Integrating Oral Health into
Social Marketing Campaigns
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Introduction

» Social marketing

the use of marketing to

design and implement

Erograms to promote socially
eneficial behavior change.!

» Example

- San Francisco Unified
School District

Public health goals
Environmental

o reducing the use of single
use plastic water bottles

Nutritional

o promoting the
consumption of non
sugar sweetened
beverages.




Background

o The San Francisco Children’s
Oral Health Strategic Plan 2014-
2017
- Vision

- All San Francisco children are
caries-free

- 5 focus areas

- Access to care
Integration
Promotion
Evaluation
Coordination

> Promotion Team
- Implementation Coordination
Committee (ICC)
“Integration of oral health into an
existing social marketing health
campaign by year end”

O

San Francisco Children’s
Oral Health Strategic Plan

2014-2017

Coordinated by

San Francisco Health Improvement Partnership

November 2014




Field Placement Methods

» Literature review
- social marketing
- oral health campaigns

° PI'OmOtiOIl Team San Francisco Children’s
Oral Health Strategic Plan

- Action steps 2014-2017

: Identify existing
campaigns

- Connect with DPH
campaign workers

: .Identify message to
lntegl'ate = : " # | coordinated by

. Launch /re_launch : \‘l .4‘1 ‘ ' . San Francisco Health Improvement Partnership
campalgn \ NAS 4 November 2014




Results

O

» Identified social
marketing health
campaigns
> Oral health component

- Integrated O ﬁ e n .': 0.
- Emphasized ’-t ( u t h

» “Water in schools”

» “Shape up SF”

» “Rethink your drink”
» “Open Truth”
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ww SUGARY DRINKS ARE MAKING US SICK
TAKE ACTION AT

OPEN TRUTH NOW.ORG

Hh 2o Follow us @OpenTruthNow




Results cont.
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YOU WOULDN'T EAT 22
PACKS OF SUGAR".WHYARE
YOU DRINKING THEM?

Drinking even one sugary drink a day ChooseHealthyDrinks.org
may lead to cavities, obesity and diabetes. e
Choose healthy drinks like tap water.




Conceptual framework of “Open Truth” campaign

o Social marketing initiatives
2 - Open Truth campaign
Open ° - Messages for communities of color, including Hispanics and African
“tru Americans
i - Health promotion value of decreased consumption of sugar sweetened
' | beverages :
?ﬁnmumnowone Exposure to campaign message
- Audience awareness
- Message receptivity
)

Knowledge, attitudes, and beliefs
- Belief in health promotion value of decreased consumption of sugar
sweetened beverages
- Attitude that sugar sweetened beverages are bad
- Intention to decrease consumption of sugar sweetened beverages

}

Behavior
- Decreased consumption of sugar sweetened beverages




Discussion
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Commercial vs. social marketing

Heart iabetes
@Qﬂ"mm
‘

> . open

open happiness" t

AN

EDEID SUGARY DRINKS ARE MAKING US SICK
TAKE ACTION AT

OPEN TRUTH NOW.ORG




Process tracking*

Longitudinal data
program delivery
program utilization trends

1) Activity name
2) Date of activity
Range

» 3) How activity was
delivered

TV, poster, etc.

» 4) Reach of activity
Number of people

» 5) Objective of activity

promotion, behavior
change, etc.

» 6) Participant
characteristics
age, gender, ethnicity



The use of social marketing to achieve oral health
goals within a community can be a helpful strategy to
promote socially beneficial behavior change.

Social marketing can increase awareness and
practice of optimal children’s oral health behaviors
among diverse communities of San Francisco.
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