional 
wellbeing. However, there is a lack of evaluation of whole systems 
approaches to promoting childhood resilience as we need to be able to 
evaluate programmes’ effectiveness with user-friendly and relevant criteria 
and has proven to be hard to conduct Randomised Controlled Trials in 
complex whole systems interventions and in school settings as no two 
schools are alike (Hart & Heaver, 2015). 

Target market profile:

Primary Audience: Children aged 4-11 and their families

Secondary Audience: Schools

In the development of the project, stakeholder interviews revealed a lack of 
knowledge, time and ‘scope of role’ to implement mental health prevention 
interventions and lack of funding to buy in services. Learnings from 
previous projects in schools revealed an opportunity for resilience building 
interventions that bring together different facets of a good programme 
rather than asking over-burdened schools to develop this for themselves. 

Scoping revealed a need to create a win:win for stakeholders, providing 
interventions that reduce the burden on professionals, bringing together 
and promoting existing interventions, maximising their uptake and focusing 
on ease and flexibility of implementation, rather than creating additional 
burden to ensure buy-in and sustainability of the activity.  

Research revealed that we needed to equip stakeholders with the means 
to enable behaviour change with families, co-designing with stakeholders a 
user-friendly intervention that is as easy to deliver as it is for families to use. 

Objectives:

•	 Increase mental health literacy of children aged 4-7 and their parents. 

•	 Initiate conversations around mental health and wellbeing in families. 

•	 Generate knowledge and awareness of behaviours that children and 
families can do to increase resilience.

•	 All participating children and families adopt at least one mental health 
and wellbeing behaviour.

•	 Signpost to sources of support and additional resources for mental 
health and wellbeing.

Strategy: The approach sought to enable a cultural shift, starting early and 
wider conversations about mental health to increase mental health literacy; 
engaging parents and the wider community, normalising help-seeking and 
the adoption of behaviours that promote positive mental and emotional 
wellbeing. Using a social marketing approach to behaviour change, the 
project shifted the focus from the message we are delivering to providing 
a ‘product’ that enables a wide range of stakeholders with the means to 
reach audiences with the tools to put this message into practice in a way 
that is relevant and meaningful to them.  

Using a socio-ecological approach to building resilience (Wood, 2019a),  
the project worked with schools, families and children to co-design an 
engaging product that achieved buy in from schools, was deliverable 
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without large scale resources and achieved a shift in the knowledge, 
attitude and behaviours of children and families, as a vehicle to engage 
with wider parts of the system, making protective behaviours easy, 
attractive, affordable and ‘socially normal’. 

The focus was on encouraging and enabling children to adopt the self-
care behaviours that are proven to help contribute to the development of 
resilience and emotional and mental health and wellbeing. 

The de-CIDEDS social marketing intervention tool (French &Blair-
Stevens, 2010) was used to explore what was needed and develop a 
prototype intervention to test with our key audiences that moved beyond 
encouraging behaviours to consider how these behaviours could be 
enabled and by who, tailoring them to different audiences to help address 
health inequalities. 

The Project

Insights from the literature were supplemented with two focus groups 
and interviews with head teachers, Special and Educational Needs 
Co-ordinators, mental health practitioner and six parents to lead to the 
development  of a prototype ‘product’ and accompanying trial delivery 
methods for participatory research to engage multiple stakeholders, and 
provide them with the means to engage with different families and work 
with them in their world.

This included: 

•	 A brand and use of language that resonated with families and wider 
stakeholders.

•	 An inviting product to develop a positive narrative to engage with 
stakeholders 

•	 An easy to implement intervention for 4-7 year olds and their families 
and communities.

•	 Tools to help gain parental engagement and action.

•	 A model that allows for co-production and delivery by multiple 
stakeholders within different funding models – for example allowing 
for delivery by trusted professionals (e.g. school nurses, teachers, 
TAs) or community / parent volunteers and funding by appropriate 
socially responsible private sector partners that resonate with the target 
audience. 

•	 A blend of individual self-care behaviours with a model of delivery that 
builds other factors for resilience and provide a gateway into other 
interventions if needed.

•	 An intervention that promoted belonging and membership of a group 
along with emotional connection, to encompass proven these wider 
resilience building factors (Hart et al, 2017)

•	 The use of creativity, physical activity and play, all factors that promote 
emotional and mental wellbeing in children (Seligman, 2011) in the 
methods used  to teach protective behaviours

•	 An intervention that bridges school and home, and allows for peer to 
peer delivery, supporting sustainable behaviour change.

•	 An approach which engages the wider system, helping to achieve 
long term change and address resilience building factors beyond the 
individual’s control, influencing wider determinants of health. (Marmot, 
2010)

•	 A product and approach that helps engage the harder to reach and 
provides a springboard into other mental health and emotional wellbeing 
and resilience interventions and services.

The Intervention Piloted: A ‘Big Box of Happiness’ activity box was 
developed to engage children, families and stakeholders in a positive way 
to learn about and have early conversations about protective self-care 
behaviours for resilience. It contained feel good facts and fun, creative, 
practical activities linked to six evidence-based happiness habits to help 
develop emotional wellbeing, self-esteem, confidence and resilience  
at home.  

 

Big Box of Happiness Contents:

•	 Introductory letter for child and parent/carer.

•	 Calm down bubbles to promote mindfulness and self-regulation. 

•	 Acts of Kindness activities including Kindness Cards to give to people 
telling them why they’re a star.

•	 Make a happiness tree kit to help notice a good thing every day.

•	 Stickers to encourage a growth mindset – rewarding ‘awesome effort’ 
and ‘up for a challenge’.

•	 Active fun game to promote physical activity.

•	 Happiness team activity to think about people who can support us and 
can ask for help when we need it. 

•	 Feel Good Facts with fun, accessible information about happiness 
habits, the science bit and more fun ways to create the habits at home.

The box was also designed to include tailored information provided by 
each school, linking to existing interventions, initiatives and support.

This was introduced through different activities in different schools 
(see appendix 1). The additional interventions were co-developed with 
members of the school and parent community. 

This included weekly Happiness Heroes club sessions of one hour over six 
weeks featuring fun and creative activities each week, making, doing and 
sharing things to build resilience and happiness habits. Children took home 
a ‘weekly takeaway’ explaining what they had learnt and why with activities 
to do at home to practice the happiness habits they had learnt and bring 
back to share in the next session. A celebratory and sharing event at end 
of programme gave children the chance to present what they had learnt 
and done to guests from home, school and local community, widening the 
conversations and mental health literacy. In addition, children presented a 
letter they had written to the head/chair of governors and local authority 
with their ideas for how the happiness habits could be built at school and 
in their community to create an environment that encourages and enables 
increased resilience across the whole community. All school interventions 
were supported by a website and Facebook page to provide families with 
the means to receive and share further information and ideas to develop 
the ‘habits for happiness’. All language used and branding co-designed 
with families and health and education professionals to ensure relevance 
and engagement in use and provision of the resources. 

Results 

1. Knowledge and Attitude: Children were able to discuss the importance 
of looking after our mental as well as physical health and things they could 
do to help them build and flex their healthy brain muscles. 

Children were proud of being ‘Happiness heroes’, talking about helping 
to promote kindness and things to feel good with other members of the 
school community. This was measured through post-programme parent 
evaluation questionnaires and interviews with key stakeholders involved. 

2. Adoption of Self-Care Behaviours: All children demonstrated self-
care behaviours in the workshops each week and at least one self-care 
behaviour at home, with many children providing evidence that they had 
continued doing the ‘happiness habits’ behaviours at home through 
sharing activities at the beginning of weekly workshops and parent 
feedback.
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All children had used their Box of Happiness. This was demonstrated 
through sharing activities in workshops and parent evaluations at the end 
of the programme. 

In addition, many parents reported in post-workshop interviews and 
evaluations that they had also adopted the behaviours at home and some 
were now being used by the whole family. 

3. Impact on attitudes and general behaviour: Parents and teachers 
reported in post programme interviews that the club had a wider impact 
on children’s confidence, self-esteem, anxiety levels and interactions with 
others. 

4. Child and family engagement with the product: The club was over-
subscribed and the concept was very popular with children and families, 
particularly enjoying the fun, practical activities and the ability to learn the 
‘science’ behind happiness in creative ways.

All children who took part reported in final session presentation that they 
would do the club again and would recommend it to others. 

5. School engagement: Post project interviews revealed that schools 
valued the bridge between school and home and enhancing the PSHE 
curriculum and other school initiatives and the ease of delivery and 
flexibility to fit with existing initiatives. 

Conclusion and recommendations: Key to the success of this project 
was working with the school community to deliver something that could be 
easily delivered, complemented their existing activities and working with 
parents to produce something that they wanted to do with their children 
and enabling whole family learning. 

Based on the results and learnings from the project, the following 
recommendations are made to upscale the project, engaging the wider 
community and stakeholders across the system to create maximum 
impact. 

1.	Develop Happiness Heroes and the Big Box of Happiness as a vehicle 
to engage families and wider stakeholders in early conversations about 
children’s resilience and mental health and wellbeing and to encourage 
and enable increased mental health literacy and the adoption of healthy 
habits for resilience and emotional and mental health and wellbeing by 
the whole family. 

2.	Engage wider stakeholders to broaden out engagement across schools, 
communities, health and social care professionals along with businesses 
in the audience world.  

3.	Seek out the relevant voices for different audiences, enabling the use of 
trusted voices in the audience’s world. 

4.	Develop a package of materials and support that enable a flexible 
approach, equipping different trusted stakeholders with the means to 
engage with children and families in their world, at key transitional and 
habit-building time of early school years. 

5.	Recruit and train Happiness Heroes’ leaders from across the whole 
system including school, community, voluntary sector, businesses and 
families to adapt and deliver the materials and information in trusted 
venues by trusted voices in ways that adapt to multiple audiences’ 
needs.

Recommendations for Further Research:

Further research is now required to identify how to scale up this initiative 
and meet additional needs presented by the pandemic and explore 
alternative implementation and funding models to ensure sustainability and 
achieve population level impact and reduce health inequalities.  

This will include working with key stakeholders to:

•	 Co-produce materials with families from a wider variety of communities 
than was possible in the pilot, including marginalised and disadvantaged 
children and families and BAME groups.

•	 Co-produce multiple delivery methods that are sustainable beyond the 
period of the project.

•	 Identify opportunities to localise the materials to maximise the potential 
of linking to other initiatives and services.

•	 Implement and evaluate a scalable intervention.

•	 Explore different funding models to achieve a cost-effective, sustainable 
model going forward.

•	 Develop materials that are affordable, engaging and easily distributable. 

•	 Develop an implementation toolkit and training package.

•	 Develop the criteria for success, identifying short term behaviours and 
outcomes that are predictors of long term impact. Including: 

-	 Signposting to targeted support / services. 

-	 Schools increased delivery of other resilience interventions

-	 Attendance at school 

-	 Increase in parental engagement with school

-	 Attainment at KS2 SATs

-	 Increase in subjective wellbeing scores (across whole school 
community)

-	 Increase in self-esteem

-	 Improvement in pupil behaviour and reduction in disruptions in class 
(across whole school community)
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Appendix 1: 

Intervention routes: 

All schools received the following: 

‘My Little book of happiness’ booklets for families, which featured 
scientifically proven ‘habits for happiness’ and ideas for creative activities 
to put them into practice at home, together with a chance to win prizes by 
sending in examples of what they had done. 

Plus: 

School 1	

Hands on  ‘feel good fun workshops for children and parents introducing 
key habits in fun, creative ways (making calm- down glitter shakers, writing 
kindness cards, making ‘brilliant me’ self-portraits), and opportunity to 
buy Big Box of Happiness Activity boxes plus information presentation for 
parents. 

In addition, year 1 did Feel Good activities from happiness booklets and 
activities as homework. 	

School 2	

Big Box of happiness provided to school with facilitator manual and 
resources and club was run by head teacher with targeted group of 
children. 

School 3

Hands on ‘feel good fun workshops for children and parents introducing 
key habits in fun, creative ways (making calm- down glitter shakers, writing 
kindness cards, making ‘brilliant me’ self-portraits) and opportunity to buy 
Big Box of Happiness Activity boxes

Happiness Heroes clubs run in school and children provided with Big Box 
of Happiness boxes. 

2 cohorts x 20 children. 

Appendix 2: 

Parent, Child and Professionals’ feedback:

Children

 ‘It’s fun, we have lots of adventures’

‘You get to learn about happiness habits in a really fun way’

‘We always get excited about what’s going to happen next week’

‘A place to laugh… and nothing’s wrong’

Families

‘Both my children benefitted in confidence and even I did as a parent. 
Sometimes life is so busy we forget how easy it is to make others happy. 
Your ideas prompted us to spend a little time each day thinking of happy 
things. Giving our children the tools to be able to provide happiness for 
themselves and others will surely help grow balanced confident children’.

 

‘You spoke in assembly about 2 years ago (age 7) and we had a 
happiness heroes’ box.  (anonymous) has battled with anxiety that has 
on occasions been debilitating and we have had to seek independent 
help and have found accessing any support a huge challenge! We used 
many of your ideas from the happiness heroes’ book, including the tree 
of happiness, this amazingly focused us all on what’s important. How a 
smile can make someone’s day – just that little bit magic .... lots of the 
activities were really easy tasks / exercises which the children found 
really beneficial. They were great prompts at reminding us how important 
happiness is’.

‘Fantastic talk … boys really enjoyed the activities … I really enjoyed 
doing the with the boys.  Thank you!’

‘Great way of talking about mental health with all children’

Schools

‘The box is fantastic … a great range of things in there for all ages and 
abilities, making it really easy for parents and teachers to do it’

‘It was a great experience for those who took part.  The parents were 
very thankful for the opportunity to learn about all the activities and the 
ideas behind the project’

‘Noticed a real difference.  Much calmer; more self-esteem; more aware 
of others’ feelings’

Primary children’s mental health worker (Child & Adolescent Mental Health 
Service)

‘Happiness Heroes and the Big Box of Happiness are brilliant!  It combines 
the science behind happiness with easy and fun to do activities to create a 
truly engaging, habit changing, mental health intervention for children and 
their families’

‘As a mental health professional with 20 years’ experience of working with 
children and families I know there is a pressing need for this kind of early, 
preventative intervention and the Big Box of Happiness really delivers’. 

 
Number: 71

Altea – a platform where Long-COVID affected people are the experts, 
and help shape therapies and Interventions on their way to better 
health

Conference theme: People & wellbeing

Conference tracks: Health and wellbeing of people; COVID-19

Background / justification of the problem: The global pandemic caused 
by the novel coronavirus (SARS-CoV-2) and its disease, COVID-19, 
brought big challenges to all sectors of society: health, economics, politics 
and policy, law, technology, governance, etc. As of March 5th, 2021, the 
World Health Organization (WHO) indicated 115 289 961 confirmed cases 
of COVID-19 worldwide, 2 564 560 confirmed deaths, and 223 countries/
territories with COVID-19 cases (World Health Organization, 2021). Public 
Health has been particularly challenged in finding a response to this 
pandemic, and after more than a year from the first COVID-19 cases, a lot 
remains still unknown. 

Ever since the first people who recovered from COVID-19 started to tell 
their story, it was clear that not only the disease was highly variable, but 
also patients’ recovery path was very different. More precisely, it became 
slowly clear that COVID-19 can also bring long-term consequences, 
which have been only recently highlighted. Indeed, patients reported 
having various symptoms that lasted weeks or even months after recovery 
from COVID (Cortinovis et al., 2021; Huang et al., 2021, p. 2021; World 
Health Organization (WHO) et al., 2020). The WHO also stated there are 
many patients who do not regain their prior health status (World Health 
Organization (WHO) et al., 2020). 

This new and recently highlighted issue brings its own challenges. Indeed, 
if a lot remains unknown about COVID-19, even less is known about long-
term consequences of COVID-19, also called Long-COVID or post-acute 
sequelae SARS-CoV-2 infection (PASC). The presence or absence of 
these long-term effects of COVID-19 does not seem to be related to the 
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course or gravity of the SARS-CoV-2 infection and COVID-19 disease, nor 
to the health history or the demographics of the patients. Young adults 
and children with no underlying chronic medical conditions have reported 
worldwide to suffer from Long-COVID.

While people have been enduring these health consequences ever 
since the first cases, Long-COVID has been only recently brought to 
the spotlight. In the meantime, people affected by Long-COVID, and 
their relatives, have been often feeling left alone, with uncertainty, fears, 
questions, and no solutions. Up to date, indeed, there are no clear 
guidelines on suitable therapies for Long-COVID patients.

In Switzerland, the current data show 562 290 cases of COVID-19 and 
9331 deaths. There are currently no statistics on how many people live 
with Long-COVID in Switzerland, but the first results of an ongoing regional 
study in Switzerland show that about 25% of COVID-19 recovered patients 
have long-term consequences (Menges et al., 2021). 

LUNGE ZÜRICH, a non-profit organization specialized in lung health 
and disease, and breathing, and one of the 19 cantonal lung leagues in 
Switzerland, recognized the emergency of Long-COVID, and decided to 
develop Altea, a platform to address the needs of Long-COVID affected 
people. 

Target market profile: Three groups of audiences were Identified: 

1.	Primary target audience: Long-COVID affected people and their 
relatives.

2.	Secondary target audience: health professionals; scientists; COVID-19 
patients; and people recovered from COVID-19 and from Long-COVID. 

3.	Tertiary target audience: Insurances; Employers; Politicians; 
Pharmaceutical Companies; Foundations and Organizations; and others. 

Objectives: The main goal of Altea is to improve the life of people affected 
by Long-COVID. The specific objectives of Altea are to:

•	 Provide a safe place for affected people where they can find help and 
share their experiences, and where they feel understood and taken 
seriously. Bring all affected people on the Altea platform. 

•	 Provide a place where doctors, therapists, and scientist who work on 
and with Long-COVID can share their experiences and their knowledge 
regarding Long-COVID. Bring health professionals and scientists on the 
Altea platform. 

•	 Provide a space where affected people can get in touch and discuss 
with doctors, therapists, and scientist who work on and with Long-
COVID. Encourage and support communication between the target 
audiences. 

•	 Build best-practice and develop appropriate therapies for Long-COVID, 
but also influence policies related to Long-COVID (i.e., Insurance 
policies, work policies, etc.).

•	 Build Altea as a community and as a competence center for Long-
COVID.

The purpose is to help affected people coping with Long-COVID, and the 
focus is on offering a systematic, professional, holistic-support-oriented, 
and solution-oriented community to promote the exchange between 
affected people, their relatives, health professionals and scientists. 

Strategy: The Altea Platform is being developed using the Social Marketing 
approach, following the benchmark criteria. In particular, the target 
audiences were and are continuously analyzed to understand how they are 
behaving, what are their thoughts, needs and wishes related to the issue of 
Long-COVID. Online surveys and phone Interviews are being conducted, 
to collect knowledge and Information, to define priorities and strategies. 
Representatives of the target audiences were included in the Altea team 
to gain deeper knowledge and insight about the targets. Using Co-
Creation, the Altea platform (structure and content) was built with the direct 
contribution of people affected by Long-COVID, therapists and doctors, and 
with the support of scientists. Considering the difficulties that people who 
suffer from Long-COVID may encounter in using Altea, benefits, costs and 
competition were considered. A methods mix was used: 

•	 Product: 

- 	Core product: go back to a happy and healthy life. 

- 	Actual product: exchange experiences and knowledge between target 
audiences, so to develop best-practices and therapies for Long-COVID

- 	Augmented Product: the Altea online platform, allowing and facilitating 
the exchange between target audiences 

•	 Place: currently online only. 

•	 Price: fatigue, feeling of not being taken serious, habits, time, and energy 
to share and to learn, etc.

•	 Promotion: Communication strategies Include co-creation, tailoring, and 
repackaging of existing materials. The Altea platform contents will be 
published in form of a blog, target audience stories, a forum, an agenda, 
and an address book to facilitate also offline contacts between target 
audiences, and concrete tips for the various symptoms reported by the 
target audiences in a counseling page. 

•	 Policy: currently COVID-19 federal policy. Future possible policies 
developed related to insurances and employers.

•	 Partnership: Altea developed several partnerships and is currently 
setting up an association. 

Results and lessons learned: Altea was launched at the end of January 
2021; the platform will go live mid-April. After a first phase where Altea will 
be fully digital, an expansion to include offline services and consulting, 
according to the needs, is planned. Two days after the first announcement, 
more than 80 people subscribed to the Newsletter, and more than 50 
people participated to the co-creation survey, showing interest in the 
platform and its development. A month later, 350 people subscribed to 
the Newsletter, and 230 completed the survey, indicating what are their 
needs. By October we will have the results in terms of development of the 
platform, content creation, as well as participation and exchange between 
long-COVID affected people, their relatives, health professionals, and 
scientists.  

Conclusions and recommendations: The first conclusion we can draw 
is that understanding the target audiences is crucial when developing a 
platform such as Altea, in particular when research and knowledge of the 
condition (in this case Long-COVID) Is limited. The co-creation approach 
is key to get the audiences on board, but also to develop content that is 
appropriate, relevant, transparent, and useful. 
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Background and challenges to implementation: Tobacco harms the 
health, treasury, and spirit of Bangladesh. Every year, about 161,200 
people are killed by tobacco-caused diseases. Over 172,000 children (10-
14 years) and about 25m adults (15+ years) keep using tobacco every day.

Objectives: Create a nationwide online campaign that helps tobacco 
users to restrain from tobacco; and the broader people, including women 
and children, get a platform to raise voice against tobacco to support the 
government for stricter policy implementation.

Intervention or response: Vital Strategies, an international non-profit 
organization, supports a social media campaign on Facebook titled ´Stop 
Tobacco Bangladesh´ that shares 20 creative posts every month. The 
posts include static, video, GIF and other formats with engaging captions 
covering health harms, smoke-free policy, cessation, graphic health 
warning, tax increase, anti-industry and other key issues. A website (www.
StopTobacco.org.bd) also support the campaign. It also outreaches the 
co-funded mass media campaigns by Bangladesh Government and Vital 
Strategies on public and private TV channels. The page organizes offline 
events on the ground with the participation of the page followers.

Results and lessons learnt: Within three years, the page amassed about 
660,000 followers on Facebook with a total reach (times of message 
dissemination) of about 300 million and engagement of 10 million. About 
5,000 people reported quitting smoking inspired by the page. About 10,000 
people kept tagging their friends, family members and loved ones to quit. 
The results show that an economy social media campaign can make a 
difference in creating awareness.

Conclusions and key recommendations: With the growing awareness 
nationwide, an anti-tobacco movement would spread out. People would 
be standing against smoking at public places and eventually serve as 
social police to monitor the breach of law and push the government for 
stricter implementation of the law. The government should also spend the 
health development surcharge funds on social media to enhance efforts to 
make the country tobacco-free by 2040.

 
Number: 87

Engaging Private Sector Providers to Offer Public Health Products and 
Services Adapting Social Marketing Approach

Conference theme: People & Wellbeing

Conference track: Health and Wellbeing of People

Background / justification of the problem: Bangladesh has achieved 
remarkable success in different health indicators but still there are scope 
for further improvement. About 12% of married women of reproductive 
age (MWRA) still have an unmet need for family planning services with 
plateaued contraceptive prevalence rate (62%) since 2011 [BDHS, 2017-
18]. Although the under-five mortality rate has decreased to 45 per 1,000 
live births but newborn mortality still contributes to over 60% of all under-
five mortality. Twenty two percent children of under-five die due to Acute 
Respiratory Infection/pneumonia [BDHS, 2011]. Despite improvements, 
31% of children ages 6-59 months are stunted, 22% are underweight and 
eight percent are wasted [BDHS, 2017-18]. Micronutrient deficiency, such 
as anemia, is also widely prevalent among children and women [BDHS, 
2017-18]. While the maternal mortality ratio has decreased to 163 /100,000 
live births [BBS, 2020], 50% of deliveries still take place at home and 
53% of deliveries are assisted by a trained health professional [BDHS, 
2017-18]. Only 47% of pregnant women receive four or more antenatal 

check up (ANC) services [BDHS, 2017-18]. Currently, there are more 
than 32 million adolescents in Bangladesh, comprising 21% of the total 
population [UNICEF Bangladesh]. Fifty nine percent of adolescent girls 
(6 out of 10) get married before the age of 18, and 28% of them become 
pregnant [BDHS, 2017-18]. Tuberculosis is a major public health problem 
in Bangladesh and about 70,000 people die every year due to TB [USAID 
TB Care II, 2014]. Non-communicable diseases (NCDs) such as diabetes 
and hypertension are becoming increasingly prevalent in Bangladesh due 
to epidemiologic and demographic shifts. NCDs are estimated to account 
for 67% of all deaths [WHO, 2018].

Considering the overall health situation of the country and fulfil the demand 
for quality health services, Social Marketing Company (SMC) has been 
implementing the Blue Star program, a network of community level non-
graduate health providers who are trained on family planning, reproductive 
and child health, and nutrition with other public health priority areas to offer 
quality services including public health products and thereby improve the 
health status of the community people. Since its inception in 1998, the 
program is being implemented in close collaboration with the Directorate 
General of Family Planning (DGFP) of Bangladesh with financial assistance 
from USAID. 

Target market profile: Currently, Blue Star is a network of approximately 
9,500 Blue Star Providers (BSPs). Of them, one fourth is located in urban 
areas and remaining are in rural areas. Majority of the providers are male 
(95%) and aged between 36 to 45 years. A quick study conducted by 
SMC revealed that Blue Star providers attend 33 clients at their outlet daily 
[SMC, 2021]. The clients include, married women of reproductive age, 
children adolescents and others. 

Substantial socio-economic progress i.e. female education and per capita 
income has mounted up the demand for quality services among people. 
Consequently, a vacuum in supply side of quality services has emerged 
due to shortages of skilled workforce and workload of existing public 
providers to fulfil the growing demand for quality health services. Therefore, 
majority people were seeking services from the private sector non-
graduate medical providers (NGMPs) as the first contact point especially 
in rural areas. A recent study revealed that over 65% of the population 
of Bangladesh obtain first-line health-care services primarily from village 
doctors like Blue Star [Mohiuddin, 2020].

Objectives: The overall objective of the Blue Star program is to train 
and motivate private non-graduate health providers to become proactive 
supporters of public health products and services in the community and 
to increase awareness, access and utilization of public health products 
and services at the community level. The major outcomes of the program 
include increased utilization of injectable contraceptives, increased use 
of micronutrient powder (MNP) by the under-five children to address iron 
deficiency anaemia (IDA), increased number of under-five children who 
use Growth Monitoring Promotion (GMP) service, increased number of 
suspected tuberculosis (TB) cases and long acting permanent method 
(LAPM)users, etc. The behavioural objectives of the Blue Star Program for 
the last four year program period (October, 2018 to September 2021) were:

1.	To increase number of injectable contraceptive dosage administration to 
MWRA by 92% (from 1.8 to 3.5 million). 

2.	To increase use of MNP by the under-five children to address IDA by 
85% (from 17 to 31 million). 

3.	To provide GMP service to 26,000 under-five children.

4.	To increase referral of suspected TB cases to the relevant service 
delivery centres for diagnosis and treatment by 136% (from 72,000 to 
170,000 cases).

5.	To increase number of potential LAPM clients referral to the relevant 
service delivery points by 297% (from 36,000 to 143,000 clients).

The baseline has been estimated based on the achievements of the 
previous period (October, 2014 to September 2018). Data is unavailable for 
GMP service in this period.

Strategy: The network provider offers affordable services to the target 
population by improving awareness and accessibility from their service 
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delivery points. To strengthen the network, SMC provides periodic 
training, ensures commodity supply and promotional support, offers 
need-based technical assistance and conducts regular supervision and 
monitoring. The providers are selected through screening following a set 
of criteria. SMC provides basic training covering priority services they 
need to offer, counselling skills, compliance, and its reporting process. 
The basic training is jointly organized by DGFP and SMC, and successful 
participants receive certificates. The providers also receive periodical 
refresher training to update their knowledge and build their capacity further. 
The priority services included family planning methods with special focus 
on injectables, maternal health, child nutrition, essential newborn care, 
integrated management of childhood illness focusing on ARI/pneumonia, 
diarrhea, referral for suspected TB cases, potential LAPM clients, and 
severely sick children to the nearest service delivery points. They also offer 
GMP and nebulization services to the under-five children. SMC promotes 
Blue Star outlets and the network through comprehensive demand creation 
activities by using both local and mass media. The outlet is branded with a 
signboard, curtain, and posters regarding compliance, infection prevention/
waste disposal, and essential product details. SMC also provides branded 
apron to these providers.

Results and lessons learned: SMC is an integral part of the national 
program in achieving the goals of health and population programs in 
Bangladesh. Over the year, Blue Star network has become one of the 
largest private sector non-graduate providers offering public health 
services across the country. One of the major focuses of the program is to 
offer injectable services through the providers. SMC provides 38% share 
of modern methods of Contraceptive Prevalence Rate (CPR) nationally 
through these providers [BDHS, 2017-18]. As per the 2020 Contraceptive 
Social Marketing Statistics released by DKT International, USA, SMC was 
ranked as the second-largest contraceptive social marketing organization 
globally in terms of numbers of couple-years of protection (CYPs) delivered 
[DKT International, 2020]. According to the BDHS 2017-2018, 44% 
children with diarrhea are treated combined with Zinc and ORS [BDHS, 
2017-18].  SMC is leading the effort to increase the use of micronutrient 
powder (MNP) among children under five years of age and experienced 
a four-fold increase in sales of MNP in the last nine years resulting from 
extensive efforts to create demand and cater the need for a large number 
of potential MNP users. In adolescent and female health and hygiene, 
SMC’s sanitary napkin has quickly become the second highest selling 
brand [Nielsen, 2019] in the country (enjoying 22% market share). A study 
shows that about 77% of adolescent girls used sanitary napkin in SMC’s 
program areas whereas, 56% of adolescent girls used it during their last 
menstruation in the non-program areas [SMC study, 2019]. In Bangladesh, 
67% tuberculosis cases are detected in 2017 which was 50% in 2014 [TB 
Control Report, 2017]. SMC’s Blue Star providers are screening to detect 
suspected TB cases for referral to the nearest service delivery centre. The 
Blue Star program has largely contributed to the program impact of SMC.

A recent study found that BSPs has satisfactory knowledge on FP, 
maternal and child health and nutrition. The study also revealed that almost 
all of the BSPs referred TB cases for treatment and potential clients for 
LAPM to higher facilities [PIACT, 2021]. The program has achieved the 
following major behavioural objectives by the end of referenced project 
period:

•	 4.01 million vials of injectable contraceptives have been administered

•	 32.5 million sachets of MNP have been used by the under five children 
to address iron deficiency anaemia  

•	 39,678 children received GMP service from Blue Star providers

•	 197,097 suspected TB cases have been referred to the relevant service 
delivery points

•	 164,039 potential LAPM clients have been referred to the relevant 
service delivery points

Private non-graduate health providers can play pivotal role to contribute in 
the national health and FP programs, if their skill is build through training 
and provided required equipments as well as their outlets are promoted as 
a service delivery point in the community.

Conclusions and recommendations: SMC plans to expand the network 
providers with an expanded service package. In order to set more health 
impacts from the network providers additional services to be included 
in the network. Furthermore, efforts will be given so that the network 
providers will offer full package of proposed services assigned for them. In 
future, pregnancy care service, telemedicine, diabetes and hypertension 
management and adolescent counselling services will be added in their 
service package. The training program will be developed keeping this issue 
in mind. 

The Blue Star providers are doing practice in the community from their 
own chamber and serving large number of clients. These providers offered 
a window of opportunity to SMC for creating a network of providers to 
provide quality public health priority products and services. SMC has 
become a successful private sector social marketing program in family 
planning globally, and significantly contributing to achieve the goal of 
national health and family planning program by engaging private sector 
providers.
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Screen for Life 

Conference theme: People & wellbeing

Conference track: 1. Health and wellbeing of people

Background/justification of the problem

The Health Promotion Board (HPB) in Singapore promotes health 
screening for early detection of chronic diseases and selected cancers 
(cervical, colorectal, breast) among the generally well or average-risk 
populations in Singapore to reduce disease burden.
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The screening tests are recommended by the Screening Test Review 
Committee (STRC) as suitable for population-level screening as they are 
both clinically effective and cost effective for the screening of the general 
population1. These screening tests are offered at highly subsidised rates 
under HPB’s national screening programme.

About Screen for Life: Introduced in November 2014, the brand ‘Screen 
for Life’ was to create a customer-centric proposition to increase public 
awareness by bringing all the recommended health screening tests under 
one common brand. The enhancement of the health screening subsidy 
scheme in 2017 to ensure affordable health screening for all Singaporeans 
at $5 or less, was therefore folded under this umbrella to improve recall 
and strengthen the product offering.

The focus of the communication work evolved since inception from simply 
creating awareness on screening and its related cost to addressing the 
underlying misconceptions and barriers that our audience holds towards 
health screening. This was further complemented with the introduction of a 
simple online tool in December 2019 (see Appendix, Fig 1) that enables the 
target audience to overcome their initial scepticism and inertia by giving 
personalised screening recommendations and cost of the subsidised 
screening check(s) to nudge them along their screening journey. Our 
campaign communications addressed:

•	 who (recommended age and gender for screening type)

•	 why (value proposition of how screening can improve treatment 
outcomes)

•	 when (frequency of the recommended screening types and not a one-off 
event)

•	 where (locations where the subsidised screening can be done)

•	 what (evidence-based screening tests)

•	 what’s next (follow up care that is available and covered within the 
subsidy)

Target market profile: Screen for Life’s target audience are Singapore 
Citizens aged 40 years and above due to the higher incidence of 
chronic illnesses and certain highly treatable/ preventable cancers. This 
demographic is eligible for at least one screening test under the subsidy 
programme. Based on the National Health Population Survey in 20202, 
the age group of people 40 to 49 years old also have the lowest reported 
screening rates for chronic diseases in comparison to those aged 50 years 
and above.

The goal is to have those who never screen to do their first screening and 
for those who have screened to continue to screen at the recommended 
intervals.

Key insights into target audience attitudes towards screening:

To drive better health screening adoption, we needed first to understand 
our target market, what factors would drive them to take proactive control 
of their health and what barriers were currently

getting in their way. A Screening Insights Study was commissioned by HPB 
in 20213 and, through the findings, we learned that our target audience 
does not see the value and urgency of screening due to the following 
reasons:

Cost:

Singaporeans surveyed felt that good health screening will be too 
expensive. They also revealed that going for screening was likely to lead 
to follow-up treatment costs which they would not have budgeted for. 
However, they did indicate that they would be open to going for screening 
if the medical costs were lower and if there are incentives given.

Illusion that self-diagnosis suffices:

Some surveyed expressed the belief that they know themselves best and 
are confident of their own health condition. They didn’t deem screening 
necessary as they would be able to seek medical treatment should their 
body tell them something needed medical attention.

Fear of bad results:

Aside from high follow-up costs, those surveyed said that, should 
screening reveal a need for medical intervention, they feared they would 
become a burden on their families and would rather not know and not have 
to deal with the consequences.

Objectives: With these insights, we determined that we needed to debunk 
the myth that a person in ‘good health’ does not need to go for health 
screening and to allay fears about unexpected results (see Appendix, Fig 
2). We also recognised that cost was a major barrier to us succeeding 
in our campaign objectives. The communications need to appeal both 
emotionally and functionally to the audience to have a greater impact4. Our 
initiative had two major objectives:

1. Change in belief: To take our target audience from thinking that health 
screening is only for the unwell to believing that regular health screening 
is important regardless of outward health and that knowing one’s health 
status empowers one to take charge of one’s life (see Appendix, Fig 3).

2. Adoption of eligibility tool: To get our target audience to overcome their 
objections to health screening and take the first step in finding out if they 
are eligible for Screen for Life subsidies and to understand which screening 
test(s) they are due for, using our online eligibility tool.

Strategy: 

EAST Framework

Make it EASY Make it ATTRACTIVE Make it SOCIAL Make it TIMELY

Health screening has always been seen as a difficult and time-consuming 
process – so how do we make people take the first step?

Health screening is usually costly, with expensive packages in the market, 
leading to people expecting to pay a few hundred dollars for one.

Our target audience believes that screening is only for unhealthy people. If 
they feel fine and look well, there is no need to go for screening.

COVID-19 has seen some shift in people becoming more conscious about 
their health and having an increased interest in health screening.

What we did:

We nudged people closer to screening with the online screening eligibility 
tool which answers two important questions:

1. What health screening tests am I supposed to go for?

2. How much does it cost?

What we did:

Our programme is highly subsidised, and costs are brought down to as 
low as $0 to $5 (people with lower income get more subsidies). Hence, our 
communications consistently highlighted the tagline ‘Screen for $5 or less’, 
to catch the attention of our target audience.

What we did:

In all our communication materials, we used ‘normal, healthy-looking, 
everyday people’ (see Appendix, Fig 4) of all ages to make it more 
representative of our target audience, whether they are a 30-year-old 
woman or a 60-year-old man.

What we did:

We took advantage of the heightened interest in health screening to 
constantly drive awareness of the Screen for Life programme and 
subsidies and send reminders to people to go for health screening.

Communication Strategy: Firstly, we needed to educate the audience 
that feeling well does not mean they are well. We aimed to address this 
misconception by revealing that our bodies may not always be the most 
reliable source of truth when it comes to diseases. We needed to make 
them understand that it is healthy people that need to go for screening 
with one of two outcomes: (i) Either the screening would show them in the 
pink of health and let them know when they need to screen again, or (ii) it 
would reveal a health issue that could be more easily and cost-effectively 
treated in its early stage. Our message had to communicate that while we 
trust our bodies to tell us if something is wrong, some conditions start with 
no outward signs and symptoms, and the only way to truly know our health 
status is to go for regular health screening.
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Secondly, to address the cost objections, the tagline: ‘Screen for $5 or 
less’ was introduced to concisely communicate the subsidies available. 
There is a higher level of subsidy for the lower income groups to the point 
that they may not need to pay anything at all. However, for communication 
to successfully pique interest, a single low-enough price point was used to 
encourage those interested to find out more.

Marketing Intervention Mix:

Product:

Screen for Life is the national health screening programme that offers 
screening tests for chronic diseases, cervical cancer, colorectal cancer, and 
breast cancer under a highly subsidised rate for eligible Singapore Citizens. 
Drawing the target audience closer to making a screening appointment, a 
simple eligibility checking tool is incorporated into the national health portal 
(HealthHub) so that they are aware of the screening that they are due for 
and the subsidised price that they need to pay for the test(s). The use of 
personalised information5 is hypothesised to motivate a person into the 
taking the next step to set up an appointment for the actual screening.

Place:

Breast cancer screening is available at specialised screening centres 
around Singapore as it requires special equipment. All other screening 
tests under Screen for Life are available at more than 1,500 General 
Practitioner (GP) clinics island wide. They are held at GP clinics to move 
patients away from public clinics and hospitals to reduce the burden on the 
public healthcare system.

There are also efforts to engage GPs in introducing screening to their 
patients during the consultation to screen for their well-being. This is also 
based on the understanding that patients are partial to taking advice for 
medical professionals.

Price:

Subsidy levels vary with income and age, but the sum ($5 or less) covers 
the screening test(s) and first follow-up consultation, if assessed to be 
required.

Promotion:

Given that screening is not a one-off event and not an impulsive 
decision, we operate an on-going, year-long communications campaign 
to continuously promote health screening to our target audience. We 
recognise that the act to screen is not spontaneous for never-screeners 
and is often instigated following sudden personal events or long-term 
message influence. Our marketing efforts addressed the different pain 
points our target audience have and the barriers to screening that they 
face.

Hence, the Screen for Life campaign consists of the following:

•	 Main integrated marketing campaign on out-of-home, TV, and digital 
platforms for a 3-month period

•	 Always-on digital campaign during the rest of the year using social 
media and search engine marketing

The integrated marketing campaign aimed to reach our target audience 
wherever they are (see Appendix, Fig 5). We made use of out-of-home 
advertisements on public transport to reach them while they were 
travelling, video ads in General Practitioner (GP) clinics and public 
healthcare institutions as well as free-to-air and cable television ads. 
Digital platforms were also a big part of the campaign with ads on Grab 
(a transport and food delivery app), online video platforms, search engine 
marketing and native ads.

Reaching the heartlands: To drive the message closer to home, we 
collaborated with various town management councils in Singapore to 
display our campaign creatives on public housing lift doors and tabletops 
at food centres. The appearance of these messages in the neighbourhood 
also act to spur Singaporeans to find out more in the participating clinics 
that are near their estates.

QR codes are also used extensively in the campaign in all materials to scan 
through to check eligibility. This incorporation is leveraging the insight that 
the pandemic has educated the public on the usefulness and function of 

QR code scanning hence enabling quick information gathering.

Always-on digital campaign: We leaned heavily on social media 
throughout the year to continuously engage and educate the target 
audience. This was the ideal platform to address the barriers of health 
screening that could not be covered in the main campaign and to 
remind our target audience to go for their next screening appointment 
(see Appendix, Fig 6). Using social media platforms also enabled us to 
specifically target known demographics with precise messaging aimed at 
them, allowing us to recommend appropriate screening tests for their age 
and gender. Results and lessons learned

Increased logins to the online screening eligibility tool and actualised 
screening

•	 48% increase with about 170,000 logins from April 2021 to Jan 2022 
(campaign period), vs 115,000 in the same period the previous year6

•	 3% increase in actual screening under Screen for Life from July 2021 
to Jan 2022 vs same period in the previous year7 (April to June period 
omitted due to pause in screening services in 2020)

Increased awareness on subsidised screening

•	 60% of people aged 40 to 59 are aware vs 53% in 20208

•	 62% of people aged 60 years and above are aware vs 41% in 20208

Increased the intention to go for health screening

•	 71% of people aged 40 to 59 expressed their intention to go for 
screening vs 60% in 20208

•	 86% of people aged 60 years and above expressed intention vs 56% in 
20208

Reduced false beliefs

•	 ‘I am healthy hence there is no need to go for health screening’ from 
23% agreement with the statement in 2019 vs 16% in 20218

•	 ‘I will go for screening only if I feel unwell’ from 24% agreement with the 
statement in 2019 vs 12% in 20218

Conclusions and recommendations: The holistic intervention efforts 
have been successful in increasing the awareness of the programme over 
the last three years and steadily growing the usage of the online screening 
eligibility tool. Survey results also reveal that people’s intention to go for 
screening has increased markedly and that there has been a decline in the 
number of non-screeners with the perception that there is no need to go 
for screening.

These results are highly encouraging and have given us the impetus to 
continue to drive screening as a preventive health measure. To bolster 
results moving forward, we will chip away at emotive barriers, for example, 
the inconvenience of going for health screening and the fear of the 
outcome of the tests, while reinforcing the functional benefits of going for 
screening.

Looking to the future, we are working to close the loop to allow in-app 
appointments to be made with the preferred clinics, which currently cannot 
be done. We believe that with this closed loop, it will make the process 
even easier for people to act on their decision to get screened.
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Appendix:

(Fig 1) Online tool to check screening eligibility. Singapore Citizens can 
log in using their unique identification number and will see information on 
all the screening tests that they are eligible for, and how much it will cost 
under the Screen for Life subsidy. Eligibility depends on age, gender, pre-
existing conditions and last screening date.

(Fig 2) The Barrier to Screening

(Fig 3) Communication Objective

(Fig 4) Key visuals from the integrated marketing campaign

 
(Fig 5) Media Strategy

(Fig 6) Tactical Content Framework used in digital always-on campaign
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Number: 97
Influencing Singaporeans towards a healthier lifestyle with LumiHealth 

Conference theme: People and wellbeing

Conference track: Health and wellbeing of people

Background / justification of the problem (300): The Health Promotion 
Board in Singapore (HPB) is committed to promoting healthy living in 
Singapore. Through studies conducted, we saw that Singaporeans had 
a number of blind spots when it came to health – prioritising some areas, 
such as fitness, and forgetting about others, such as mental wellbeing, 
nutrition, sleep and regular health screenings. We had to get Singaporeans 
to realise that all aspects of health are interrelated and that their health 
should be far more holistically managed. Under the Smart Nation Initiative, 
the government of Singapore and Apple partnered to develop a health 
engagement programme to drive behavioural changes for improved and 
sustained health outcomes. This would be delivered through gamification, 
offering a unique and personalised health and wellness experience 
designed to motivate and reward Singaporeans to improve their health 
through small, manageable daily activities. It was the first ever direct-
to-consumer initiative designed by HPB, leveraging the Apple Watch 
and iPhone, that allowed citizens to earn incentives as they became 
healthier. Unique to this collaboration, activity would be tracked, and other 
personalised wellness challenges, tips and nudges would be served via 
a bespoke app named LumiHealth. Created in collaboration with a team 
of physicians and public health experts, LumiHealth recommends healthy 
actions based on individual user’s health goals and Apple Watch activity 
and provides users with personalised weekly activity goals, based on their 
age, gender and weight. It includes reminders to go for health screenings 
and immunisations, which are triggered intelligently based on the user’s 
health history and preferences.

The marketing campaign to drive awareness and adoption of the 
programme, LumiHealth: Level Up Your Health, had to go beyond simply 
marketing communications. It had to break through a saturated health app 
market and resistance from a public jaded by health apps that disappoint. 
The campaign had to capture the imagination of its target market, break 
down misconceptions around how to live a holistically healthy lifestyle and 
prove LumiHealth could succeed where other apps had failed.

Target market profile: While LumiHealth is a programme that taps on both 
the Apple Watch and iPhone, the ambition was for it to be a national health 
programme focussing on Singaporeans at large. Our research showed us 
that Singaporeans tended to prioritise some aspects of health over others. 
We realised that our audience held many incorrect beliefs about holistic 
health. They saw it as an unattainable goal that wasn’t worth the drastic 
lifestyle changes it demanded. They thought it meant having to adapt to 
new lifestyle habits that were daunting to them, or that they viewed as 
unsustainable. They viewed “holistic health” as simply unattainable and 
self-rationalised their lack of action with the belief that they wouldn’t be 
able to meet set goals so they shouldn’t even try.

Objectives: We have taken many steps to improve Singaporeans’ healthy 
lifestyle habits over the years through national programmes designed to 
drive behavioural change, including most recently the “National Steps 
Challenge” and the “Eat, Drink, Shop Healthy Challenge”. However, it 
became clear that Singaporeans had blind spots when it came to health 
that these campaigns weren’t addressing. Many residents were not taking 
a holistic approach to staying healthy, but rather prioritising some aspects 
of health and ignoring others.

To counter this, the LumiHealth campaign needed to:

• get Singaporeans to rethink holistic health

• drive behavioural changes for improved and sustained health outcomes

• counter pre-existing perceptions of health apps in the market

• Drive LumiHealth app downloads

Rethinking holistic health: We needed to create a mindset shift in 
Singaporeans and lead them to realise that different aspects of health are 
interrelated and that all had to be taken into account for holistic health 
management. We also needed to make them understand that taking a 

holistic approach to their health wasn’t as daunting as they thought, and 
that change didn’t require living a drastically different lifestyle.

Driving behaviour change: The programme aimed to show Singaporeans 
the power of small everyday actions and attainable everyday choices they 
could make and how these small, manageable actions could accumulate 
to build a healthier life.

Countering pre-existing perceptions about health apps: The market 
was saturated with incentive-driven health apps, that had created a 
coupon economy. When Singaporeans could not gain incentives, they 
became disillusioned and reluctant to use such apps again. For the 
LumiHealth programme to work, given that it was also delivered through an 
app, we had to pre-empt perceptions and position LumiHealth as an app 
that would bring them, through small wins, to leading a holistically healthy 
lifestyle.

Drive LumiHealth app downloads: Drawing on insights gained from 
the launch of the HPB Healthy 365 app and projections from campaign 
spending, we aimed to create a recognisable and accepted brand for the 
LumiHealth app and launch it with high visibility in October 2020 with the 
goal to drive LumiHealth app downloads.

Strategy:

“In a market saturated with fitness apps and programmes, achieving the 
results for LumiHealth was no easy feat. The engagement we’ve received 
from the campaign demonstrated how our insights-driven communications 
was effective and resonated with our target audience.

More importantly, beyond a communications campaign, this has become 
an important first step towards a bigger cultural shift in terms of how 
Singaporeans view health.”

- Terence Ng, Director, Innovation Office, HPB

The Singapore public had been jaded by health apps that delivered 
only a portion of the solution to holistic health and offered frustration 
for users not able to hit goals to redeem desired incentives. Unlike 
such apps, LumiHealth provided a health experience that was holistic, 
intuitive and, most importantly, personalised to nudge progress for each 
individual participant. The challenge was, how were we going to convince 
Singaporeans that this app was different?

In branding and launching LumiHealth, we needed to not just counter 
these pre-existing barriers about health apps in the market, but also bring 
to life the LumiHealth app experience. We needed to show Singaporeans 
that they could really take charge of their health holistically with LumiHealth 
and be rewarded.

An impactful prelaunch: A programme as ambitious as LumiHealth 
demanded not just an impactful launch, but a pre-launch to drive 
widespread intrigue too. In September 2020, Singapore Deputy Prime 
Minister Heng Swee Keat’s announcement gave weight to the campaign 
and illustrated HPB and the government’s commitment to helping 
Singaporeans attain holistic health.

You may watch DPM Heng’s announcement here: https://www.pmo.
gov.sg/Newsroom/DPM-Heng-on-the-Announcement-of-SG-APPLE-
Collaboration-on-LumiHealth

Building anticipation through teaser campaigns: With this announcement 
came a microsite where users were teased with snippets of the game 
world. Through the use of game-speak and vibrant visual language, we 
injected fun and relatability into holistic health and illuminated the path to 
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holistic health through LumiHealth, shedding light on often-ignored aspects 
of health.

A targeted touchpoint strategy: This set the stage for the rest of our 
launch campaign, where we used media consumption habits of our three 
main audiences to craft our touchpoint strategy. To garner widespread 
awareness and spark nationwide conversations, we selected high-
impact, mass-reach channels to get our Film and Key Visuals (KVs) 
(please see Appendix for samples) out to the public. We appeared in 
national broadsheets, at bus shelters across the island, at MRT platform 
screen doors in high-traffic train stations and digital Out-of-Home (OOH) 
placements in the middle of business and recreational districts. Our digital 
OOH buys were also timed for morning and evening rush-hour peak 
timings.

You may watch the LumiHealth anthem film here: https://www.youtube.
com/watch?v=IXT-OFpuEvY

To enhance conversions, we used various digital channels such as 
search, display, social and contextual targeting to get the right messages 
to the right audiences. Cutdowns of our film, based on our pillars of 
Fitness, Nutrition and Mindfulness entered the digital and social sphere, 
targeting audiences based on various demographic and interest metrics. 
We strategically targeted our audiences of iPhone and Apple Watch 
users through this integrated media plan and targeted KVs on separate 
pillars. Animated KVs of LumiPoints also grabbed audiences’ attention. 
App users are awarded LumiPoints for achieving certain goals or taking 
certain actions within the app as they travel through worlds with Lu, an 
intergalactic explorer who motivates the user to complete activity goals 
or wellness challenges. For example, completing an activity challenge 
for the week will earn the user 8,000 LumiPoints and closing an activity 
ring on their Apple Watch will earn them 100 LumiPoints. Users see their 
accumulated LumiPoints as a tally of their progress in each chapter of Lu’s 
adventure.

Building awareness through promotion of the loveable Lu character: 
We leveraged the cute Lu character and introduced tactical promotions 
supplementing the paid media campaign, where we encouraged people 
to download the app, refer LumiHealth to their friends/family and/or share 
their personal stories on their LumiHealth journey on social media in order 
to redeem Lu plush toy collectables. We also made Lu stickers available 
on their phones so they could spread awareness of the Lu brand as they 
interacted on social media.

A two-pronged strategy: Our research also unearthed a secondary means 
of segmenting our audience – based on the features of the programme that 
would most resonate with them. We crafted another set of visuals – each 
highlighting personalisation, gamification and rewards respectively and 
rotated these across various channels. By speaking to both diverse entry 
points and diverse features, we had a two-pronged approach to draw in 
targeted audiences.

All our communications drove users further down the purchase funnel – to 
the microsite where they could learn more about the programme, and to 
Apple’s App Store to download the LumiHealth app immediately.

Results and lessons learned: With LumiHealth, we had set out to 
change behaviours and to empower an entire nation to take charge of its 

holistic health. All in all, the campaign exceeded all benchmarks but, more 
significantly, transformed perceptions and the appeal of attaining holistic 
health among Singaporeans.

User uptake:

App Downloads With over 200,000 downloads of the app since launching 
in October 2020, against a turbulent Covid-19 backdrop, LumiHealth has 
also served over 7 million challenges focused on health and wellness to 
help Singaporeans become more attuned to taking control of their health. 
Behaviour change The programme has encouraged users to be more 
active across their move, exercise and stand goals. Notably, LumiHealth 
users have increased their daily exercise minutes by over 39% when 
compared to the month before they started the programme.1 Users 
identified as being part of a ‘Low Activity’ group before joining LumiHealth 
have seen the most benefit, increasing their exercise minutes by over 88% 
after nine months of participation.2 Mental wellbeing is another key feature 
of the programme, with 79% of users experiencing some form of stress 
at the start of the programme.3 To address this feedback, LumiHealth has 
served more than 3 million mental wellbeing challenges, including tips for 
stress management and support tools, with 67% of users saying they will 
continue applying these skills in the future.

Ultimately, LumiHealth moved Singaporeans to take small daily steps  
to living a more holistically healthy lifestyle, cultivating a nation living its 
best life.
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Number: 102
Designing a theoretically informed obesity campaign using a whole 
systems approach. 

Conference theme: People and wellbeing

Conference track: Health and wellbeing of people

Background / justification of the problem (300): TTwo thirds of adults in 
the UK are classed as overweight or obese, which is linked to increased 
risk of England’s top five leading causes of death in adults; this is following 
an upward trajectory. In 2021 there were over one million hospital 
admissions where obesity was a factor, a 17% increase since 2019 (PHE, 
Health Profile for England, 2021; NHS, Statistics on Obesity, Physical 
Activity, and Diet, England, 2021). Obesity is one of the highest metabolic 
risk factors associated with morbidity and mortality in the UK; associated 
behavioural factors that contribute to obesity levels are physical inactivity 
and poor nutrition (PHE, Health Profile for England, 2021).

Medway (UK) has seen an increase in overweight and obesity in children 
of all ages and adults between 2008 and 2019 compared to the England 
average, which appears to be trending towards a plateau (UK Gov, 2020, 
Medway’s Whole System Approach to Tackling Obesity, p. 2). Nearly a third 
of all adults in Medway are overweight, and one in 10 children are obese 
by the age of five, making tackling obesity a public health priority. 

Public Health England (PHE) stress that community-centred approaches to 
complex public health issues are needed to empower communities to take 
responsibility for their own physical and psychological wellbeing, mitigate 
risk associated with suboptimal health behaviours (poor diet, inactivity, 
etc.), and prevent health inequalities from worsening.

A whole-system approach determines that trusting relationships are 
forged between communities and professionals through; scaling- taking a 
flexible, pragmatic approach over rigidly applied models; involving- through 
participatory research, co-creating strategies that address the needs of the 
population and thus increase uptake of interventions; strengthening- by 
mobilising a voluntary, social, and community “workforce” with the same 
public health priorities; and sustaining- by addressing the short, medium, 
and long term priorities that matter to the community.

The social marketing agency were commissioned to develop an obesity 
prevention campaign aimed at targeting behaviours that are key drivers of 
obesity in the UK- physical inactivity and poor nutrition.

Target market profile: Publicly Available Electronic Information (PAEI) was 
used for tactical analysis of the Medway population. A random sample of 
16 public social media accounts with a well-defined geographical focus 
on Kent and Medway was selected for analysis to help understand the 
audience. It was determined that there was a specific obesity issue in 
young people (year six, ages 10-11-years) above those typically found in 
UK populations. 

In addition to determining at-risk populations within the target audience, 
PAEI enables identification of frequently used social media, subjects 
that are frequently engaged with, preference for media type, mode, and 
duration, and emotional discourse. It was determined that optimal range 
in the most effective posts was 250-400 characters including emojis and 
hashtags. Examining the posts, the most effective post type was photo 
(which incorporates infographics and motion infographics). It was also 
determined that the most effective key words used for engagement were 
“can, will, get, fitness, get, time, class, classes, day, today, health, new, 
and now”.

In addition to PAEI analysis, a period of desk research supported the 
theoretical underpinnings of the behaviour change campaign. It is not 
sufficient to simply declare an intervention “inspired by theory” but 
determinants of behaviour and mechanisms of change must be identified 
in order to be effectively manipulated (Michie, Strallen, and West, 2011). 

Social-cognitive theories have dominated the science of health behaviour 
change for decades, but reviews about its efficacy are mixed. Social-
cognitive models rely heavily on individual agency to change behaviour. 
The determinants of obesity are complex, involve individual, environmental, 
and social factors, and individual agency alone may not be sufficient to 

change behaviour. Additionally, there is a persistent intention-behaviour 
gap documented in health behaviours, whereby social cognitive theories 
are effective at improving people’s intentions, but this does not translate to 
actual behaviour change. Some behaviour change scholars attribute this to 
the fact that interventions often do not account for unconscious processes 
such as habit and emotion. An appropriate behaviour change theory, 
therefore, should be adopted to account for these issues (Feil et al., 2019; 
Hagger and Weed., 2019; Rhodes & Bruijn, 2013). 

Given the nature of whole system approaches, the COM-B model (Michie 
et al., 2011) was decided to be an appropriate behaviour change model. 
It has proven efficacy at predicting and changing health behaviours. The 
COM-B model describes three components that need to be met in order 
for behaviour to change: Capability (in the form of both psychological and 
physical capability); Opportunity (in the form of both physical and social 
opportunity); and Motivation (in the form of both reflective and automatic 
motivation). By improving perceived capability and opportunity, motivation 
for a behaviour is improved. The nature of the COM-B model, which 
includes social, environmental, psychological, and physical determinants, 
means that it is suitable for a whole systems approach. It has the potential 
to be embedded into all levels of the campaign with a variety of community 
partners. It is also a potentially straight-forward model to embed into 
training so that it is a theory that is interwoven into the existing health 
promotion services that Medway has to offer.

Following the period of secondary research, a period of primary research 
was undertaken. A survey was developed which asked questions based 
on the COM-B model of behaviour change. The objective of the survey 
was three-fold: to provide a starting point for evaluation of the campaign; 
to test the appropriateness of the COM-B model as a behaviour change 
model for this specific population; and finally, to segment the target 
audience to ensure over-representation of those disproportionately 
impacted by obesity risk factors. The survey findings suggested that 
COM-B was an appropriate model; respondents were lacking in COM-B 
scores, specifically automatic and reflective motivation scores. It was 
noted that women scored significantly lower than men in all COM-B 
scores and that people with disabilities and mental health diagnoses also 
scored significantly lower in COM-B scores relating to physical activity and 
nutrition. 

In the spirit of co-production, several focus groups were facilitated by 
the agency with stakeholder groups, children from the target age group 
(year 6), and members of Medway community. The results of the focus 
groups further highlighted supported the use of COM-B. Initial campaign 
materials were tested at these sessions and, along with insights from PAEI, 
a campaign name (Medway Can), concepts and strategy were developed 
further.

Objectives: The objectives of the campaign are to increase physical 
activity behaviours and improve dietary behaviours so that higher 
percentages of Medway’s populations are meeting government 
recommended guidelines.

Strategy:

The campaign employs behaviour change techniques taken from the 
COM-B model of behaviour change’s associated taxonomy (BCTTv1; 
Michie et al., 2013). Using techniques such as goal setting (behaviour and 
outcome goals), self-monitoring of behaviour, social support, information 
on how to perform the behaviour, etc. the campaign aims to develop a 
sense of capability and promote motivation for healthy weight-related 
behaviours. It is evidenced that behaviour change is more effective when 
the individual is asked to change one health-related behaviour rather than 
more than one. Thus, the campaign has been designed to be delivered in 
phases:

Stage 1a Focus on increasing physical activity- May-June 2022. Target 
audiences: local employers, year 6 (aged 10-11-years) pupils, and women. 
The call to action is “move a mile in May,” with the focus being on choice 
of activity to support autonomy and promote motivation. 

Stage 1b Focus on increasing physical activity- Sep-Oct 2022. Share 
stories from stage 1a, and more targeted approach. Target groups that 
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need more specific consideration when being more active (residents with 
physical and mental disabilities).

Stage 2 Focus on eating well. This will lead on from positive changes that 
are already being made in relation to physical activity. Target audiences will 
be determined during Stage 1a and Stage 1b.

Results and lessons learned: The campaign is due to launch in May 
2022 and will be evaluated midpoint and post-campaign. Evaluation of the 
campaign will include outcomes such as changes in self-reported physical 
activity levels, self-reported adherence to nutrition guidelines, changes in 
COM-B scores (particularly motivation for health-related behaviours as 
identified as a key barrier), campaign reach (through engagement with 
online tools, etc.), and campaign awareness.

Conclusions and recommendations: The campaign will aim to leave a 
legacy that can be used by the commissioning local authority. Lessons will 
be taken from the development and evaluation of the campaign to inform 
future obesity prevention campaigns and interventions.
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Number: 5

Depression – Why it matters and what social marketers can do

Abstract: Depression is a common mental disorder and a leading cause 
of disability worldwide. The presentation will provide participants with 
information on disorder, risk/ protective factors, risk groups, and the 
specific challenges of the field. The session is suitable for researchers as 
well as health professionals who are interested in working in the prevention 
of depression.

Aim of the session: Depression is a common mental disorder and a 
leading cause of disability worldwide (WHO 2020). Despite its importance, 
social marketers only rarely address the issue. With this session, we want 
to provide participants with knowledge, motivation, networking and ideas 
for implementation and to put the topic on the social marketing agenda.

The presentation is targeted at researchers and health professionals that 
want to apply social marketing thinking to the prevention of depression. 
Participants will leave the session with a fundamental understanding of 
the topic and its relevance, and they will have gained input and ideas for 
application.

Focus of the session: Around the globe more than 264 million people are 
affected by depression (James et al., 2018). They experience depressed 
mood as well as reduced interest, enjoyment, energy and activity for more 
than two weeks. Often depression is accompanied by additional symptoms 
like changes in sleep and appetite, anxiety symptoms, feelings of guilt and 
low self-worth, or poor concentration. In addition, depression can lead to 
suicide (Hawton, Casañas i Comabella, Haw, & Saunders, 2013).

So, what can social marketers do? In our session, we will focus on two 
main areas of Interest. First, while there are biological factors contributing 
to depression, there are others related to lifestyle and behavior ranging 
from physical activity to alcohol consumption. Second, there are different 
risk groups, e.g., older people. With their expertise in addressing behaviors 
and specific target groups and the experience from successful work in 
other areas (Truong & Dang, 2017), social marketers are well prepared 
to contribute to the fight against depression and for better public mental 
health. 

Participants will leave the session with a research-based understanding 
of (1) depression and its implications, (2) risk and protective factors, and 
(3) risk groups. With regard to risk factors, we will especially focus on 
lifestyle factors that can be influenced by public health professionals, 
for example, sports/ movement (Mammen & Faulkner, 2013), social 
interaction (Schwarzbach, Luppa, Forstmeier, König, & Riedel-Heller, 2014), 
diet (Psaltopoulou et al., 2013), and alcohol (Cairns, Yap, Pilkington, & 
Jorm, 2014). In terms of risk groups we will, for example, address older 
individuals (Luppa et al., 2012), individuals with chronic disorders (Wolter, 
2016), those who are unemployed (McGee & Thompson, 2015), children of 
depressed parents (Downey & Coyne, 1990), and women after childbirth 
(Hübner-Liebermann, Hausner, & Wittmann, 2012). In addition, some major 
chances and challenges of applying social marketing to the field will be 
part of the session.

Method / approach: The session consists of two main parts. First, there 
is a presentation on depression, its impact, risk/ protective factors and 
specific risk groups (20 minutes). Second, there is an interactive part where 
we address issues related to social marketing and depression in the form 
of group work with subsequent discussion (25 minutes).

Other notes: I received quite positive feedback for introducing another 
mental health topic at previous conferences, and I believe that the social 
marketing community has the potential and the tools and strategies 
to address mental health issues. Therefore, I am excited to come to 
Thessaloniki and I hope that we move forward the discipline in this 
important field.
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Number: 9

How might we define target behaviors to facilitate the adoption of 
sustainable healthy diets? Discussion on the priorities and challenges 
to design behavioral interventions within emerging domains.

Conference theme: Environment & sustainability

Conference track: 

Track 2 (Primary track): Planetary health: Environment and sustainability

Track 3: Implementation challenges

Track 10: Food & the environment

Abstract: Unhealthy diets are the top risk factor in the global burden of 
disease and food production is among the largest single causes of global 
environmental change. This means that sustainability of food systems can 
influence both individual and planetary health. Food matters for both health 
and the environment. 
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FAO defines sustainable diets as those with “low environmental 
impacts which contribute to food and nutrition security and to healthy 
life for present and future generations. Sustainable diets are protective 
and respectful of biodiversity and ecosystems, culturally acceptable, 
accessible, economically fair and affordable; nutritionally adequate, safe 
and healthy; while optimizing natural and human resources” (FAO. Food 
and Agriculture Organization of the United Nations., 2010). However, 
the growing literature on sustainable diets highlights the challenges of 
meeting all the criteria defined by FAO. Evidence suggests both health and 
environmental co-benefits from sustainable diets but also trade-offs and 
unintended consequences of promoting healthy diets with disregard of 
their environmental impact or diets with low environmental impact that are 
not necessarily healthy (Auestad & Fulgoni, 2015). 

Despite these challenges, action is required. On one hand, nutrition must 
be improved, as literature shows that most people do not adhere to dietary 
guidelines (Reynolds et al., 2014) and poor nutrition is a risk factor for 
many diseases while good nutrition is a protective factor. But, also given 
the urgency of climate change and the environmental crisis, food systems 
and the dietary patterns associated with them, pose a high burden on the 
environment. The food sector accounts for 30 percent of the global energy 
consumption, over 20 percent of total Greenhouse Gases (GHG) Emissions 
and agriculture alone is responsible for an average of 70 percent of global 
freshwater use (World Bank, n.d.).

The session will engage participants in a discussion on the challenges for 
defining and promoting the adoption of diets that meet both health and 
sustainability considerations, aiming to define social marketing priorities 
within the emerging domain of sustainable, healthy food.

Aim of the session: The session aims at providing input for discussion, 
by sharing data, information, and experiences, and engaging participants 
in defining social marketing priorities within the emerging domain of 
sustainable, healthy food. What do we need to know and by whom? Who 
are the key actors? At what level should they be addressed or included? 
Pursuant to the session outputs, the expected outcome will be a position 
or perspective paper co-authored by participants. 

Focus of the session: Social Marketing and behavioural interventions rely 
on broad evidence and scientific consensus to pursue transformations that 
can bring individual and societal benefits. 

Global key actors have stressed the need for transitioning to 
environmentally sustainable food systems. However, defining target 
behaviors to promote the wide adoption of “sustainable diets” can be 
challenging as there are currently limitations to accurately measure the 
environmental sustainability impact of diets and ensure the healthiness and 
nutritional quality of diets with lower environmental impact.

The session will show preliminary findings and engage participants in 
discussion on the challenges for defining and promoting the adoption 
of diets that meet both health and sustainability considerations, within 
an emerging field of inquiry. Again, the aim is to define social marketing 
priorities within the emerging domain of sustainable, healthy food.

Method / approach: The session will combine an evidence-based 
approach with design thinking facilitation techniques to promote an ac-
tion-oriented discussion. The method can be adapted to become a hybrid 
or fully virtual session. 

Duration in 
minutes

Activity Expected Outcome

5 Quick introduction of session facilitators 
and participants (depending on participants 
number) and ground rules.

Discussion ground rules 
embraced by participants.

5 Input session (presentation) Minimum Common 
understanding of the problem 
to be discussed.

25 Open discussion: How might we facilitate the 
adoption of healthy sustainable diets with 
behavioral and social marketing interventions? 
What are social marketing priorities within the 
emerging domain of sustainable, healthy food?

List of ideas.

10 Evaluation and/or prioritization of ideas. Prioritized ideas. Outputs for a 
position/perspective paper.
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Number: 13

Picturing a Pandemic: How HIV/AIDS Social Marketing Imagery Has 
Influenced Public Perceptions

Aim of the session: The presenters propose to explore these questions:

1.	How has HIV/AIDS imagery evolved since the initial social marketing 
campaigns in the 1980s?

2.	How have these images contributed to framing—and re-framing—public 
perceptions of HIV/AIDS? 

3.	How could innovative social marketing reduce the high annual rate of 
new infections?

Focus of the session: Since the early 1980s, an astonishing diversity 
of social marketing campaigns has tackled the HIV/AIDS pandemic 
(AVERT, “Timeline,” 2019; Kaiser, 2006). Campaigns have ranged from 
regional to national to global in scope, with objectives that included 
increasing salience, decreasing stigma, addressing cultural taboos, 
erasing stereotypes, promoting testing, and motivating safer sex practices 
(WebMD, 2019). 

This session will summarize that progression of social marketing 
approaches, with an emphasis on the images used to frame the disease 
for target audiences. This is a big-picture overview of the development of 
image approaches as the disease evolved, as stigma decreased, and as 
society became more open to graphic depictions of formerly taboo topics.  
However, despite all of these efforts, the rate of new infections remains 
high—1.7 million in 2018 (WHO, 2019)—and concerns are being voiced 
that current imagery may actually contribute to a rise in infections (Scalvini, 
2010; Massingill, 2018).

Method / approach: The presenters will begin by displaying a timeline 
showing the use of diverse visual approaches for HIV/AIDS social 
marketing campaigns from the outset of the pandemic to the present, 
considering cultural taboos, stigma and the progression from perceived 
death sentence to chronic disease (AIDS.gov, 2017; AVERT, “History,” 
2019).  Visuals from a representative selection of campaigns—regional, 
national and global—will provide background and context for discussion. 
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Here are a few examples:

•	 The AIDS Memorial Quilt, first displayed in 1987 on the National Mall in 
Washington, D.C., has been called the “largest community art project in 
the world,” with 48,000 commemorative panels for AIDS victims across 
the globe (AIDS Memorial Quilt, 2015). 

•	 The ubiquitous red ribbon, which became the international symbol for 
AIDS, was designed in 1990 by Visual AIDS, a group of artists in New 
York City. The symbolic ribbon has become “one of the most recognized 
logos around the world, second only to Coca-Cola” (Garvin, 2018).

•	 Social marketers have used various approaches to attack the stigma 
surrounding HIV/AIDS. One of the more  controversial was the “friendly 
fire” tactic used in several campaigns in 2006, including Better World 
Advertising’s “HIV is a gay disease” campaign. “While trying to shoot 
down the enemy—AIDS—these social marketing campaigns also 
cause(d) some collateral damage” by reinforcing negative stereotypes 
(Weinreich, 2006).

•	 Controversial images, many would argue, helped bring HIV/AIDS “out of 
the closet” and into the public consciousness, beginning with the “photo 
that changed the face of AIDS” (Cosgove, 2014), the 1990 image of a 
young man at the moment of his death from AIDS. The photo won the 
World Press Photo Award the following year, and became even more 
notorious in 1992, when global marketer Benetton used it in one of the 
company’s social and political issue campaigns (Attwell, 2013).

•	 Less controversial, and some might argue, less effective, were the global 
celebrity campaigns such as “We All Have AIDS,” launched by Kenneth 
Cole in conjunction with Viacom Inc. and the Kaiser Family Foundation, 
on World AIDS Day, Dec. 1, 2005 (AIDS Wiki, 2015). However, media 
coverage of celebrities who contracted AIDS, such as Rock Hudson, 
who died of the disease in 1985, and “Magic” Johnson, who has been 
living with HIV since 1991, helped increase salience regarding the 
disease. Also, movies such as “The Philadelphia Story “and “Dallas 
Buyers Club,” reached mass audiences and sparked public empathy 
toward for with HIV/AIDS (Massingill, 2018).

•	 Uganda, one of the hardest hit countries by the HIV/AIDS pandemic, 
took dramatic measures to curb the spread of the disease, which was 
made worse by the cultural norm of cross generational sex, where 
older men commonly have sex with young girls. The “Sugar Daddies” 
campaign, begun in 2004, featured recognized role models such as 
Uganda’s Minister of Ethics and Integrity Tim Lwanga, pictured on 
billboards urging an end to this practice (PSI, 2007).

•	 As with the current COVID-19 pandemic, testing is essential to 
addressing HIV infections, and many campaigns focused on this aspect, 
often on a local or regional basis. One example of this was “The New 
Faces of HIV in Houston,” for which eight HIV-positive African Americans 
in Houston, Texas, put their faces on a city-wide HIV prevention and 
education campaign with the theme, “We look just like you, but you 
don’t have to be like us. Do the right  Get tested” (Houston, 2002). This 
was a brave choice for the people who volunteered to be part of the 
campaign, even in 2002, “coming out” could be damaging to career and 
social status.

•	 From the early days of the pandemic when doctors realized how 
HIV/AIDS was spread, images associated with “safer sex” by use of 
condoms have been prominent in HIV/AIDS social marketing, as fear of 
infection overcame the taboo of sexual health-related advertising.  Over 
the years, marketers of condoms have shifted from coy to outrageous, 
especially on social media platforms, which often feature controversial 
R-rated messages (Coleman-Lochner, 2012).

To bring this timeline of imagery into better focus, a proposed conceptual 
salience model for HIV/AIDS will be presented (See Table 1), and the 
audience will be encouraged to discuss how imagery contributed to 
the metamorphosis of HIV/AIDS from a taboo topic to mainstream 
conversation in media, health, education, entertainment and politics.  

Table 1: How Salience Drives Framing of HIV/AIDS

Salience Framing

1981 No salience No framing 
Mystery disease

Early-mid 1980s Salience in LGBT community Negative framing 
Gay men’s disease

Late 1980s Widespread salience 
Panic and fear

Reframed as global health issue 
Some treatments available

1990s High level of salience 
Topics no longer taboo

Normalized framing 
Celebrities & activists 
HAART possible

Early 2000s Salience reduced 
No longer a death sentence

Reframed as chronic disease 
Decreased media coverage

Present Concerns Knowledge of disease dropping; decreased use of condoms; 
Infections increasing; drug resistant strains of virus 
Current imagery may contribute to complacency/rise in infections

Source: Massingill, 2018

 
Finally, the attendees will be presented with present-day imagery of life 
with HIV/AIDS and asked to ponder the wicked problem of the continuing 
high numbers of new HIV infections worldwide and to consider what kinds 
of images and social marketing approaches might contribute to decreased 
infection rates.

Other notes: This proposal was originally planned as a research 
submission that would begin with a literature review  collecting and 
analyzing images for the visual timeline mentioned above, followed with 
preliminary findings from focus groups of current college students. These 
focus groups would explore the students’ reactions to diverse HIV/AIDS 
image approaches and their own sense of complacency about infection. 
The focus groups were to take place during the spring of 2020, but due to 
university closures for COVID-19  and required physical distancing, they 
will be re-scheduled when normal university life resumes. In the meantime, 
we would like to present our initial research and concepts, with the goal of 
generating ideas and input from attendees.

References

AIDS.gov. (2017), “A Timeline of HIV/AIDS.” Accessed March 7, 2020. 
https://www.hiv.gov/sites/default/files/aidsgov-timeline.pdf

AIDS Memorial Quilt website. (2015), The Names Project Foundation. 
Accessed April 8, 2020. http://www.aidsquilt.org/about/the-aids-memorial-
quilt.

AIDS Wiki. (2015), “We All Have AIDS.” Accessed April 8, 2020: http://
aidswiki.net/index.php/We_All_Have_AIDS

Attwell, J. (2013), “Alessandro Benetton on Building a Brand Out of 
Controversy.” Marketing Magazine. Accessed April 8, 2020. https://
www.campaignlive.co.uk/article/alessandro-benetton-building-brand-
controversy/1170425

AVERT. (2019), “ HIV timeline.” Accessed March 7, 2020. https://timeline.
avert.org/

AVERT. (2019), “ History of HIV and AIDS Overview.” Accessed March 7, 
2020. https://www.avert.org/professionals/history-hiv-aids/overview

Coleman-Lochner, L. (2012), “Durex Takes on Trojan in the U.S. Condom 
Market.” Bloomberg Business. Accessed October 15, 2017. http://www.
bloomberg.com/bw /articles/2012-07-12/durex-takes-on-trojan-in-the-u-
dot-s-dot-condom-market

Cosgove, B. (2014), “The Photo That Changed the Face of AIDS.” Time.
com. Accessed October 18, 2017. http://time.com/3503000/behind-the-
picture-the-photo-that-changed-the-face-of-aids/

Garvin, P. (2018), “How did the red ribbon become a symbol of HIV/AIDS 
awareness?” The LGBTQ+ Experiment. Accessed April 3, 2020.https://
lgbtqexperiment.com/2018/12/03/how-did-the-red-ribbon-become-a-
symbol-of-hiv-aids-awareness/

CONCEPTUAL / THEORETICAL / DISCUSSION



87

Houston Department of Health and Human Services. (2002), “The New 
Faces of HIV in Houston: A Social Marketing Campaign.”  Accessed April 
12, 2020: https://www.google.com/search?client=firefox-b-1-d&q=The+ne
w+faces+of+HIV+Houston+dept+of+health+and+human+services+2002

Kaiser Family Foundation. (2006), “Evolution of an Epidemic: 25 years of 
HIV/AIDS Media Campaigns in the U.S.” Accessed March 4, 2020. http://
kff.org/hivaids/report/evolution-of-an-epidemic-25-years-of/.

Massingill, R. ( 2018), “Taboo Topics Transformed: How HIV/AIDS 
Profoundly Altered Public Communication,” The Journal of Communication 
and Media Studies, Vol. 3 No. 3, pp. 1-15.

PSI, HIVdepartment. (2007), “Uganda: Cross Generational Sex.” Accessed 
April 8, 2020: http://misaccess.psi.org/bcc_catalog/web/Content267.html

Scalvini, M. (2010), “Glamorizing Sick Bodies: How Commercial Advertising 
Has Changed the Representation of HIV/AIDS.” Social Semiotics, Vol. 20 
No. 3, pp. 219–231. June 14, 2010.

UNAIDS. (2019. “Global HIV & AIDS statistics—2019 fact sheet.” Accessed 
March 13, 2020. https://www.unaids.org/en/resources/fact-sheet

WebMD. (2019), “AIDS Retrospective Slideshow: A Pictorial Timeline of 
the HIV/AIDS Pandemic.” Accessed March 13, 2020. https://www.webmd.
com/hiv-aids/ss/slideshow-aids-retrospective

Weinreich, N. (2006), “Friendly Fire: Stigma & Social Marketing Redux,” 
Weinreich Communications. Accessed April 8, 2020: http://blog.social-
marketing.com/2006/10/friendly-fire-stigma-social-marketing-redux.html

WHO (World Health Organization). (2019), “HIV/AIDS.”  Accessed March 
13, 2020. https://www.who.int/news-room/fact-sheets/detail/hiv-aids

Number: 14

Starting upstream: scoping the requirements of a social marketing 
campaign

Conference theme: Future direction

Conference track: Theories and methods

Abstract: A clear focus and target audience is essential in developing 
a successful social marketing campaign. However, a social ‘problem’ is 
often underpinned by multiple behaviours and involves diverse audience 
segments that need to be targeted in different ways. Upstream scoping 
can help to identify which aspects of the problem should be prioritised in 
order to achieve the greatest impact.

A partnership of health organisations in London, UK, wanted a social 
marketing campaign to help to increase cancer screening rates in the 
city. But with limited budget, multiple cancer types, diverse audiences 
and significant health inequalities across the region they needed to start 
upstream and refine the scope of the campaign. 

A methodical process involving a campaigns appraisal, literature review, 
stakeholder engagement and options analysis helped the cancer 
partnership to narrow their requirements to focus on two specific cancer 
types with one audience in common and provided a starting point for 
considerations around campaign strategy.

Aim of the session: To consider how to define and narrow the scope of a 
social marketing campaign at the outset to target more effectively in order 
to deliver greatest impact.

Focus of the session: Social issues that need addressing often involve 
multiple behaviours that can be changed, as well as multiple audience 
segments and exist in diverse geographical areas. However, budget and 
resource limitations can mean that only one or some of the behaviours 
and audiences involved can be targeted by any one campaign. Upstream 
research can help to determine which aspects of a specific social problem 
should be prioritised in order to deliver the greatest impact.

An example of an effective upstream project to define social marketing 
scope was commissioned by a partnership of NHS, academic and not-for-
profit organisations that work together to improve cancer screening uptake 
across London, UK. 

London has the lowest cancer screening uptake and coverage in the 
UK, due to underlying factors including deprivation, ethnic diversity and 
population mobility. The partnership wanted to run a social marketing 
campaign to help to increase screening uptake in London. With limited 
budget and time available, the partnership first needed to scope the social 
marketing campaign to ascertain what might be possible and how it could 
have the greatest impact. 

The partnership needed to consider whether the campaign should 
simultaneously address bowel, breast and cervical cancer screening or 
whether to take a cancer-specific approach targeting either just one, two 
or all three of the cancer types separately. The partnership also needed to 
consider whether the campaign should be run as a pan-London project, 
on a borough-specific basis or targeting even more distinct geographical 
audiences, e.g. focusing on neighbourhoods with particularly low uptake.

Method / approach: At the start of the project it was agreed that the 
scoping work should surface a series of options for a social marketing 
campaign, with rationale for each option, considerations regarding 
objectives, messages, audiences and channels. The appraisal and options 
were to be underpinned with evidence including reference to publicly 
available data on cancer screening uptake and coverage, inequalities, 
socio-demographic factors correlated with low uptake in London and 
relevant behavioural change and marketing theory.

Step 1: Planning

It was agreed at the outset that an appraisal of many of the recent and 
ongoing social marketing campaigns relating to cancer screening would 
help to create a picture of existing relevant activity and also to provide an 
indication of social marketing elements that had proved to be particularly 
successful in the past.

The project timeline was tight – four weeks – and there needed to be a 
tight scope to the appraisal. It was agreed that campaigns to be included 
must have taken place in the last ten years, have taken place in London or 
a comparable area and have included social marketing activities. Priority 
campaigns, such as those run by key stakeholders, that needed to be 
included were also agreed at the outset. Interventions that involved only 
changes to service delivery were ruled out. It was also agreed at the outset 
that analysing raw data relating to cancer incidence and screening uptake 
was outside the initial scope of work (however existing data analyses were 
referred to).

Step 2: Information gathering

Information about existing campaigns was gathered from key stakeholders 
using an email questionnaire, followed up with a phone interview 
with priority stakeholders. In addition, desk research provided further 
information about relevant campaigns.

The campaigns were reviewed and key information captured in a 
dashboard. The dashboard was structured to include information aligned 
with the OASIS model – the UK Government Communications Service’s 
communications model – as well as information about ROI, evidence of 
success and challenges.

In addition, key academic papers1-9 were reviewed and relevant learnings 
were captured in the dashboard. 

Step 3: Analysis

The campaigns, academic papers and stakeholder insights were 
analysed to identify the different types of social marketing campaigns that 
might be possible, as well as components that have proved successful 
in comparable campaigns. Successful themes in previous, relevant 
campaigns included: 

•	 Text reminders and follow up letters 

•	 Addressing fear and fatalism with positive stories, practical advice and 
reassurance

•	 Healthcare professional endorsement 

•	 Using data to target non-responders

•	 Using a mix of ATL (above the line) and BTL (below the line) tactics
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•	 Integration with existing campaigns at both a national and regional level

The information was collated and refined to develop three possible options 
for a social marketing campaign for the client: a pan-cancer campaign, 
cancer specific campaign(s) and micro-targeted campaigns. Pros and cons 
for each option were provided as assessment criteria.

Table of options 

Pan-cancer Cancer-specific Micro-targeted

Objectives Develop single unifying 
campaign to change 
attitudes to screening 
& drive uptake across 
all three screening 
programmes, including 
among underserved 
groups.

Develop one or more 
linked campaigns 
to drive uptake for 
specific screening 
programmes, including 
among underserved 
groups (either splitting 
budget across all 
three programmes or 
choosing one or two to 
focus on).

Develop suite of micro-
targeted campaigns 
to drive uptake for 
one or more screening 
programmes among 
specific audiences 
in specific localities / 
demographic groups, 
including underserved 
groups.

Pros Adaptable campaign 
platform with simple, 
motivating message 
that screening (whether 
bowel, breast or 
cervical) works and 
can significantly 
increase cancer survival 
rates; demonstrates 
collaboration across all 
services, and leverages 
sense of London 
identity.

Based on clear evidence 
of differing message/ 
channel/ voice needs 
by audience – also 
recognises that 
screening procedures 
differ significantly by 
cancer type.  This 
approach would 
drive awareness, 
understanding and 
action among target 
audiences by cancer 
type but include 
sufficient flex for 
materials to be tailored 
to harder to reach 
audiences using a 
toolkit.

If data available, a very 
targeted way to reach 
those currently not 
engaging, potentially 
offering strong ROI.

Cons By itself would risk 
failing to deliver specific 
enough messages 
to different audience 
segments; would not 
reflect variety of barriers 
to screening, customer 
journeys and types of 
test; therefore needs 
budget to make work 
alongside other options.

Would require different 
creative executions, 
messaging & channel 
strategies for each 
cancer screening type.

Reliant on very good 
data analysis and 
infrastructure to 
implement DM (direct 
marketing) targeting to a 
number of micro-groups; 
requires commitment to 
‘test & learn’ approach 
over time; lack of overall 
identity which could 
impact overall figures of 
those less at risk; less 
visible to stakeholders 
which may impact 
reputation / perception 
of impact.

 
A suggested structure for a campaign in terms of ATL (above the line), DM 
(direct marketing) and BTL (below the line) was provided for each option as 
well as an idea of what might be possible within different budget brackets. 

Step 4: Stakeholder workshop

An overview of the audit and the options for a campaign were discussed 
with a group of around 20 stakeholders, which included people from 
NHS organisations, the London cancer alliances, key charities and key 
academics. The group discussed opportunities and risks for each option, 
preferences for different options/combinations of options and identified 
further considerations that would help to inform the social marketing 
campaign.

Step 5: Agreement on approach

Following the stakeholder workshop, the options and stakeholder 
feedback were presented to a Board representing the partner organisations 
involved. The board used the insights gained to come to an agreement 
that a cancer-specific approach for breast and cervical cancer was the 
preferred option, which was to include some elements of micro-targeting 
particularly under-served groups and localities. The Board also agreed to 
form a panel to further develop the campaign scope.

Results / findings: The appraisal helped to narrow thinking into 
developing a social marketing campaign focussed specifically on cervical 
and breast cancer. It is likely to include some micro-targeted elements in 
addition to broader cancer-specific campaign activity.

 
In order to develop a more focussed campaign audience, the focus might 
be women aged 50-64  being invited for their first breast screening, who 
have not had a recent cervical screening test.

The campaign is likely to include a small amount of ATL as well as DM and 
BTL.

At the time of writing, the campaign was due to be developed to take place 
in 2020/21, however, the coronavirus pandemic is likely affect timings and 
delivery.

Other notes: The project was completed within four weeks, which meant 
there was a limit to the number of existing campaigns that could be 
included. An established network of engaged stakeholders made sourcing 
the required information in the tight timeframe possible.

Demonstrating ROI on existing campaigns proved very difficult as few 
organisations had published budget information or formal evaluations. 
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Towards a theory-based model to induce behavioural change in terms 
of physical activity and sedentarity: an application to adults living in a 
low socioeconomic position.

Conference theme: People & Wellbeing                                             

Conference track: Health and wellbeing of people

Abstract: In this research, we propose a conceptual model for 
understanding and changing people’s health behaviours (physical activity 
practices and sedentary behaviours) (Rundle-Thiele et al., 2019). This 
model combines a socio-ecological approach and self-determination 
theory. It offers the possibility to analyse people’s health behaviours 
encompassing both environmental and individual considerations. While 
social marketers well used the socio-ecological model (Collins et al., 
2010), self-determination theory is rarely mobilized. It is quite surprising 
that theory use in social marketing continues to be limited (Luca & Suggs, 
2013). Truong and Dang (2017) reported that only 23 percent of a total of 
143 studies published in peer review literature between 2000 and 2015, 
explicitly mentions theory in their design. Furthermore, when theory is 
mentioned, it is unclear exactly how theory is applied (Willmott et al., 
2019). Most of the time, theories are used for understanding and predicting 
people’s behaviours. Social marketers need to go deeper by using theories 
as a framework to build and evaluate behavioural change (Schuster et 
al., 2015). In addition, the application of theories in the design enhances 
research’s outcomes (Truong & Dang, 2017). 

The conceptual model we propose  frames how sustained physical activity 
and sedentary behaviour change can be induced in our target population 
(i.e. adults living in a low socioeconomic position). Despite the positive 
effect of social marketing campaign for improving physical activity (Xia et 
al., 2016), few studies have focussed specifically within low socioeconomic 
populations. In addition, studies have focused their work on physical 
activity, without attention to the reduction of sedentary behaviours (Buscail 
et al., 2016; Withall et al., 2012; Kubacki et al., 2017).

The contributions of this research are twofold. First, we provide a theory-
based model for understanding but also, for identifying effective ways to 
induce physical activity and sedentary behaviour change. Second, we 
apply this model in disadvantaged population that is underexplored in 
social marketing. These populations warrant further investigated in order to 
reduce social inequalities in health. Finally, formative research will help us 
to refine and improve the model in our target population.

Aim of the session: Our proposal is a Work in Progress paper. During the 
session, we wish to obtain some feedback about the conceptual model. 
At the conference date, we will able to show a refined conceptual model 
based on data collection. We also want to benefit from researchers’ 
experience for the next steps of this project (i.e., co-create actions/
communications with different stakeholders, implement actions/
communications in a field study). 

Focus of the session: Regular practice of physical activity is well 
recognized for improving health. It is associated with increased physical, 
psychological wellbeing, and reduced risk of all-cause mortality (Biddle et 
al., 2002; Lee & Skerrett, 2001). However, the majority of the population 

is physically inactive. Many people do not reach the recommendations 
defined by the World Health Organization (WHO) , (Eurobarometer, 2018)  
regarding physical activity. Lack of physical activity kills. According to the 
WHO, every year, it is responsible for 3.2 million deaths worldwide1. It 
should not be confused with sedentary behaviour which can be defined 
as “any waking behaviour that generates a low energy expenditure, close 
to that of rest (e.g., remaining seated)”. Sedentary lifestyles are associated 
with adverse health conditions, and increase the risk of developing non-
communicable diseases (e.g., cancer, diabetes, obesity, hypertension) 
(Lee et al., 2012). Nevertheless, adverse health effects induced by 
prolonged sedentary behaviours, cannot be totally compensated by a 
regular practice of physical activity. Sedentary lifestyle is an important 
risk factor, independently of physical activity levels (Owen et al., 2010). In 
France, sedentary lifestyles are becoming more common (DREES, 2017). 
Moreover, physical activity practices follow a social gradient3. People’s 
health is correlated with their position in the social hierarchy, which 
can be assessed using socioeconomic criteria (i.e., educational levels, 
socio-professional categories and low-income levels). Consequently, 
social inequality creates more inequalities in health and vice versa (Arcaya 
et al., 2015). They are defined as “any relationship between health and 
affiliation to a social category”. People in lower socioeconomic positions 
are less likely to eat healthily and/or be physically active compared to 
those in higher socioeconomic positions (Bull et al., 2018). People in 
low socioeconomic positions have more difficulties for maintaining and/
or increasing their physical activity levels (Barnett et al., 2008). Despite 
the positive effect social marketing campaigns may have on improving 
physical activity (Xia et al., 2016), few studies have focused on people 
living in low socioeconomic conditions. In addition, past research have  
studied physical activity without paying attention to the reduction of 
sedentary behaviours (Withall et al., 2012; Buscail et al., 2016; Kubacki 
et al., 2017). One important issue for social marketing is: How to reduce 
health inequalities regarding physical activity, sedentarity behaviours and 
wellbeing among adults living in low socioeconomic positions? 

Active and sedentary behaviours are regulated by distinct factors: 
individual (e.g., age, gender, motivation, socioeconomic status) and 
environmental factors (e.g., family, social interactions, social  norms, 
communities, physical environment, political context (Bauman et al., 2002; 
Chevance et al., 2016). These behaviours can take place in four domains: 
occupation, transport, leisure time and household activities (Sallis, 2018). 
Thus, to understand physical activity and sedentary behaviours, holistic 
approaches are needed given that some environments are less supportive 
of the desire behaviours (Brennan et al., 2016). Socio-ecological models 
applied to health behaviours contend that behaviours are driven by several 
systems more or less close to people (i.e., intrapersonal, interpersonal, 
environmental and organizational (Booth, 2000; Sallis et al., 2006). The 
socio-ecological model therefore provides a comprehensive framework for 
understanding the multiple and interacting factors of health behaviours. 
However, the socio-ecological model shows several limits. Most of the 
time, studies come up with a list of factors in each system that influence 
health behaviours, without a deep analysis of interactions and influences 
between the different systems (Sallis et al., 2008). Additionally, studies that 
have applied the socio-ecological model have focused their work on the 
environment, sacrificing the individual level (Leitzmann et al., 2018, p. 398).

Our proposition is to combine the socio-ecological model with a more 
individually focussed theory. In social marketing, theories that focus 
on intention or feelings for predicting behaviours such as the theory of 
reasoned action or planned behaviour, dominate research practice (Rundle-
Thiele et al., 2019). Nevertheless, many of these theories have been 
criticized for their “rational” vision of behaviours (Gilal et al., 2019).  Another 
limit is their focus on extrinsic motivation to predict intention to behave 
(Leavell, 2017). However, people behaviours can be driven by extrinsic or 
intrinsic motivation. The self-determination theory (SDT) is a motivational 
theory that integrates the strong role of people’s environment (i.e., social 
and physical environment) and its influence on the type of motivation (i.e., 
amotivation, extrinsic motivation and intrinsic motivation). SDT has shown 
better results in predicting and maintaining health behaviours in various 
domains and particularly in physical activity (Weinstein & Ryan, 2010; Gilal 
et al., 2019). According to SDT, the satisfaction and frustration of three 
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basic psychological needs: competence (i.e., to respond effectively to the 
environment demands), autonomy (i.e., people’s need to feel in control with 
their own behaviours) and the need for relatedness (i.e., people’s need to 
experience a sense of attachment to others; Deci & Ryan, 2000), will result 
in different types of motivation towards specific behaviours (according 
to the different kinds of external or internal regulation). Three main types 
of motivation are distributed along a continuum, from amotivation to 
controlled motivation and autonomous motivation. The latter leads to the 
most sustainable behaviours and the highest level of wellbeing (Deci & 
Ryan, 2008). Conversely, psychological need frustration is detrimental for 
people’s health and wellbeing, and induces controlled motivation (Deci & 
Ryan, 2000). Nevertheless, a limited number of studies have investigated 
this level of frustration and its impact on people’s health behaviours and 
wellbeing. SDT differs from other motivational theories by emphasizing 
the “qualitative” aspect of motivation and the crucial role of a supportive 
environment for this motivation. Given that, we can build the conceptual 
model of the research (figure 1). 

Within the conceptual model, it is possible to observe: (1) strengths that 
influence people’s health behaviours regarding physical activity and 
sedentarity; (2) interactions between different systems; (3) their influence 
on people’s motivation regarding physical activity and sedentary lifestyle; 
(4) strengths that restrain the adoption of new behaviours and (5) overall 
influence on people’s wellbeing. The final goal of our model is to identify 
effective ways for behavioural change. The improvement of health 
behaviours must be oriented to these multi-dimensional approaches 
(Brennan et al., 2016; Gallopel-Morvan et al., 2019). This conceptual model 
emphases the dynamic and interactive role of the different systems on 
people’s health behaviours. Finally, it will procure a strong framework to 
develop actions and communications for inducing sustainable behavioural 
change in the targeted low socioeconomic community.

Figure 1: The conceptual model of the research.

Approach: During the session, we will present our theory-based model 
and explain why it is suited to account for behavioural change, peculiarly 
in the context of physical activity and sedentarity for adults living in a low 
socioeconomic position. By October 2020, we will be able to show how 
the formative research has supported the conceptual model and/or refined 
thinking. We will present some results and directions for next steps in 
this project. Discussions with participants will be oriented on results and 
the transition to the second step. We will use a ppt presentation for this 
session. 

Other notes: In order to refine and improve the conceptual model, a 
formative mixed-method research study is planned (i.e., semi-structured 
interviews, focus groups, questionnaires, observations and one systematic 
review) focussed on our target population. According to Kubacki & Rundle-
Thiele (2017), formative research needs to include several methods to 
obtain a global comprehension and gain people’s insights.
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Toward a Socio-Cultural Approach in Food Waste Related Social 
Marketing

Conference theme: Environment and sustainability

Conference track: Food and the environment

Abstract: Food waste is a significant sustainability issue entailing ethical, 
economic and environmental concerns. Major changes are needed in 
order to make an adequate reduction in the current levels of food waste. 
Social marketing offers a potential avenue for fostering this change. When 
addressing sustainability issues, such as food waste, it has been argued 
that focusing on individual consumers’ and changing their behaviour with 
the help of different behaviour change models is not enough in order to 
achieve broader, sustainable social changes. However, the existing food 
waste initiatives in research and in practice have so far mainly focused on 
changing the micro-level behaviours while the potential of socio-cultural 
approaches remains unseized. The paper aims at constructing a path 
between social marketing and food waste research and focuses on the 
insights gained through socio-cultural research approaches in both fields, 
paying especial attention to socio-cultural meanings, discourses and 
practices. The paper is conceptual in nature, highlighting the possible 
opportunities these two research areas provide for each other. The paper 
aims at responding to a growing stream of social marketing literature 
expanding the field’s theoretical base and focus beyond the individual. 
The paper introduces socio-cultural approach in social marketing as a 
promising passage to address food waste issues and bring the food waste 
research findings into action.

Aim of the session: Food waste can be considered a severe sustainability 
problem, connected to various economic, environmental and social issues. 
Several international and national institutions have set targets in order to 
lower the levels of food waste, making the issue increasingly pressing. 
For instance, United Nations have included food waste reduction in its 
sustainable development goals with a target to halve the amount of food 
waste by 2030 (United Nations, 2015). In order to meet the ambitious 
targets, significant changes need to be made, and here social marketing 
efforts can contribute. Although many campaigns and initiatives have 
been established around the topic (see e.g. Aschemann-Witzel, 2017; 
Principato, 2018), scholarly research on it has remained rather scarce in 
the social marketing field. The few exceptions have focused on reviewing 
the best practices of campaigns (Kim et al., 2019), tips for practitioners 
for communication (Pearson and Perera, 2018) as well as stakeholder 
inclusion (Hodkins et al., 2019).

Food waste research, on the other hand, has grown substantially during 
the recent years (Porpino, 2016). This body of research is multidisciplinary 
in nature and research publications are scattered in various publication 
outlets, making it ‘boundary research’ (Porpino, 2016; Wansink and 
van Ittersum, 2016). Food waste research has largely been focused on 
consumer food waste as statistics show households as the greatest 
contributors to the volumes of food waste. Studies have set out to, for 
instance, explore the various reasons for the high levels of food waste 
(see e.g. Aschemann-Witzel et al., 2015; Farr-Wharton et al., 2014) and its 
connections with specific factors of the household (see e.g. Koivupuro et 
al., 2012; Tucker and Farrelly, 2015). Especially in the beginning phase of 
food waste research, micro-level theories have had a dominant role. More 
recently, many researchers have argued that food waste should not only be 
studied on the individual-level, but more focus needs be put on the socio-
cultural context where food waste related behaviour takes place in order to 
understand the issue holistically (see e.g. Evans, 2011, 2012; Southerton 
and Yates, 2015; Närvänen et al., 2018). Although the largest contributors 
to food waste are the households (Bräutigam et al., 2014), the other actors 
in the food supply chain such as retailers and food manufacturers also 
produce food waste as well as often have an indirect impact on consumer 
food waste through e.g. packaging, date labelling and promotions 
(Alexander et al., 2013). Thus, solely emphasising the individual as the 
driving force of change unfairly puts the blame only on the consumer 
(Evans, 2011) neglects the fact the issue is weaved into social and cultural 
contexts and institutional structures.
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The purpose of this paper is to construct a path between social marketing 
and food waste research. The paper introduces the possibilities for 
social marketers to harness socio-culturally oriented research insights in 
their food waste programs and initiatives. The paper joins the research 
path introduced by academics calling for broadened scope for social 
marketing and enhancing its theory base (e.g. Gordon et al., 2013; 
Spotswood, 2016). Especially when tackling sustainability issues, the 
ultimate impact of individual behaviour changes has been questioned 
(Hargreaves, 2011; Welch, 2016) and beyond-individual approaches are 
needed. Furthermore, the paper is in line with earlier research highlighting 
the importance of harnessing insights gained through multiple methods 
(Brennan et al., 2015). In addition to broadening social marketing’s own 
research repertoire, this paper emphasises the potential of exploring the 
already-existing research from other fields of research and finding ways 
to harness and implement these findings into social marketing. I argue 
that developing the socio-cultural path emerged in the social marketing 
field is an important endeavour and needs strengthening so that all 
practitioners understand its value when aiming for significant changes in 
the society. This paper’s exploration of the potential opportunities offers 
social marketers ‘sweet spots’ to ground their new initiatives and programs 
related to food waste. 

Focus of the session: During recent years, both food waste research and 
social marketing fields have been expanded with more holistic, meso- 
and macro-level research approaches, moving the focus away from the 
individual, micro-level behaviour changes (see e.g. Domegan et al., 2017; 
Fry et al. 2017; Gordon, 2013; Kemper and Ballantine, 2020; Kennedy et 
al., 2018). The paper joins the social marketing stream focusing on socio-
cultural level of behaviour, taking into account the specific context steering 
behaviours to certain direction and shaping the role of the issue in the 
society (see e.g. Spotswood et al., 2017; Spotswood and Tapp, 2013). This 
type of socio-cultural viewpoint seems to be missing from existing food 
waste initiatives and campaigns, and a lot of insights from this area is still 
being un-harnessed in the literature. For instance, the reviews show that 
most of the food waste initiatives can be considered information-sharing 
campaigns, appealing to individual consumers as rational decision-makers 
(Aschemann-Witzel et al., 2017; Principato, 2018). This is the situation 
despite food waste research proposing that consumers in the developed 
countries are already rather informed about the facts about the food waste 
issue (see e.g. Evans, 2012) and pouring huge load of overwhelming 
information might even lead to apathy (Gjerris and Gaiani, 2013).

Socio-Cultural Approaches in Social Marketing, Focusing on Meanings, 
Discourses and Practices 

Partly responding to the critique faced by social marketing due to its 
individual-centric, downstream view, social marketing literature has been 
broadened with socio-cultural approaches highlighting their potential 
to strengthen the rigour and relevance of the field (see e.g. see e.g. 
Spotswood et al., 2017; Spotswood and Tapp, 2013). There is a variety of 
theoretical concepts and models that fit into the socio-cultural approach 
in social marketing (see examples, Brennan et al, 2014). What they have 
in common, is their primary focus on the social and cultural context and 
its role in influencing the issue in question as well as actors’ behaviour 
connected to it. Based on this view, changes should be made in the socio-
cultural contexts in order to achieve substantial outcomes. This paper 
focuses on approaches focusing on socio-cultural meanings, discourses 
and practices. Several researchers have emphasised that introduction of 
the broader approaches, such as socio-cultural approaches, should be 
viewed as attempts to strengthen and broaden the field from within the 
social marketing field rather than criticism to the discipline (Spotswood et 
al., 2017; Dibb, 2014). 

One way to approach socio-cultural context is through socio-cultural 
meanings and discourses. Based on this view, socio-cultural meanings and 
discourses are considered having performative power and constructing 
the reality around the issue. Thus, the ways in which a certain topic is 
discussed, shown or understood is important as they affect the meanings 
connected to the issue as well as influence the behaviours related to it. 
Being constantly co-constructed among different actors, socio-cultural 
meanings and discourses often change and evolve over time. Socio-

cultural meanings and discourses are also connected to what is seen 
normal or acceptable. (Social) marketers are participants in this meaning 
creation and discourse construction processes, for instance, though their 
visual communications. This approach has been utilized in social marketing 
to some extent. For instance, in the context of alcohol consumption, Fry 
(2011) showed that the discourses though which non-drinkers constructed 
their identity were not consistent with most of the alcohol related social 
marketing projects primarily focusing on medical/health discourse.

Practice theoretical approaches, on the other hand, take a slightly different 
view on reality. Theories of practice consider behaviours consisting of 
different inter-linked everyday practices that are often routine-like and 
unconscious. Here, the unit of analysis is a practice and consumers 
are carriers of these practices. Practices can be viewed as bundles of 
practices and each practice can be separated into different elements. 
Practice theories have become widely used especially when researching 
sustainability issues; an area that is central for social marketing as well. In 
their conceptual research paper, Spotswood et al. (2017) have proposed 
that practice-theoretical thinking could offer intriguing possibilities for 
social marketing, especially when attempting to make changes in large-
scale, sustainability related issues. There are examples of the utilization 
of practice-theoretical approach from contexts such as cycle commuting 
(Spotswood et al., 2015) and alcohol consumption (Fry, 2014).

Understanding Socio-Cultural Meanings, Discourses and Practices Related 
to Food Waste

Also, food waste researchers have studied the important role of socio-
cultural meanings and discourses of food waste shaping the reality around 
the issue. Thus, the ways in which food waste is being portrayed in the 
public discussion and other platforms have an influence on what kind 
of roles consumers or other market actors can take in the battle against 
food waste (Evans et al., 2012; Närvänen et al., 2020; Sutinen, 2020). For 
instance, the food product’s journey from edible food to waste can be seen 
as a process strongly connected to socio-cultural meanings, including 
cultural and ideological considerations of (in)edibility (Blichfeldt et al., 
2016) and socio-cultural norms regarding the use and visibility food waste 
(Campbell et al., 2017). Although the ‘typical’ meaning connected to food 
waste has been ‘bad’ or ‘wrong’, also construction of more positive socio-
cultural meanings of food waste reduction-ethics, aesthetics and ethics- 
has been studied (Närvänen et al., 2018). Researchers have also identified 
the issue’s connections with meanings of affection and abundance 
(Porpino et al., 2016). Furthermore, the evolvement of the meanings and 
discourses constructed in the traditional media platforms have been in 
the interest of some researchers (Raippalinna, 2020; Uusitalo and Takala, 
2020). For instance, Raippalinna (2020) has introduced scientific-political, 
home economics and new urban food culture media discourse, each of 
which constructing consumers’ agency in different ways.

Several food waste studies have pointed out food waste amounts’ 
connection with everyday practices. Practice-theoretical lens to food 
waste has been utilized in order to identify practices causing household 
food waste (Evans, 2011, 2012).The findings included themes such as 
‘feeding the family’, ‘eating properly’, ‘the materiality of ‘proper’ food and 
its intersections with the socio-temporal demands of everyday life’ and 
‘anxieties surrounding food safety and storage’ (Evans, 2012). Similarly, 
Southerton and Yates (2015) have made efforts for understanding food 
waste from practice-theoretical angle and raise attention to the ‘normal’ 
practices of eating. Närvänen et al. (2013) and Sirola et al. (2019) have 
approached the topic from another perspective and studied the practices 
of consumers that report low levels of food waste. Through the framework 
of practice elements proposed by Shove et al. (2012), they introduce 
several meanings, materials and competences that are embedded in 
consumers’ food waste reduction practices.

Opportunities of Socio-Cultural Approach in Food Waste Related Social 
Marketing?

In the context of food waste, socio-cultural approach offers several 
opportunities. Some examples of the opportunities are summarized in 
Table 1. Firstly, social marketing could benefit from understanding the 
important roles of social discourses and meanings related to food waste as 



93

CONCEPTUAL / THEORETICAL / DISCUSSION
well as consumers’ role in them. Social marketing materials should always 
be considered as constructing or maintaining certain discourses and socio-
cultural meanings over the issue. Thus, social marketers should carefully 
consider these topics because the choice of words or pictures can carry 
several meanings that may inadvertently construct undesired discourses or 
re-construct the status quo. Social marketers can, for instance, focus their 
efforts to disrupt and challenge the meanings and discourses connected 
to wasting food, or emphasize and construct the meanings and discourses 
connected to food waste reduction. Närvänen et al. (2018) suggest that 
focusing on the positive socio-cultural meanings of food waste reduction 
instead of (often negative) socio-cultural meanings of food waste, could 
offer a fruitful avenue for addressing sustainability issues. It is important to 
note that the construction of socio-cultural meanings or discourses does 
not happen in a void but in the interaction among different actors and other 
socio-cultural meanings and discourses across time.

Also practice theoretical approach offers intriguing possibilities for food 
waste related social marketing. Practice-based approach emphasising 
the changes in practices rather than changes in individuals can assist in 
taking the burden away from consumers’ shoulders (Evans, 2012). Building 
the programs and initiatives upon either transforming practices leading to 
high amounts of food waste or encouraging practices connected to food 
waste reduction is one potential way. This could be done by evaluating the 
practices through their elements and focusing on certain element, such as 
competences regarding the re-use possibilities of leftover food (see e.g. 
Närvänen et al., 2013). Furthermore, practices’ linkages to other practices 
should be acknowledged, for instance, considering the food waste related 
behaviour connections to the practices related to ‘eating properly’ (Evans, 
2012).

Table 1. Examples of the opportunities of socio-cultural approaches for 
food waste related social marketing

Socio-cultural meanings 
and discourses

Practices

What is in the centre of 
attention in this approach?

socio-cultural meanings 
and discourses related to 
food waste and food waste 
reduction

everyday social practices 
connected to food waste

Why is this approach relevant 
for social marketers?

socio-cultural meanings 
and discourses related to 
food waste set the stage for 
different understandings and 
behaviours

paying attention practices 
connected to food waste 
considers the unconscious, 
routine-like, socially shared 
patterns of behaviour 

Examples of how social 
marketers could utilize this 
approach

understanding the existing 
socio-cultural meanings and 
discourses related to food 
waste (i.e. public discussion, 
media discourses, food waste 
reducers)

taking part in the processes 
of transforming the socio-
cultural meanings connected 
to high levels of food waste 
(i.e. offering leftover food 
being against the idea of 
‘good provider’)

emphasising and 
constructing socio-cultural 
meanings and discourses 
supporting food waste 
reduction (such as leftovers 
as ‘playground’ for creativity)

identifying the practices 
connected to high amount of 
food waste as well as lower 
amounts of food waste and 
establishing ways to either 
support or transform them (i.e. 
grocery shopping practices)

understanding the food waste 
related practices’ connection 
with other practices (i.e. 
practices of cooking healthy 
food)

reviewing food waste related 
practices by breaking it down 
into elements of materials 
meanings and competences 
and focusing on certain 
elements at a time (i.e. certain 
products assisting in reducing 
food waste)

 
Method / approach: The 20-minute presentation time slot dedicated 
for theoretical and conceptual submissions is suitable for presenting this 
submission.

Other notes: The submission is conceptual in nature and thinking 
represented in the submission is still “in progress”.
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The elephant in the room – the role of advertising in social marketing.

Conference theme: Future direction 

Conference track: New theories, approaches, fields of application and 
techniques being tested and applied in social marketing including ethical 
considerations.

Abstract: In Academic studies of Advertising, the discipline is often 
associated with mass consumption and commercial goals. Its role on 
social sphere, capable of influencing individuals and communities for 
good, is often ignored or devalued. However, advertisers, organizations 
and publics already assume the relevant role Advertising plays in society 
beyond code bars (Report Credo, 2020).

The hidden role of Social Advertising is also perceived in Social Marketing 
theories and methods. Yet, it is through advertising campaigns that many 
Social Marketing programs are implemented.

The purpose is to look at full potential of Advertising including behavioural 
advertising, Advertising as a major part on Social Corporate Responsibility 
campaigns and the power of Advertising social causes campaigns beyond 
brands. Moreover, understanding that Advertising practices are based on 
strategic thinking can bring new insights to social marketers about how to 
better interact with advertisers.

Aim of the session: This work intends to bring a new angle to social 
marketing studies and approaches by proposing Advertising as a valid ally 
and not only as a tool at the end of the social marketing design thinking 
process. For that, first of all, it is necessary to comprehend the complexity 
of the Advertising field. 

Focus of the session: To overcome implicit tensions and struggles and 
to build a stronger relationship between Social Marketing and Advertising, 
it is proposed: 1) to share the Advertising strengths and methods.; 2) to 
develop a comparative analysis of Social Marketing processes and of 
Advertising practices on the social sphere to find out in which ways they 
can collaborate at a deeper level. This analysis is focused on the European 
ecosystem and it is addressed to researchers and practitioners interested 
in social change.

Method / approach: The session will start by asking the audience to fill a 
brief questionnaire concerning Social Marketing programs and concerning 
Advertising’s role. This will work as a starting point to promote a debate 
about practices and prejudgments. Then, a theorical framework will be 
exposed concerning Advertising on the social sphere followed by an 
empirical part about the complex process of strategic communication that 
is behind social campaigns. Also, paradigmatic campaigns that combine 
social marketing and advertising will be shared and discussed. Finally, 
the Be True program for sustainability (created in 2010) will be presented 
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as a project created to balance Social Marketing and Advertising towards 
a better response to social and environmental problems. Finally, a new 
questionnaire will be addressed to the audience to examine whether there 
a change in perceptions.
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Objective and perceived accessibility to healthy food:  What about the 
urban European context?

Conference theme:  1. People & wellbeing 

Conference track: 10. Food & the environment 

Abstract: Past researches and public policy programs aiming to improve 
low-income population’s diet have focused on the identification of food 
deserts, and then of objective and perceived accessibility to healthy food, 
to direct public action on specific areas. Unfortunately, these actions 
were only marginally successful. We conducted a literature review that 
focused on objective and perceived accessibility to better understand this 
failure. The first objective of this paper is to identify gaps in the literature 
in measures used either for objective or perceived accessibility to healthy 
food, focusing on the lack of interest in the target’s own experience. The 

second objective is to question the adjustment of these constructs that 
come mainly from the USA in the context of European cities. In conclusion, 
we suggest an agenda of research in social marketing in order to better 
encapsulate the complexity of objective and perceived accessibility and 
their link to healthy food behavior.

Introduction: According to Eurostat, 52% of Europeans people were 
overweight or obese in 2017, i.e. one in two adults and almost one in 
three children. The WHO, which considers that obesity is likely to reach an 
epidemic stage by 2030 on the old continent, regularly stresses the role 
of local authorities by inviting cities to engage in promoting healthy diets. 
For instance, the “Healthy City” program, which includes a focus on the 
urban food environment, has been set up to ensure access to sufficient 
and healthy food. Indeed, the urban environment has been identified as a 
factor that can promote poor eating habits (Calise et al., 2019). Thus, some 
authors have described dense urban areas as food deserts where low-
income residents lack access to healthy and affordable food (Cummins 
and McIntyre, 2002; Swinburn et al., 2004). Based on the assumption that 
individuals tend to make their food choices mainly from stores located 
around their homes (Furey et al., 2001), policy makers have supported the 
establishment of supermarkets within these geographical areas (Elbel et 
al., 2015; Gosh-Dastidar et al., 2017). The postulate is therefore to consider 
that by improving physical access to healthy foods, individuals will improve 
their eating habits. Nevertheless, this correlation is not so obvious (Allcott 
et al., 2019). 

The bulk of research has largely focused on spatial/objective accessibility 
to healthy food (Wilkins et al., 2017). However, the concept of access, 
originally defined by Penchansky and Thomas (1981) as “the degree of 
adequacy between clients and the health system” places great emphasis 
on its multidimensional and dynamic nature as well as on the importance 
of lived experience (Caspi et al., 2012). There seems to be a growing 
consensus among authors that spatial accessibility must be combined 
with an individual approach in assessing perceived accessibility (Choi and 
Suzuki, 2013; Jürgens, 2018). 

Surprisingly, even if better understanding accessibility to healthy food is 
of great interest to public policy makers and health departments, very 
few studies are conducted in social marketing. Yet, the objective of 
these works is to change at-risk target eating behavior. Paradoxically the 
consumers’ voices are hardly ever heard. The first objective of this paper is 
then to identify gaps in the literature in measures used either for objective 
or perceived accessibility, focusing on the lack of interest in the target’s 
own experience. Moreover, major papers focusing on the environment 
as a determinant of eating habits has been carried out in American urban 
areas where the supermarket is considered as the healthy food reference 
(Charreire et al., 2010; Walker et al., 2010). The second objective of this 
paper is then to question the adjustment of these constructs in the context 
of European cities. The third objective is to offer an agenda of research in 
social marketing in order to better encapsulate the complexity of objective 
and perceived accessibility and their link to healthy food behavior. 

Objective accessibility (OA): Objective accessibility (OA) defined the 
physic/spatial ease to access to food and aims to study the physical 
characteristics of the food environment. It is therefore a question of 
identifying the food alternatives in a given area. This approach can focus 
on availability, i.e. the number of food shops per unit area, as well as on 
proximity, i.e. the distance between given geographical points (Charreire 
et al., 2010). The main method used is based on a geographic information 
system (GIS) (Caspi et al., 2012). However, this method can be combined 
with other measures such as a score or a performance indicator in terms 
of distribution in a given area, or surveys of linear meters of healthy 
and unhealthy foods (Bodor et al., 2008), censuses of the types of food 
available in stores (Charreire et al., 2010; Guy and David, 2004) or price 
surveys (Gosh-Dastidar et al., 2017), thus taking the form of audits.

Through objective accessibility (OA), academic as well as urban planning 
actors seek to identify areas defined as food deserts (FD) (Apparicio et 
al., 2007) or food swamps (FS) (areas where unhealthy alternatives are in 
excess). In the case of FDs, the question is dealing with the presence or 
absence of opportunities to obtain healthy food whereas in the case of 
FSs, it is more about evaluating the quality level of food alternatives in a 
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given area (Luan et al., 2015). On the basis of the results, urban policies 
can be oriented, for example, to subsidize or support retailers who would 
set up a varied assortment of healthy products. However, in the U.S. 
context, Allcott et al. (2019) show that these actions turned out to have 
little effect. Differences in physical access do not seem to have an impact 
on the relationship between nutrition and income level. To reach this 
conclusion, the establishment of new supermarkets in low-income areas 
and the relocation of low-income individuals to areas with enough food 
shops were studied. In both cases eating habits were poorly improved. 
Finally, the introduction of new stores would rather contribute to reducing 
transport costs than to improve eating habits. So, some authors (Ghost-
Dastidar et al., 2017; Widener, 2018) call for a reconsideration of OA as the 
only scope of a phenomenon on a theoretical level.

According to Wilkins et al. (2017), methodological decisions are not 
sufficiently detailed in academic works. Consequently, OA is also 
questioned on a methodological level, particularly in studies based on a 
GIS. First of all, databases on which the GIS is constructed are in major 
cases relying on existing retail food outlet data sources, raising the issue 
of the quality data (Lucan, 2014). A study conducted by Fleischhacker et 
al. (2012) highlighted discrepancies between GIS results based on field 
observations and secondary data sources and showed that the latter 
can both over- and under-represent the food environment. To meet this 
limitation, Lucan (2014) considers that when the areas to be studied are 
reduced, field observations and census should be favored. Then, the 
categories of food outlets must be clearly delimited and identified, as the 
alternatives can be numerous and heterogeneous (Yamaguchi et al., 2019). 
Many studies, particularly in the US, define supermarkets as the healthy 
food reference. However, a study conducted by Chaix et al. (2012), teaches 
us that the supermarket category cannot be homogeneously selected as a 
healthy alternative. At the same time, Cooksey-Stowers et al. (2017) point 
out that the presence of fast-food restaurants in the food environment 
would be a better predictor of the obesity rate in the US than the lack of 
access to a supermarket food store supposed to offer healthy alternatives 
(Mackenbach et al., 2019). Categorizing stores by level of healthiness is 
therefore complex, especially in heterogeneous food environments such as 
those widespread in Europe. Excluding certain types of sources of supply 
would fail to capture the complexity of the food environment, and therefore 
would lead to incorrect analyses. 

Finally, there are several measures to qualify the availability of food 
supplies in a given area. The density is the most widely used (Charreire et 
al., 2010) and consists in defining a zone around a place or spatial entity 
(home, neighborhood, place of business, school, etc.) in which the number 
of shops and/or restaurants will be estimated. This buffer zone, defined 
in a circular manner, generally corresponds to a radius ranging from 100 
to 2500 m. The challenge here is therefore to define the points of origin 
and destination from which the zone must be apprehended. Proximity 
measurement corresponds to the distance in time or in metric unit between 
the reference points. For both measures, the major risk is to measure a 
food environment irrelevant to the real individuals’ experience (Wilkins et 
al., 2017). 

If spatial accessibility were to be studied alone, it would not allow an 
understanding of the influence of the food environment on individuals’ 
eating behaviors. Finally, what is at stake in OA is more the question 
of social justice, which local policies are the guarantors. It is a right for 
individuals who wish to improve or maintain healthy eating habits to have 
the opportunity to do so. Physical access to a varied and balanced diet is 
therefore a necessary but not sufficient condition to influence individuals to 
adopt healthier habits.

Perceived Accessibility (PA): Because consumers have their own 
perception of the possibilities of food alternatives according to their 
culture, preferences, knowledge, etc., perceived accessibility (PA) must 
be taken into account when assessing food behaviors. PA, capturing 
individuals’ subjective experience and examining their own perceived 
preferences and abilities to access healthy food, would better explain 
behaviors (Vitman-Schorr et al., 2019; Wang et al., 2015; Yamaguchi et al., 
2019).

The role of PA has been reinforced by works aiming at comparing OA to 
PA. For instance, Jürgens (2018) shows that the physical “reality” does not 
match to the perception that individuals have of their food environment in a 
rural area in Germany. This discrepancy between objective and perceived 
measurements was previously highlighted by Gustfason et al. (2011). 
Comparison between objective supply based on an in-store audit and low-
income women’s perception of the food environment revealed that women 
living in areas with a high density of supermarkets do not perceive their 
neighborhoods as having a lot of healthy food alternatives. In the same 
vein, Caspi et al. (2012) reveal that fruit and vegetable consumption among 
social housing residents in the US is low despite an adequate physical 
access. These results could be explained by biases from measurement 
tools used in objective methods, unmeasured neighborhood environmental 
factors, individual tastes or unmeasured cognitive processes. For instance, 
perceptions of time and effort, such as distance to make food purchases, 
should provide a better understanding of how individuals perceive their 
food environment (Widener, 2018).

However, current measures of PA remain simplified both conceptually and 
methodologically. Conceptually, most studies focus on a one-dimensional 
perspective. First, in a marketing perspective, the perception of food 
alternatives in terms of price, assortment and acceptability should be 
studied to ensure that the offer fulfill the needs of individuals (Caraher 
et al., 2010).  Beyond factors directly related to food, people’s sense 
of security and enjoyment of walking to stores should influence their 
perceptions (Wang et al., 2015). Their familiarity with the environment as 
well as the perception of social cohesion should be taken into account in 
order to understand how individuals interact with their environment and 
how it influences their eating habits (Calise et al., 2019; Lucan, 2014). 
From a methodological point of view, studies are limited to a mono-item 
measures (Caldwell et al., 2009; Lucan et al., 2014; Rodier et al., 2017). 
This limitation is an important issue because “food environment” is an 
abstract concept, and as such the measurement of PA should be improved 
(Baumgartner and Homburg, 1996). From an individual perspective, it must 
also be recognized that since the meaning of “access” differs from one 
individual to another, one element alone is not sufficient to truly measure 
PA. While some studies highlight the multidimensional nature of the 
food environment, measures need to be improved to capture perceived 
accessibility to healthy food in a more comprehensive and realistic 
approach. 

What about the (urban) European context? If some researches dealing 
with food deserts, OA and PA to healthy food have been studied in Europe 
(for example, see Wrigley et al., 2004) and in Asia (for example Yamaguchi 
et al., 2019). However, it must be pointed out that the bulk of the studies 
come from the United States. And, in several respects, the specific context 
of this country is far different from Europe. 

First of all, the population density is about 35 persons per kilometer in 
the USA, whereas, except in the North of Europe, it is around 2 to 7 times 
more in Europe. Yet the spread of food desert obviously partly depends on 
the population density level. 

Second, from an historical and a sociological point of view, villages in 
Europe are mostly centered around the church and town hall, with a village 
square and some little stores of which the most usual is a bakery, a corner 
store and then, according to the region, a butcher shop, a greengrocery 
store, etc.. Then, even if like everywhere else, the spread of supermarkets 
in Europe has drastically reduced the number of corner and specialty 
stores, yet some of these stores still remain (Guy and David, 2004). As 
far as downtown areas are concerned, they are, a lot more than in the 
USA, dedicated to residence for upper-economic-status people. For 
this reason, city centers are also well provided in food stores. Moreover, 
these stores usually offer healthier food alternative than supermarkets do, 
contrary to what is observed in the USA (Freedman and Bell, 2009). This 
is also the case for restaurants. Regarding other ways of food supplying, 
food markets and direct selling remain and become even more popular, 
in urban as well as in rural areas in Europe. Nevertheless, like in the USA, 
city quarters are inhabited by residents providing similar characteristics in 
terms of socio-economic status and occupation. Still the USA are a society 
far more unequal than anywhere else, what explains that health and food 
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inequality observed in the USA may not be transposable to a European 
context (White, 2007). Moreover, in Europe, some low-income ethnic 
quarters profit from particularly inexpensive fresh food market whereas 
in the USA, healthy food is more expensive and lower quality than in 
supermarkets (for a review see Walker et al., 2010). 

Third, transports differ completely between Europe and the USA. In the 
USA, except in big cities, public transportation is mainly scarce: for people, 
this is then a default choice whereas in Europe the train, bus and tramway 
networks are effective and expanding. Even in households with one or 
several cars, in rural such as in urban area, people are more willing to walk 
and bike by choice to go to work, to wander or to shop. 

For all these reasons, we do not believe that the concepts of food deserts, 
food OA and PA are irrelevant to study in Europe but rather that they 
deserve deep modifications to the context. And this could only be done by 
taking into account the target’s real daily experience of food shopping and 
habits before choosing normative measures and constructs.    

Conclusion and future research: OA and PA to healthy food could be 
powerful predictors of a healthy diet if ever these constructs could be 
improved from a social marketing point of view: first by deepening the real 
daily experience of target citizens as a starting point, in order to identify 
their perceived benefits and barriers (Kotler and Lee, 2008) to change their 
food behavior. To this end, a mixed-methods approach measuring OA as 
well as PA should be necessary. If the latter is more predictive of healthy 
food consumption, the former deliver better tangible targets for public 
policy interventions (Lucan et al., 2014). 

First, OA should be approached from an ecological point of view (Walker 
et al., 2010) where the whole food environment is assessed and not only 
supermarkets and corner stores; i.e. restaurants, fast foods and any place 
where residents can buy healthy or unhealthy food in their neighborhood. 
This would better fit the complexity of the food offer of the urban European 
context, where citizens can encounter in half a square kilometer a butcher 
shop, bakeries, greengroceries, corner stores, fast foods and so on. 
To do so, a systematic audit of the food offer in a given neighborhood 
needs to be done (such as in Bodor et al. (2008) or Ghosh-Dastidar et al. 
(2017) studies). As a matter of fact, if the consumption of healthy food 
depends partly on the availability of such food in the near environment, it 
can depend also on the availability of junk food which act as temptation 
(Freedman and Bell, 2009). A score could be given to each store, as 
Freedman and Bell (2009) did, but rather considering the European food 
programs recommendations.

Second, PA should be approached from a qualitative survey, before a 
quantitative one, in order to better understand the real everyday experience 
of each specific population. Individuals’ material resources such as 
whether they have a car or not, the characteristics of the kitchen and the 
equipment used to prepare meals, culinary knowledge are all factors that 
influence PA. Moreover, individual needs and behaviors differ according 
to many variables such as age and occupation. That is why PA should be 
adjusted according to who is considered as prime targets, like children, 
pregnant women, specific ethnic population, low socio-economic status, 
elderly people, or independent students. Indeed, students who have to 
expend a part of their lean revenue to their rent form an understudied 
social marketing target, since many of them feel an economical stress 
which led them to save on food (Gourmelen et al., 2019). This target is 
particularly interesting since most of them live in specific residence in 
identified urban areas. 

Besides OA and PA to healthy food, the perception of neighborhood 
friendliness from the citizen’s point of view also deserves consideration 
since shopping is far easier in a save and enjoying environment. Therefore, 
sociospatial factors that facilitate a ‘sense of space’ (Burholt, 2006 in 
Vitman-Schorr et al., 2019) in the neighborhood and, hence, the willingness 
to shop healthy food in the neighborhood, should be considered. 

Altogether, these data should provide a deeper understanding of the 
complexity of healthy food access in the context of European cities. 
For Freedman and Bell (2009), researchers and practitioners have to 
acknowledge that “health promotion and obesity prevention efforts 
focused on the individual change alone are ‘ineffectual’ because they do 

not take into account the context in which health behavior and decision 
are made” (p.825). Better grasping the context is then essential in order 
to adjust public policy programs which fit the environment, in a social 
marketing approach. In other words, it is necessary to gather information 
about the specific target in its specific environment in addition to the 
analysis of past research and past policy programs interventions before 
setting up any social marketing mix strategy (Kotler and lee, 2008). Too 
often, this collection of information has been neglected in order to get 
things done more quickly. Nevertheless, in a whole social marketing 
planning, a program is planned only after this deep analysis is done. 
For instance, such a policy program could be done after having tested 
incentives to stores which would sell specific healthy food like fresh fruits 
and vegetables (such as the Minkler et al.’s study (2019) which has showed 
its effectiveness) and which would accept not to sell junk food such as 
prepacked sandwiches; or even award such stores leading to a city label; 
or urban policy program could aim at ensuring the friendliness of the direct 
environment surrounding such stores to enable an enjoying healthy food 
shopping experience. 
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Social Change By Design : Design Thinking as a Participatory 
Research Journey in Social Marketing 

Conference theme : Future direction 

Conference track:  Theories and Methods 

Abstract: Over the last decade, there has been a real enthusiasm 
for design thinking. Both for profit and non-profit organizations are 
increasingly building on this approach to innovation. The notions of 
human-centered de-sign and design thinking for social innovation 
emphasize the possibilities of design thinking to contribute to build greater 
and healthier societies. Yet, there is a very limited use of design thinking in 
social marketing research. Despite the extensive attention paid to engaging 
stakeholders in social marketing, we consider design thinking is not a buzz 
word but holds great promises in considering it as a participatory research 
journey. In this session, we will look at design thinking as a set of tools 
and methods that enables re-searchers to challenge the power balance 
between the different stakeholders and create new dynamics for promoting 
individual and collective well-being.

Aim of the session: This session aims at looking at design thinking as an 
opportunity for social marketing researchers to frame « wicked problems 
» as design problem and to engage stakeholders as co-creators in order 
to im-pulse new dynamics for social change. This session will provide 
the ability to collectively reflect upon the opportunities and challenges of 
such an approach and to share field experiences regarding engaging with 
different stakeholders.

Focus of the session: In the  first part, we will provide an overview of the 
literature on design thinking, stressing its main princi-ples and emphasizing 
inspiring stories about how design thinking may contribute to leverage 
personal and social change. In a second part, we will introduce our 
view of design thinking as a participatory research journey, stressing the 
opportunities and challenges to approach design thinking as both as a set 
of re-search methods and a co-creative process.

Method / approach: Design thinking followed a similar evolution to 
social marketing from an emphasis on the “ability of experts to engineer 
socially acceptable results” (Buchanan,1992) to the active engagement 
with relevant stake-holders to solve problems (Brown, 2008, Brown & 
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Katz, 2011 ; Johansson‐Sköldberg, U., Woodilla, J. & Çetinkaya, 2013). In 
considering social and health problems as design problem, researchers 
can build on design thinking to build social marketing interventions, 
consistent from a transition from a marketing mix based on 4P (Product, 
Price, Promotion, Place) to 5P (Product, Price, Promotion, Place, 
Participation). More largely, we consider design thinking as having a the 
ability to encapsulate all the steps of the social marketing journey from 
situation analysis to implementation.

What is Design Thinking? Definitions. Multiple definitions of design 
thinking exist (Brown, 2008 ; Plattner et al., 2009; Liedtka & Ogilvie, 2011; 
D. School, 2010). No matter the specificities of the definition chosen,  
design thinking pro-cess share similar patterns to social marketing as it 
advocates for : 1/ a three-stages process (data gath-ering about people’s 
needs, idea generation and implementation), 2/ a human-centric approach 
and 3/ a method that is both problem and solution-oriented. To this regard, 
Liedtka (2015) notes that design think-ing is not a method per se but 
‘’does emerge as a distinctive practice, a bundle of attitudes, tools,  and 
ap-proaches’’ (p. 969).

Data gathering about people’s needs (inspiration). The first stage is data 
gathering about users need. It refers to the wide range of qualitative 
techniques that enables to be more familiar with people’s everyday life in 
order to identify some needs or problems faced by individuals.

Idea generation (ideation).This second stage is about generating ideas 
and selecting specific idea(s) that will enable to fulfill this need or to 
solve a problem. Idea generation is a key step where creativity (Amabile, 
2016; Damperat et al., 2019) is key and depend on individual but also on 
collective ability to generate ide-as. Creativity is boosted by the diversity 
of actors involved  who cross perspectives, share experiences and 
knowledge.

Implementation. The third stage refers to test and implementation. It is the 
phase where the prototype – product, a service or an idea – is made and 
tested by consumers in order to get their feedback.. Feed-back enables to 
refine the innovation until its implementation.

This conception of innovation as a product, a service or an idea builds on 
pulling together ressources from various actors through engaging in a co-
creation process. 

Design Thinking as a Participatory Research Journey: Design Thinking 
shares the key rationales of Social Marketing, from situation analysis to 
implementation (Hastings and Elliot, 1993) with a specific emphasis on 
data collection about specific needs, co-designed interventions/solutions 
and test before large scale implementation. We advocate to look at design 
thinking as a research method and as a co-creative process.

Design Thinking as a set of research methods. Design thinking as a 
research method does not implies to dismiss old practices and methods. 
Design thinking borrows from many research methods and, to this regard, 
has an ideological compatibility with some of the tools, and  approaches of 
social marketing (focus group, in-depth interviews, participatory research 
methods). Framing design thinking as a research meth-od enables to 
reframe social marketing research journey into design thinking terms. It 
may seems an aes-thetic practice but it enables to adopt a design thinking 
mindset that blur the lines that exist in the way to conduct research. 
In doing so, researchers, target members and relevant stakeholders 
are considered on equal terms, all  parties have the ability to pull their 
resources together and to enrich the social market-ing path (Hastings 
and Elliot, 1993 Brown‐Sica, Sobel, & Rogers, 2010, McKenzie-Mohr, D., 
2011 ; Keller, 2015). This research mindset also enables to pay attention 
to emotion management in the social market-ing research journey. We 
propose that each of the three phases of design thinking could be broken 
up in-to two sub-phases. In our approach to design thinking as a set 
of research methods consistent with the social marketing paradigm. 
Inspiration enables 1/ Situation Analysis, Targeting & Objectives &  2/ 
Tools & Method Identification. Ideation refers to problem identification 
and solution identification. Implementation re-fers to implementation, 
monitoring and evaluation.

Design Thinking as a co-creative process. Co-creation is a paradigm used 
in social marketing (Domegan et al, 2013 ; Keller & Tackeray, 2012; Dietrich, 

Rundle-Thiele, Schuster, & Connor, 2016 ; Vallentin-Holbech, 2020) that 
should be further developed. To this regard, design thinking offers multiple 
strenghts. Design thinking as a co-creative process underlines the ability 
of researchers to engage with stakeholders as non-expert by framing the 
issue they want to tackle as a design problem. Once again, using design 
thinking terms is useful to many regards : it  enables to provide common 
language when engaging with the target group and relevant stakeholders, 
it is a power equalizer as all parties are on equal footing, it may in-vite 
stakeholders to look at each other in a new way and contribute to avoid 
stigmatization as, in the design thinking process, all the parties involved 
are co-creators.stop to be patient, doctor, social worker, undocu-mented 
migrant to be a person who has the ability to create, to share thoughts 
and ideas and to build on in-dividual and collective dynamics to empower 
his/herself in the process. Design Thinking as a co-creative process also 
invites researchers to be reflexive on their own practices and to engage 
along with the target group and relevant stakeholders. One of the Design 
Thinking motto can be the following : ’‘It’s not about ‘‘us-versus-them,’’ or 
even ‘‘us-on-behalf-of-them.’’ For the design thinker, it has to be ‘’us-with-
them.’’ We consider that each of the three phases of design thinking could 
be break up into two sub-phases. In our approach to design thinking as 
a co-creation process, Inspiration enables 1/ Approach to the field and 
community building, community being referred as the participants who will 
be actively engaged in the idea-tion process. 2/ Ideation refers to making 
community converge and diverge through sharing ideas and re-flexing 
collectively upon solutions for wicked problems. 3/ To Implementation 
refers to test, feedback & im-plementation. 

In our  framework, we consider design thinking journey is made of design 
thinking as a set of methods and as a co-creative process. This framework 
enables to reflect upon the opportunities but also the challenges related 
to the implementation of design thinking in social marketing. Tensions, 
ideological challenges can be envisioned as potentially lying at the 
interactions between each sub-phases. Not all the interactions repre-
sent challenges but each researcher, based on his knowledge and field 
experience, should try to assess the potential conflicts in order to have 
a scoping view of the methodological and ethical challenges of design 
thinking before conducting his/her research building on design thinking.

Conceptual Framework of the Design Thinking Process as a Research 
Journey: 

This last part of the session will provide a collective reflection to think 
about the main challenges and op-portunities related to the use of 
design thinking as a co-creation set of methods in social marketing 
(Domegan et al, 2013 ; Keller & Tackeray, 2012 ; Dietrich, Rundle-Thiele, 
Schuster, & Connor, 2016 ; Val-lentin-Holbech et al, 2020). We identified 
some key points that may be shared during a wide discussion with the 
audience based on field experience with target groups and other relevant 
stakeholders (Brown‐Sica, Sobel, & Rogers, 2010, McKenzie-Mohr, D., 
2011 ; Keller, 2015).
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Effects of Covid-19 on Parenting Stress and Child Psychological Well-
Being  

Conference theme: People & Wellbeing 

Conference track: COVID-19

Abstract: With the advent of novel coronavirus (Covid-19), people 
worldwide have seen tremendous changes in their lifestyles. Forcing 
people to work from home has made parenting a stressful job to handle. 
Supplementary pressures on parenting are visible in the household 
with decreased wages and work-redundancies. These situations have 
led to burnout among parents and can have long-term psychological 
implications for children. Therefore, the purpose of this paper remains to 
provide a review of how parental burnout and stress impacts the child’s 
psychological wellbeing. Additionally, the paper also discusses on how 
parental violence and parental neglect created due to parental burnouts 
affects child psychological wellbeing. Centred on the discussions, this 
paper also addresses the key implications for future research. 

Keywords: Parental Burnouts, Parental Stress, Covid-19 Effects on 
Parenting Behaviour 

Aim of the session: With the continuous spread of Covid-19 across the 
globe, the infectious disease has trapped almost 114 million people and 
has resulted in about 2.54 million deaths until now (Worldometers 2020). 
Enforcement of working from home guidelines has escalated higher levels 
of stress in the parenting behaviour within the families. Major concerns 
on the changing dimensions of parenting are due to job loss, inconsistent 
incomes and redundancies faced by members within a household 
(Bryson & McKay 2020; Hossain 2021). Previous research state reveals 
that parenting remains to be a cumbersome task even though partners 
decide to give their full-time towards childcare responsibilities and quit 
their workplace (Abidin 1997; Cluver et al. 2020; Raphael et al. 2010). In 
this pandemic, governments across the globe have mostly sought to kerb 
infection by shutting down schools, places of work and childcare services 
(Armbruster & Klotzbücher 2020; Cluver et al. 2020). However, with 
lockdown restrictions in place, parents are forced to deal simultaneously 
with the responsibilities of childcare and work (Cluver et al. 2020; Griffith 
2020; Mikolajczak, Gross & Roskam 2019). This struggle of multitasking 
between work and parenting at home has led to an increase in the levels of 
stress and parental burnouts (Cluver et al. 2020; Griffith 2020). Additionally, 
parental stress has resulted in higher levels of abusive behaviours that 
disrupt the existing relationships between a parent and a child (Mikolajczak 
et al. 2018; Mikolajczak, Gross & Roskam 2019). Majority of research 
within these domains shows that abusive behaviour on teenagers can lead 
to severe short and long-term consequences (Griffith 2020; Mikolajczak 
et al. 2018). Based on the above arguments, the upcoming sub-section 
discusses the effects of Covid-19 that causes parental stress/burnouts and 
its effects on child psychological wellbeing.

Parental Stress Within Covid-19: Within normal situations, people 
often mention the stress they face during parenting (Abidin 1997; Chung, 
Lanier & Wong 2020; Parkes, Sweeting & Wight 2015; Roskam, Raes & 
Mikolajczak 2017). However, the majority of their concerns are related 
to health issues, growth and developmental issues that cause stress 
among the parents (Griffith 2020; Mikolajczak et al. 2018; Mikolajczak, 
Gross & Roskam 2019; Roskam, Raes & Mikolajczak 2017). According to 
Mikolajczak, Gross and Roskam (2019), parental stress and burnouts are 
defined as “a prolonged response to chronic and overwhelming parental 
stress” (Mikolajczak et al. 2019, p.1319). More often, parental stress 
has been frequently related to symptoms such as mental exhaustion, 
complaining behaviour gained due to lack of sleep and emotional disorders 
(Hubert & Aujoulat 2018; Mikolajczak, Gross & Roskam 2019). Some 
research even states that individuals feel entrapped within the parenting 
and are frustrated as there is no such way out (Hubert & Aujoulat 2018). 
Lastly, it can be argued that every parent every now and then feels the 
stress of parenting, but it differs from parent to parent. 

Factors Behind Parental Stress & Burnouts Within Covid-19: 
Introducing the Covid-19 pandemic has resulted in financial instabilities, 
job-redundancies and lack of support from their family and friends, leading 
to heightened parental tension (Bryson & McKay 2020; Cluver et al. 
2020; Griffith 2020). As several firms have had to shut down or cut their 
offerings drastically, many households have faced unemployment, financial 
insecurities and concern over future employment stability (Armbruster & 
Klotzbücher 2020; Griffith 2020). Besides increased unemployment and 
financial instability, the current situation feels to be peculiar as people 
have restricted connections with their extended family and friends (Chung, 
Lanier & Wong 2020; Griffith 2020). Many parents, for example, also rely on 
help from grandparents or other family members for childcare or parenting, 
but this is no longer available because of social distancing compliances 
(Griffith 2020; Parkes, Sweeting & Wight 2015). 

Although, people are allowed to use video-conferencing techniques to 
connect with their family/peer-members, but the essence of in-person 
interactions with close relatives still remains neglected (Griffith 2020; 
Porpiglia et al. 2020). Along these lines, some researchers state that 
support from family and friends due to regular interactions tends to heal 
parental stress and burnouts (Cluver et al. 2020; Mikolajczak et al. 2018; 
Mikolajczak, Gross & Roskam 2019). Additionally, moving to work from 
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home while at the same time participating in home-schooling/virtual 
schooling education can be stressful. Most parents complain that they 
must work beyond their normal working hours to balance both tasks 
at home. Furthermore, many parents have lost access to traditional 
recreational outlets, such as gyms, churches, leisure centres, bars and 
restaurants (Griffith 2020; Parkes, Sweeting & Wight 2015). With strict 
travel restrictions and a ban on longer holidays/ breaks, parents find it 
very difficult to fulfil their roles and responsibilities within a family structure 
(Chung, Lanier & Wong 2020; Cluver et al. 2020; Cucinotta & Vanelli 2020). 
Some research, however, suggests that employees working from home 
tend to spend more hours working and were much more effective as 
compared to normal schedules (Davis & Green 2020; Griffith 2020). Many 
parents work tirelessly to save their careers from redundancies and cannot 
take holidays at the same time due to parental leave and work (Chung, 
Lanier & Wong 2020; Griffith 2020). Based on the above discussions, it 
can be gathered that parental pressures have increased due to Covid-19 
restrictions and are leading towards parental burnouts. Thus, based on the 
above arguments, the following hypothesis can be developed: -

H1: Impacts of Covid-19 positively influences parental stress and burnouts.

Consequences of Parental Stress and Burnouts on Child 
Psychological Wellbeing: Although, parenting remains to be a 
stressful task, but COVID-19 pandemic has triggered its effects on 
parental burnouts (Chung, Lanier & Wong 2020; Griffith 2020). Several 
researchers have discussed a lot about the antecedents of parental 
stress and burnouts, but very little research is done on its consequences 
on chid psychological wellbeing (Griffith 2020; Mikolajczak et al. 2018; 
Mikolajczak, Gross & Roskam 2019). More often, parental burnouts have 
been associated with sleep disorders, depression, conflicting attitude 
and emotional detachments (Kawamoto, Furutani & Alimardani 2018; 
Mikolajczak, Gross & Roskam 2019; Van Bakel, Van Engen & Peters 2018). 
Though, parental stress and burnouts have low to severe consequences on 
parenting behaviour, but it tends to have prolonged psychological effects 
on the mindsets of a child. On these lines, Mikolajczak, Gross and Roskam 
(2019) stated that parental burnouts could lead to abusive and violent 
parenting behaviours. Additionally, some researchers argue that emotional 
disturbances faced due to parental burnouts leads to child abuse and 
neglecting parental behaviours (Griffith 2020; Mikolajczak, Gross & 
Roskam 2019; Rodriguez 2010). Parental behaviours and their influence 
on the development of a child are not unidirectional. However, it is seen 
that child abuse and harsh parenting behaviours can lead to physical and 
psychological disorders within a child (Griffith 2020; Mikolajczak, Gross 
& Roskam 2019; Norman et al. 2012). Specifically, teenagers who are 
exposed to child abuse have mental health issues, suicidal tendencies, 
drug addictions and anxiety disorders (Griffith 2020; Haj-Yahia et al. 2019; 
Norman et al. 2012). Additionally, teenagers with these problems are less 
likely to rely on education and are more likely to face economic hardships 
and unemployment in their youth age (Currie & Spatz Widom 2010; Griffith 
2020).  Thus, based on the above arguments, the following hypothesis can 
be developed: -

H2: Parental stress and burnouts negatively influences the child 
psychological wellbeing.

H3: Parental Violence has a moderating effect on child psychological 
wellbeing.

H4: Parental Neglect has a moderating influence on child psychological 
wellbeing.

Methodology: Based on the literature review done in the above sections, 
a conceptual framework is postulated, as shown in figure 1 below. Overall, 
this framework is built to explore the effects of parental stress, parental 
Violence and parental neglect on the child psychological wellbeing within 
Covid-19 pandemic circumstances. 

 

Conceptual Framework: Focus of the session

The aim of this conceptual paper remains to explore ideas on how parental 
stress and burnouts with Covid-19 circumstances can influence a child’s 
psychological wellbeing. Although, a great deal of research has been 
conducted on parental stress, but parental burnouts have started receiving 
greater attention recently. Though, speculation about life going back to 
normal is promised, but it is very important to take preventive measures 
towards parental burnouts. Therefore, it is necessary to have measurable 
assessments on how parental behaviours have changed over a period 
of time. Lastly, parents must logically dedicate their balance to work and 
families, so that none of them would be overlooked. 
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Reimagining emotion in social marketing using practice theory  

Background: Historically, social marketing has drawn on psychosocial 
models of planned behaviour focusing on informing ‘intentions’ to change 
(Rundle-Thiele et al., 2015). This approach assumes that cognitive 
processes such as increased knowledge and comprehending benefits will 
enable people to move through the stages of change (Dixon, 2009). Crucial 
to this psychology-driven understanding of behaviour change is that an 
understanding of benefits and barriers will underpin how to motivate target 
audiences into a desired behaviour. However there has been critique 
within the field of social marketing of a simplistic and ‘narrow’ focus of 
social marketing that privileges cognition and attitudes in driving behaviour 
and that suggests consumers can be “thought” into action by presenting 
information about benefits (Parkinson et al., 2016). Social marketers have 
noted the importance of strategic emotional triggers that are “critical 
levers” of behaviour change by increasing levels of commitment to pro-
social change (Summers and Summers, 2017).

Emotions mobilize and guide decisions about behaviour, intention and 
actual behaviour (Gordon et al., 2018). There is considerable literature 
exploring how social marketers strive to create emotional response to their 
campaigns in order to actively shape the experienced and anticipated 
emotions of consumers. For example, social marketing research has 
explored how moral emotions such as sympathy and anger (Summers and 
Summers, 2017), guilt, fear and shame (Brennan and Binney, 2010) and 
positive emotions such as pride, hope, love and happiness (Previte et al., 
2015) shape pro-social avoidance or approach motivations.

Throughout this literature, emotion is conceptualised in social marketing 
as important ‘component’ of decision making (Opel et al., 2009) and thus 
as a persuasive tool that can be shaped through marketing to create the 
conditions for pro-social behaviour change. For example, most social 
marketing fear appeal research uses a version of protection motivation 
theory (Rogers and Prentice-Dunn, 1997), which points to the relationship 
between people’s feelings towards the severity of the negative threat 
and their behaviour change, as long as there are achievable courses of 

action. Both negative and positive emotion-evoking approaches in social 
marketing use emotion as a “key driver of behaviour” (Parkinson et al., 
2016, p.840); to frame individuals’ perceived imperative and capacity 
to change, and to trigger cognitive appraisal processes. Individuals’ 
cognitive appraisals are assumed to influence their intentions to change by 
increasing the likelihood that the target audience will ’see the benefits’ of 
the desirable behaviour (Moons and De Pelsmacker, 2015). 

The conceptualisation of emotion in social marketing as a tool “to 
strengthen the messages’ ability to change consumer minds” (Antonetti 
et al, 2015, p.949) or a resource to frame pro-social decision making does 
little to advance beyond the conceptualisation of the choosing, sovereign 
consumer that has been strongly critiqued (Fry, 2014) for failing to consider 
the “wider structural and relational determinants” (Crawshaw, 2013, p.633) 
that frame everyday life. Rather, citizens remain responsibilised as active 
decision makers who must be helped to make appropriate decisions to 
mitigate their own risks. This conceptual paper argues for an alternative 
theorization of emotion in social marketing that sidesteps the extant focus 
on individual sovereignty and acknowledges socio-cultural, political and 
temporal contextualisation of collective, often unreflexive, routine activities. 

A novel and expanded theorization of emotion in social marketing 
accounting for unequal ‘capacities’: Rather than ‘human factors’ 
(Walker, 2014, p.49), a practice ontology focuses on the socio-cultural 
conditions of everyday life as the framing of the possibilities of action. It 
situates practices, practice elements and practice bundles as the units 
of analysis and thus moves away from conceptualisations that position 
either the social whole or the sovereign consumer as key to understanding 
social action and change. Practice theories emphasise the recursive 
characteristics of practices as demanding of, and shaping, recognisable 
and repeat performance. 

Within a practice framing, teleoaffective structures are ‘ends, projects, 
tasks, purposes, beliefs, emotions and moods’. Other elements of 
practices are general understandings (value systems that play a role 
in the social organization of practices overall in a specific culture 
understandings), practical understandings (knowing how to carry out 
desired actions through basic doings and sayings) and rules (principles, 
precepts, and instructions articulating regularities of practices) (Schatzki, 
2002). Practices connect to material arrangements (bodies, artefacts and 
living creatures “to form practice- arrangement bundles… Such bundles in 
turn connect to other bundles to form wider constellations of practices and 
arrangements” (Alkemeyer and Bushman, 2017, p.133). Practices “guide 
our thoughts, actions and emotions” (Molander and Hartmann, 2018, 
p.2) at a collective level. Thus teleoaffective structures guiding emotion, 
purpose and end goals are part of the ‘structural blueprint’ of practices 
(Molander and Hartmann, 2018). They structure what matters to people, 
which “omnipresently structures the stream of behaviour” (Schatzki, 1996, 
p.123). They draw us into practices, providing specific motivation for the 
practice and the focusing of attention (Reckwitz, 2017, p.119). 

A practice theorization of emotion in social marketing: This theorization 
of emotion as part of the organising conditions of practice, and as 
including purpose as well as emotion, provides a useful framework for 
reimaginging what happens when practitioners engage with the emotional 
appeals of social marketing. An emotional appeal triggers a feeling and 
offers a solution (e.g. fear ill health so stop smoking). Whereas extant 
social marketing research tends to focus on the individually-held emotional 
response and its effect on decision making, a practice theory perspective 
suggests that practitioners engage with teleoaffective structures in the 
process of envisioning the outcomes of the desirable practice performance 
(e.g. stopping smoking) and its inherent, collectively understood internal 
rewards. This view emphasises that the strongly held, shared and socio-
culturally positioned teleoaffectivities of ‘healthy’ practices are more 
significant for the uptake of a desired behaviour than the fleeting emotion 
triggered through an advert’s imagery. However, given the inequalities 
pervasive in healthy ‘behaviours’ such as leisure time physical activity, a 
practice ontology also helpfully points to the need to move away from a 
responsibilising position examining individuals’ failures to ‘reduce their risk’ 
by following government guidelines and follow social marketing calls to 
action, but rather to focus on how the practices of excluded groups might 
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exclude the possibility of their engagement with the inherent appeals of 
healthy practices.  

The way practitioners engage with the teleoaffective structures integral 
to practices is not uniform across populations. Teleoaffective structures 
are “unevenly incorporated into different participants’ minds and actions’” 
(Schatzki, 2002, p.80). At an individual level, people enact practices 
differently and differently each time. For example, not everyone likes 
running, perhaps through experience or by engaging with the ‘idea’ of 
running and rejecting it. For example, as Shove et al (2007) note, digital 
photography may not capture photographers who do not value digital 
manipulation of images. 

At a societal level, practices can also fail to recruit people because they 
command attention differently or fail to command attention where people 
lack skills and also “desires and fascinations” for a practice (Reckwitz, 
2017, p.120). This can happen where the teleoaffective structures of 
competing, enmeshed practices conflict (Schatzki, 2002) or at least fail 
to mutually reinforce or harmonise (Blue, 2017). For example, writing 
about the potential of veganism to appeal, Twine (2017) notes that the 
“images, emotions, norms, ideas and aspirations that comprise eating 
practices overlap with a complex terrain of other practices” (p.208) and 
adds that particular forms of masculinity that are socially dominant are 
bundled closely with eating practices and shape the way the teleoaffective 
structures of meat consumption have come to matter to large numbers 
of practitioners. These enmeshed teleoaffectivities effectively render 
veganism as lacking ‘fascination’ for large numbers.

Teleoaffective structures of practices may also fail to ‘fascinate’ and 
draw people in when the enmeshed practices create other unfavourable 
conditions for the anticipated emotions and purpose of the practice to gain 
traction. Usefully, Walker (2015) focuses on the concept of ‘capability’ in 
considering who is recruited to practices who is excluded:

“We might expect that some practitioners will be in a better position 
to integrate the necessary materials, competences and meanings that 
constitute a given practice and that some will be likely to do so with more 
success, in terms of valued functionings than others; in short, they have 
more capability” (p.51)

Walker argues that the ‘capability’ to perform practices can be a matter of 
income, but also one’s state of health. He argues that access to a practice 
may be differentially restricted depending on the material and physical 
demands of those practices. Furthermore, Maller (2017) emphasises that 
“bodies at different life stages and differently abled, gendered, classed, 
or racialised bodies will not only perform practices differently but are also 
likely to perform different practices due to (lack of) opportunity and the 
structuring of effects of practice[s]” (p.92). 

Drawing on the concept of unequal capabilities, and embodied 
inequalities allows social marketers to ask the questions about how the 
teleoaffectivities of prosocial practices come to appeal or fail to appeal 
to different groups. By focusing on teleoaffective structures, the social 
marketing gaze in fact expands beyond emotion as individual-level 
feelings relating to cognition, to the way an absence of practices (such as 
experiences of leisure time physical activity) becomes embodied. Social 
marketing must understand how differently enmeshed practices condition 
engagement with teleoaffectivities, as well as the role of social marketing in 
creating those teleoaffectivities. 

Conclusion: Implications for social marketing: This paper offers a novel 
conceptualise of emotion in social marketing as a) including purpose as 
well as collectively shared understandings of appropriate emotion; b) 
as contingent on and part of practices rather than ‘feelings’ triggered in 
individuals; and as c) as an element of practices not equally ‘available’ to 
all. This theorization allows social marketers to advance from individualist 
conceptualisations of behaviour change. Rather, it opens up an extended 
set of possibilities for the role of social marketing, and critical social 
marketing, within the behaviour change field. Social marketing must 
understand its own contribution to the teleoaffectivities of practices as well 
as the contribution of commercial marketing. Rather than a reductionist 
conceptualisation of ‘triggering’ emotion for the enhancement of cognition 
and decision making, a practice orientation illuminates how social 

marketing contributes to discourse, mediating our shared understandings 
and contextualises how practices are understood and enacted. Social 
marketing has an opportunity to shape shared teleoaffectivities around 
pro-social and problematic practices. However, social marketing has a 
responsibility to shape teleoaffectivities in a way that minimises exclusion 
and unintended consequences through oversimplified messages and a 
failure to account for the enmeshed practices that condition audiences’ 
capabilities to engage. For example, post-feminist teleoaffectivities in 
relation to women’s leisure time physical activity may fail to ‘draw in’ the 
intended audience if the lived reality of their everyday lives conditions the 
impossibility of leisure time, and an embodied experience of inactivity 
that renders physical activity as out of reach. The continued exclusion 
of particular groups can lead to established enclaves where powerful 
collective conventions drive the reconstitution of problematic patterns. 
Social marketing can use a wide range of tools to shape capabilities, whilst 
simultaneously managing teleoaffectivities.
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A ‘More Than Food’ Approach to Conceptualising Social Eating 
Practices In the UK 

Conference theme: Future Direction

Abstract: Social eating initiatives are an increasingly popular way of 
providing meals for the public in the UK.  These organisations provide 
a limited menu of low-cost meals prepared using food surpluses and 
serve meals communally to improve social inclusion.  However, the value 
of these initiatives is often conceptualised critically; conjoining of food 
insecurity and food wastage appears to instrumentally feed customers and 
reduce food wastage, but in ways that are stigmatising, and which position 
them as passive recipients of food charity. They are also reductionist in 
that they focus on the provision or consumption of foodstuffs rather than 
the broader social setting in which these mealtimes are occurring. If these 
initiatives and their benefits are to be scaled up and amplified, and new 
customers and stakeholders are to be engaged, then a clear understanding 
of the value of these initiatives must be discerned.

Combining a Sociological and Social Marketing research approach, an 
analysis of the data from a qualitative, multi-method study conducted 
across the Nottingham Social Eating Network is provided. This reveals 
what participants value about these initiatives, beyond the instrumental 
provisioning of food. Drawing upon practice theory to develop a ‘more than 
food’ approach, the analysis highlights three important practices: eating 
together, helping out and socialising. Social eating commensality then, 
is not simply a consequence of reducing food waste or food insecurity. 
Instead these initiatives are valued because they counter societal trends 
such as the rise in social isolation and the displacement of the shared 
mealtime. They also enable a broad range of participants to actively 
engage and contribute to public life rather than passively receive a service, 
and they meet the need for social bonding, pleasure and conviviality. Social 
eating initiatives can be understood as creating moments of commensality 
which shore up the structure, and enrich the fabric of, social life. The 
findings emphasise the value of a ‘more than food’ approach and are 
important for positioning social eating within public policy and for social 
marketers who wish to utilise practice theory approaches to developing 
interventions and campaigns.

Keywords: Social Eating; Commensality; Food Waste; Food Insecurity; 
Practice Theory; Public Policy; Sociology

Aim of the session: The aim of the session is two-fold: 1) To discuss 
the merits of practice theory approaches as a means of bridging the 
conceptual and empirical gap between upstream structural drivers and 
downstream Individual behaviours 2) via a practical walk-through of how 
research alongside The Nottingham Social Eating Network was staged 
and analysed through a practice theory and ‘more than food’ approach. By 
looking beyond the mealtime and eating, a range of active practices were 
identified which in turn reveal where effective interventions and policies 
can be staged and developed.

Focus of the session: Theoretical and conceptual overview, practical 
example discussion, implications proposed.

Going beyond individual behaviour to look at how group practices involve 
elements of materials, performances and meanings and their arrangement 
expands our focus to consider how individual behaviours are shaped by 
social structures. Through this approach we identify the complex and 
intersecting practices of eating together, helping out and socialising which 
are conceptualised as being about ‘more than food’ within social eating 
initiatives. This approach reveals multiple points of intervention that can be 
used to shape and implement food insecurity, food wastage, sustainable 
consumption and social cohesion campaign, service design and policy.

Method / approach: Presentation walk through with accompanying slides 
on theoretical (practice theory), conceptual (more than food) and empirical 
approaches (meal-centred focus groups, go-along interviews, photovoice), 
with findings, outcomes and implications for social marketing.

Other notes: An amended excerpt from a recent publication ‘Social Eating 
Initiatives and the Practices of Commensality’ (Smith and Harvey 2021) is 
provided for context and background:

People eat together in many different places, at many different events, and 
through many different stages of their lives.  Commensality (literally ‘eating 
at the same table’) is an omnipresent manifestation of human sociality 
(Sobal 2000; Fischler 2011; Dunbar 2017). Eating together in groups is ‘one 
of the most fundamental, socialised, imaginative and collectively invested 
biological functions’ (Masson, Bubendorff and Fraisse 2018:109). Indeed, 
the organisation of society is continually negotiated through food practices 
in everyday and mundane forms (DeVault 1991; Grieshaber 1997; Valentine 
1999; Yates 2015; Giacoman 2016; Holmes et al. 2020).  But despite the 
perennial human need to eat in groups, the practices of commensality vary 
widely as a consequence of socioeconomic influences.  

In the UK, commensality is undergoing a transformation as a range of 
new initiatives emerge dedicated to creating new, shared eating practices.  
These ‘social eating initiatives’ which utilise surplus foodstuffs have been 
described as a response to rising food insecurity, a growing resistance to 
food waste (Baron et al. 2018; Luca et al. 2019; Blake 2019a, c), and as a 
form of surplus food aid redistribution  (Caplan 2017; Caraher and Furey 
2017). But as yet there is limited empirical research examining how the 
‘potent and pervasive’ forces of commensality (Higgs 2015:42) intersect 
with, and shape, this emerging phenomenon. Moreover, social eating as 
a site of, and as a method of, staging and implementing policies at the 
level of practices concerning food insecurity and food waste reduction, 
is not well-understood. This presentation aims to provide a theoretical, 
conceptual and empirical example of bridging this current gap.

The extant literature on food surplus redistribution services focuses on 
charitable food banks (Poppendieck 2014), surplus food pantries (De 
Souza 2019), or surplus-social supermarkets (Saxena 2018) which attempt 
to provide, in varying ways, food aid services for an individual ‘poverty 
consumer’ (Pfeiffer et al. 2015) excluded from the market of commercial 
food services. This literature critiques the effects of austerity politics 
and calls for dignity, choice and income to be re-instated (Dowler and 
O’Connor 2012; Lansley and Mack 2015; Lambie-Mumford and Dowler 
2015; Purdam et al. 2016; Middleton et al. 2018), suggesting that the 
relationship between redistributing food surpluses to the food insecure is 
morally questionable (Caplan 2017; Caraher and Furey 2017). In particular, 
this discursive coupling creates a frame which would conceive of low-
cost, low-choice, surplus meal services such as social eating initiatives, 
as another manifestation of food charity, and therefore frame the users of 
these services as beneficiaries of food aid.  
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How do we develop interventions, campaigns and policies that aim to 
move beyond passivity, dependency and the individual as the focus of 
intervention?

Scrutinising the long-term political consequences of surplus food 
redirection to the poor is of vital importance, and recent research into 
surplus food redistribution services has highlighted the need for further 
work which can articulate the experiences of citizens that may be 
‘below the level of consumption adequacy…’ but who are nonetheless 
‘beneficiaries and co-creators of value’ (Baron et al. 2018). But as yet 
there is limited empirical work which places the individual consumption 
of surplus food back into the social context of commensality or which 
addresses how participants forge new experiences of social value through 
the group consumption of surplus foods, and therefore where polices to 
reduce food insecurity, social isolation, food wastage and sustainable 
consumption might be aimed and implemented.

My research addresses this gap through a practice theory approach; 
looking at ‘social eating initiatives’ not as a simple aggregate of individual 
consumer behaviours, nor as merely a reaction to austerity politics, but 
as form of group, commensal practice. I show that these initiatives create 
multiple points of social connection and are of value to participants 
because they counter the alienating and individualising tendencies of the 
current milieu to build group cohesion (Giacoman 2016). Although social 
eating initiatives use redistributed surplus foods, have limited menu choice, 
volunteer networks, and maximally inclusive pricing, the meals are not free, 
and the organisations do not operate through referral systems. Attendants 
at these spaces are transforming practices of commensality, rather than 
just being passive beneficiaries of surplus food aid. I begin with outlining 
a practice theory and a ‘more than food’ conceptual approach and then 
how this was enacted through a number of community-based-participatory 
methods.

I introduce the Nottingham Social Eating Network, the case study for 
this presentation, as a localised example of a broader UK movement 
transforming the way communities eat. I then outline a community-based 
participatory research approach which deploys concurrent multi-methods 
to collect and analyse data generated by social eating participants. The 
process of examining eating as practice within a social context, and 
placing the mealtime within the broader preparation, serving, and clearing 
down practices of the social eating initiatives articulates social eating as a 
‘compound practice’ involving a range of coordinated activities that extend 
beyond any ‘moment of individual consumption’ (Warde 2016). 

The results challenge framings of community food initiatives that use 
surplus foods as being places that give away ‘leftover food for left behind 
people’ (Riches and Gerlings 2019) and as solely concerned with reducing 
food insecurity and food waste. The results provide insights into the 
contemporary emergence of social eating initiatives and have important 
implications for including commensality in food policy debates. These 
practice theory analyses offer a more nuanced interpretation of the value 
that participants attribute to social eating initiatives; contributing to the 
‘more than food’ approach’ (Healy 2019; Blake 2019a, c; Marovelli 2019). 

This in turn highlights where interventions can be staged, and policies 
implemented; showing where social marketing interventions can bridge 
between tackling broader social issues without recourse to individual 
behaviour interventions (Spotswood et al. 2107). At the end of the 
presentation I discuss the specific projects and policies that have emerged 
around this ‘more than food approach. 
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Health literacy, health equity and wellbeing in a digitalized world

Conference theme: People and wellbeing

Conference track: Health and wellbeing of people

Abstract: Lack of access to digital health solutions and incorrect use 
of them is a vast health equity issue in a digitalized world and it is our 
“wicked” problem. In this session, we would like to explore different 
possibilities, approaches and solutions to tackle it by identifying most 
vulnerable groups in certain society and their barriers to access and use 
digital health solutions. In addition, we would like to identify key motivators 
to influence their behaviour change (to start using digital health solutions) 
by exploring some of the best social marketing practice examples and 
approaches to behaviour change. We used data of a national health 
literacy survey, conducted in Slovenia in 2020, to find out the level of health 
literacy of vulnerable groups, which significantly affects people’s ability to 
understand, use, appraise and apply health information in everyday life. 
We also prepared the “4P Intervention mix” to give us details on country 
setting, which is important in terms of framing the problem for theoretical 
discussion session.

Aim of the session: The aim of this session is two-fold. First, we want 
to present one of the most vulnerable groups regarding the use of digital 
health solutions, its barriers, motivators, benefits, alternative behaviours, 
influential others and the possibilities of use of digital health solutions to 
improve their better self-care. Second, we want to identify how to tackle 
their barriers and invent motivators for their behavioural change with the 
help of the best social marketing practice.

Focus of the session: Health equity and well-being are the ideals, which 
we try to achieve on all levels of living (WHO Europe, 2013). However, 
we are born into different settings throughout the globe and therefore we 
have unequal starting points, options and expectations (WHO Europe, 
2019). With the digitalization of our world, we became a society of many 

opportunities that were unimaginable just decades ago. Digitalization of all 
sectors of life influenced health systems, health care and self-efficacy of 
individuals, communities and the society as a whole (WHO, 2021).

Digital health solutions in a digitalized world provide options for excellent 
self-care for people with health issues or chronic health conditions (WHO, 
2021a). Even though digital health solutions are available,

people often do not access and use them in a way providers of these 
solutions would want them to (WHO, 2021; Eurofond, 2022; Whitelaw et 
al., 2021). Are digital solutions too complicated?

People have different barriers, which contribute to limited access and 
incorrect use of digital health solutions (Whitelaw et al., 2021; Dolničar et 
al., 2017). To increase access and proper use, the important question is 
how to overcome these barriers. What are the main acceptance factors 
that would give people enough knowledge, benefits, skills, courage and 
motivation to overcome them? What do people need to be able to access 
and use digital health solutions to influence / improve their health and 
wellbeing?

Improving health literacy of individuals can help tackling these challenges 
(Cheng et al., 2020). Health literacy is a set of knowledge, motivations 
and competences to access, understand, appraise and apply health 
information related to health care, disease prevention and health 
promotion. To form judgments and take health-related decisions in a 
digitalised society, one needs to possess a sufficient level of general 
health literacy and specific literacies, such as digital literacy to use digital 
tools, communication literacy for interacting with healthcare professionals 
and navigation literacy for proper orientation in the healthcare system 
(Sørensen, 2013, 25-46).

However, how do we convince people to overcome barriers, to be actively 
engaged in learning these skills? They need motivation and understanding 
of the benefits of using digital health solutions. The one process that is 
likely to be successful in convincing and motivating people to change their 
behaviour from not being interested in using digital health solutions to 
satisfied users of them is social marketing approach to behaviour change 
(Lee and Kotler, 2019).

In Slovenia, the National Institute of Public Health conducted a national 
health literacy survey on a probability sample of adult Slovenian residents 
as part of the European Health Literacy Survey -EU HLS19 in spring and 
summer of 2020. The results were presented in the publication of M-POHL 
network (M-POHL, 2021). Altogether 3,360 respondents participated in 
the survey. Preliminary results have shown that people aged 66+, those 
with low education status, one or more long-term health issues, low 
socio-economic status or living in remote regions (far from large hospital 
centres), have significantly lower levels of general health literacy, as well as 
communication, navigation and digital health literacy (NIPH, 2022). These 
findings

demonstrate the significant risk of health inequity in the population. To 
pursue our goal of increasing access to and use of digital health solutions, 
we have to think about closing the gap between different target groups, 
find out how to raise health literacy of the most vulnerable groups and, at 
the same time, not create new risks of health inequity (Cheng et al., 2020).

Therefore, we made a social marketing plan as part of social marketing 
research course “Introduction to social marketing” (ISMA, 2021). As a 
priority audience we identified Slovenian residents with heart failure, aged 
66+, belonging to vulnerable population groups (low education status, 
living in remote regions, low socio-economic status, employment status) 
and currently not using digital health tools. The total size of this audience is 
estimated at 10,000 – 38,000 persons. Next, we defined their readiness to 
change their behaviour, according to the tool they need:

1.	The ones that do not use the smart mobile phones.

2.	The ones that own and use the smart mobile phone but do not use 
applications (apps).

3.	The ones that do not understand the apps (but they are ready to use 
them).

4.	The ones that understand the apps and want to use them in the future 
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for certain problem or issue.

Readiness to act and change behaviour is expected to increase 
sequentially by the groups defined above.

After that, we set the following three objectives (Lee and Kotler, 2019; 
Jaarsma et al., 2021):

•	 The behaviour objective: We want priority audience to regularly access 
and use digital health tools to help them better manage their self-care 
behaviour.

•	 The knowledge objective: We want the priority audience to know how 
to access self-care tools and that use of digital health tools helps 
control self-care management (such as making sure the patients weigh 
themselves, control water/liquid intake, measure heart pressure, control 
salt intake, medication intake, exercise…).

•	 The belief objective: We want the priority audience to believe that digital 
health tools can make them feel safer and more secure; that their use 
is easy and they help them have more control over their actions and 
activities on a daily basis considering recommended and necessary self-
care behaviour for their chronic disease.

Based on research data and conducted interview with medical expert 
(Farkaš-Lainščak, 2021), we identified barriers, benefits, motivators, 
competition and influential others (Lee and Kotler, 2019; Sedlar, Lainščak, 
and Farkaš-Lainščak, 2020; Oprešnik, 2020). Results are presented in table 
below: 

Barriers of 
our priority 
audience 
to conduct 
the desired 
behaviour

Not having the smart mobile phone

Not knowing how to use apps on a smart mobile phone

Not having the instructions on how to use apps

Not believing use will help

Not knowing apps exist

Not interested in self-care via mobile phones apps

Preferring live instructions on self-care

Having trouble seeing, reading or understanding, the mobile messages 
received.

Benefits 
that we can 
promise our 
priority audi-
ence if they 
change their 
behaviour

Better control of self-care management.

Easier access to data on self-care management

Safer and more secure self-care.

Better chance to decrease/control symptoms and signs of their chronic 
disease.

Better chance to prevent disease progression and complications.

Better health-related quality of life.

Motivators 
to do the 
behaviour

If someone would show them how to use the apps (instructions “translation”).

If someone would show them how to calculate the data.

If someone would help them how to use the apps for a period of time.

If they had a better chance to decrease symptoms and signs of chronic 
disease.

If they had a better chance to prevent diseases progression and complica-
tions.

Competition –  
alternative 
behaviours

Advice on self-care management through live consultations with medical 
expert.

Leaflets, booklets are easier to understand, easier to access.

People have the possibility to ask questions.

People are not depending on technology.

Considering the costs, they have to take into consideration the mobile phone 
bills.

Behaviour change is time consuming.

Influential 
others

Our priority audience is more likely to listen to their informal caregivers and 
physicians, who would encourage the new behaviour (use of digital health 
tools) and be willing to cooperate in the process of learning how to use them.

Method / approach: To prepare the platform for discussion, we would 
start the session with introduction of our findings presented in this paper 
(3 minutes), followed by two good practice examples presentation (each 
6 minutes). We would finish with a round table discussion identifying most 
suitable social marketing intervention and approaches on how to (1) tackle 
the barriers of the priority audience and (2) invent motivators to change 

their behaviour. We found a good social marketing practice example from 
the USA “Text4baby” (Text4baby, 2017) and we would like to exchange the 
knowledge and experiences of implementing such an intervention. Also, 
we would like to identify European (or other) examples that successfully 
implement social marketing ideas into practice and share their expertise on 
tackling barriers and inventing motivators to influence behaviour change 
of certain (vulnerable) groups to improve their access to and use of digital 
health solutions.

References:

World Health Organization Regional office for Europe – WHO Europe 
(2013), Health 2020: a European policy framework and strategy for the 21st 
century. Copenhagen.

World Health Organization Regional Office for Europe – WHO Europe 
(2019), Healthy, prosperous lives for all: the European Health Equity Status 
Report. Copenhagen:. Licence: CC BY-NC-SA 3.0 IGO.

World Health Organization – WHO (2021), Global strategy on digital health 
2020-2025. Geneva: World Health Organization; 2021. Licence: CC BY-
NC-SA 3.0 IGO.

World Health Organization – WHO (2021a), “Self-care interventions for 
health”, Available at: https://www.who.int/news-room/fact-sheets/detail/
self-care-health-interventions (Assessed 28 February 2022).

Eurofound (2022), COVID-19 and older people: Impact on their lives, 
support and care, Publications Office of the European Union, Luxembourg.

Whitelaw, S., Pellegrini, D. M., Mamas, M. A., Cowie, M. and Van Spall, 
H. G. C. (2021), “ Barriers and facilitators of the uptake of digital health 
technology in cardiovascular care: a systematic scoping review”, European 
Heart Journal – Digital Health, Volume 2, Issue 1, pp 62–74.

Dolničar, V., Petrovčič, A., Šetinc, M., Košir I. and Kavčič, M. (2017), 
“Understanding Acceptance Factors for using e-care Systems and 
Devices: Insights from a Mixed-Method Intervention Study in Slovenia”. 
362-377. 10.1007/978-3-319-58536-9_29.

Cheng, C., Elsworth, G.R. and Osborne, R.H. (2020), “Co-designing 
eHealth and Equity Solutions: Application of the Ophelia (Optimizing 
Health Literacy and Access) Process”. Front Public Health; 8:604401. doi: 
10.3389/fpubh.2020.604401. PMID: 33330344; PMCID: PMC7718029.

Sørensen, C. (2013), Health literacy: the neglected European public health 
disparity, University of Maastricht, The Netherlands.

Lee, Nancy R., Kotler, P. (2019), Social Marketing: Behavior Change for 
Social Good, SAGE Publications, Thousand Oaks, CA.

M-POHL Network (2021), The International Report on the Methodology, 
Results, and Recommendations of the European Health Literacy 
Population Survey 2019-2021 (HLS19), WHO Action Network on 
Measuring Population and Organizational Health Literacy (M-POHL 
Network).

NIPH (2022), National health literacy survey of adult population in Slovenia, 
preliminary results, NIPH – National Institute of Public Health, Slovenia (in 
Slovene).

Jaarsma, T. (et al.) (2021), “Self‐care of heart failure patients: practical 
management recommendations from the Heart Failure Association of the 
European Society of Cardiology”, Eur J Heart Fail. 2021 Jan; 23(1), pp 
157–174.

Farkaš-Lainščak, J. (2021), Interview with an expert (Nemeš S., 
interviewer), National Institute of Public Health, Slovenia (in Slovene).

Sedlar, N., Lainščak, M. and Farkaš-Lainščak, J., (2020), “Living with 
Chronic Heart Failure: Exploring Patient, Informal Caregiver and Healthcare 
Professional Perceptions”, Int J Environ Res Public Health. 2020 Apr; 
17(8): 2666, doi: 10.3390/ijerph17082666, PMCID: PMC7215740, PMID: 
32294975.

Oprešnik, D. (2020), “Care for the elderly residents and the issue of 
integration in health, social issues and community”, in Huber, I., Lipovec 
Čebron, U., Pistotnik S. (Ed.), Inequalities and vulnerabilities in health in 
Slovenia, National Institute of Public Health, pp 100-119 (in Slovene).



108

CONCEPTUAL / THEORETICAL / DISCUSSION
“Text4baby” (2017), See more at: https://www.text4baby.org/ (Attained on 
27 February 2022).

ISMA (2021), Introduction to social marketing, Social Marketing 
Professional Certificate of Completion, October-December 2021, ISMA 
– International Social Marketing Association. See more at: https://
isocialmarketing.org/trainings-introduction-to-social-marketing

Number: 92

Engaging emerging adult gamers in healthy behaviours: a behavioural 
ecological map of influences

Conference theme: People and Wellbeing 

Conference track: Health and wellbeing of people 

Abstract: Emerging adults (EAs), defined as adults aged 18 to 25[1], 
remain a difficult group to engage in healthful behaviours, including 
positive diet and eating behaviours. EAs are the largest users of online 
games, including related activities such as eSports and game streaming[2]. 
Despite this, there is limited research into how online game environments 
can be used to influence EAs’ diet behaviours[3]. A scoping review was 
conducted to identify literature related to online games, emerging adults 
and diet with the aim of creating a behavioural ecological map of influences 
in the online game ecology. A total of 76 studies were analysed, identifying 
23 influences that intersect with EAs through their online game use. The 
map of influences provides a guide for researchers, social marketers and 
health promotion agencies for future research and the development of 
interventions to impact EA diet behaviour. eSports organisations, eSports 
athletes and content creators were further identified as a potential focus for 
future research. 

Aim of the session: EAs are the largest consumers of online games 
of any age group[2]. Online games are linked with negative nutritional 
outcomes, including the increased consumption of savoury snacks and 
sugar-sweetened beverages, the skipping of meals, increased risk of high 
BMI and higher levels of sedentary behaviour[4,5]. Emerging adulthood is 
a critical life stage for the development of lifelong health habits, including 
addressing nutrition-related behaviour such as the consumption of fruit 
and vegetables and the consumption of energy-dense, nutrientpoor 
(EDNP) foods [6,7]. EAs are an at-risk age group for health-related 
behaviour due to reduced levels of physical activity in comparison to 
their adolescence[8,9], reduced consumption of fruit and vegetables and 
increased consumption of EDNP foods[10]. This makes addressing EAs’ 
health behaviour and investigating the link between health behaviour and 
their use of online games important in dealing with long-term chronic 
health conditions related to diet. 

Behavioural ecological models (BEMs) are an important tool in 
understanding how EAs’ lived experiences, such as their use of online 
games, influence their health-related behaviour[11]. Social marketers 
are using behavioural ecological models to understand the network of 
influences that impact the behaviour of their target audiences [12-14]. 
BEMs provide a framework for understanding the multiple actors within 
an ecology and the interaction between these influences in influencing an 
individual’s behaviours [15,16]. Whilst there are a number of extant BEM 
models, this study used a four-level BEM model adapted from Hovell, et 
al. [17] that categorises influences into: socio-cultural influences, such 
as societal mores and traditions; community influences, such as media, 
social media and the regulatory environment; local influences such as 
the communities and environments that EAs engage in; and individual 
influences such as family and peers. 

Understanding the behavioural ecology that EAs engage with when 
entering the online game world is important in understanding whether 
this medium can be harnessed to influence their health behaviour. Online 
games come in a variety of different formats, from strategy games, sports 
games, and first-person shooters where players engage with small 
groups of players to vast virtual worlds that house thousands of players 
simultaneously[18]. Outside of gameplay, EAs also engage in the viewing 
of gameplay streams through services such as Twitch, engage in online 
communities around their gaming and view or participate in competitive 

eSports tournaments [19]. These spaces are already being used to target 
EAs with marketing messages, including the marketing of EDNP foods [20]. 
There is limited research, however, into understanding EAs’ online game 
behavioural ecology or how it might be used to engage EAs in healthful 
behaviours [3]. 

The aim of the research will be to explore the behavioural ecology of EAs 
use of online gaming focused on the following research objective: 

• RO: To identify the potential influences of behaviours of EAs through 
online games and related activities such as eSports and streaming 

Focus of the session: The scoping review identified a total of n=76 
studies that identified potential influences of diet behaviour of EAs through 
their use of online games. A total of n=23 influences were identified in the 
scoping review. Based on the BEM, influences included n=5 (21.7%) at the 
individual level of the BEM, n=6 (26.1%) at the local level and n=12 (52.2%) 
at the community level. Socio-cultural influences were not explored as 
a part of the study. Figure 1 charts the behavioural ecological map of 
influences of EAs based on the influences identified in the scoping review. 

Figure 1: Behavioural Ecological Map of influences that intersect with EAs 
in online games. 

The focus of the session will be to discuss the findings of the scoping 
review and the resulting behavioural ecological map of influences of EA 
gamers. The session presents the findings of the scoping review relevant 
to the individual, local and community levels of the BEM and highlights 
the potential for future research and interventions to improve the health of 
EAs through their use of online games. The session aligns with the theme 
of the conference “addressing wicked problems in a rapidly changing 
world” as it explores the rapidly changing world of online games, that 
has seen increased use due to COVID-19 lockdowns globally [21], and 
considers how, through social marketing, we can better understand this 
world to engage EAs in their health. It will seek input from participants of 
the session to better understand the gap for social marketing professionals 
and researchers in engaging with their target audiences through the 
ecology of online games. 

Method / approach: The Arksey and O’Malley [22] five-step procedure 
was used to identify, analyse and synthesize research in this scoping 
review. The research objective was identified in Step 1, and a search 
strategy was used to identify literature related to online games, emerging 
adults and healthy behaviours including nutrition/diet and physical activity 
(Step 2). Searches were to identify literature in six databases. Once the 
literature was identified, duplicates were removed, and the title and 
abstract were reviewed to identify literature relevant to the study (Step 3). 
Figure 2 outlines the PRISMA flow chart relevant to this study. 
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Figure 2. PRISMA flow chart for this study Once literature was identified, 
the full text of the studies was reviewed (Step 4) and the main data of the 
study were extracted into Microsoft Excel. The main findings of the study 
were extracted and potential influences of EAs identified throughout the 
full text of the study. In Step 5 influences were categorized according to 
a coding frame and grouped by the level of the BEM. Study data were 
analysed based on the categories of the BEM, the influences identified as 
well as an analysis of the study methodology, participant size, country of 
origin, age and gender of participants. 
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Influencer Marketing as a Social Marketing Tool: An Experimental 
Study with a Micro Influencer Communicating Water Footprint 

Conference theme: Environment and Sustainability

Conference track: Theories and Methods

Aim of the session: The study aims to reveal the impact of Influencer 
marketing as a social marketing technique on the perception of the 
water footprint of the consumers. The impacts will be measured in 
terms of consumers’ perceptions toward water footprint, sustainable 
water consumption, and understanding of the information which is 
communicated by an Instagram Influencer. The session aims to give 
information about the research and discuss the findings. 

Focus of the session: The experiment process is an interesting 
experience to share. The process started with choosing the best influencer, 
followed by giving her detailed information about the water footprint 
concept; making her attract her followers to the experiment account; 
getting consent from participants; making a survey twice with the same 
questionnaire to figure out the change in their information level about water 
footprint and their attitudes toward water consumption. The experiment 
is held in Turkey with the help of a female Instagram Influencer (with 30K 
followers) who is sharing content about lifestyle and happiness. The 
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content on her own Instagram account is irrelevant to sustainability and 
the environment. The experiment will be completed by the end of May. 
Findings and experiences will be shared in the session.

Abstract (Extended): Due to the immense population growth and drastic 
climate change, water resources have been constrained and water 
scarcity has become a growing global risk (Global Risks Report 2021 of 
World Economic Forum). Water scarcity is also a global challenge for the 
achievement of the Sustainable Development Goals of the United Nations. 

Although water used in agriculture and industry make up a larger 
fraction of the world’s total water consumption (Koop and Leeuwen, 
2017), household use is also an increasing demand (Koop, et.al., 2019). 
According to Gomez-Llanos (et. al. 2020), the perception of sustainable 
water consumption is influenced by water consumption services, and 
indirect and direct domestic water consumption, which are the indicators 
of water footprint.

Social marketing is an alternative approach having a great deal of potential 
to improve consumption reduction. Hence, it has also been an attractive 
alternative for sustainable water consumption promotion (McKenzie-
Mohr, 2000). The social marketing concept was born in the 1970s. The 
founders of the concept Philip Kotler and Gerald Zaltman (1971) realized 
that the marketing principles that were used to sell products could be 
used to sell ideas, attitudes, and behaviors. “Selling of ideas” concept 
was proposed by Kotler and Zaltman (1971), which later evolved into an 
approach focusing on especially voluntary changes in individual behavior 
(Andreasen, 1994)- instead of structural ones consisting of economic 
approaches like price or legal restrictions. Also, voluntarist approaches 
focus on the underlying cause of the problem, and they are consistent with 
the ideals of social marketing through voluntary behavior change (Lowe, 
et. al. 2014). Kotler (2011) and Gordon (et al., 2006) argue that voluntary 
behavior change may prove to cause more achievable and sustainable 
consumption. Informative mass-media campaigns are criticized for poor 
message design, but more critically, for underestimating the difficulties 
of behavior change (Costanzo et al., 1986). Most mass-media efforts 
promoting energy efficiency, according to Costanzo et al., are based on 
classic marketing strategies, in which the sustainable activity is perceived 
as a “product” to be sold. They claim that advertising is successful 
in persuading us to buy one brand over another. Changing customer 
preferences, on the other hand, does not result in a new behavior.

As social media has become a part of our daily lives, it has started to 
play a vital role in influencing behavior change (Adewuyi & Adefemi, 
2016). Modern social marketing campaigns use a variety of marketing 
communication techniques and influencer marketing is only one of them. 
Influencers, act as online opinion leaders easing the way for knowledge 
dissemination, processing new information, and adopting new behavior 
impulses (Yilmaz & Youngreen 2016). Although Instagram is the number 
one social media platform in Turkey it has been observed that the content 
used for drawing the attention of internet users through water consumption 
awareness is not attractive. Especially local governments (or municipalities) 
prefer using mainstream media to inform citizens about water consumption 
rather than choosing different communication channels like social media 
platforms. Almost 50 municipality’s water consumption awareness visuals 
on the internet were analyzed in Turkey for the research and neither of 
them seemed to create awareness since they use the same visuals and 
almost the same slogans. 

Folkvord (et.al 2019) suggest that compared to traditional types of 
marketing, mediated experiences with social influencers appreciate more 
interpersonal relations because of the openness, frequency, and mutual 
nature of celebrity endorsement. These features of influencers also refer to 
the prosocial interaction values of conventional media celebrities. 

According to Trusov (et.al 2009) product promotions by influencers are 
perceived as more credible and authentic than ordinary commercial 
messages of mass media celebrities or advertisers. Since consumers 
personally identify with influencers and try to imitate them, the perceived 
realness of those non-conventional stars and the deep connection with 
their audience causes higher purchase intention of the products they 
promote and mention. (Tran and Strutton, 2014).

Many studies (Xiang et al., 2016, Labrecque, 2014) demonstrate that 
parasocial interaction with influencers causes positive attitudes towards 
products and services also it has been proven that influencers with high 
parasocial interaction can persuade their fans through different behaviors. 

Drawing on Philip Kotler and Gerald Zaltman’s (1971) social marketing 
theory, and the previous literature on the impact of influencers on follower 
perceptions and attitudes, this study investigates the effect of influencer 
communication as a social marketing technique on sustainable water 
consumption awareness through water footprint and the water-saving 
attitudes. 

Although the level of water usage in agriculture indicates its pivotal role in 
fighting water scarcity, it is possible to mitigate the dramatic water scarcity 
by focusing on the implementation of managing domestic water use. 
Therefore, encouraging people to be involved in water-saving activities 
by increasing awareness of the information about the indicators of the 
water consumption services, and the ways of coping with the dramatic 
water scarcity at an individual level, can be effective. However, with 
these tools, this process will be successfully achieved through influencer 
communication techniques in Turkish society is a debatable issue. It is 
already proven that being aware of the water footprint concept has a 
magnitude impact on people to promote sustainable water consumption 
(Badruzzaman et al., 2017), however, its applicability depends on the 
transmission of the content to the target group on Instagram. Several 
articles show interesting outcomes of the content regarding the 
sustainability issue, whereas research about influencer types and their 
effects on the target groups is very limited. Though it is known that social 
media influencers are opinion leaders that by creating organic content for 
specific followers, they manage to maintain a permanent link with whom 
they share their lifestyle, mindset, thus their content has a huge impact 
on the target audience to shape and spread trends, also influencers 
have been gaining important roles on managing relationships between 
the companies and the customers. (Curiel, C. and Clavijo, L., 2017) So, 
by reaching out to the target audiences through an Instagram account 
and showing followers content about the indicators of sustainable 
water consumption, and positive, sustainable attitudes toward water 
consumption, it is believed that the experiment will achieve to shape the 
target audiences’ behavior on sustainable water consumption. How the 
knowledge of the water footprint concept and other indicators of water 
consumption can have a positive impact on the behaviors of sustainable 
water consumption will be explained.

The origin of the concept, “water footprint” (WF), was introduced by 
Hoekstra and Hung (2002) inspired by the concept of the “ecological 
footprint” developed by Rees (et. al 1996). These concepts have supported 
the human consumption of goods and services (Galli et al. 2012), so 
people have a chance to learn how to manage water in their households. 
However, assimilating these complex concepts into the customers is 
challenging, the water footprint concept can be used to raise awareness 
of sustainable water consumption by showing domestic impacts of 
leaving taps running, using old washing machines, or even throwing away 
waste food for the benefit of the society. Moreover, if these concepts are 
transferred carefully, individuals could take part in and contribute to this 
challenge as well. At this point, one of the most significant issues is first 
to understand the definition and importance of the water footprint and its 
relationship with sustainable water consumption, and then analyze the 
water conversation habits of the Turkish consumers and their attitudes 
towards water conversation. 

As an adequate indicator, the WF concept can be used to feature 
knowledge about responsible water use to increase environmental 
awareness as well. Although within the outbreak of the COVID-19 
Pandemic, the companies and the developing/developed nations have 
started to take bigger parts in sustainable practices, few societies are 
not aware of the WF concept yet, which is a multidimensional indicator 
to measure the direct and water consumption – with blue and green 
water – also the pollution produced – with greywater according to Water 
Footprint Network. According to the study, completed in Spain, (Gómez-L., 
Durán-B., Robina-R., 2020) it is indicated that the awareness of consumers 
about the WF concept and their daily water usage (indirect, direct water 
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consumption) has induced them to build more sustainable attitudes 
towards water consumption. (Aldaya et al., 2010) However, another study, 
done by Nauges and Wheeler (2017) shows that these positive attitudes 
and behaviors can take place in ‘’environmentally-motivated’’ households. 
Also, to save water in households, one should get knowledge about 
the indicators of the water (De Sherbin et al., 2007). As COVID-19 has 
changed all of the dynamics globally, merged a paradigm shift worldwide, 
and fostered environmental, sustainable activities overall, it has varied 
impacts on each region, so without understanding the water conversation 
habits of the Turkish society, it would be impossible to raise awareness on 
sustainable water consumption through water footprint and the water-
saving attitudes. The experiment is held to find out how to inform and 
change attitudes via social media influencers’ communication. 

Method: In the experiment, a design will be employed in which perception 
change towards water footprint will be examined by comparing pre and 
post-test results. We will adapt the water footprint perception scale 
developed by Gomez-Llanos, Duran-Barroso and Robina-Ramirez (2020), 
and Attari (2014) to measure the WF perception of the consumers. As the 
experimental stimuli, we will use the Influencer’s Instagram posts including 
information about direct domestic water consumption (DWC), indirect 
domestic water consumption (IWC), and water consumption in urban 
services (WCS). The content shared by the influencer will be formulated 
within the framework of sustainable water consumption developed 
by Gomez-Llanos, Duran-Barroso, and Robina-Ramirez (2020). The 
communication process will take 3 weeks as the previous experimental 
design on the impact of a communication campaign suggests (Godfrey 
and Feng, 2017). The influencer will share at least 10 posts and multiple 
stories for the experiment. 

Participants: This study will utilize voluntary participants from the followers 
of Instagram influencer, Gizem Dağ, @mutluluktasarimcisi. She will call for 
the experiment, and open a new account for the voluntary participants. 
Before the experiment, she will explain that the study aims to reveal 
different water consumption habits. She will not give a further explanation 
in order not to influence the participants’ responses to the water footprint 
perception scale. 

The study aims to reveal the impact of Influencer marketing as a social 
marketing technique on the perception of the water footprint of the 
consumers. The impacts will be measured in terms of consumers’ 
perceptions toward water footprint, sustainable water consumption, and 
understanding of the information is communicated. To reach that goal we 
will conduct a quasi-experimental research design. 

The study consisted of three components:

•	 designing social marketing content with the Instagram influencer;

•	 measuring perception change twice via a survey; and

•	 probing deeper into participants’ understanding and perceptions via 
in-depth interviews.

The Instagram account (@bap114_suayakizi) is opened at the beginning 
of March 2022, and more than 100 participants have been following the 
account. They are all informed about the research and their consent is 
taken for their participation. The first survey has been completed. In the 
middle of April 2022, the followers will be exposed to the informative 
videos about the water footprint concept and indicators in the scale. 
Aftermath of the experiment the followers will be asked to fill in the survey 
questions again. At the end of the process, an in-depth interview will be 
held with several participants. It is assumed that the whole experiment will 
be covered at the end of May. So we will be able to present the findings at 
the WSM Greece Conference. 

Notes: 

1.	This research is founded by our university. It is a scientific research 
project (bap) 

2.	You can follow Instagram account of the experiment, @bap11_suayakizi 
and the influencer @mutluluktasarimcisi
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Leveraging co-creation to engage in sustainable behavioural changes: 
a French Touch of Social Marketing

In recent years, trafficking in human beings has solidified as a priority in the 
political agenda of several countries. Within the vast universe of trafficking 
in human beings, however, trafficking for sexual exploitation remains very 
low on the political agenda and it is mostly NGOs who concern themselves 
with this sort of trafficking, particularly women’s NGOs which consider 
trafficking for sexual exploitation as violence against women as girls 
due to the high number of female victims (European Comission, 2018). 
However, the thousands of NGOs devoted to combating trafficking for 
sexual exploitation (and some local and national governments) usually 
rely on outdated and sensationalist stereotypes of what trafficking victim 
is (Smith, M., & Mac, J., 2018), relying on a sexualized imagery that 
almost exclusively focuses on the victim and allows the perpetrators (the 
traffickers) and the consumers total anonymity and invisibility (Scelles 
Foundation, 2004).

The problem with this approach is the lack of a theory of change, because 
looking at half-naked women in chains does nothing to prevent either 
a) victims from being lured by traffickers and/or assist victims to self-
identify as such, since the reality they experience is very different from 
those images; b) does not disrupt trafficking as a business model, since 
the perpetrators are more presented as a fatality to be avoided than 
criminal enterprises to be dealt with ; c) completely ignores the role of the 
consumer, the sex buyer, which is particularly alarming considering that 
trafficking for sexual exploitation is probably the sole form of trafficking 
in which victim and consumer have a direct connection (unlike labour 
trafficking, in which the product of that labour usually travels half across 
the world before reaching the consumer). 

The option to solely portray the female victims of trafficking for sexual 
exploitation is itself a manifestation of the gendered hierarchies in our 
society (Coy, Wakeling and Garner, 2011), and, willingly or unwillingly, 
it follows the whore/Madonna dichotomy, presenting the victims as 
innocent quasi-virgins desperate for rescue (Cornwall, 2016). In recent 
years, however, several NGOs have started to explore other options that 
place buyers and traffickers at the core of their campaigns (Charlton, 
2018). Here, the theory of change follows a coherent logic, which requires 
changes in how the message is written, the images presented and the 
target audience defined. It is a much more disruptive form of campaigning 
that effectively argues for social change. However, due to a lack of data, it 
is almost impossible to show empirically which campaign is more effective, 
highlighting how far down anti-trafficking campaigns are on the agenda. 

Aim of the session: The goal of this presentation is to promote the second 
approach of anti-trafficking for sexual exploitation campaigns focused 
on consumers and traffickers as a more viable and effective one for both 
NGOs and public officials concerned with trafficking for sexual exploitation, 
while at the same time encouraging practitioners and researchers to fill the 
data gap in this area of social marketing.

Focus of the session: The main focus of the session is to evaluate the 
lack of a sustainable and coherent theory of change underlining most anti-
trafficking campaigns for sexual exploitation, presenting the most extreme 
examples of an approach totally focused on the victim and alternative 
campaign models, such as the international art project A Penny for Your 
Thoughts and the award-winning campaign Girls of Paradise, while at the 
same time calling attention for the lack of concrete data on the impact of 
campaigns of this area.

Method / approach: A comparison between different kinds of anti-
trafficking campaigns with a focus on sexual exploitation, with several 
chances for audience members to share their thoughts and what kind of 
immediate impact different imagery from the campaigns have.
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Zooming In and Out: Causal Loop Diagrams for Wide Scale Behaviour 
Change

Conference themes: Systems and policy; Environment and Sustainability; 
People and Wellbeing; Future direction. 

Conference track: #6, 5, 2 and 1

Aim of the session: 

This Zooming In and Out CLD hands-on session aims to:-

1.	introduce participants to systems science and non-linear causality 

2.	impart an understanding of the what, how, when, why and whom of 
causal loop diagrams as a powerful learning tool for social marketing

3.	show social marketing examples from Environment and Sustainability 
and People and Wellbeing CLDs

4.	deliver hands on experiences in developing single loop CLDs and 
supporting narratives and 

5.	engage participants in a collective Intelligence process. 

Focus of the session: The session focuses on the use of Causal Loop 
Diagrams as a diagnostic and dynamic social marketing tool In health, 
environment, climate change and pandemic settings.

Systems science is at the forefront of complexity thinking and practice 
In relation to local-to-global problems such as climate change, obesity, 
Inequalities and the current pandemic in social marketing. Within systems 
science, causal loop diagrams (CLDs) are a powerful diagnostic tool to 
investigate and understand behavioural relationships between multi-
level stakeholders and their potential transformation in social marketing. 
Sterman (2000, p.102) defines CLDs as “simply maps showing the causal 
links among variables with arrows from a cause to an effect” with an 
indication of polarity of hypothesized relationship between variables. CLDs 
qualify as “flexible and useful tools for diagramming the feedback structure 
of systems in any domain” (Sterman, 2000, p.36). For social marketing, 
CLDs can be used as a basic representation of the key forces, barriers 
and drivers, within a problem system and how these exchange forces are 
interconnected. Arrows are used to indicate the direction and the nature 
of the exchange relationship (Saunders and Truong, 2019; Khayame and 
Abdeljawad, 2021). 

INTERACTIVE SESSION / WORKSHOP
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Examples of CLDs include:

  

Each causal link is allocated a positive or negative polarity. Each CLD can 
be one for four types:- 

1.	vicious loops that describe barriers to the desired behaviour where 
things are getting worse; 

2.	virtuous loops that describe drivers/enablers of the desired behaviours 
when things are getting;

3.	stabilizing loops that describe elements of the problem that are keeping 
things from getting worse or (4) stagnating loops that describe elements 
of the problem that are keeping things getting better. 

Clustering loops around similar issues and finding points of congruence 
between these loops forms a systems map. This process is similar to the 
creation of individual loops, but now the behaviour of the whole system is 
simulated. 

Method / approach: Participatory and experiential learning supported by 
mini-case studies, worksheets, exercises, key videos and systems social 
marketing resources Including open source software. 

Participants can work on a current project/problem of their own choice. 

Other notes: This workshop Is based on existing undergraduate and 
postgraduate Social Marketing and Sustainability courses together with 
examples of the application of CLDs in large scale behaviour change 
projects. The presenters are seasoned social marketing academics with 
extensive applied social marketing research and pedagogical experience 
with different audiences. 

It is not intended to cover the clustering of single CLDs into a systems 
map, other than to note in this interactive session that this is the next 
process. A second workshop would be required to cover the move from 
single CLDs to a systems map.

Number: 68

Evaluation challenges in defining long-term success of public health 
social marketing programmes and interventions

Conference theme: People & wellbeing

Conference track: Implementation challenges

Aim of the session: The main objective of the session would be to engage 
social marketers or public health communicators from different countries 
and organizations in discussion on best evaluation practices – going 
beyond mere participation in public health programmes or interventions 
towards pursuing the behaviour change objective

Focus of the session: Public health care in western culture is a truly 
exceptional organizational system, a »beast« ran by highly educated 
professionals, focused primarily on expertise and delivery of quality patient 
care. In recent years, a strong ambition for interdisciplinary cooperation 
between and beyond health care experts in understanding and providing 
adequate and timely response to users’ needs has been widely 
recognized. As Henry Mintzberg argues in Managing the myths of health 
care, having the expert knowledge on human body and mind simply isn’t 
enough for such complex systems to be able to offer sufficient quality care 
to all citizens in a way that would be cost-effective and efficient, stating 
various examples of health care institutions all over the world. Managing 
health care system and organizations is an equally important wicked 
problem as is following the most basic principle of public health (social 

marketing) programmes – pursuing the behaviour change objective of the 
interventions.

The new communication strategy of health promotion and prevention 
programmes in Slovenia is based on key principles of social marketing as 
defined by the International Association of Social marketing and is formed 
around five strategic directives roughly summarized in three levels of 
operation:

•	 ground directive focuses on understanding health related behaviours 
and perception of health amongst the target population of the 
programmes;

•	 deriving from this theoretical and best practise pool of knowledge, the 
programmes vision is to be more user-oriented by including the target 
population as well as key stakeholders in a co-creation process of 
designing the interventions that spotlight information, motivation and 
support in addressing the desired behaviour change;

•	 the ultimate goal of managing, planning and implementing the 
programmes and their interventions is long-term success in achieving 
lasting behavioural change within the target population.

During the preparation and short period of strategy implementation, 
various challenges were encountered during all of the activities listed 
above. However, the greatest challenge of the interdisciplinary teams 
running these programmes was at the highest level of strategic directives 
– defining clear and adequate objectives for efficiency and cost-
effectiveness evaluation purposes. Success of public health interventions 
cannot be as “simply” measured as for instance patients hospitalized 
or treated in health care. Since the general objective of public health 
is improving health and life quality of the population, this can only be 
achieved long-term and can hardly be reduced to simple monetary 
indicators. Therefore, determining precise and measurable lifestyle related 
behaviour changes is a crucial task in managing the programme. We are 
sure that similar challenges are encountered by our fellow colleagues 
all over the world which is why we would like to propose an interactive 
session during which we can exchange our best practices and discuss 
common issues. After all, If I may paraphrase a popular series, Mindhunter, 
what difference does any of our work make, if we can’t communicate it to 
the people who matter – and help them reach the necessary behavioural 
changes to improve the quality of their lives.

Method / approach:

•	 presentation of the main subject of the workshop and practices/
experience of Slovenian teams

•	 problem solving group work, each group gathers examples of best 
practices on evaluation methods of social marketing programmes for a 
specific field of public health:

•	 healthy lifestyle promotion

•	 mental health promotion

•	 reducing alcohol/cigarette consumption 

•	 engaging vulnerable groups (economically or socially disadvantaged, 
racial and ethnic minorities, people with disabilities or chronic health 
conditions, migrants, children, elderly, etc.)

Other notes: In order to avoid any misunderstanding due to our personal 
translation into English we are at your disposal for any necessary 
clarifications.
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POSTER 

Assessed the state of cyberbullying research via a literature 

review, and analyzed the e�ectiveness of 4 anti-cyberbullying 

campaigns (StopBullying.gov, Stand Up To Bullying, I Am A 
Witness, Stomp Out Bullying) through social media analysis 

using Crimson Hexagon’s ForSight tool.

Cyberbullying is recognized by many – including the Centers for Disease Control, National Academies of Sciences, 

Engineering and Medicine, and The White House – to be a serious public health problem. Cyberbullying often 

occurs when an individual, or group of individuals, target a person online to initiate bullying. Its e�ects range from 

depression, anxiety, isolation, physical health issues, and lower academic scores, all of which can persist from 

childhood into adulthood. In addition, cyberbullying has been linked to a great number of suicide cases in young 

people.  MITRE undertook exploratory research and analysis of the cyberbullying issue. 

3,641,906 posts
were identified and analyzed
in aggregate in the general 

conversation.  The intent was to 
provide a baseline for comparison 

between general conversation 
trends and specific cyberbullying 

campaign trends. 

The majority of posts
came from Twitter (public), 
more posts than expected 
appeared on other platforms.

Of the posts that had 
identifiable gender,

65% came from females. 

MITRE collected data on the general topic of cyberbullying as well 
as four campaigns for the time frame of January 2016 to April 2017.

Influencer or celebrity 
involvement in a campaign 

caused posting spikes.

Products aimed at preventing cyberbullying 
using predictive analytics exist, but these 
products rely on simplistic key word 
searches and are often only able to monitor 
activity on individual social media sites 
(Schwartz et al., 2016, p. xiv).

Definitions of what 
constitutes cyberbullying 
and measurement 
approaches vary widely.
Studies draw on di�erent 
target populations, making 
it hard to estimate 
cyberbullying’s prevalence.

Lack of a common measurement hampers research into 
cyberbullying intervention e�ectiveness. There is very limited 
rigorous research on the subject. For example, there are relatively 
few randomized controlled trials of interventions (Cantone et al., 
2015), and many programs score higher on ease of implementation 
criteria than on scientific merit (Della Cioppa et al., 2015).

# cyberbullying

A sizable portion of youth 
cyberbullying victims do not 

tell anyone about their 
experience, and are more 

likely to recommend
passive strategies

for coping.

Findings suggest the topic has a
large audience spanning demographics.

More rigorous research
on the e�ectiveness

of cyberbullying 
intervention programs 

is needed. 

Developing
common measures of 
e�ectiveness (MOEs) 
would help in assessing 
program e�ectiveness.

Anti-cyberbullying
campaigns may 

more e�ectively 
target youth 

(and males) by 
determining who the

stakeholder groups  are with relation
to cyberbullying, and develop

campaigns targeted to each group.

Comparing types
of in-classroom 
anti-cyberbullying 
education versus social 
media campaigns
could help determine if 
one (or combination)
is more e�ective.

Having a celebrity 
sponsor on a campaign 

may create more
awareness of the issue.
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The Co-Creation Paradigm for a Healthier Lifestyle: Building online 
on Consumers’ Resources to Develop and Promote Self-Deployed 
Strategies Related to Healthy Eating and Exercise

Conference theme: People & wellbeing

Conference track most relevant to the poster: Health and wellbeing of 
people

Aims and objectives: The aim of this research, anchored in human-
centered design approach and the social marketing paradigm, is to build 
on co-creation techniques to have individuals elaborate self-deployed 
strategies towards a healthier lifestyle and engage in a behavioral change. 
Within co-creation online communities, consumers act as resources 
assemblers with an expertise about the constraints and possibilities of 
their daily environment. Building on human-centered design and the social 
marketing paradigm, we uncover a series of behavior change tactics, 
defined here as co-created behavior changes techniques (Michie et al., 
2013). 

Target group / focus: Our target groups are adult from 25 to 50 years 
old with children. This population is often concerned about having a 
healthy lifestyle but have to deal with a set of family life constraints. 
Thus the individual (micro) and inter-individual (meso) levels interact and 
make behavioral change more complex and long-term engagement 
more difficult. Consistent with the Transtheoretical Model (Prochaska & 
DiClemente, 1991), we purposely choose not to engage people in the 
contemplation or the precontemplation phases regarding healthy eating 
and exercising.

Project / research focus: Since Prahalad & Ramaswamy’s (2004) 
seminal article,  the co-creation Paradigm has been extensively used in 
traditional marketing and marketing research (Leclercq et al., ‎2016) and 
online communities as “one of the most important sources of creativity 
in modern times” (Cheng et al., 2013). Co-creation enables engagement 
enhancement, overcomes barriers to change and creates empowerment 
(Füller et al., 2009). While social marketing researchers are paying more 
and more attention at co-creation in offline settings (Biroscak et al., 2018; 
Vallentin-Holbech et al., 2020 ), few researchers have engaged with 
consumers in online co-creative processes (Prochaska et al., 2012). Yet, 
support groups on social media and online communities show that they 
provide alternative spaces where consumers can voice their experiences, 
their feelings and their tips about their pursuit of an healthy lifestyle, 
creating individual and collective dynamics through shared narratives and 
mutual support (Bradford et al., 2017; Moisio & Beruchashvili, 2010). 

Method / approach: Building on the co-creation paradigm (Ramaswamy 
& Ozcan, 2004) and acknowledging its challenges for social marketing 
(Domegan et al., 2013), we will create two online communities (one with 
French and Belgian adults; one with Great Britain and Ireland adults), 
each one encompassing around 40 members aged 25-50 y.o. They will 
last for 2 weeks and be a privileged place to share and engage in a co-
creative process. According to the human-centered principles (Biroscak 
et al., 2018), the animation of the community will be organized along three 
phases: 1) inspiration phase that refers to community-building; 2) ideation 
phase dedicated to experience sharing regarding healthy eating and 
exercising and the co-creation of efficient techniques regarding goal setting 
and their achievement. Self-monitoring, feedback and social support which 
have been shown to be effective behavioral change techniques (e.g. Michie 
et al., 2013) will frame the ideation phase; 3) implementation phase turns 
down to testing some of the techniques co-created by the community. 

Relevant data and graphics:

Findings / evaluation: From the two weeks community, a set of tailored 
tactics will emerge. Co-created to suit the constraints and capabilities of 
their environment and  based on  several strategies identified as efficient 
according to the literature, namely goal-setting, self-monitoring and 
feedback, social support, they will be helpful for engaging family members 
in behavioral changes regarding a healthier lifestyle. Final results will be 
available in July. 

Conclusions and recommendations: The contributions of our work 
are twofold. First, from a methodological perspective it emphasizes the 
ability of online communities to enable the emergence of co-created 
and engaging solutions. Second, the online co-creation process deeply 
rooted in the constraints and resources of each participant and building 
on individual and collective creativity shows its ability to  trigger  the most 
relevant tactics that could apply to a more general number of persons and 
who can, in turn, apply and adapt them into their personal day-to-days 
lives settings. 

We invite researchers to further investigate online co-creation communities 
as a tool for social marketing research. We think this approach could be 
adapted to a wide range of target groups and health and social issues 
and is suitable to investigate sensitive topics or work with all types of 
populations, especially vulnerable ones. 

Links for further information: This research is part of a broader project 
which objective is to influence consumer behavior and prevent pre-
disease through food and lifestyle-related interventions. It is granted by 
European Institute of Innovation and Technology (EIT) Food4health which 
was established to help bring innovations for healthy eating to the market  
(https://eithealth.eu/project/food4health/) 
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Number: 50

Conference theme: People & wellbeing

Conference track most relevant to the poster: Health and wellbeing of 
people 

Aims and objectives: The main study objective was to describe parental 
perceptions and practices related to the determination of portion sizes 
served to young children (3-5 years) in France. The division of responsibility 
between parent and child in deciding portion size was explored, as well as 
parents’ drivers, preoccupations and difficulties, and possible sources of 
information that guide parents in their practices.

Target group / focus: French parents of preschoolers (3-5 years) with 
diverse profiles were the focus of this study (mothers/fathers, single 
parents/ in a relationship, different levels of education, different birth orders 
of preschoolers).

Project / research focus: Young children have an innate ability to self-
regulate their food-intake, by following their inner sensations of hunger and 
satiation. External influences, such as too large portion sizes could induce 
children to overeat (“portion size effect”), alter their self-regulation abilities 
and induce weight gain in the long-term. Following the theory of division of 
responsibilities (Satter, 1990), it is recommended that parents decide what, 
when and where to eat, but children if and how much to eat. In France, 
there is no data on whether (and how) the division of responsibilities is 
applied, and especially not in relation to the determination of children’s 
portion sizes. Therefore, this project wanted to study how portion sizes 
served to preschoolers are determined by French parents and to which 
extent children are granted autonomy in this. The results could put forward 
new insights for future guidance and interventions.

Method / approach: Semi-structured telephone interviews with 5 fathers 
and 32 mothers took place in June-August 2020. Parents were also asked 
to complete a short online survey (demographic data, anthropometric data, 
feeding confidence and sources of information about portion sizes). 

Findings / evaluation: Parents described a variety of practices related to 
the determination of portion sizes for their child and the amount to eat. 
They explained that determining portion sizes is a very intuitive action, 
and that it mainly arises from experiences with feeding their child and his/
her appetitive traits. Nevertheless, very few parents granted autonomy to 
their child for the determination of the portion size and for serving food, 
especially for the first serving. Social and cultural factors also seemed to 
play an important role: for instance, having older children is associated 
with more autonomy granted to the preschooler. Most parents (81%) 
reported being unaware of recommendations regarding the determination 
of portion sizes. Those who were aware of some, mentioned the French 
nutritional guidelines (PNNS) and obtained information via their doctor, via 
internet or they were professionals in childcare themselves. Even though 
many parents were confident about their portioning practices (91%) and 
did not actively search for advices or recommendations (86%), most were 
still interested in receiving information and recommendations about this 
topic (72%). 

Conclusions and recommendations: Stimulating an optimal self-
regulation of eating in children is important and parents can play a crucial 
role here. The current recommendations stress the necessity to adapt 
portion sizes to the child’s needs, which makes them difficult to implement. 
In addition, many parents are not aware of existing recommendations 
and do not search for them; their practices are very intuitive. Public health 
campaigns and interventions could raise awareness about appropriate 
ways to determine portion sizes for children, but it could be challenging to 
evaluate their effectiveness.  

Number: 82

Social Marketing and Environment: “FilGreen”, a project that aims to 
give a second chance to used clothes.

Conference theme: Environment & sustainability 

Conference track: Planetary health: environment and sustainability

Keyword: reuse, recycle, fabrics, clothes, sustainability, circular economy, 
green, vintage, reuse clothes, recycle clothes, recycle fabrics

Summary: Social Marketing Project to reduce the purchasing of Fast 
Fashion by young people and provide a new value to old clothes/fabrics 
thanks to our collaboration with HUMANA People to People.

Abstract: This project’s aim is to involve students from Bologna and San 
Marino in a process of circular economy in which everyone has a role.

To help us in turning our plans into reality we have collaborated with  two 
partners: schools (more precisely Laura Bassi and Augusto Righi High 
Schools in Bologna and San Marino’s High School), and Humana, a non-
profit organization to which we donated the collected clothes. Each one 
played an important role.

Schools and teachers were important because they helped by providing us 
the structure in which we could have direct contact with the kids. And, of 
course, where we placed our containers. 

Unfortunately, they have also been an obstacle to our ideas as it has been 
quite hard to reach them and to have quick responses, because of a rigid 
bureaucracy. In addition to this, the Covid-19 emergency has been another 
great difficulty to overcome and due to this one, our team couldn’t directly 
enter some of the school buildings. 

Lastly, our primary partner is the organization Humana People to People. 
Its solid structure with sites and containers distributed around Italy has 
been a big plus point to reach our goals, especially because they are well-
known by so many people. Thanks to Humana we could give a reference 
to the students. This way they felt safe to entrust their materials to us, 
because they saw we have a strong cooperator with a transparent supply 
chain. Humana People to People, is in fact one of the most important 
realities in the world that deals with the reuse of clothes and fabrics. 

It is an international humanitarian organization, independent, secular and 
based on concepts of solidarity and sustainability. It operates in various 
areas in the South of the world to build a better future. Humana Italia 
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collects unused clothes giving them another life through reusing and 
recycling, generating social and environmental benefits. Indeed, thanks to 
the money earned by these collections, they realize long term cooperation 
projects. Sales, profits and donations support international projects in four 
different areas of intervention in Africa, Asia and Latin America. 

When it came time to actuate our ideas, our first step was the creation 
of our Instagram account, for the purpose of contacting schools and 
promoting ourselves. We posted information and data about fast fashion to 
create awareness and talked about our project, introducing ourselves. We 
decided to proceed by using our stories to start weekly series, this way our 
followers would have been more interested in continuing to follow us. We 
gave a lot of advice about documentaries and books that face the theme 
of sustainable fashion or proper alternatives to fast fashion.

We spoke to six schools and although with some of them the bureaucracy 
stopped us, we managed to organize meetings in three of them, and keep 
in touch with the others for the future. 

Our interventions have been followed by over 3000 students, some of them 
were intrigued by our speeches and started following us on Instagram 
(where we reached over 200 followers) and sending messages to support 
us and asking how to donate. To make sure the project would succeed and 
create awareness, we decided to spread information about fast fashion 
and its risks. We gave details on all the consequences it has on our planet, 
and we also provided some solutions to this problem. 

The second phase involved directly our  target, the students. They played 
an active part in our plan bringing the old fabrics (unusable or unused) to 
the appropriate collection points we have located in schools. This part is 
what we call “social marketing”, because it includes a real action taken by 
the target and the overcoming of barriers. 

For instance, throwing the fabrics in our containers means to avoid the 
easiest choice of throwing them at home in the unsorted waste container. 

Finally, the collected clothes have been donated and will be reused by 
Humana People to People in different ways. For instance, some of these 
will be resold in their own Vintage and Secondhand stores, while others will 
be recycled. 

We also have a collaboration with San Marino’s National Television. We 
contacted them and they decided to interview us. The Team has been 
really pleased to collaborate, since our final goal is that our message 
reaches as many people as possible.

At the end of our work we have collected almost 300 kg of clothes, nearly 
everything in excellent conditions. According to the Humana website, 
these donations will save 1800k liters of water and 1080 kilos of CO2 
emissions. Everything came from containers in schools and people who 
texted us on our Instagram account asking to participate by donating. It 
has been a huge success we are really proud of, since we were hoping for 
one third  of it.

The most fulfilling experience was to educate new generations and 
show them that every choice we make (such as donating) can make a 
considerable difference on the planet, creating a brighter future for us all.

Aims and objectives: This project’s aim is to involve students from 
Bologna and San Marino in a process of circular economy. We want to 
persuade kids to prefer second hand clothes over the ones offered by 
fast fashion. In addition, we also aimed to collect at least 100 kg of used 
clothes in schools, in order to donate them to Humana People to People. 
This is a non profit organization that will use the income obtained with 
donations to support humanitarian projects.

We trust these little actions will be able to teach the students the 
importance of sustainability, so they will grow into more conscious adults 
that are able to help the environment and make a difference.

Target group / focus: Our target are boys and girls attending to High 
Schools in Bologna or San Marino, aged between 14 and 19 years. 

We wanted to work with young students because at their age they are 
beginning to take positions and start to decide for themselves . At the 
same time, we think they need guidance and someone to introduce 
them to the problems the environment is facing nowadays and the right 

behaviors that could actually help. More importantly, they are also the 
next generation who will have the responsibility of adjusting errors that the 
previous generations have committed and generating a healthy habit in 
them can also goad their families to do the same to support them.

Project  / research focus: FilGreen is a Social Marketing project, created 
by six students of Alma Mater Studiorum University of Bologna. 

The idea comes from our passion for the topic of sustainable fashion and 
our urge to counteract fast fashion. 

Scrolling around social networks it appears very clear that every user is 
exposed to a continuous influence of clothing advertisements, trying to 
push them to buy new items. When this consumeristic vision applies to 
teenagers, the topic gets even more complicated, as they are particularly 
influenceable . Trends come and go very easily and fast and to satisfy the 
demand of clothes, many important brands create a lot of mini collections 
(like 52 per year, one every week) with very cheap garments, characterized 
by bad quality materials.

The use of these terrible fabrics shortens the clothes’ lives and leads to the 
necessity of buying more, in a vicious cycle. 

The issues implied in this linear process are many. First of all, it is quite 
difficult to recycle this type of fabrics to make them part of a circular 
economy (where the objects are reused and recycled as much as possible 
creating a new value).

The low costs of production also imply that the workers are underpaid 
and work in very bad conditions, without owning fundamental rights. Also, 
there are some huge open-air dumps which are polluting the oceans and 
are entirely composed of clothes. Each fast fashion item will take at least 
200 years to deteriorate, causing significant damage.

Taking all these reasons into consideration, we decided to collaborate 
with a strong partner that shares our values and is socially engaged 
in this fight.  We found this ally in Humana People to People, an 
international humanitarian organization,  based on concepts of solidarity 
and sustainability. We have agreed to organize some meetings with the 
students to create awareness and promote their activities. In particular, 
we wanted to help them with the collection of clothes in order to have 
a measurable outcome out of this experience and to influence kids into 
donating and not throwing their used garments into the unsorted waste 
container, also in the future.

Method / approach 

We adopted different methods to produce engagement. Indeed, for each 
target we had different goals to achieve:

•	  We wanted the students to be involved in the project in order to help 
us contacting the schools, collect clothes, fabrics and finally pass on 
knowledge about fast fashion;

•	 From our partner we needed a solid and transparent structure that would 
help us to carry out the project concretely;

•	 Reaching the headteachers of the various schools to obtain the consent 
to hold assemblies and put the containers of clothes inside the schools.

To succeed we had to diversify our communication strategy, so we would 
be able to effectively reach each of these targets. We decided to use 
different and specific communication styles. 

We started by creating our Instagram account _filgreen_, which has been 
a useful way to produce a relation with our audience. Our Instagram profile 
was particularly useful to get the attention of the community of students, 
showing them our relation with our partner Humana. The social marketing 
strategy used consisted of constant activity, which included posts and 
stories. 

The profile was constantly updated with very varied contents, all related to 
the theme of environmental sustainability and fast fashion. We worked out 
three different reasons why our followers should have followed us:

1. To learn more about sustainability thanks to our informative posts

2. Because our profile can help them on their journey towards sustainability

3. To be able to communicate directly with us.
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We also reached out to the official accounts of the High Schools in 
Bologna and San Marino. Thanks to these we managed to talk, first with 
the various representatives and then with the headteacher. 

Fortunately, the students have been really pleased to collaborate with 
us, even though bureaucracy has been a challenge to us. Our goals for 
the schools were to spread awareness and create a real change through 
student donations, so the approach we used was to get in direct contact 
with them thanks to their school’s monthly assemblies. We have created 
specific contents to make kids understand the importance of the theme 
and to encourage them to donate clothes in the special containers we 
have later placed inside schools. This way, we could explain the details of 
what we do, who is our partner and how they would make a difference by 
donating. During these meetings we informed them about how we planned 
to do the collection and the relating dates.

In essence, therefore, the method we used was to diversify the contents 
according to the public. This way, everyone felt personally involved in our 
project and took part in it gladly. 

Relevant data and graphics: We created and administered a 
questionnaire, called “Responsibility to dress”, from which we obtained 
411 responses. The salient points developed in the questionnaire were 
aimed at understanding the following data:

•	 Frequency of purchasing new items

•	 Elements that influence purchasing choices

•	 Interest in the composition of fabrics

•	 Destination of clothes no longer used

•	 Frequency of buying used clothes

•	 Knowledge of Humana in the sample

•	 Interest in sustainability

As regards awareness and interest, we understood that about half of 
the respondents are aware of the great environmental impact of the 
fashion industry and 58% declare themselves very / very interested in 
sustainability.

 
 Regarding the sample buying habits, we found that:

•	 Buying new clothes is a frequent habit. 46.23% of respondents buy new 
clothes every month, 5.6% every week;

•	 The factor that most influences the purchase is certainly the economic 
price (37%) followed by the quality of the fabric (28%);

•	 Only 9% say they regularly buy used clothes.

Furthermore, we also found out that 65% of the respondents do not know 
Humana second hand. One of the objectives of the project is, in fact,  to 
introduce Humana and its work in the high schools of Bologna and San 
Marino. 

Conclusions and recommendation: FilGreen is a project that deals with 
very actual topics that we hear more and more about nowadays. Pollution 
caused by non-sustainable fashion is indeed a serious and real problem 
that the whole world will have to face. Given this, we have seen from the 
great involvement that school students have shown, how young people are 
increasingly interested in such issues. 

To date, anyone is involved in trying to reduce pollution, from companies 
to citizens and students. Very often, however, fast fashion is an 
underestimated or in any case still little-known topic, which is why we have 
chosen a young target, to ensure that the next generations can grow with 
more awareness on the subject. 

In particular, it has been noted that during the purchase phase of a 
garment most people do not pay attention to the quality, nor to the fact 
that it is produced in a sustainable way. This is why our project also aims 
to inform about how to make purchases in a sustainable way. There are 
several simple actions that can be a great contribution to the environment, 
however, and these are:

•	 Bring your used clothes to the appropriate clothes bins;

•	 Pay attention to the quality of clothes, check what are the materials;

•	 Buy only what is necessary, avoid waste;

•	 Prefer brands that are sustainable;

•	 Buy in second-hand clothing stores;

•	 Avoid all those brands that are part of fast fashion such as: Zara, H&M, 
Bershka, Primark and many others;

At the end of our project, we obtained many rewarding results: we have 
collaborated with 3 schools (with a total of more than 3k students); our 
Instagram account reached over 200 followers and we received many 
encouraging comments and DMs. The last part of our project was to weigh 
everything in order to measure the change we produced and our impact on 
the planet. The Team has collected 300 kilos of used clothes and donated 
it all to our partner Humana People to People. Everything has been taken 
to their Vintage store in Bologna and their collection point in Pozzuolo del 
Friuli (UD). Finally, we have cooperated with the national TV of San Marino. 
We contacted them and they have been really happy to cooperate. Our 
final goal is that our message reaches as many people as possible, in 
particular young people.

The most fulfilling experience was to educate new generations and show 
them that every choice we make and keep repeating (such as donating 
and not throwing fabrics in the unsorted waste containers) can make a 
considerable difference on the planet, creating a brighter future for us all.

Links for further information: This is our Instagram account: https://www.
instagram.com/_filgreen_/ , where we shared many educational posts and 
stories with legit alternatives to fast fashion.

This is our partner’s Humana websites: https://www.humanaitalia.org, 
where there are more informations about them. 

Number: 83

Community based social marketing: recycle and reuse of second hand 
children’s clothes and toys

Conference theme: 

3. Environment & sustainability 

Conference track: 

2. Planetary health: Environment and sustainability 

Aims and objectives:

The overall goals of the project are trying to urge people to reduce the 
purchase of clothes and toys in order to discard the fast fashion system; 
to promote the circular economy in order to limit the waste production; to 
allow parents to save money buying quality second hand items for their 
children; to support a charitable cause. For our project we chose to help 
Casa delle donne per non subire violenza onlus.
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Keyword:

•	 Sustainable fashion

•	 Circular economy

•	 Charity

Summary: The purposes of the project are:

1.	To urge people to reduce the purchase of fast fashion’s products and 
toys;

2.	To promote the circular economy;

3.	To allow parents to save money buying quality second hand items for 
their children;

4.	To support a charitable cause.

For our project we chose to help Casa delle donne per non subire violenza 
onlus.

Abstract: Fashion industry is the second most polluting industry in the 
world. It produces 10% of all humanity’s carbon emissions, it is one of the 
largest consumer of the world’s water supply and it pollutes the oceans 
and rivers. 

The awareness of this alarming impact inspired us to create the project 
“Girotondo”, in partnership with Re-Use With Love ODV, a non-profit 
organization which focuses on ethical fashion and charity since 2010. 
According to the theoretical models of social marketing, we elaborated 
a plan that aims to promote circular economy and waste reduction, by 
encouraging the reuse and purchase of second hand clothes and toys for 
kids (age between 0-16) in the Municipality of Bologna.

Methods:

1.	Analytic Marketing: The project is based on a first phase of research, 
which considers scientific articles on the consequences of fast fashion 
on children’s health and on the planet. Furthermore, we did an online 
survey to understand thoughts and prejudices about second hand and 
the perception that people have regarding fast fashion’s ripercussions.

2.	Strategic Marketing:  

• Goal setting: the first is to educate our target on certain topics 
such as the importance of recycling and the worrisome fast fashion’s 
consequences. The second goal is to reduce the increasing waste 
produced by our consumeristic society, while taking into consideration 
the charity aspect. 

• Segmentation: we identified our reference target in parents of children 
from 0 to 16 years old in Bologna and the kids who attend Sant’Alberto 
Magno Institute of Bologna.

3.	Operative Marketing: As regards the practical approach, we collaborated 
with Re-Use with Love ODV, Comm to Action and the Sant’Alberto 
Magno Institute. We focused on education through class lessons on 
circular economy and we organized 3 days of collection of chlothes and 
toys at SAM Insitute and Re-Use with Love’s site. All the items have 
been sanitized and proposed at a minimum recommended price at the 
“Mercatino Solidale” on 26th, 27th and 28th of November.

Results: We did 3 days of collection (9 hours) and we collected 94 boxes 
(approximately 20 items per box).

During the 3 days of Mercatino Solidale we collected €2000 to be donated 
to Casa delle donne per non subire violenza onlus.

Target group / Focus: We have chosen as primary target parents (25-45 
years old) of kids between 0-16 years old residing in Bologna and we 
conducted a survey to get to know it and its behavioral manners regarding 
the purchase and disposal of children’s clothes and toys. 

We have identified as a secondary target Re-Use with Love, a non profit 
organization of Bologna which focuses on ethical fashion, kid’s education 
as regards the reuse theme and, on the other hand, it focuses on social 
solidarity. We decided to collaborate with them because we deeply 
identified with their values and goals and, on the other hand, they seized the 
opportunity to promote their mission among University students of Bologna. 

As third target, we have chosen the Sant’Alberto Magno Institute – which 
includes all school levels from kindergarten to high school – to promote the 
awareness on the above topics among the students and their parents, to 
allow us to get in touch with our primary target and to provide us with the 
location to collect clothes during the Collecting Days.

Project /Research focus: The Girotondo project was created at the social 
marketing course of Alma Mater Studiorum University of Bologna (Italy). 
The term ‘girotondo’ derives from the popular and self-titled children’s 
song which reminded us of circular economy and linked it to the reuse of 
children’s items. 

We collected data from our survey and we analyzed them, then we 
proceeded with the study of the cultural and behavioural settings of our 
primary target. As a result, a large amount of respondents admitted that 
their disposal and purchase practices are dysfunctional for the environment 
and their health. 

Our mission stems from the desire to propose a solution to this issue. We 
aim to reduce unnecessary waste and to educate people to embrace good 
practices of disposal. 

On the other hand, we want to promote the reuse and purchase of second 
hand clothes and toys. 

With Re-Use with Love, we had the opportunity to combine the 
environmental theme to charity. The possibility of doing good has become 
our project’s augmented product to encourage our target to engage with 
our cause. 

Method / approach: To explain the method that we applied in our 
workflow, we divided our project in three phases:

1.	We started with Analytic Marketing, reading different scientific articles on 
the consequences of fast fashion on children’s health and on the planet.  

Furthermore, we did an online survey to understand thoughts and 
prejudices about second hand and the perception that people have 
regarding fast fashion’s repercussions.

2.	Then, we carried out our Strategy plan. To do this we established  
our goals: 

• The first one was to educate our target on certain topics, such as 
the importance of recycling and the worrisome consequences of fast 
fashion. To achieve this goal we applied a content marketing strategy, 
posting different informative videos and illustrations on our social pages 
(Instagram and Facebook);

• The second goal was to reduce the increasing waste produced by our 
consumerist society, while taking into consideration the charity aspect.
After this, we segmented our targets identifying our reference target in 
parents of children from 0 to 16 years old in Bologna and the kids who 
attend Sant’Alberto Magno Institute of Bologna.

3.	In the end, to realize our purpose we collaborated with Re-Use With 
Love ODV, Comm To Action and the Sant’Alberto Magno Institute. We 
focused on education through class lessons on circular economy and 
we organized 3 days of collection of clothes and toys at Sant’Alberto 
Magno Institute and Re-Use With Love’s site. To make this possible 
the principal shared with the parents a mail on the institute’s newsletter 
where he informed the parents about the collection. In addition to this 
we distributed leaflets to parents who accompanied their children to 
school. All the items have been sanitized and proposed at a minimum 
recommended price at the “Mercatino Solidale” on 26th, 27th and 28th 
of November. 

Relevant data and graphics: To better know our target we decided to 
conduct a survey to explore the habits and the prejudice of children’s (aged 
0-16) parents regarding second-hand, especially about clothes and toys.

From our survey we discovered that the majority of our target are aged 
between 25-45 and 97% of people has at least one or two kids.

47% claimed they don’t know enough about fast fashion and toys’ impact 
on children’s health and on the environment; whereas 22% claimed they 
don’t know anything.
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To the question “Do you want to know more about that?”, 85% answered 
“Yes”.

We asked our target “How do you get rid of your kid’s old clothes?”, and 
the 24% claimed that they keep them in their houses; 11% throws them 
into the undifferentiated waste; whereas the 10% recycles them.

To the question “How do you get rid of your children’s unused toys?”, 16% 
throws them away; 11% answered that it keeps them in their houses.

 
 

Lastly, we asked our target if they had ever bought used clothes or toys for 
their children, and the majority (65%) answered “Yes”. We gave our target 
the chance to motivate their choice, and we found out that: 41% is scared 
about the items’ poor hygiene; 23% is uncertain about where clothes and 
toys come from; another 23% claims they only buy new products. 7% 
says that they have been given enough clothes and toys and 6% hasn’t 
answered.

On the 26th, 27th and the 28th of November we organized a charity event, 
“Mercatino Solidale, in collaboration with Reuse with Love. All the money 
we collected (€2000) has been given to “Casa delle Donne”, to help 
women who are victims of violent acts and such. 

The items that were sold at this three-day event had been collected in the 
previous weeks: precisely, 94 boxes with approximately 20 items per box.

Conclusions: Giro Tondo is a project that has the aim to increase the 
awareness of the world’s alarming impact of the fashion industry, the 
second most polluting industry in the world and to educate people to 
embrace good practices about the environment and recycle.

We have a partnership with Re-use With Love ODV – a non-profit 
organization that focuses on ethical fashion and charity – who helped us 
promote circular economy and waste reduction by encouraging the reuse 
and purchase of second hand clothes and toys for kids who live in the city 
of Bologna.

Our project has various other purposes:

1.	To reduce the purchase of fast fashion’s products and toys;

2.	To promote the circular economy:

3.	To allow parents to save money

4.	To support a charitable cause.

Lookin ahead, we hope to continue to be able to spread information 
regarding the themes of environment and recycling of clothes and toys on 
Giro Tondo’s official pages (Instagram and Facebook). We’re also looking 
forward to increasing the number of followers on social media platforms. 

Finally, in the future, we’ll be available to be involved in occasional events 
on social marketing, in which we could discuss the themes we dealt with in 
our project in front of a large audience.
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Understanding the impact  
of Covid-19 on attitudes to  
cervical screening in England

Target group / focus
Women in England due for cervical 
screening in 2020, with a particular focus on 
women of Black and South Asian ethnicity

Method / approach
Phase 1 research: June 2020

• Online survey of 2,000 women aged  
25–64 living in England

• 2x 90 minute online focus groups  
and 14x 45 minute video interviews. 
Participants included women overdue  
or due for cervical screening, women  
with a history of cell changes/HPV and 
women at increased risk from Covid

Phase 2 research: September 2020

• Online survey of 1,000 women, of which 
200 were of black or South Asian ethnicity

• 4x 90 minute focus groups and 12x 45 
minute interviews. All participants of  
black or South Asian ethnicity, aged 
between 25–44 and due or overdue  
for cervical screening 

Limitations:
• Research was conducted during a rapidly 

changing and uncertain situation in which 
opinions and views were changing quickly. 
In particular, phase 2 was conducted  
at a time when a second wave of  
Covid-19 was looking increasingly likely.

• Sample size for phase 1 was not  
large enough to provide breakdowns  
of attitudes of non-white women,  
hence boosting sample for phase 2  
to understand how views of black  
and South Asian women differed.

Figure 1: Attitudes of white and non-white women in phase 1 research

Figure 2: Existing barriers to screening prevailed, with Covid creating an additional barrier 

Figure 3: Segmentation of attitudes from phase 1 qual (June 2020, mixed ethnicity) 

Figure 4: ‘Would they go’ spectrum based on segmentation analysis

Figure 5: Using behavioural psychology in communications to tip balance back for hesitant audiences

claremontcomms.com

Conclusions and recommendations
For many the pre-existing barriers to 
attendance were still the most powerful, 
with the additional challenges presented  
by the pandemic loaded on top. COVID-19 
gave those more inclined to delay  
another barrier and a swing towards  
non-attendance. 

This research was shared with NHS 
England and other stakeholders involved 
with cervical screening in England. We 
recommended focusing most attention on 
communications with the hesitant group, 
who were either willing but obstructed / 
fearful, or reluctant due to Covid anxieties 
but still persuadable (see audiences 
highlighted in red box on fig 4).

With this group, the decision to attend 
screening or not often hangs in the  
balance, with many unconscious  
influences affecting the final outcome. 
We concluded that to swing the balance 
back towards screening attendance, 
communications needed to address both 
conscious and unconscious influences.

This included providing reassurance that 
medical settings were following strict 
protocols to keep patients safe, detailed 
information about what patients could 
expect when attending a GP surgery 
during the pandemic, and reminders of 
the benefits of screening. It also included 
using behavioural principles such as social 
norming, personalisation and the messenger 
effect to ensure messages shared with 
hesitant audiences were salient and 
reinforced by trusted voices such as GPs  
and community leaders. This is particularly 
key for South Asian women, who needed  
to hear positive messages from within  
their community.

Scan the QR code for further information 

Our objectives
To better understand attitudes 
towards cervical screening  
during the COVID-19 pandemic 
and perceptions of risk  
associated with attendance.

To gather insights from audience 
research to inform messaging, 
communications and support 
services for women affected.

Findings
• In phase 1, women from black and South 

Asian backgrounds were found to have 
greater anxieties and covid-related barriers 
compared to the wider population. In 
phase 2, a deeper dive into these attitudes 
showed anxieties were most profound 
among South Asian women, who reported 
being far less likely to attend screening.

• Pre-existing barriers to attending cervical 
screening (e.g. fear, embarrassment, 
convenience) prevailed during the 
pandemic, with Covid-related barriers 
stacked on top. 

• In addition to fear of catching Covid while 
attending screening, Covid-related barriers 
included not wanting to put pressure on 
an already stretched healthcare system, 
having to travel on public transport and 

perceived difficulty in being able to make 
an appointment for a non-urgent reason.
Women wanted information about exactly 
what would happen if they were to attend 
a GP surgery for screening, e.g. would they 
be able to wait in the waiting room and, 
if so, would there be other people in the 
waiting room. 

• Those who had attended a medical setting 
(for any reason) during the pandemic, 
prior to the research taking place, tended 
to have fewer Covid-related concerns 
regarding attending screening.

• South Asian women appeared to be  
most heavily influenced by hearsay  
within their communities.
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I trust the NHS to keep me safe

I wouldn’t be concerned about
visiting my GP surgery if I needed to 

I would be anxious about my safety (or safety 
of someone I live with) but I would still go

I would be anxious about my safety (or safety of someone
I live with) and would only visit if it were serious/important

I would need more information/reassurance about 
what it would be like/what safety measures are in place

I would be reluctant to visit because I don’t 
want to put more pressure on the NHS

I don’t think it is safe to go at the moment

Ethnicity:
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40%

27%

21%
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Fear/anxiety

Pain/discomfort

Embarrassment

I find it hard to make time to attend/get 
around to making an appointment

The risk of getting coronavirus

Previous bad screening experience

I find it difficult to get an appointment

Can you rank up to 3 main reasons putting you off 
attending cervical screening from the following? 

Base: All those who do not book a test straight away 
(CHART SHOWS ANSWERS GIVEN IN ANY POSITION WITHIN 3 MAIN REASONS)

42%

42%

38%

23%

20%

18%

16%

I believe screening
saves lives

People like me
do screening

I tend to respect
authority

Fear/anxiety

Risk of Coronavirus

Embarrassment

Pain/discomfort
REASONS TO GO

REASONS NOT TO GO

High interest

“I’ve got the letter. 
I just assumed

they wouldn’t be 
doing them yet. 

I’ve not made the 
effort to go.”

(White, 40, Overdue)

“Nothing could get me 
to go to the doctors 

unless there was 
a vaccine.”

(Black Caribbean, 
55, Due 2020)

“I may have used 
lockdown as an 

excuse but it’s really 
just that I forgot 
about it until this 

reminded me.”
(White, 46, Overdue)

“I want to know 
how many people 

will be in the 
waiting room.”

(Black Caribbean, 55, 
Due 2020)

Low
trust

KEEN BUT 
FEARFUL:
“I want to know
EXACTLY what 
will happen”
Significant 
minority

READY & 
TRUSTING:
“I trust it’s safe”
Majority

DISENGAGED:
“I’ve been using 
lockdown as an excuse”
Small minority

RESOLUTELY 
UNWILLING:
“Not until there’s
a vaccine”
Small minority

Segmentation based on qual wave 1

High
trust

Low interest

“I’d expect GPs and 
hospitals to know

what they’re doing in 
terms of keeping 

people safe”
(White, 29, Due 2020)

“I’m not an anxious 
person, I trust 

medical staff to take 
the right precautions”

(White, 39, History cell 
changes/HPV)

“I’d be more wary 
about going

to GP surgery. 
That’s where people 
who are unwell go.”

(Irish, 58, Overdue)

Would they go spectrum

Nothing will 
stop me
c. 30–35% c. 10–15% c. 10–15% c. 15–20%c. 20–25%

Willing, but some
questions/barriers

Hesitant, may not
prioritise right now

Unlikely, COVID-19
stopping them

Never going 
to do it

Reluctant/anxiousWilling but obstructed

“ Pandemic shouldn’t
change the fact that 
you still need to have 
the screening”

 Caribbean, 35

“ I got a letter in March 
and just assumed I 
couldn’t go but if I got 
one today I’d book it”

 African, 29

“ In an ordinary world – 
if no pandemic, I would 
prioritise because I don’t 
think I would be so focused 
on my other health issues”

 Caribbean, 52

“ I won’t consider it 
until the cases go 
down and/or feel like 
government is effectively 
slowing numbers down”

 Indian, 35

“ I can’t say it’s because
of the pandemic when I
haven’t been for years”

 Pakistani, 49

“ GPs are really busy. 
I don’t think I’d think 
it was urgent enough 
to go at the moment. 
I’m unlikely to go anyway 
but the virus is an extra 
factor”
Indian, 26

Ready & Trusting Willing But Fearful Temporarily Unwilling Disengaged

I hear visiting GP at

the moment is better

than expected

I believe screening

saves lives

People like me
do screening

Messenger 
effect

I tend to respect
authority

Fear/anxiety

Embarrassment

Pain/discomfort

conscious / unconscious 
influences

behavioural 
psychology

REASONS TO GO
REASONS NOT TO GO

Personalisation

Social
norms

Network
nudge
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Number: 91

Health literacy, health equity and wellbeing in a digitalized world

Conference theme: People and wellbeing

Conference track most relevant to the poster: Health and wellbeing of 
people

Aims and objectives: The aim is to identify how to tackle the barriers and 
invent motivators for behavioural change of one of the most vulnerable 
groups (priority audience) regarding the access and use of digital health 
solutions with the help of the best social marketing practice.

Target group / focus: As a priority audience we identified Slovenian 
residents with heart failure, aged 66+, belonging to vulnerable population 
groups (low education status, living in remote regions, low socio-economic 
status, employment status) and currently not using digital health tools. The 
total size of this audience is estimated at 10,000 – 38,000 persons.

Project / research focus: Health equity and well-being are the ideals, 
which we try to achieve on all levels of living (WHO Europe, 2013). 
However, we are born into different settings throughout the globe and 
therefore we have unequal starting points, options and expectations (WHO 
Europe, 2019). With the digitalization of our world, we became a society of 
many opportunities that were unimaginable just decades ago. Digitalization 
of all sectors of life influenced health systems, health care and self-efficacy 
of individuals, communities and the society as a whole (WHO, 2021).

Digital health solutions in a digitalized world provide options for excellent 
self-care for people with health issues or chronic health conditions (WHO, 
2021a). Even though digital health solutions are available, people often do 
not access and use them in a way providers of these solutions would want 
them to (WHO, 2021; Eurofond, 2022; Whitelaw et al., 2021). Are digital 
solutions too complicated?

People have different barriers, which contribute to limited access and 
incorrect use of digital health solutions (Whitelaw et al., 2021; Dolničar et 
al., 2017). To increase access and proper use, the important question is 
how to overcome these barriers. What are the main acceptance factors 
that would give people enough knowledge, benefits, skills, courage and 
motivation to overcome them? What do people need to be able to access 
and use digital health solutions to influence / improve their health and 
wellbeing?

Improving health literacy of individuals can help tackling these challenges 
(Cheng et al., 2020). Health literacy is a set of knowledge, motivations 
and competences to access, understand, appraise and apply health 
information related to health care, disease prevention and health 
promotion. To form judgments and take health-related decisions in a 
digitalised society, one needs to possess a sufficient level of general 
health literacy and specific literacies, such as digital literacy to use digital 
tools, communication literacy for interacting with healthcare professionals 
and navigation literacy for proper orientation in the healthcare system 
(Sørensen, 2013, 25-46).

However, how do we convince people to overcome barriers, to be actively 
engaged in learning these skills? They need motivation and understanding 
of the benefits of using digital health solutions. The one process that is 
likely to be successful in convincing and motivating people to change their 
behaviour from not being interested in using digital health solutions to 
satisfied users of them is social marketing approach to behaviour change 
(Lee and Kotler, 2019).

In Slovenia, the National Institute of Public Health conducted a national 
health literacy survey on a probability sample of adult Slovenian residents 
as part of the European Health Literacy Survey -EU HLS19 in spring and 
summer of 2020. The results were presented in the publication of M-POHL 
network (M-POHL, 2021). Altogether 3,360 respondents participated in 
the survey. Preliminary results have shown that people aged 66+, those 
with low education status, one or more long-term health issues, low 
socio-economic status or living in remote regions (far from large hospital 

centres), have significantly lower levels of general health literacy, as well 
as communication, navigation and digital health literacy (NIPH, 2022). 
These findings demonstrate the significant risk of health inequity in the 
population. To pursue our goal of increasing access to and use of digital 
health solutions, we have to think about closing the gap between different 
target groups, find out how to raise health literacy of the most vulnerable 
groups and, at the same time, not create new risks of health inequity 
(Cheng et al., 2020).

Method / approach: Conceptual / experimental / theoretical discussion 
session will provide us the necessary data: To prepare the platform for 
discussion, we would start the session with introduction of our findings 
presented in the paper (3 minutes), followed by two good practice 
examples presentation (each 6 minutes). We would finish with a round 
table discussion identifying most suitable social marketing intervention and 
approaches on how to (1) tackle the barriers of the priority audience and (2) 
invent motivators to change their behaviour.

Relevant data and graphics: Based on research data and conducted 
interview with medical expert (Farkaš-Lainščak, 2021), we identified 
barriers, benefits, motivators, competition and influential others (Lee and 
Kotler, 2019; Sedlar, Lainščak, and Farkaš-Lainščak, 2020; Oprešnik, 
2020). Results are presented in table below:

Barriers of 
our priority 
audience 
to conduct 
the desired 
behaviour

Not having the smart mobile phone

Not knowing how to use apps on a smart mobile phone

Not having the instructions on how to use apps

Not believing use will help

Not knowing apps exist

Not interested in self-care via mobile phones apps

Preferring live instructions on self-care

Having trouble seeing, reading or understanding, the mobile messages 
received.

Benefits 
that we can 
promise 
our priority 
audience  
if they 
change their 
behaviour

Better control of self-care management.

Easier access to data on self-care management

Safer and more secure self-care.

Better chance to decrease/control symptoms and signs of their chronic disease.

Better chance to prevent disease progression and complications.

Better health-related quality of life.

Motivators 
to do the 
behaviour

If someone would show them how to use the apps (instructions “translation”).

If someone would show them how to calculate the data.

If someone would help them how to use the apps for a period of time.

If they had a better chance to decrease symptoms and signs of chronic 
disease.

If they had a better chance to prevent diseases progression and complications.

Competi-
tion –  
alternative 
behaviours

Advice on self-care management through live consultations with medical expert.

Leaflets, booklets are easier to understand, easier to access.

People have the possibility to ask questions.

People are not depending on technology.

Considering the costs, they have to take into consideration the mobile phone 
bills.

Behaviour change is time consuming.

Influential 
others

Our priority audience is more likely to listen to their informal caregivers and 
physicians, who would encourage the new behaviour (use of digital health tools) 
and be willing to cooperate in the process of learning how to use them.
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According to the presented data, we prepared the 4P Intervention mix (Lee 
and Kotler, 2019): 

Product Digital tools for self-care management of the chronic disease and its 
symptoms (with instructions workshops from medical experts).

Price Free for the priority audience (apps as goods and workshops as 
services).

Place Delivered via short text to the mobile phones of the priority audience 
on a weekly basis.

Promotion “Keeping your chronic disease effectively under control with ease and 
security.”

Communication channels: personal communications and workshops at 
medical clinics, social media, special events, news stories, print adver-
tising and flyers distributed at medical clinics, on workshops, events, in 
patient waiting rooms (10).

Infographics and slogan:

UNCHAINED HEART

EASY. SECURE. EFFECTIVE.

Self-care for persons with heart failure

 
Findings / evaluation: In Slovenia, the National Institute of Public Health 
conducted a national health literacy survey on a probability sample of 
adult Slovenian residents as part of the European Health Literacy Survey 
-EU HLS19 in spring and summer of 2020. The results were presented in 
the publication of M-POHL network (M-POHL, 2021). Altogether 3,360 
respondents participated in the survey. Preliminary results have shown 
that people aged 66+, those with low education status, one or more long-
term health issues, low socio-economic status or living in remote regions 
(far from large hospital centres), have significantly lower levels of general 
health literacy, as well as communication, navigation and digital health 
literacy (NIPH, 2022). These findings demonstrate the significant risk of 
health inequity in the population. To pursue our goal of increasing access 
to and use of digital health solutions, we have to think about closing the 
gap between different target groups, find out how to raise health literacy of 
the most vulnerable groups and, at the same time, not create new risks of 
health inequity (Cheng et al., 2020).

Conclusions and recommendations: We would like to identify European 
(or other) examples that successfully implement social marketing ideas into 
practice. We would like to share their expertise on tackling barriers and 
inventing motivators to influence behaviour change of certain (vulnerable) 
groups to improve their access to and use of digital health solutions. 
Development of such a concept would likely to be transferable to other 
vulnerable groups that need behaviour change to access and use digital 
health solutions.

Links for further information: M-POHL Network (2021), https://m-pohl.
net/Results

 
Number: 100

Testing the effectiveness of theory-based messages to increase 
personal norms and intention to sort food waste

Conference theme: Environment & sustainability

Conference track most relevant to the poster: Planetary health: 
Environment and sustainability

Aims and objectives: The two present lab studies aimed to design the 
most effective public policy communication to promote individual food 
waste separation behavior.

Target group / focus: General population sample having a backyard

Project / research focus: Numerous studies have identified the 
determinants of recycling behaviors (Geiger et al., 2019) and revealed 
the importance of personal norms (sense of moral obligation) in sorting 
behavior (Chan & Bishop, 2013). Personal norms may be reinforced by 
past behaviors that contribute to the formation of a pro-environmental 
identity (Van der Werff et al., 2014), social norms (Thøgersen, 2006), 
biospheric values, and awareness of consequences (Stern et al., 1999). 
Two experimental studies tested the effectiveness of these factors as a 

lever for increasing, via reinforcement of personal norms, intention to sort 
food waste.

Method / approach: In the first study, 1’734 participants imagined 
receiving a compost bin and read an information note outlining the 
consequences of sorting and not sorting food waste. The note ended 
randomly with one of five versions of a message inviting participants to 
sort. Depending on the version, the message was intended to activate: (1) 
past behaviors (2) biospheric values, (3) social norms (4) the combination 
of all three levers. Message (5) in the control condition did not activate 
any lever. Then participants responded to items measuring awareness of 
consequences, ascription or responsibility, personal norms and behavioral 
intention on 7-point Likert scales. This first study showed no significant 
differences between the different messages. We conducted a second study 
to test the hypothesis that the systematic presence of the information note 
in the first study could explain the lack of significant differences. Indeed, 
the note contains information about the consequences of sorting and 
not sorting and increasing awareness of the consequences is known to 
increase personal norms (Stern et al., 1999). Thus, in a protocol identical to 
Study 1, 901 participants were exposed to a message inviting them to sort, 
preceded or not by the note explaining the consequences.

Table 1: Personal Norms and Behavioral mean scores: no significant 
difference between message conditions.

 
Table 2: Notice exposition effect on Personal Norms and Behavioral 
Intention mean scores (Study 2).

F

Findings / evaluation: In the first study, analyses revealed no significant 
differences between the experimental and control conditions in both the 
level of personal norms and sorting intention, contrary to our predictions. 
However, in the second study, the results showed that, compared to the 
mere invitation to sort, exposure to the consequences of sorting and not 
sorting increased participants’ level of personal norms and intention to 
sort.

Conclusions and recommandations: Awareness of consequences is a 
proximal antecedent of personal norms and seems to be an effective lever 
to increase this sense of moral obligation. Both of the present studies 
suggest that information based on why one should perform a behavior is a 
simple and effective lever for encouraging individuals to sort food waste.
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Method / approach 

In the first study, 1’734 participants imagined receiving a compost bin and read an information note outlining the 

consequences of sorting and not sorting food waste. The note ended randomly with one of five versions of a message 

inviting participants to sort. Depending on the version, the message was intended to activate: (1) past behaviors (2) 

biospheric values, (3) social norms (4) the combination of all three levers. Message (5) in the control condition did not 

activate any lever. Then participants responded to items measuring awareness of consequences, ascription or 

responsibility, personal norms and behavioral intention on 7-point Likert scales. This first study showed no significant 

differences between the different messages. We conducted a second study to test the hypothesis that the systematic 

presence of the information note in the first study could explain the lack of significant differences. Indeed, the note 

contains information about the consequences of sorting and not sorting and increasing awareness of the 

consequences is known to increase personal norms (Stern et al., 1999). Thus, in a protocol identical to Study 1, 901 

participants were exposed to a message inviting them to sort, preceded or not by the note explaining the 

consequences.  

Relevant data and graphics 

 
Study 1 

 Control 
Value based 

message 
Social Norms 

based message 
Past-Behavior 

based message 
Combined 
message 

Personal Norms 
M = 5.63  
SD =1.21 

M = 5.62  
SD = 1.31 

M = 5.61  
SD =1.22 

M = 5.53  
SD = 1.26 

M = 5.58  
SD = 1.30 

Behavioral 
Intention 

M = 6.21  
SD = 1.02 

M = 6.31  
SD =1.03 

M = 6.27  
SD =1.00 

M = 6.18  
SD = 1.08 

M = 6.29  
SD = .94 

 

Table 1: Personal Norms and Behavioral mean scores: no significant difference between message conditions. 

 

 

 

 

 

 

 

Findings / evaluation 

In the first study, analyses revealed no significant differences between the experimental and control conditions in both 

the level of personal norms and sorting intention, contrary to our predictions. However, in the second study, the 

results showed that, compared to the mere invitation to sort, exposure to the consequences of sorting and not sorting 

increased participants' level of personal norms and intention to sort.  
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Table 2: Notice exposition effect on Personal Norms and Behavioral Intention mean scores (Study 2). 

 
Method / approach 

In the first study, 1’734 participants imagined receiving a compost bin and read an information note outlining the 

consequences of sorting and not sorting food waste. The note ended randomly with one of five versions of a message 

inviting participants to sort. Depending on the version, the message was intended to activate: (1) past behaviors (2) 

biospheric values, (3) social norms (4) the combination of all three levers. Message (5) in the control condition did not 

activate any lever. Then participants responded to items measuring awareness of consequences, ascription or 

responsibility, personal norms and behavioral intention on 7-point Likert scales. This first study showed no significant 

differences between the different messages. We conducted a second study to test the hypothesis that the systematic 

presence of the information note in the first study could explain the lack of significant differences. Indeed, the note 

contains information about the consequences of sorting and not sorting and increasing awareness of the 

consequences is known to increase personal norms (Stern et al., 1999). Thus, in a protocol identical to Study 1, 901 

participants were exposed to a message inviting them to sort, preceded or not by the note explaining the 

consequences.  

Relevant data and graphics 

 
Study 1 

 Control 
Value based 

message 
Social Norms 

based message 
Past-Behavior 

based message 
Combined 
message 

Personal Norms 
M = 5.63  
SD =1.21 

M = 5.62  
SD = 1.31 

M = 5.61  
SD =1.22 

M = 5.53  
SD = 1.26 

M = 5.58  
SD = 1.30 

Behavioral 
Intention 

M = 6.21  
SD = 1.02 

M = 6.31  
SD =1.03 

M = 6.27  
SD =1.00 

M = 6.18  
SD = 1.08 

M = 6.29  
SD = .94 

 

Table 1: Personal Norms and Behavioral mean scores: no significant difference between message conditions. 

 

 

 

 

 

 

 

Findings / evaluation 

In the first study, analyses revealed no significant differences between the experimental and control conditions in both 

the level of personal norms and sorting intention, contrary to our predictions. However, in the second study, the 

results showed that, compared to the mere invitation to sort, exposure to the consequences of sorting and not sorting 

increased participants' level of personal norms and intention to sort.  
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