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Structure

1. Communication
2. Branding
3. Marketing

4. Conclusions



Communication

Four guestions:

 What factual message(s) do you take
from It?

 What other message(s) do you take
from It?

Do you like it? (why? / why not?)

e Who Is it from?
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Communication

Factual messages: impotence

Other messages: many and
various

LIkiIng: again varies

Source: not sure
(European Commission)



Communication

- three ideas:

e Active consumer: dialogue not
monologue; with not to

e Emotion matters
e Source matters

All social marketing communications have an
emotional dimension - a ‘personality’ or

‘tonality’ - whether the sender intends it or not
(Levebre 1995)
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The facts:

smoking Kkills;
veg saves
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1. Communication

2. Branding: can we construct
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13% pass FOR A LIFE

along rate WILFIA T
TOBACCO

Viral Campaign

Always dreamed of men falling at your feet?
Introducing “Smoke”, the brand new perfume from Nico.

I QQ€W nic

Are unwanted erections ruining your life’

Are you always on the go yet want to stay
N7 and collected no matter what the




Viral Campaign

Need help?

OPERATION
50 000 MEASUREMENTS
Carbon Mmono:

Ad-Folio
This month’s
campaign

Help website

(in 22 languages)
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(in 22 languages)



Awareness of the Help TV Ads

LESS THAN 25 Y.0.
SMOKERS
B ALL EUROPEANS

November 2005 March 2006 March 2007

source: IPS0S post-tast rasults

59% of under 25’s have seen it; 82% liked what they saw




Website visits over time

Tv & web
waves
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Clear link between TV and website




passive
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Help website

(in 22 languages)
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Partnerships

National governments
NGOs
Youth Parliament

MTV Help website

(in 22 languages)
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Marketing

» We know commercial brands
Influence key health behaviours

 Public health has done the
research:

- tobacco (cochrane Collab, 2004)
- energy dense food (wHo, 2006)
- alcohol pPHP 2005)



Behaviour change

Has Help changed behaviour?

v' 6.8 million website ViISIts (as of 21/9/08)
v 448,000 viral visits;13% pass along

v 140,000 smokers across EU signed
up for email cessation coaching

v Policy changes: generic packaging;
smokefree; TC in new member states



A brand Is born?

1. Longevity
2. Subtlety

FOR A LIFE

WITHOUT
3. Trust TOBACCO

4. Cultural relevance

5. Co-ownership and
empowerment
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Conclusions

Branding Is a vital part of the behaviour
change domain

The commercial sector has shown how
effectively It can be used

We need to pick up the baton: long term,
serious investment in consumer
relationships

Social marketing Is about hearts as well as
minds and bodies
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