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Structure of the dissertation 

The thesis is divided into six chapters. This chapter forms the introductory chapter to 
the study. Chapter two looks at Advertising, its background and the issues of 
importance within this subject, and also examines the influences on consumer 
behavior which have an impact on advertising. Chapter three examines the case for 
Social Marketing what it means, how it works and what is trying to achieve. Chapter 
four outlines the approach taken as far as the research area of this dissertation is 
concerned. Chapter five presents the findings to the survey undertaken as part of 
the research. This chapter also analyzes and discusses the findings. The dissertation 
is brought to a conclusion with chapter six. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 











most basic needs. A person will seek to satisfy these first and then move onto the 
next level of importance. Once these are satisfied, the need for power, affiliation and 
achievement becomes important. This becomes a motivating force when a person 
wants to feel as though they belong to the right group, and have achieved 
something. 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 





In recent times campaigns have been launched in areas such as health promotion, 
environment, education, economy and other issues like family violence, human 
rights, and racism. 
Social Marketing combines the best elements of the traditional approaches to social 
change in an integrated planning and action framework, and utilizes advances in 
communication technology and marketing skills. It uses marketing techniques to 
generate discussion and promote information, attitudes, values and behaviors. By 
doing so, it helps to create a climate conducive to social and behavioral change. 
(source:http://www.hc-sc.gc.ca/hppb/social marketing/smintro.htm) 
 
Communications 
 
A research study carried out in New Zealand in this area involved a replication of a 
three by two factorial experimental design used to test several hypotheses. 
Sensation seeking, a measured independent variable, was included. Approximately 
300 6th and 7th form high schools students (aged 16-18) were randomly assigned to 
six treatment conditions. Subjects were given a booklet containing a road safety 
print advertisement, the sensation seeking scale (a measured independent variable) 
and the dependent measures. (source:http://www.anzmac99.unsw.edu.au) 
 
Conclusions 
 
Social Marketing techniques are used in drink driving advertising campaigns. Much 
research seems to have been undertaken as to its effectiveness. The research studies 
in this area that have been highlighted will offer some insight in the area and provide 
some useful information for the project. There are numerous other studies and 
articles on the issue of social marketing. What is sure is that even if these types of 
adverts alone cannot influence this type of behavior, they probably do have some 
impact, and work with other tactics to reduce this type of behavior. It is often 
reported that following a drink driving advertising campaign, the number of drink 
drivers caught reduces. Without doubt it makes an impact, and hopefully at the least 
makes people think. 
 
 
 
 
 

 
 
 
 







Both approaches are classified as valid and useful according to Blaxter, Hugh and 
Tight (1996) and in a variety of cases, it is not rare that for one investigation could 
use both of them. Although questionnaires are considered to be research tools of an 
enchanted quantitative nature, and interviews and observations as qualitative 
research tools, this is not always the case. Questionnaires can also include 
qualitative data whereas interviews can be structured and analyzed in a quantitative 
approach (Blaxter, Hugh and Tight p.61). Thus there is no clear distinction between 
those two approaches, especially when referring to the design of the research tools 
and data analysis. 

There are various ways to undertake the gathering of primary data, including 
conducting surveys to create market data or using other research instruments such 
as questionnaires, focus groups, interviews, etc noting first-hand observations. The 
following list gives an indication of the use of various approaches: 

 

 

Personal Interviews  

Also called as a face to face survey, is a survey method that is utilized when a specific 
target population is involved. The purpose of conducting a personal interview survey 
is to explore the responses of the people to gather more and deeper information. 

o Conducted on a one-on-one basis 
o Uses an unstructured survey 
o Uses open-ended questions 
o Extensive probing questions 
o Usually recorded on audio tape 
o Interview typically lasts one hour 
o Usually no more than 50 persons are interviewed 

Focus Groups 

o Groups of 8-12 people 
o Led by a moderator who follows a script 
o Groups are audio or video recorded 
o Meetings last from 1-2 hours 
o Minimum of two groups scheduled per target market 
o Group dynamics factor in data collection 

Quantitative research creates statistically valid market information. Some common 
uses for quantitative research include: 



o Substantiate a hypothesis or prove a theory  
o Minimize risk 
o Obtain reliable sample for projecting trends 
o Personal, telephone and mail surveys are the most common quantitative 

techniques 

Personal Surveys 

Advantages 

Interviewer can observe reactions, probe and clarify answers                                                                                                                          
Technique usually nets a high percentage of completed surveys                                                                                                                    
Flexibility with location and time for gathering information                                                                                                                                    
Allows for good sampling control 

 

 

Disadvantages 

Costly                                                                                                                                                                                                                                         
Time consuming                                                                                                                                                                                                                      
May contain interviewer biases 

Telephone Surveys 

Is one of the survey methods used in collecting data either from the general 
population or from a specific target population           Advantages                                                                                                                                                                                                                          
Fast                                                                                                                                                                                                                                        
Low cost than personal surveys                                                                                                                                                                                            
Small responses bias                                                                                                                                                                                                          
Wide geographic reach compared to personal surveys 

Disadvantages 

Survey length is limited                                                                                                                                                                                                      
Difficult to reach busy people                                                                                                                                                                                                                  
Difficult to discuss certain topics 

Mail Surveys 

With a mail survey a researcher typically mails their paper survey and has it returned 
by providing a postage-paid envelope 

Advantages  









occurrence of interviewer bias. In addition there are sometimes problems gaining 
the co-operation of those we want to interview. Overall however it is the best 
method to use. 

 

The focus of this project is to look at the issue of advertising and consumer behavior, 
with particular emphasis on how consumers react to advertising. With this in mind 
the questionnaire will follow the lines of research undertaken by Bennett. We will 
ask the subjects to give their reactions to a number of statements to identify their 
pre-existing attitudes and then look at series of adverts and give their reactions to 
these. The adverts will include drink driving adverts as well as two other shame/guilt 
inducing adverts. Our target will be the general public. 

Introduce the questionnaire explaining its objective, which is to find out reactions to 
advertising that carries a social message. 

 

The questionnaire 

Please answer the following questions: 

1. Driving over the alcohol limit is a hideous crime that deserves severe penalty 

Totally agree                                                                                                                                                                                                                                
I agree                                                                                                                                                                                                                                           
I neither agree non disagree                                                                                                                                                                                                         
I disagree                                                                                                                                                                                                                                              
I totally disagree 

 

 

2. Obesity is disguising and grossly obese people should be ashamed  

Totally agree                                                                                                                                                                                                                                
I agree                                                                                                                                                                                                                                           
I neither agree non disagree                                                                                                                                                                                                         
I disagree                                                                                                                                                                                                                                              
I totally disagree 

 

 











2. Obesity is disgusting and grossly obese people should be ashamed  

 

The result here showed that on this subject the respondents did not have a 
preconceived attitude to this condition. This is a positive result for the study, as it 
would indicate that reactions to later advertisements may be made without bias. 
However it is impossible to be sure about this. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



3. It is primary responsibility of every citizen to donate as much money to charity 
as they possibly can 

 

T 

 

There are a mix of results here, most of which are expected. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 








































