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Of the United Nations’ eight Millennium Development Goals, four are related to
public health: to eradicate extreme poverty and hunger; to reduce child mortality;
to improve maternal health; and to combat HIV/AIDS, malaria, and other diseases
(Haider & Rogers, 2005). With the commitment of 189 U.N. member nations to
achieving these goals in the years to come (Millennium project, 2006), improving
public health has never become so significant, intensive, and time-bound in a
global sense.

Identified as an “adaptation [of marketing] to public health imperatives”
(Manoff, 1985, p. 35) and one of the “key health communications tools” (Merrick
2005, p. xxv), social marketing has been playing a pivotal role in the improvement
of public health since its launch about four decades ago (e.g., Coreil, Bryant, &
Henderson, 2001; Kotler & Lee, 2008; Kotler & Zaltman, 1971; Ling, Franklin,
Lindsteadt, & Gearon, 1992; Manoff, 1985). This role is continuing and expanding
today in achieving the U.N.s Millennium Development Goals in general and in
reaching individual nations’ public health-related goals in particular.
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Preface

Unfortunately, little has been done to synthesize and showcase the practice and
success of social marketing in helping to improve public health in the world. This
book is the first substantial effort to present in-depth stories of public health cam-
paigns successfully conducted in different parts of the world using the social mar-
keting model.

Featuring success stories from 15 countries spread out across five continents,
the book examines how social marketing is used as a strategy for influencing posi-
tive health behaviors in the world today. Our book highlights successful and mea-
surable health behavior—changing campaigns launched by governments, citizens,
and (in one case) corporations. Each chapter focuses on a unique public health
challenge and social marketing solution.

This book is positioned as a supplementary textbook for upper-level under-
graduate and graduate courses in social marketing, public health, health commu-
nication, international marketing, international advertising, consumer behavior,
social change, and public communication. The book’s central theme is that knowl-
edge, techniques, and technologies now exist to organize and implement effective
health programs globally. To facilitate the book’s use in the classroom, discussion
questions are provided at the end of each chapter, and a PowerPoint presentation
has been created for each chapter as well.

We would like to thank all the chapter authors earnestly. They come from a
broad spectrum of intellectual, professional, and cultural backgrounds. Without
their valuable contributions, this volume would not be as rich in breadth and depth.

We wish to express our heartfelt thanks to Jones and Bartlett, the book’s pub-
lisher. In particular, we want to thank Mr. Robert W. Holland Jr., Jones and Bartlett
President and Publisher, and Mr. Michael Brown, Publisher for Jones and Bartlett’s
public health books, for their keen interest and strong support of this book. We es-
pecially appreciate the excellent assistance of Jones and Bartlett’s Ms. Katey
Birtcher, a former Associate Editor and current Acquisitions Editor of the Clinical
Nutrition list, Ms. Tracey Chapman, a Senior Production Editor, and Ms. Catie
Heverling and Ms. Teresa Reilly, two Editorial Assistants.
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ber of the Social Marketing Quarterly editorial review board. He is also a member of
the steering committee for the “Innovations in Social Marketing” conference. As part
of his consultancy, he acts as a senior advisor to Saskatchewan in Motion.

Ruth Massingill has more than 20 years experience in journalism, public relations,
and advertising as a professional communicator as well as an administrator and
faculty member at Sam Houston State University in Huntsville, Texas. Recent
awards she has received include the 2008 Excellence in Teaching Award and the
2007 Achievement in Mass Communication Award for Outstanding Research and
Scholarship (SHSU College of Humanities and Social Science), Outstanding
Educator (American Advertising Federation, 2002), and Outstanding Faculty
(University of Phoenix-Houston, 2003). She is lead author for a book on prison
communications, Prison City: Life with the Death Penalty in Huntsville, Texas (Peter
Lang, 2007), and regularly presents communication research papers at national and
international conferences. She holds an MA in journalism from the University of
Wyoming and is currently working toward a PhD in social marketing from the
University of Teesside in Middlesbrough, England.

Rowena Merritt is program manager at the National Social Marketing Centre (in
London), leading development of the local practitioner development and support
program. She has helped develop training, skills, and related resources and has
overseen the establishment of a number of collaborative demonstration initiatives
with local organizations. She is also the convenor for the National Social Marketing
Academic Advisory Group, which is helping expand academic sector capacity in
social marketing. She graduated in 2001 from Imperial College with a first in busi-
ness studies. She spent the third year of the course working with Depression
Alliance, a mental health charity, coordinating its marketing and publications.
This experience awoke an interest in applying marketing techniques to the allevia-
tion of depression. She commenced a DPhil with the University of Oxford in 2002.
Her doctoral thesis, completed in 2006, explores the use of social marketing tech-
niques to improve clinical outcomes for depressed patients.
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James H. Mintz is the director of the Centre of Excellence for Public Sector
Marketing. He is also the program director of the Public Sector and Non-Profit
Marketing Certificate and Executive Certificate at Carleton University’s Sport
School of Business. He lectures at the University of South Florida College of Public
Health (Tampa). He was formerly the director of marketing and corporate com-
munications at Health Canada. For more than 20 years, his responsibilities in-
cluded directing major social marketing and communications campaigns. He was
also an adjunct professor of marketing at the University of Ottawa School of
Management. He is a member of the steering committee for the “Innovations in
Social Marketing” conference and serves on the planning committee for MARCOM.
He has also provided social marketing advice and consultation to a number of gov-
ernment departments and nonprofit organizations.

Jun Qiao (PhD, Nanjing Normal University) is the dean and a professor of the
School of Marketing and Logistics at Nanjing University of Finance and
Economics, China. He was a visiting scholar at Ohio University in 2007. His re-
search interests center on branding theory and service marketing. He has pub-
lished more than 150 articles, including articles in the World of Management, China
Industrial Economics, and China Advertising. He is the author of five books, includ-
ing Principles of Marketing (Nanjing: Dongnan University Press, 2006) and Brand
Value Theories (Beijing: China Finance and Economics Press, 2007). He is the
deputy secretary of the Academic Committee of the China Advertising Association,
the chair of the editorial board for Marketing Weekly, and an associate editor of
Marketing Guide in China.

Lucy Reynolds joined the National Social Marketing Centre (in London) in 2007,
after working as a regeneration consultant based at London Bridge. She has broad
project management experience and has worked with public and private sector
clients, including NDCs, Business Enterprise Centres, Voluntary Service deliver-
ers, and community practitioners. Her move to the NSM Centre resulted from a
growing interest in health interventions and issues of sustainability and was
prompted by project work undertaken for SureStart. She completed her DPhil at
Oxford University, where she wrote on 19th-century poetry and philology. She
brings with her strong research and communication skills, combined with a com-
mitment to achieving social good. She is currently working across the programs,
with a particular interest in childhood diet and obesity interventions, as well as
environmental change.

Donald Ruschman is a marketing/marketing communications and management
specialist concentrating in the areas of market development and reform and social
marketing. He has more than 25 years of both domestic (U.S.) and international
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client service experience in the Former Soviet Union, Near East, Asia, and the
Caribbean. He holds an MBA in marketing and international business. From 1994
to 1999, he served as the regional director for the USAID-funded SOMARC
(Futures Group—Social Marketing for Change) Central Asian Project, based in
Almaty, Kazakhstan, and covering the Former Soviet Republics of Kazakhstan,
Uzbekistan, Kyrgyzstan, Turkmenistan, and Tajikistan. He has also worked as the
Futures Group’s Manager for the Near-East, Asia, and Caribbean under USAID’s
first worldwide social marketing effort, SOMARC I, from 1984 to 1986, and as a
consultant to the predecessor to SOMARC, USAID’s ICSMP (International
Contraceptive Social Marketing Project) in Sri Lanka and the Caribbean.

Willard D. Shaw is an international development professional with extensive expe-
rience in the design and implementation of programs in malaria prevention, public—
private partnerships, child survival, behavior change communication, and adult
education. He has worked on long-term field assignments in Asia and Africa and
overseen technical assistance to dozens of other countries. From 2000 to 2005, he
served as NetMark’s Africa-based field manager, setting up programs in seven
countries aimed at establishing sustainable commercial markets for insecticide-
treated nets, working with nine multinational companies and 41 African distribu-
tors. He has published articles on public health and educational issues. He holds a
BA from Princeton University, an MA from the University of Hawaii, and an MEd
and EdD from the Center for International Education of the University of
Massachusetts Amherst. He is a vice president in the Global Health, Population,
and Nutrition Group of the AED (U.S.).

Samantha Snitow holds a BA from Tufts University and an MA from the Royal
Melbourne Institute of Technology. She conducted research on the subject of drink
driving and communications as a Fulbright Scholar to Australia and has worked in
the fields of road safety and communications at the Transport Accident
Commission of Victoria and the Walsh Group of Bethesda, Maryland.

Tatiana Stafford has 15 years of international experience in project management,
marketing, and communications. Fluent in Russian, English, and Spanish, she has
worked in Russia, the United States, Central Asia, and Latin America. She holds a
master’s degree in computerized design systems. From 1997 to 1999, she acted as
the project manager for the USAID-funded SOMARC (Futures Group—Social
Marketing for Change) Project in Almaty, Kazakhstan. She also served as country
coordinator for the Central Asian follow-on program to SOMARC, the USAID-
funded PSI (Population Services International) and CMS (Commercial Market
Strategies) project for the final two years of USAID support during the project’s
transition to the commercial sector and local NGO management.
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Marcello Tedeschi is a professor of marketing. He teaches graduate and postgrad-
uate courses (at both the master’s and PhD levels) in marketing, consumer behav-
ior, and psychology of decisions. He developed his research activities with
particular focuses on consumer attitude, heuristics, and biases in decision-making
processes. He is a member of the ACR (Association for Consumer Research) and
IAREP (International Association for Research in Economic Psychology). Since
2006, he has been the director of the Marketing Research and Lab in the
Department of Cognitive, Quantitative, and Social Sciences at the University of
Modena and Reggio Emilia (Italy).

Randi Thompson is a marketing communication specialist with 30 years of expe-
rience in developing outcome-based marketing and communications projects de-
signed to effect social change, including 15 years in Russia, Eurasia, the Caribbean,
and South America. Currently, she is chief executive officer/executive director of
Kidsave International, a social change organization she co-founded in 1997, which
is dedicated to transforming child welfare systems worldwide so that every child
has the opportunity to grow up in a family. She also spent 15 years with the public
relations and social marketing firm, Porter Novelli, as its executive vice president.
She holds an MA in communications from the University of Maryland. From 1994
to 1998, she headed marketing/communications for the USAID-funded SOMARC,
Central Asian Project in Kazakhstan and Uzbekistan. She also served as a commu-
nications and marketing consultant under USAID’s pre-SOMARC project, the IC-
SMP (International Contraceptive Social Marketing Project) from 1979 to 1981 in
Haiti; in SOMARC II in the Philippines; and in SOMARC III in Senegal, Morocco,
Niger, and Ghana.

Aiden Truss joined the National Social Marketing Centre (in London) in 2006. He
has a background in information technology, with nearly 10 years of experience in
systems administration and project management as well as Web design and imple-
mentation. He has worked in both the public and private sectors. Prior to joining
the Centre, he managed the information technology systems for the National
Consumer Council. Within the team, he is responsible for marketing and new me-
dia. This includes managing the Centre’s Web site, producing regular bulletins for
its e-network, production of new marketing materials, and writing articles for
publication. He is currently studying part-time for an MA in cultural and critical
studies.
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Huixin Zhang (MA, Shanghai Normal University) is the editor-in-chief and presi-
dent of China Advertising and an adjunct professor with the Department of
Advertising at Shanghai University. His research is focused on advertising strategies
and advertising creativity. He did research in these areas at the Dentsu Group in
Japan in 2003 and published dozens of articles over the years. He is the author of
several books, including Brand Positing Strategies in China (Shanghai University of
Finance and Economics Press, 2006) and Advertising Creativity and Design
(Shanghai Periodical Publishing House, 2006). He is a member of the Academic
Committee of the China Advertising Association, the Advertising Committee of
the China Enterprise United Association, and the International Advertising
Institute (IAI) in China.
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