Finance and Business Economics Review

Vol. 9, No. 2, June 2025, pp. 43-52
DOI : 10.58205/fber.v9i2.1974

Applying Social Marketing Campaigns in Global
Healthcare: Study Case of The Truth Initiative’s Campaign

Rahma Souheila', Tebboub Youcef?

! Laboratory of Organizational Economics and Sustainable Development, University Mohamed Seddik Benyahia,
Jijel, Algeria, souheila.rahma@univ-jijel.dz
2University Mohamed Seddik Benyahia, Jijel, Algeria, tebboubyoucefl@gmail.com

Article Information

Article history

Received: 25 November 2024
Accepted: 20 June 2025
Published: 30 June 2025

Corresponding Author

Rahma Souheila

Email: souheila.rahma@univ-
jijel.dz

Copyright © 2025, University
center of Abdelhafid Boussof,
Mila. This is an open access article
under the CC BY-NC-ND license.

Suggested Citation

Rahma, S. & Tebboub, Y. (2025).
Applying Social Marketing
Campaigns in Global Healthcare:
Study Case of The Truth
Initiative’s Campaign, Finance and
Business Economics Review, Vol.
9, No. 2, pp. 43-52.

DOI : 10.58205/fber.v9i2.1974

Abstract: This study aims to explore how social marketing campaigns can
effectively address global health challenges, focusing on the Truth Initiative's
campaign against tobacco use. It examines key components of the social
marketing process, including defining the health issue, identifying target
audiences, setting clear objectives, and implementing a strategic marketing mix.
The study concludes that the Truth Initiative successfully adopted these social
marketing principles by crafting tailored messages, using multiple media
channels, and ensuring accessibility to resources. Its clear objectives, focus on
empowerment, and long-term strategies have significantly reduced smoking rates
among youth. This highlights how social marketing can be an effective tool for
influencing behavior and improving public health outcomes globally.
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1. Introduction

Social marketing is a strategic approach that applies marketing principles to influence
voluntary behaviors that may benefit individuals and communities. It is generally designed to
increase awareness and encourage healthier behavioral choices by addressing issues such as
smoking, poor dietary habits, and unsafe driving practices. These campaigns are typically
tailored to specific audiences, aiming to offer alternatives that align with public well-being
and social improvement.

In the health field, social marketing is often employed as a practical communication tool
that aligns with public health objectives. It offers a structured way to engage individuals and
communities in preventive health efforts by promoting information, awareness, and
behavioral guidance. This approach is commonly integrated into healthcare strategies to
address widespread health concerns such as non-communicable diseases, infections, and
traffic-related injuries, reflecting its relevance to the broader goals of health promotion and
risk reduction.

1.1. Research Problematic

despite the continuous progress and development in healthcare, the global healthcare field
still faces many problems and hardships especially when it comes to promoting for healthy
behaviors, social marketing campaign are a mean of dealing with these health problems such
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as smoking, obesity, heart diseases... and this leads us to pose our study’s problem:

- How can we effectively apply social marketing campaigns to address global health
challenges?

1.2. research hypothesis
to answer the study’s main problem, we can phrase the main hypothesis as following:

- Effectively applying social marketing campaigns to address global health challenges
requires a well-designed planning process.

1.3. Research Aims

. Explore how social marketing campaigns can be effectively used to address global health
issues by identifying key elements of successful campaigns

. Evaluating the impact of social marketing campaigns on health behaviors, and providing
practical strategies for improvement

1.4. Research significance

This research is important because it seeks to find effective ways to tackle global health
problems, offer guidance to healthcare institutions in designing impactful campaigns, and
provide insights that can help shape better global healthcare strategies.

1.5. Research methodology

This study relies on a descriptive and analytical approach, examining the application of
social marketing campaigns in global health and analyzing their effectiveness in improving
health outcomes. It will explore key elements of successful social marketing practices and
assess how these can be applied in model healthcare institutions to effectively address global
health challenges.

2. Social marketing campaigns

Social marketing campaigns are a key component of social marketing, as they are the
most effective way to reach the target audience and achieve the primary goal of influencing
and changing public behavior from negative to positive. Before diving into what social
marketing campaigns are and what they entail, it's important to first understand the concept
of social marketing itself.

2.1. Definition of social marketing

Social marketing is defined as applying marketing strategies such as, product design,
appropriate pricing, sales and distribution, and communications, to social issues in order to
influence or encourage others to follow particular actions or behaviors that are widely seen
as positive (Birkinshaw & World Health Organization, 1989).

It’s also known as the managerial approach that focuses on identifying the needs and
desires of target markets and aligning the institution's efforts to meet these needs more
effectively than competitors. It aims to achieve customer satisfaction while also ensuring a
positive relationship between the consumer and society (171 Aséa 2018 ¢l s).

Marketing fundamentally revolves around a value exchange between the marketer and the
consumer. When a marketer successfully highlights a product or service's value, making it
appealing enough to the consumer, the likelihood of the consumer making a purchase
increases (Evans, 2008), however, in social marketing, especially from a global healthcare
perspective, the concept of exchange is more complex compared to commercial marketing.
This is because it often involves intangible "products,” such as improved well-being and
health outcomes, where the benefits are not immediately visible or experienced by the target
audience. (Da Silva & Mazzon, 2016, p. 2).
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From the previous definitions we can give a comprehensive definition for social
marketing as following: “Social marketing involves using marketing techniques to address
societal issues, encouraging people to adopt behaviors that contribute to the common good.
It emphasizes understanding the needs and motivations of target groups and tailoring efforts
to meet these needs more efficiently than alternatives. In the context of public health, social
marketing focuses on encouraging actions that enhance long-term health and well-being,
even if the benefits are not immediately apparent, with the aim of fostering lasting, positive
changes in individual and community health.”

2.2. Definition of social marketing campaigns

A campaign is typically defined as a creative effort that strategically uses communication
techniques to motivate and persuade an audience. The nature and approach of campaigns can
differ based on their focus; for instance, social campaigns are distinct from economic
campaigns, differing in their objectives, strategies, and the target audiences they aim to
reach.

Social marketing campaigns are a specific type of social initiative designed to address
pressing societal issues. They consist of a series of carefully planned efforts aimed at
educating, persuading, and encouraging particular groups to adopt positive behavioral
changes. Unlike commercial campaigns, the primary goal is not profit but to improve
individual well-being and benefit society as a whole. These campaigns are conducted over a
set period, utilizing various media and communication channels, with a clear plan of action
and assigned responsibilities to effectively implement the desired changes. (2017 ¢ ls)

So basically, social marketing is the overall strategy or approach, while social marketing
FBER campaigns are the specific, actionable projects or activities carried out to implement this
strategy.

45 2.3. key factors for a successful social marketing campaign
— In order for a social marketing campaign to be successful, it needs to consider the
following key elements:

¢ Content Factors: The core issue being addressed, the target audience, potential resistance
points, the solution being offered, the desired action, and the credibility of the source
delivering the message.

¢ Design Factors: The individual capabilities of the audience, cultural relevance, language
appropriateness, clarity in positioning and personality, and the distinctiveness of the
campaign's style.

¢ Persuasion Factors: The rationale behind the message, emotional appeal, the ability to
spark interest, motivating the audience to take action, credibility, creativity and innovation,
and the benefits presented.

¢ Retention and Recall Factors: Reinforcing and strengthening the key message,
minimizing distractions, and utilizing repetition to ensure the message is memorable and
impactful. (2020 iales 51 5 & HAl)

2.4. Social marketing campaign process

according to (Shams, 2018) in order to design a successful social marketing campaign is
it essential to design it based on eight core steps which include: behavior, customer focus,
theoretical framework, insights, exchange, competition, segmentation, and the methods mix.
Meanwhile, (Grier & Bryant, 2005) saw that the social marketing process is an ongoing,
cyclical procedure that typically involves six key stages: initial planning, conducting
formative research, developing strategies, creating and testing both material and non-
material interventions, executing the program, and finally, monitoring and evaluating its
progress. in our study we will adopt the approach suggested by (Lee & Kotler, 2008) who
divided the social marketing planning process into ten steps, as follows:
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A. Background, Purpose, and Focus:

Identify the health issue to be addressed (e.g., obesity), state the problem, and briefly
explain the reasons behind developing the campaign. Define the purpose by highlighting the
desired outcome (e.g., reduce obesity) and narrow the focus to a specific area to tackle (e.g.,
promoting physical activity).

B. Situation Analysis:

Analyze internal and external factors that could influence the campaign's planning
decisions based on its purpose and focus.

e Micro Environmental Factors: Assess strengths and weaknesses, such as available
resources, past performance, current partnerships, service delivery, internal stakeholders,
issue priority, and level of management support.

e Macro Environmental Factors: Evaluate external opportunities and threats, including
public perception, political and legal conditions, economic trends, natural influences,
demographic changes, cultural context, and technological developments.

C. Target Market:

Identify and describe the primary target audience for the campaign. While the main focus
is on a primary target market, secondary audiences can also be included with tailored
strategies. The process involves three steps:

- Segment the market.
- Evaluate the potential segments.
- Select one or more segments as the main focus for the campaign.
D. Marketing Objectives & Goals:
Set clear objectives for the campaign, focusing on three key areas:
» Behavior Objectives: Define the specific actions you want the target audience to take.

» Knowledge Objectives: Identify the information or facts you aim to share that could
encourage the desired behavior.

» Belief Objectives: Shape the attitudes or feelings of the target audience to support the
campaign’s goals.

E. Barriers, Benefits, and Competition:
Identify key factors that impact the adoption of the desired behavior:

v’ Barriers: Understand the obstacles or reasons why the target audience may resist or find it
difficult to adopt the behavior.

v" Benefits: Highlight the advantages or motivations that could encourage the audience to
engage in the desired behavior.

v" Competition: Recognize competing behaviors or institutions promoting alternative, often
less desirable, actions that the target audience might prefer.

F. Positioning Statement:

Positioning involves shaping how the health campaign is perceived by the target
audience, ensuring it occupies a distinct, valued place in their minds. For example: “We aim
for adolescents to perceive smoking cessation as a vital component of long-term health and
well-being and to recognize it as more important and beneficial than maintaining smoking
habits.”

G. Develop a strategic marketing mix:
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The marketing mix is a key concept borrowed from the commercial sector, consists of the
four Ps: product, price, place, and promotion. These elements are fundamental to designing
and executing a cohesive marketing strategy in social marketing.

+ Product: In social marketing, product refers to the benefits people gain from adopting a
behavior, such as improved health. It includes the core product (the benefits of the behavior)
and the actual product (the behavior itself), with the augmented product representing
supporting resources, like informational materials. In order to design a successful marketing
mix, the product must address issues that are important to the target audience and offer
valuable benefits. In the healthcare field, this means understanding what motivates people—
beyond just health needs—and designing interventions that resonate with their values (Grier
& Bryant, 2005, p. 323). For example, a smoking cessation campaign might frame quitting
not just as a way to avoid lung cancer, but as a way to improve fitness, save money, and
enjoy a longer life with family. Tailoring the message to focus on these appealing benefits
can encourage people to quit smoking and sustain behavior change.

+ Price: Price refers to the cost or sacrifice consumers make to gain the promised benefits,
considering both tangible and intangible costs. These can include things like effort, time,
embarrassment, or the psychological challenges of changing habits. In social marketing, it’s
crucial to understand whether consumers are willing to pay more for added value and if they
perceive low-cost products as inferior.

+ Place: Place refers to where consumers can access products, services, or perform the

desired behavior. In social marketing, it involves choosing locations and times where the

target audience can engage in the behavior, get related items, and receive services. This

includes factors like location, accessibility, hours, comfort, and the institutions or people that

FBER support the process. (Grier & Bryant, 2005, pp. 323,324) for example, a smoking cessation
program could focus on making resources available in easily accessible locations like

4 pharmacies or community centers, with convenient hours and support services, to encourage

7 people to take action and get help quitting smoking.

+ Promotion: Promotion is a central element of social marketing, involving persuasive
communication to highlight product benefits, including features, pricing, and availability. It
encompasses activities like advertising, public relations, printed materials, events, and
personal selling, all aimed at encouraging behavior change. In social marketing, promotion is
part of an integrated strategy where all elements—product, price, place, and promotion—
work together to support common goals. a breastfeeding campaign might use a warm,
emotional appeal, aligned with accessible support services. (Grier & Bryant, 2005, p. 324)

H. Evaluation Plan:

An evaluation plan provides a framework for assessing the effectiveness of the social
marketing campaign. It outlines the reasons for evaluation, what will be measured, how it
will be measured, and when the evaluation will take place. The evaluation often falls into
two main categories:

e Process Evaluation:
- Inputs: Resources allocated to the campaign, such as funding, staff, and materials.
- Activities: The actions and initiatives carried out as part of the campaign.

- Outputs: The visibility and exposure of the campaign, including how widely it reaches the
target audience.

e Impact Evaluation:

- Short-term Outcomes: Immediate changes in behaviors, knowledge, and attitudes as a
result of the campaign.

- Long-term Impacts: The sustained improvements in social conditions.
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I. Budget:

The budget outlines the financial resources needed to implement the social marketing
campaign, detailing the costs associated with each strategy and activity. These costs can be
categorized as follows:

= Product-related costs

= Price-related costs

= Place-related costs

= Promotion-related costs
= Evaluation-related costs
J. Implementation Plan:

The implementation plan outlines the specific actions, timeline, and resources required to
carry out the campaign. It should detail the activities to be done, assign responsibilities,
establish timelines, and allocate costs for each step (Lee & Kotler, 2008).

In summary, creating a successful social marketing campaign follows a structured process
to ensure it achieves its goals. It starts with defining the problem and focus, setting a clear
purpose for the campaign. This is followed by analyzing the situation to understand the
factors that could influence the campaign. Next, the audience is identified and segmented to
pinpoint the primary target group. Goals are established, focusing on the behaviors to
influence and the knowledge to share. Barriers to behavior change are tackled by
emphasizing benefits and understanding competition. A positioning statement defines how
the campaign wants the target audience to perceive the desired behavior. Then, it is essential
to adopt a strategic marketing mix—product, price, place, and promotion— that adapts
commercial marketing principles to social causes. The product highlights the benefits of the
desired behavior, price considers sacrifices, place ensures accessibility, and promotion uses
communication to drive change. Progress and success are measured through an evaluation
plan, and a budget ensures resources are allocated wisely. Finally, an implementation plan
lays out all activities, responsibilities, and timelines to bring the campaign to life smoothly.
This process ensures the campaign is organized and impactful.

3. Case study

Social marketing has been widely adopted internationally and plays a significant role in
addressing global healthcare issues, becoming an essential part of health initiatives. It has
been extensively used in areas such as HIV/AIDS prevention, smoking cessation, child abuse
prevention, family planning, promoting breastfeeding, improving nutrition, encouraging
physical activity, child vaccination, and more. Social marketing offers global healthcare
professionals an effective framework for developing programs that promote healthy
behaviors. It introduces a new institutional approach that solves problems by gathering
insights based on the needs of the target audience, allowing for continuous assessment and
adaptation to meet evolving needs. (2017 «_x\e) in our study we’re going to go over the Truth
Initiative campaign, which is dedicated to smoking cessation among youth.

3.1. Overview of The Truth Initiative

The Truth Initiative, founded in 1999 as a result of the Master Settlement Agreement, is a
nonprofit institution dedicated to ending tobacco use and preventing nicotine addiction,
especially among youth. Since launching the Truth Campaign in 2000, it has used impactful
advertising and outreach to raise awareness and engage young people. Over time, it
expanded its efforts to include youth empowerment, research, advocacy, and community
engagement, becoming the largest U.S. global healthcare institution focused on tobacco
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prevention and cessation. (who we are, 2024) ! (Our history, 2024).2

The Truth Campaign, originally part of the Florida Tobacco Program in 1998, became a
major multimedia initiative run by the Truth Initiative. It targets adolescents by helping them
form their own views on smoking, using counter-marketing techniques to expose the tobacco
industry's deceptive practices. Its rebellious tone appeals to youth, positioning it as an
opposition to the tobacco industry's influence. In 2018, the campaign expanded its focus to
include opioid misuse, launching The Truth About Opioids in partnership with the U.S.
Office of National Drug Control Policy and the Ad Council (Truth- campaigns 4 youth,
2024)

3.2. Campaign’s strategies and achievements

The truth’s campaign’s uses multiple strategies such as digital and social media
engagement, but its core strategy focuses on counter-marketing by exposing the harmful
effects of tobacco and the industry's deceptive practices. Its messaging is designed to
empower young people to make their own decisions, without directly telling them to quit
(Youth smoking and vaping prevention, 2024)*. It also empowers young people to lead
efforts in their communities by offering training and support through programs like truth
community leaders, college leaders, and ambassadors, equipping them to advocate for a
tobacco-free society effectively. (Community and Youth Engagement, 2024)° The campaign
expanded its focus over time to address vaping and opioid misuse. In 2018, it partnered with
the U.S. Office of National Drug Control Policy and the Ad Council to create The Truth
About Opioids, targeting youth with prevention messages. This shift highlights its flexibility
in addressing new global healthcare issues. (Our history, 2024) the truth initiative
collaborates with various government agencies, global healthcare institutions, and other

FBER nonprofits to maximize its impact, such as Kaiser Permanente, CVS Health Foundation, The
Pfizer Foundation, among others. (Partnerships, 2024)°, as a result of its extensive efforts,
49 the Truth Initiative has significantly reduced youth smoking rates. Between 2015 and 2018

alone, the institution's campaigns prevented 2.5 million young people from starting to smoke.
Overall, teen cigarette use has declined from nearly 23% in 2000 to approximately 2% in
2023, also it has introduced innovative cessation tools like the This is Quitting text message
program, which has supported over 750,000 young people in their efforts to quit vaping,
furthermore, the Truth Initiative has collaborated with over 50 colleges and universities to
establish smoke- and vape-free campus policies, fostering healthier environments for
students and staff. (Our Impact, 2024)’.

3.3. Analysis of the Truth Initiative Campaign

Table.1. analyzing the Truth Initiative campaign

Step Analysis

"'who we are. (2024, 11 18). Retrieved from truth initiative: https://truthinitiative.org/who-we-are
2 Our history. (2024, 11 18). Retrieved from truth initiative: https://truthinitiative.org/who-we-are/our-history

3 Truth- campaigns 4 youth. (2024, 11 18). Retrieved from campaigns 4 youth:
https://campaigns4youth.com/audience/adolescents/truth/

* Youth smoking and vaping prevention. (2024, 11 20). Retrieved from truth initiative: https://truthinitiative.org/what-we-do/youth-
smoking-prevention-education

3 Community and Youth Engagement. (2024, 11 20). Retrieved from truth initiative: https://truthinitiative.org/what-we-
do/community-and-youth-engagement

6 Partnerships. (2024, 11 20). Retrieved from truth initiative: https:/truthinitiative.org/get-involved/partnerships
7 our Impact. (2024, 11 20). Retrieved from truth initiative: https:/truthinitiative.org/who-we-are/our-impact
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Background, Purpose,
and Focus

Focuses on preventing youth smoking and nicotine
addiction, exposing tobacco industry's deceptive
practices, and promoting healthier lifestyles.

Situation Analysis

Strong funding and partnerships. Challenges include
vaping popularity. Supports from public awareness,
but faces competition from tobacco companies.

Target Market Primary audience: youths and adolescents; secondary
audience: parents and educators (in order to affect
youth’s decisions on smoking cessation)
Marketing Objectives & Behavior: Prevent youth smoking and vaping;
Goals

Knowledge: Educate about health risks;

Belief: Empower youth to make healthy choices.

Barriers, Benefits, and
Competition

Barriers: Peer influence, addiction;
Benefits: Health, cost savings, independence;

Competition: Tobacco industry marketing, vaping
trends.

Positioning Statement

Positions quitting tobacco as an empowering,
rebellious act that improves health and independence.

Marketing Mix

Product: Tobacco-free life and quitting tools;
Price: Effort of quitting offset by health benefits;
Place: Online and local resources;

Promotion: Bold, relatable messaging.

Evaluation Plan

tracks the campaign's reach, behavior change, and
impact.

Achievements: prevented 2.5 million youth from
smoking (2015-2018), teen smoking rates dropped
from 23% to 2% by 2023.

Budget

Funded by the Master Settlement Agreement, with
resources allocated to advertising, youth programs, and
evaluations.

Implementation Plan

Multi-year, adaptable strategy to stay relevant with
trends, using digital and community engagement to
keep youth engaged.
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Source: made by researchers based on study contents and campaign’s official website (truth initiative,
2024)8

The table highlights how the Truth Initiative's campaign is structured around a social
marketing process, emphasizing key steps like target audience analysis, setting objectives,
and using the 4Ps for strategic planning. It also underscores the importance of a thorough
evaluation plan to track outcomes, such as reducing youth smoking rates. The campaign's
success shows that when these steps are carefully applied, social marketing can significantly
address global healthcare challenges.

In the researchers’ opinion, this campaign was particularly commendable for its thorough
approach to tackling youth smoking. It employed highly effective strategies without
resorting to aggressive or forceful messaging. Instead of dictating behavior, the campaign
empowered young people to form their own opinions about smoking based on the
information it provided. By exposing the deceptive practices of tobacco companies and
presenting compelling facts, the campaign appealed to the independence and critical thinking
of its target audience. This approach not only resonated with youth but also fostered a sense
of ownership over their choices, making the campaign’s impact both meaningful and
sustainable.

4. Conclusion

To effectively address global healthcare challenges, social marketing campaigns must be
strategically planned and adapted to target specific behaviors and audiences. A clear
illustration of this process is provided by the Truth Initiative’s campaign on youth smoking,
FBER which be by identifvi » . : . . :

gan by identifying critical factors influencing youth smoking, including peer
pressure and deception by the tobacco industry. Based on this analysis, the campaign
51 developed tailored interventions designed to address these specific influences. Utilizing
counter-marketing strategies, digital engagement, and community outreach, the campaign
successfully connected with its adolescent target audience. The application of the four P’s of
marketing—product, price, place, and promotion—ensured that the campaign’s message was
both accessible and compelling to its audience. Furthermore, the establishment of
measurable objectives and a framework for regular evaluation enabled continuous
refinement and adaptation of strategies, thereby maintaining the campaign’s effectiveness
over time. The Truth Initiative has played a significant role in reducing youth smoking rates
and continues to influence public health positively through its targeted, data-driven
approach. In conclusion, the Truth Initiative exemplifies how social marketing campaigns
can create meaningful, lasting behavior change when they are grounded in clear objectives,

informed by research, and responsive to audience needs.

To answer the study problem on whether social marketing campaigns can be effectively
applied to address global health challenges, the findings suggest that success depends on a
well-structured planning process that is adaptable to specific audiences and behaviors. The
Truth Initiative case supports the study hypothesis, confirming that effectively applying
social marketing campaigns to address global health challenges requires a well-designed
planning process. This approach not only ensures relevance and engagement but also
enhances the sustainability and impact of health interventions on a global scale.

o Suggestions

- Researchers and institutions should focus on understanding the specific needs, barriers,
and motivations of target populations to create tailored campaigns that drive behavior

8 truth initiative. (2024, 11 23). Retrieved from truth initiative: https://truthinitiative.org/

FBER Vol. 9, No. 2 June 2025 DOI 10.58205/fber.v9i2.1974



Finance and Business Economics Review Rahma Souheila, Tebboub Youcef

change.

- Strengthening partnerships between researchers, healthcare organizations, and other
sectors is crucial for sharing resources and expertise, increasing campaign sustainability.

- Leveraging digital technologies, such as social media and mobile apps, is essential for
connecting with diverse audiences and fostering engagement.

- Regular evaluation of campaigns ensures their effectiveness, identifies areas for
improvement, and maximizes resource efficiency.

Documenting and sharing successful case studies, like the Truth Initiative, provides a
roadmap for designing impactful future campaigns.
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