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Discussion

What materials do you use?

How does this item lead to your intended behavior change?




4P’s of Social Marketing

Product
Place

Promotion (or Swag)

Price




Product

The behavior, good, service, or
program exchanged for a price

What are the benefits of the
behavior change to members of
the target audience — what needs
or wants do they have that the
product (behavior change, program
or policy) can fulfill?




Price

The cost to target audience
member, in money, time, effort, - 5 -
lifestyle, or psyche, of engaging ¢, ‘

In the behavior




Promotion (or Swag)

A combination of advertising,
media relations, promotional
events, personal selling, and
entertainment to
communicate with target
audience members about
the product
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Place

The outlet(s) through which products are available — or
situations in which behavior changes can be made




Contact Us

Learning EDC Headquarters
EDC firj’e":f‘"ms 43 Foundry Avenue
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EDC Washington DC

1025 Thomas Jefferson Street, NW
Suite 700

Washington, DC 20007

edc.org



References

Centers for Disease Control and
Prevention, National Center for
Injury Prevention and Control.
Web-based Injury Statistics Query
and Reporting System (WISOARS)

[online]. (2012)



http://www.cdc.gov/ncipc/wisqars
http://www.cdc.gov/ncipc/wisqars
http://www.cdc.gov/ncipc/wisqars
http://www.cdc.gov/ncipc/wisqars
http://www.cdc.gov/ncipc/wisqars

