
SOCIAL NORMS MARKETING CAMPAIGN GUIDE 

 

Social Norms refers to a pattern of behavior in a particular group, community, or culture accepted as normal and to 

which an individual is expected to conform.  

Social Norms Marketing is the use of evidence-informed marketing campaigns to educate individuals on positive social 

norms with the goal of correcting misconceptions and decreasing undesirable behavior. For example, teens who believe 

that their peers drink heavily are more likely to drink heavily themselves because of that belief, even when the belief is a 

misconception. Correcting that misconception of their peers’ behavior can reduce hazardous drinking patterns and their 

related negative consequences. Social Marketing is a useful method for this: it relies on research about the audience(s) as 

well as established sociological theories to guide messaging and tactics that encourage positive, voluntary attitude and 

behavior change. Social marketing campaigns are evaluated for both implementation efficacy and effectiveness. Exposure 

to high-quality social marketing campaigns effectively changes perceptions and behaviors.  

Sample Logic Model of Social Norms Intervention for Alcohol Misuse by Teens. 

 

Organizing and Conducting a Social Norms Marketing Campaign   

A social norms marketing campaign involves several steps:  

1) Define the problem – including risk and protective factors 
contributing to the problem 

2) Identify the audience – who is affected and feasible to reach? This 
may include people demonstrating the positive behavior norm 

3) Determine readiness and capacity to implement the program, then 
engage partners who can help and who care about the outcomes 

4) Develop an implementation plan – including core messages and 
communication channels 

5) Implement the social norms marketing campaign with fidelity 

6) Assess the impact of the campaign such as changes in attitudes and 
behaviors such as consumption pattern

Work with a Marketing Partner to 

conduct research and recommend 

messaging for narrow audience(s) until 

you build the capacity internally.  

- Check their portfolio for prevention 
expertise and request at least one 
reference from the prevention field. 

- Ensure their familiarity with your 
community, including your priority 
populations and substances. 

- Ask about their capacity to complete 
the work on time. 



SOCIAL NORMS MARKETING CAMPAIGN GUIDE 

 

Collecting strong, audience-specific data is necessary to develop and implement an effective Social Norms Marketing 
Campaign. Your campaign will require a commitment of several months or longer. Below is a guide to collecting and using 
data to create an effective campaign. This outline is based on the Prevention Solutions guide found here. 

 

Evaluation is the key to knowing how well your work is, well, working. 
Monitoring your campaign is different than evaluating your work to 
ensure you’re having the desired influence on your priority population. 
SAMHSA created an excellent tip sheet for evaluating substance use 
social marketing campaigns that you can find here.  

Visit these resources for more information about Social 
Marketing and Social Norms Campaigns 

• Using a Social Norms Approach to Prevent Youth 
Substance Use  

• National Social Norms Center at Michigan State University 

• Understanding Social Marketing: Encouraging 
Adoption and Use of Valued Products and 
Practices 

• Conducting a Social Marketing Campaign 

• SAMHSA Social Marketing Evaluation Tip 
Sheet 

• Prevention Solutions Guide to Social 
Marketing Campaigns 

Use these examples to inspire your own campaign: 

• EXAMPLE: The Real Cost Campaign 

• EXAMPLE: Social Marketing Campaign Research for Non-medical Use of Prescription Drugs 

• EXAMPLE: VERB – A Social Marketing Campaign to Increase Physical Activity Among Youth 

https://preventionsolutions.edc.org/services/resources/social-marketing-campaigns
https://theinstitute.umaryland.edu/media/ssw/institute/hub-resources/social-marketing/You-CAN-Measure-Your-Communications-Efforts-Tip-Sheet.pdf
https://teenpregnancy.acf.hhs.gov/sites/default/files/resource-files/SocialNormsTipsheetFINAL_508compliant.pdf
https://teenpregnancy.acf.hhs.gov/sites/default/files/resource-files/SocialNormsTipsheetFINAL_508compliant.pdf
http://www.socialnorms.org/
http://ctb.ku.edu/en/sustain/social-marketing/overview/main
http://ctb.ku.edu/en/sustain/social-marketing/overview/main
http://ctb.ku.edu/en/sustain/social-marketing/overview/main
http://ctb.ku.edu/en/table-of-contents/sustain/social-marketing/conduct-campaign/main
https://theinstitute.umaryland.edu/media/ssw/institute/hub-resources/social-marketing/You-CAN-Measure-Your-Communications-Efforts-Tip-Sheet.pdf
https://theinstitute.umaryland.edu/media/ssw/institute/hub-resources/social-marketing/You-CAN-Measure-Your-Communications-Efforts-Tip-Sheet.pdf
https://preventionsolutions.edc.org/services/resources/social-marketing-campaigns
https://preventionsolutions.edc.org/services/resources/social-marketing-campaigns
https://www.fda.gov/tobacco-products/public-health-education/real-cost-campaign#4
https://preventionsolutions.edc.org/book/export/html/109
https://thensmc.com/resources/showcase/verb%E2%84%A2

