
 

 

Practitioner guidelines for papers submitted to the 

European Social Marketing Conference 2016 
 
The European Social Marketing Association and our partners invite submissions to be 

considered for presentation at the European Social Marketing Conference 2016. 

 

This stream of papers presentations, workshops and posters for the European 

Conference is intended for non-academic papers and case study reports. 

 

These papers, posters and workshops will normally be focused on Social Marketing 

strategy, projects, campaigns, interventions, policy, systems, design and or product 

however they may also be focused on the development of new concepts, ideas or 

theories. The projects may be large national or international interventions or smaller 

pilot or developmental projects in local areas. 

 

These papers are intended for not for profit organizations, for profit organizations, NGO’s 

and governmental organizations. Practice papers can also be submitted by academic 

institutions working with such agencies or on their own. 

 

 

 

 

 

 
Continued. 



 

Papers should be submitted to one of the following steams via the EasyChair 

portal; 

 
Track Descriptor Chair(s) 

1. New theories and 

methods being used in 

social marketing 

New theory approaches, techniques and 

technologies and how they are being applied 

in social marketing. 

Prof Suzanne 

Suggs 

2. Upstream social 

marketing, policy and 

stakeholder 

engagement 

Systems analysis, research and solutions 

including upstream action, critical marketing 

and developing cross sector solutions to 

social policy planning an delivery 

Prof Jeff French 

3.    Health and well-being Delivering programmes to reduce 

communicable and chronic disease and 

promote mental and physical health. 

Dr Nadina Luca 

4. Environment and 

sustainability 

Influencing the behaviour of citizens, society 

governments and corporations to promote 

sustainability, and prevent climate change. 

Dr David McElroy 

5. Social Impact 

investing 

How social impact investing, ROI and VFM 

can be approach and applied in social 

marketing. 

Johannes 

Parkkonen 

6. Scaling up and 

sustaining projects 

Examples of how projects and pilots can be or 

have been scaled up to achieve population 

impact. 

Dr Nadina Luca 

7. Contribution of the 

arts to social 

marketing delivery 

How all forms of art can be used in research 

piloting implementation and evaluation of 

social marketing interventions? 

Johannes 

Parkkonen 

8. Promoting the 

application of social 

marketing 

How social marketing can be promoted to 

policy makers, planners professionals and 

citizens. Theory and practice examples. 

Prof Suzanne 

Suggs 

9. Social marketing in 

practice, lessons from 

real projects and 

programmes 

Learning from social marketing projects and 

programmes. How to implement and evaluate 

interventions. 

Drs Julie 

Huibregtsen 

10. The implementation 

challenge, solving 

problems and 

overcoming barriers 

Interactive problem solving sessions focused 

on real developing and analysing current 

health social environmental and other forms 

of social policy challenge. 

Dr David McElroy 

11. Outcome focused 

planning, delivery and 

evaluation of action 

How and why social programmes should be 

and can be set up in such a way that there are 

clear and measurable social, health wellbeing 

and or environmental benefits. 

Dr Danae Manika 

12. Migration, integration 

and community 

cohesion 

How can social marketing theory and practice 

be used to ensure that economic migrants, 

asylum seekers and local populations are 

encouraged to act in way that promotes both 

individual and social well-being. 

Veronique 

Narboni 



 

 

 

Papers will be judged on the basis of their fit with the following criteria and should be set out in the format below. 

Clearly presenting organizational details followed by the name of the chosen conference stream, key social marketing 

principles, concepts and techniques used within the submission. 

 

Organizational details: 
Type of paper, please underline: Project report + Q&A 

Interactive Seminar /Workshop 

Discussion 

Poster 

Other 

Name of the Author 
 

Please also include the name of persons submitting the paper 

on the authors behalf: 

 

Organisation details address:  

Full contact details including email of the author and anyone 

submitting papers on their behalf: 
 

Other notes or comments for consideration:  



 

Criteria Descriptor Case / Project Details 

Word length & title Maximum word count for submissions is 800 words. Titles must be less than 15 words 

long. 
 

Name of conference 

stream to which the 

paper is submitted 

  

Key 
Social Marketing 

Principle 

  

Social Value Creation 

through the Exchange 

of Social Offerings 

(Ideas, products, 

service, experiences) 

The aim and objectives of bringing about social value and improvement and or the 

reduction of social problems through a reciprocal exchange of resources or assets at 

the individual, community, societal or global level. 

Social policy, strategy, understanding Ideas, products, services and experiences are 

developed that will enable and assist citizens / customers to derive social benefits 

individually and collectively. 

Aim and objectives of the 

project/ paper. 

Core 
Social Marketing 

Concepts 

  

Behavioural influence Behavioural analysis is undertaken to gather details of what is influencing 

behavioural patterns and trends. Interventions are developed that seek to influence 

specific behaviours and clusters of related behaviours. Specific actionable and 

measurable SMART behavioural objectives and indicators are established. A broad 

range of behavioural theory is used to analyse implement and evaluate interventions. 

Behavioural objectives and 

target group/s of the project / 

paper. 

Citizen/ Customer 

focus 
Policy planning, delivery and evaluation are focused on building understanding and 

interventions around citizen / customer beliefs, attitudes behaviours, needs and 

wants. A range of different research analysis, combining qualitative and quantitative 

data gathering is used and synthesised to plan deliver and review interventions. 

Evidence of citizen /customer 

orientation. 



 

Social Offerings 

(Idea, product, 

service experience 

Citizens /customers are offered products, ideas, understanding, services, 

experiences, systems and environments that provide value and advantage. In most 

cases such social offerings are positive in nature for example they provide protection 

or the promise of better health. However these social offerings can also involve the 

imposition of restrictions on freedom such as speed limits on motor ways that have 

collective support. 

Nature of social offerings. 

Relationship building The establishment of collective responsibility and the collective right to wellbeing is 

developed through a process of engagement and exchange. Citizens are engaged in 

the selection of priorities, and the development design, implementation and 

evaluation of interventions. 

Details of engagement and 

exchange including 

communication. 

 

Social Marketing 

Techniques 

  

Competition analysis 

and Action 
Internal and external competition is assessed.eg internal psychological factors, 

pleasure, desire, risk taking, genetics, and addiction etc. and external competition 

e.g. economic, social, cultural and environmental influences. Strategies are 

developed to reduce the impact of negative competition on the target behaviour. 

Details of competition analysis 

and actions. 

Insight driven 

Segmentation 
The aim is to develop ‘actionable insights’ and hypothesis about how to help citizens 

/ customers that are drawn from what they know feel believe and do and the 

environmental circumstances that influence them. Segmentation using demographic, 

observational data and psycho-graphic data is used to identify groups that are similar 

and can be influenced in common ways. Segmentation leads to the development of 

interventions directly tailored to specific audience needs, values and circumstances. 

Details of how target audience 

insight was used to shape the 

intervention strategy. 

Integrated 

Intervention Mix 
Driven by citizen / customer insight data, segmentation analysis, competition 

analysis and feasibility analysis an effective mix of ‘Type’s’ and ‘Forms’ of 

interventions are selected and coordinated to produce an effective and efficient 

programme to influencing target group behaviours. 

Details of intervention mix 

used. 



 

Co-creation through 

Social Markets 
Citizens, stakeholders and other civic and commercial institutions are engaged in the 

selection, development testing delivery and evaluation of interventions. Strategies 

are developed to maximize the contribution of partner and stakeholder coalitions in 

achieving targeted behaviors. 

Details of how stakeholders 

partners and citizens / 

customers were engaged in the 

co-creation delivery and 

evaluation of the intervention. 

Systematic planning 

& evaluation 
Interventions use proven strategy and planning theory and models to construct 

robust intervention plans that include formative research pretesting, monitoring 

evaluation and the implementation of learning strategies. 

Evidence of systematic 

planning and evaluation, size 

and scope of the intervention. 

Evaluation Overall assessment of the interventions impact in terms of influence on targeted 

social behaviours. Evaluation of effectiveness in terms of achievement f programme 

objectives but also in terms of efficiency ROI, VFM and adherence to agreed quality 

and ethical standards. 

Results and learning re the need 

for future action and or 

research. 

  Other relevant comments and 

observations. 

 

 


