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“Everything should be
made as simple as

possible, but not
simpler.”

I'MAGINATI1ON
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We wish to make 4 points:

1.  Attributes of people — as individuals, social networks, and
communities — influence population behavior.

2. Attributes of place — where we live, work, attend school, etc. —
Influence population behavior.

3. Public health interventions can cultivate change in population
behavior via both routes — i.e., targeting the people burdened by
the problem of concern, and targetlng the decision-makers who

control the attributes of place that are contributing to the problem
of concern.

4.  Public health interventions have maximum impact when they
cultivate change through both routes concurrently.
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Population health & environmental outcomes

T

Behaviors of the people in the population

Why should we care about
population behavior?
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Point #1.

The attributes of
people influence
population behavior.

W hich attributes?

The attributes of people
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Attributes of people

Smallest

Level of Aggregation
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The attributes of place
Influence population
behavior.

W hich attributes?

The attributes of place
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and Consumption
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A “people and places” framework

Population health & environmental outcomes
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Point #3:
Public health interventions can be used to cultivate
change among people & places

People <::> Places
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We often give similar interventions different names
depending on if they target people or places

Policy advocacy
Dissemination

B-2-B/Organization Marketing

% Places
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Point #4.

Public health interventions will have
maximum Impact when they cultivate change
through both routes concurrently
(Nemours Health & Prevention Services example)

Health communication campaign|| Policy advocacy campaign
targeting parents and children targeting legislators

=

People <::> Places
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THE 2007/2008 SOCIAL MARKETING CAMPAIGN
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Social Marketing
CAMPAIGN ELEMENTS

" Personal

Contact

Our
Partners

Information
Action Kits

Media Campalgn

Tools for
Parents & Kids
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Social Marketing
CAMPAIGN ELEMENTS

Activities

Activities &
Events
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This presentation is based on a previously published paper:

EW Maibach, LC Abroms, M Marosits. Communication and marketing as tools to

cultivate the public's health: a proposed "people and places" framework. BMC
Public Health 2007, 7:88 (22 May 2007)
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