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New Frontiers in Social 
Marketing and Behaviour 

Change: Jumping the Fence 
and Chasing your Dreams

Professor Rebekah Russell-
Bennett

Deputy Director
BEST Centre

Frontier

late Middle English: from Old 
French frontiere, based on Latin frons, front-
‘front’.
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Crossing frontiers needs a 
dream…..

“To dream the impossible dream….to reach the unreachable 
star, this is my quest, to follow that star, no matter how 
hopeless, no matter how far” 
Don Quixote (The Man from La Mancha)

Stump jump plough

Solution:  make the ‘share’ (cutting 
edge at the bottom) flexible using 
hinges.  This allowed the plough to 
jump the obstacle 

Moral of the story:  Alternative 
solutions from unexpected sources 
can provide answers. Go over the 
obstacle rather than remove it. 

Problem: Farming in 1800s -
obstacles (large tree roots and 
rocks) in the ground that prevented 
the machine from staying on course 
and required removal of the 
obstacle. 
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BEST VISION

Evidence-based behavioural research that transforms 
society

The Centre will analyse behaviours, address social and wicked problems, evaluate 

evidence, support individuals to make better decisions, and design better 

organizational structures and systems by bringing together researchers across 

disciplines to create societal transformation.

Behavioural Economics and Social 
Marketing: Unholy alliance or marriage 
made in heaven?

Social Marketing examines the 
motivators and behaviours to 
behaviour and designs 
goods/services that deliver customer 
value that leverages these motivation 
and overcomes these barriers.

Behavioural Economics investigates the 
behavioural biases underpinning human 
decisions and uses these insights to 
engage in ‘choice architecture’ that 
enable people to make better decisions 
for themselves.
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Assumptions of social marketing
Temporal
orientation

Pleasure
principle

Social
orientation

Knowledge-
Action gap

Consumer
empowerment

Value-
orientation

Segmentation

Consumers are more motivated by short-term, self 
oriented options than long-term and altruistic

Consumers act to minimise pain and maximise 
pleasure

Individuals do not act alone – homo sociologicus

More education does not equal more action

Consumers need to feel in control – its their definition 
of ‘better choices’ not ours

Consumers make choices that deliver them value –
their definition of value not ours

Consumer choice goals and choice processes differ 
by household and by individual

Case: MumBubConnect
C

ase
study

Barriers to breastfeeding

Education only  
campaigns’ have  
failed to increase  
breastfeeding  
behaviours

Prior campaigns  
promote  
breastfeeding as a  
simple “doable”  
behaviour

Women like the  
‘rosy images’ but  
this often denies  
the challenges. 
Disconnect 
between fantasy 
and reality 

Themes

Breastfeeding is hard to  
do and it hurts

Breastfeeding feels like  
it is the only option

If you can’t breastfeed  
then you have failedUtilise a variety of

other sources -
internet, blogs,
babies websites

Australian Breastfeeding  
Association - few had any  

contact and most  
reactions were negative

Family and partner  
support is essential

Only 48% of Australian infants receive any breast milk at  
six months and only 18% are exclusively breastfed. This is  
below World Health Organization recommendations of
100%.

Problem
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Solution
A custom made, fully automated 2-way sms based
breastfeeding support system (the world’s first).

The sms system used a ‘keyword’ based ‘recognition &  
response” algorithm.

Mothers’ text a keyword (as stipulated on a ‘Contact Card’) to  
indicate how they are coping with their breastfeeding and the  
system sent auto-reply providing tips, compassion and advice.

The system used mechanisms to provide reporting and  
assessment of a participant’s behaviour in ‘real-time’.

New brand developed to separate service from usual  
ABA service suite

The MBC system encouraged mothers to  call a 
24 hour Help Line for further support

Results
of women were fully  
breastfeeding at the beginning

of women were fully  
breastfeeding 8  
weeks later

91% of women were feeding  
their infants any breastmilk

Compared to 62% of women nationally

Compared to approximately 46% of women  
nationally (decrease of 16%)

decrease of  
4%

83%

79%

91%

Case: MumBubConnect

C
ase

study

Problem
Low income earners pay a disproportionate amount of their  
income in electricity bills. Renters cannot modify housing stock.

LearnDo Feel

Barriers to Reducing Power Usage

Disinterest in the  
behaviour

Group-level
influence

Time-lag between  
behaviour and  
outcome

Case: Reduce Your Juice
C

ase
study

Systematic

S
oc

ia
l  

C
ha

ng
e

R
e

lation
ships

Citizen Focus

Value 
Creation

Behavioural 
Influence
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average annual saving on  
electricity bills

of people who started
program finished

minutes

Results

$219

78%
minutes of game  
engagement150

12% reduction in KwH

Improvement in  
energy habits

3 mobile games for  
energy efficient  

behaviours

Facebook community

Powerhacks and videos Rewards

Solution
Gamified digital 6 week program

Case: Reduce Your Juice

C
ase

study
Jumping the fence:
sibling rivalry
(within discipline)
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Chronology

Source: Russell-Bennett, Fisk, Rosenbaum, Zainuddin Journal of Services Marketing 2019

Rosenbaum et all 2011 
first journal article

2011 TSR; sub-field of services 
marketing
Anderson and Ostrom coined the 
term – special session at TCR 2011 
(TCR started in 2006 David Mick 
Presidential ACR address)

Anderson et al 2013 
JBR second journal 
article

2014 JSR Special 
issue on TSR

2017 TSR Thought 
Leadership Track in 
Brisbane, Australia

2018 Frontiers in 
Service Conference 
Emphasized TSR

1980s, World Bank, 
WHO, PSI, CDC start 
using the term, some 

publications (e.g. 
Lefebvre) 

2005 UK National 
Social Marketing 

Centre formed by UK 
government

SM discipline started in 
1970s (Kotler and 

Zaltman), 1994 Social 
Marketing Quarterly

1990s, Centre for 
Social Marketing 

(Strathclyde Uni, UK), 
more articles

2008 1st World Social 
Marketing Conference, 

Brighton UK, Social 
Marketing Quarterly 

journal started

2010 1st association 
formed (Australia)

2011 iSMA
(international 

association) formed, 
Journal of Social 
Marketing started

2012 ESMA 
(European) association 

formed

2016 SMANA (Nth 
America) Association 

formed

Content trends in social 
marketing journals

Leximancer analysis of 201 article abstracts on social marketing 2015-2019
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Content trends on social marketing 
topics – marketing journals

Leximancer analysis of 811 article abstracts on social marketing 2015-2019

Content trends on transformative 
services marketing topics

Leximancer analysis of 90 article abstracts on social marketing 2015-2019
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Social marketing and TSR

Jumping the fence:
Cousins in arms
(Business disciplines)
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The social dilemma of sharing

• Resource scarcity can mean 
a zero-sum game

• Benefiting others v 
benefiting self

• The principal-agent problem

French (2011) Journal of Social Marketing

Choice  
(restricted/free)  

and  

Outcome
(reward/punishment)

Four approaches to behaviour change
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Sharing electricity: public good 
game of 4 per people per 
‘neighbourhood’

Experiment 2: extreme weather event

Shove and hug more effective in experiment 1
No effect in experiment 2
Potential backlash effect in experiment 2 – lower contribution to public 
good of shove and smack

Experiment 1: energy efficiency context

Nudge

Hug

Shove Base

What are personas?

Rather than focus on demographic data or user-

type, there are calls for segmentation 

that focuses on travel attitudes and 

behaviours – including lifestyle and type of 

journey (Beirão & Cabral, 2007) – and behaviour 

(Haustein & Hunecke, 2013). 

Personas represent WHO the customer 

is and WHAT they value

Personas are a practical way of applying a 

customer-centric approach and allow the 

design of solutions whilst keeping in mind the 

end user as a human rather than a set of data 

points.

Frameworks like Holbrook’s (1994) 

customer value framework (above) can help 

us understand barriers and motivators to 

attitudes and behaviours. 
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Transport and Main Roads: Four Types 
of Traveller Personas

The Functional Traveller
Busy Bee

The Relaxed Traveller
Cool Cat

The Social Traveller
Social Butterfly

The Altruistic Traveller
Helpful Hound

Solving my problems

Solving other peoples’ problemsFeeling good with others

Feeling good on my own

If something is 
helpful or fun for 
me, then I want 

to help provide it 
for others too.

I’m looking to 
avoid stress as a 

priority, but I also 
want to enjoy my 

travel.

I may value 
function, but I 
still appreciate 
cleanliness and 
seeing sights.

I’m not in a rush, 
and I don’t like 
anything that 

makes me hurry.

EAST Framework
Addressing the biases to nudge 
behaviour
The EAST Behavioural Insights Checklist stands for 
EASY (make it easy), ATTRACTIVE (attract an 
individuals attention), SOCIAL (use social influence 
from those around individual) and TIMELY (all about 
timing). 

These nudges can overlap.

These nudges are based on the ideas from the co-
design workshop – each persona team ideated the 
EAST nudges to leverage the bias.

If you want someone to do something (i.e. 
change their behaviour) make it EAST.

Source: Behavioural Insights Team: Halpern, 2013
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Jumping the fence:
Comrades and BEST 
Friends
(multi-disciplines)

Systems-thinking

Macro level -
Upstream

Meso level -
Midstream

Micro level -
Downstream

At what level 
is your current 
field of 
research?

Could you 
jump the 
fence?

Activity
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Wicked problems 

Source:
https://www.csiro.au/en/Dobusiness/Futures/Reports/Our-Future-World

Which trends are 
covered in your 
your current field 
of research? 
Which disciplines 
do people in your 
field already work 
with? 

Could you jump the 
fence?

Activity

Social Marketing

Behavioural Economics

Psychology

Finance

Environmental Science

Biomedical Science

Health

Cultural Studies

Gerontology

Agricultural Studies

Digital Science

Discipline collaboration needed

Wellbeing
Which wellbeing 
dimensions does 
your research field 
examine?

Could you jump the 
fence?

Activity
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Future research directions: 
Jump the fence

Siblings:  Within-marketing discipline 

Cousins:  Within Business discipline 

Comrades:  Across disciplines

Follow your dream….

• Exploring new frontiers first 
requires a dream

• What is your dream?
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Visit our website
www.research.qut.edu.au/BEST


