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Background and Introduction 
 

 

This workshop was designed with funding from the Social Marketing National Excellence 
Collaborative, part of the Turning Point Program funded by the Robert Wood Johnson 
Foundation. The Collaborative is comprised of representatives from Illinois, Maine, 
Minnesota, New York, North Carolina and Virginia. The Association of State and 
Territorial Health Officers (ASTHO) and the Centers for Disease Control and Prevention 
(CDC) are also represented and act as Collaborative partners. 

The mission of the Collaborative is to provide national leadership to achieve integration of 
social marketing as a routine part of public health practice at all levels. The mission is 
accomplished through research activities, dissemination of best practices, development 
and implementation of social marketing tools and campaigns to strengthen public health. 
To learn more about the Turning Point Social Marketing National Excellence 
Collaborative, visit their website: 
www.turningpointprogram.org/Pages/socialmkt.html. 

The Collaborative (with co-funding from the CDC) also funded the development of the 
content of CDCynergy—Social Marketing Edition (CDCynergy-SOC) and worked with the 
CDC and the Academy for Educational Development to create and produce the CD-
ROM. Additional copies of the CD-ROM may be ordered from the Collaborative’s 
website. 

Overview of the Workshop 
The goal of this workshop is to introduce staff of state, local, and community health 
organizations to CDCynergy—SOC. The purpose of the workshop is to review the 
structure, features and navigation skills needed to use the CD-ROM effectively in the 
course of planning and implementing a public health program. The workshop is not 
designed to teach social marketing theory or skills. These are provided in the CD-ROM, 
and can be learned by using CDCynergy-SOC and applying the concepts in the course 
program planning. 

The workshop is broken down into facilitated activities, as outlined in the agenda. Each 
activity begins with the agenda section title, and provides the required time and the 
learning objective for that activity. In addition, subtitles are provided to guide the trainer 
as he/she presents the content.  

Finally, graphic icons and CD-ROM locations are provided on the right of each page of 
this manual, so that the trainer can easily navigate the CD-ROM during the workshop: 

 

 Indicates the next navigation step (note that closing or minimizing windows 
prior to going to the next step are not scripted for you) 

 

Indicates a group activity 

 

Indicates the corresponding page number in the participants’ Workbook. 
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Workshop Preparation 
Use the agenda as a starting point for planning your training. You may need to adapt the 
agenda to your circumstances depending on the time you have available for training, the 
conditions of the training equipment, and the interests of participants. In addition, you 
may wish to add additional breaks and stretching exercises, to break up the time sitting 
at computers. 

If you find that your participants are already quite familiar with social marketing, you may 
wish to skip the first couple of exercises, which are designed for participants with little 
social marketing experience. 

Be sure to review the manual to adapt instructions as needed for your training 
circumstances. For example, for many of the activities, participants are asked to work in 
small groups or pairs. You may need to adapt the size of the small workgroups 
depending on the total number of participants. Below are some suggestions for adapting 
the small group exercises depending on the size of your group: 

 

Activity/Exercise Current method 

(for 10-12 participants) 

Alternative(s) 

Defining Social Marketing Participants discuss definition 
of social marketing in groups 
of three; also acts as an 
icebreaker 

o Pairs 

o Discussion with entire 
group, if less than 4 
participants 

Exercise 1: Is Social 
Marketing For Me? 

Participants go through slides 
in pairs 

o Individual exercise if fewer 
than 6 participants 

o Groups of three if large 
group 

Exercise 2: Defining Key 
Social Marketing 
Concepts 

Participants find the person 
with their matching concept/ 
definition (24 cards total) 

o Give each participant 2 cards 

o If fewer than 6 participants, 
have them match card(s) 
with those posted at front of 
room. Trainer then shows 
where to find key terms 
defined on CD-ROM. 

Exercises 5 & 7: Creating 
Your Model and Creating 
Your Social Marketing 
Plan 

Participants work as pairs to 
select a problem, strategize 
and plan a program 

o 1 group of three, assigned to 
work on My Model and then 
phase 3 of My Plan 

 

If you are short on time, navigation exercises can be shortened by dividing phase 
activities across your group, such as by assigning exercises to teams or to individual 
participants. The groups or individuals can share their findings with the entire group. 

“Jeopardy” games are dispersed throughout the day to add breaks to content exercises. 
You may use these as scripted, or add questions of your own. These may also be areas 
to cut if you are running out of time between activities. 
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Check Computers to Run CDCynergy–SOC 
 

 

 

10 minutes 

Learning objective 
Participants will be able to: 

 Assess whether they can run CDCynergy–SOC successfully from 
their computer. 

Activity 
1. Ask participants to check that they have all the software they need to 

run CDCynergy–SOC on their computers. 

2. Instruct participants to turn to page 4 of the Participant Workbook and 
follow the Instructions for running CDCynergy–SOC from the CD-

ROM. 
Also note they can refer to “key windows on the CD-ROM,” on page 6 
of the Workbook. 

3. Circulate around the room and assist as needed. 

Page 4

Page 6
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Social Marketing Overview 
 

 

 

20 minutes 

Learning objective 
Participants will be able to: 

 Name 3 social marketing concepts and locate information about 
them on the CD-ROM. 

Activities 
1. Defining “social marketing” 

Ask participants to divide into small groups of three. Within the small 
groups, have participants discuss how they define social marketing, and 
their experiences applying it. Ask that each small group be prepared to 
share a group definition of social marketing with the rest of the class. 
Allow 10 minutes for the groups to discuss. 
 
Ask for a few small groups to share their definitions of social marketing. 
 
Show the definition given in the Glossary on the CD-ROM. Ask how this 
definition is different or similar to participants’ definitions. 

2. CDCynergy-SOC’s Introduction to Social Marketing 

The Introduction to Social Marketing section of CDCynergy-SOC 
presents several items that help orient users to the social marketing 
program planning process. Take participants to page 6 of their Workbook 
where they can find instructions for viewing the Introduction to Social 
Marketing window. Have them follow the steps with you now. 
 
Point out to participants that the volume on the various video and audio 
clips are not normalized, and they may need to adjust the volume each 
time they access an audio or video clip. Make sure participants know 
how to adjust the volume on their computers. 
 
The first item you will show them from this list is the Introduction to 
Social Marketing video. Play it on your computer only so participants can 
view it on the large screen and hear it from your speakers. 

• Main menu 

• Introduction to  
Social Marketing 

• Introduction to  
Social Marketing 
(Video Segment) 
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   Note to Trainer 

To navigate to 
the Glossary 
from the CD’s 
opening page, 
click Skip Intro. 
The Phases 
and Steps will 
open in a new 
window.   

Click 
GLOSSARY in 
the top right of 
the window.
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EXERCISE 1 
 

Is Social Marketing for Me? 
 

 

30 minutes 

 

1. Explain to participants that the Is Social Marketing for Me? slide show 
presents a few key elements of social marketing and its usefulness to 
program planners. Ask them to turn to page 7 in their Workbooks to 
conduct Exercise 1: Is Social Marketing for Me? Have them follow step 1 
with you. Once all participants have the slide show open on their screens, 
walk them through slides 3-12. You can follow the script below: 

 

a. Slide 3 begins the show with a discussion of a method many of us in public 
health employ to impact our audiences’ behaviors: Education. We may use 
educational campaigns to reach audiences who are unaware of the health 
risks of their behavior, those who are aware that their behavior is risky and 
are considering change, or those who need information 
 about how to maintain a recent behavior change. These icons (Smoky  
the Bear, McGruff the Crime Dog and the Crash Test Dummies) are 
examples of educational campaigns most of us in this room have been 
exposed to. 

b. Slide 4 shows the ends of the spectrum of methods public health 
practitioners use to impact their audiences’ behaviors: Education, the “Show 
me” method, and Law/Policy, the “Make me” method for audiences who 
are entrenched in their behavior and have no desire to change. 

c. In slide 5, we see that social marketing fits somewhere along the middle of 
the spectrum. It can be considered the “Let’s negotiate” method. Social 
marketing uses interventions that reduce the barriers to behavior change the 
audience faces. In many cases, social marketers will mix methods to most 
effectively reach their target audience. 

d. Slides 6-8 show two examples of social marketing programs that resulted in 
significant behavior change among audience members: 
 
The Truth campaign, with which many of us are familiar, designed to reduce 
smoking among middle and high school students; and Click It or Ticket, 
which used law enforcement and a media campaign to increase seat belt 
use. We can see here that when they dropped the media campaign from the 
mix, seat belt use dropped then increased again when they reintroduced the 
media component. This is an example of the mix of methods social 
marketers often use to get results. 

e. Part of the success of the Truth and Click It or Ticket campaigns can be 
attributed to planners listening to their audience, the first social marketing 
element we’ll discuss further. 
 
[Read slide 10.] What answer would you select? [Solicit volunteers to 
respond]. 

 

Note to Trainer 

So that you are able to 

field questions from par-

ticipants, make sure you 

are familiar with the 

concepts as presented in 

the Is Social Marketing 

for You? slide show be-

fore you begin this exer-

cise. 
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• Introduction to  
Social Marketing 

• Is Social Market-
ing for Me? 

• Slide 5 

• Slides 6-8

• Slide 10  
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f. [Read the top of slide 11.] You’re Listening to Your Audience now. Which 
option at the bottom would you select knowing what the audience believes? 
[Solicit volunteers to respond.] 

g. This next slide tells us what the program planners did in this case. How does 
this reflect or compare with the way programs are planned within your 
agency? [Solicit volunteers to respond.] 

 
 

 
 

2. Now, explain to participants that they will work in pairs through the rest of 
the slide show. Prompt participants to select a partner, then have each pair 
count off in threes. Referring to Workbook pages 7-10, pairs should follow 
the instructions for the number they counted off.  

3. Ask the “ones” to follow the instructions and questions on Workbook 
page 7 for #1: Maximizing Your Data (slides 13-18). Ask the “twos” to 
complete page 9, #2: Going Beneath the Surface (slides 19-23) and the 
“threes” to work on page 10, #3: Expanding the Toolbox (slides 24-32). 
Instruct them to write their responses to the questions in their 
Workbooks. 

4. Allow participants 10 minutes to complete their work. Explain that each 
pair should be prepared to walk through the slides and share their 
responses with the rest of the class.  

5. Call time. Ask for volunteers to come to the front of the room and present 
the slide show and their responses to Maximizing Your Data, Going 
Beneath the Surface, and Expanding the Toolbox (in this order). 

6. Explain to participants that the remainder of the slides summarizes the 
benefits of social marketing and what they need to get started. Encourage 
them to view the entire slide show. 

 Pages 7-10 

• Slide 11 
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                        PARTICIPANT’S WORKBOOK ANSWER KEY: 

                   EXERCISE 1 
 

 

 
 

 

Exercise 1: Is Social Marketing for Me? 
 

1. From the Introduction to Social Marketing window, click Is Social Marketing 
for You?  

 
2. Follow slides 3-12, along with your trainer. 

 
3. When prompted, find a partner and count off in threes. 

 
4. Work with your partner to complete the exercise below that corresponds 

with your number. Be prepared to walk the group through the slides and 
share your answers to the corresponding questions. 

 

#1: Maximizing Your Data 

 
Go to Slide 13. It asks you to consider, given this data, the type of behavior change 
program your agency might plan to influence target audience members to use con-
doms. Choose an option from slide 14 and enter your response here: 

Slide 14 (Circle one) 
 

1 2 3 4 5 

Any answer is appropriate
 
Slide 15 contains another data point that reveals a little more about your target audi-
ence. If presented with both these data, a social marketing program planner would be 
prompted to ask the question on the slide: “Why?” 
 
Slides 16 and 17 contain more revealing data about target audience members who 
already use condoms and those who don’t. Based on all the data you have now, what 
type of strategy would you suggest for the program? 
 

Any answer is appropriate
 
Read slide 18. How does this reflect or compare with what you would have done? 
 

Answer should contrast and compare slide 18 with answer above
 
How would you explain what it means to “Maximize Your Data?” 
 

“Maximize your data” means to ask enough questions, ask enough people,
 compare in depth, and look for similarities and differences

 

Be prepared to lead your classmates through the slides you’ve just viewed and 

share your responses. 
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                    PARTICIPANT’S WORKBOOK ANSWER KEY: 

                EXERCISE 1 (con’t) 
 

#2: Going beneath the Surface

 
Go to Slide 19. Which picture do you think bothered members of a Native 
American target audience? Why? 
 

Participants can provide their opinion 
 
Read slide 20. What, if anything, surprises you about the answer? 
 

Participants can provide their opinion 
 
Social marketers and federal public health officials were working together on 
a campaign to influence working mothers to call to get information about 
state child health insurance programs. Slide 21 shows one picture they 
tested with target audience members.  
 
Read slides 21-23. How could this concept of Going Beneath the Surface be 
important to apply to your current or recent behavior change project(s)? 
 

“Going Beneath the Surface” means asking probing questions during 
consumer testing and research • beyond likes and dislikes. 

 
 
Be prepared to lead your classmates through the slides you’ve just 

viewed and share your responses. 
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                      PARTICIPANT’S WORKBOOK ANSWER KEY: 

          EXERCISE 1 (con’t) 

 
  

#3: Expanding the Toolbox 

 
Go to slide 24. Read slides 24-28. They discuss the impact of a knowledge 
campaign to prevent Sudden Infant Death Syndrome in the Netherlands 
and New Zealand. 
 
Read slides 29-31 for a discussion about why the Got Milk™ campaign was 
initially unsuccessful. The press release on slide 31 details the findings of 
milk producers’ subsequent research. They found that strategies such as 
offering cross-product promotions (e.g., milk-and-donut promotions) and 
conveniently locating serving-sized containers of milk in stores significantly 
affected sales. 
 
Read slide 32. How does the Got Milk™ campaign exemplify the concept 
of Expanding the Toolbox? 
 
The Got Milk campaign used marketing strategies beyond communications, 

such as product design, packaging and placement 
 
How could you use social marketing to expand the toolbox used in your 
current or recent behavior change project(s)? 
 

Participants should discuss strategies besides print, media and outreach 
 
 
Be prepared to lead your classmates through the slides you’ve just 

viewed and share your responses. 
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Exercise 2 
 

Defining Key Social Marketing Concepts 

 
25 minutes 

1. Explain that the next exercise will give participants a chance to explore 
other social marketing terms and concepts. 

2. Ask participants to pick a card from the deck. Explain that some cards 
have the names of concepts on them and others have definitions. Ask 
participants to find the person with the match to their card, that is, 
participants with concept names have to find the person with the 
matching definition. Then ask pairs to review their concepts and think of 
an example. 

3. Give pairs 5-10 minutes to find each other and discuss their concepts. 

4. Ask the pairs to share the definitions they’ve matched with the 
concepts. Ask for a volunteer in the class to share a real world example 
of how they’ve used the concept.  

5. Continue until all concepts are defined. Show participants that they can 
find Key Social Marketing Concepts from the Introduction to Social 
Marketing window. 

6. Solicit any questions and comments from the group about the concepts, 
and any others participants may bring up. 

Break for 15 minutes. 

• Main menu 

• Introduction to  
Social Marketing 

• Key Social Market-
ing Concepts 
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 Page 6 

Overview of the CD-ROM 
 

 

15 minutes 

Learning objective 
Participants will be able to: 

 Identify the major features of CDCynergy-SOC: Phases and Steps, 
Evaluation Relevance, Examples, Resources, Consultant Videos, 
Tools for Research, Media Library, My Model, My Plan, Glossary, 
Index, and Help. 

Activity 
1. Instruct participants to return to page 6 in their Workbook. Have them 

use the instructions to navigate to “How to Use CDCynergy-Social 

Marketing Edition”. They may refer back to it as a guide for navigation 
throughout the rest of the course. 

2. Walk them through this tool by following the hyperlinks in the left 
sidebar. For each menu item, scroll through the text and screen shots 
explaining what each feature of the CD-ROM looks like and its purpose.  

3. Make sure participants know how to maximize, minimize, restore and 
close windows and when they may choose to do one or the other. 

What the participant sees: 
 
Key Windows on the CD-ROM 

 
Instructions for viewing Introduction to Social Marketing window 

 
You can access several items from this window that help orient you to 
the social marketing program planning process. 
 
1. From the opening page, click on Click to Start. 
2. Click Skip if you would like to skip the slide show that starts to play. 

You will see the Main Menu. 
3. From the Main Menu click Introduction to Social Marketing. 
4. Click Introduction to Social Marketing 
5. Click Approaching the Social Marketing Edition 
6. Click on hyperlink for How to Use the CDCynergy-Social Marketing 

Edition 
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Note to Trainer: Familiarize yourself with this tool so that you can present it 

comfortably to participants. There are two caveats: 
1. In the first menu item: Welcome and Main Menu Options, there remains 

a paragraph that says CDCynergy-SOC is a health communications 
model, instead of a social marketing planning model. Because you will 
have already shown participants how to access the Main Menu, skip the 
beginning text and scroll straight to the last paragraph that begins with 
“Click on CDCynergy-SOC. This will show them how to get to the 
Phases and Steps. 

2. In the last menu item: Other Links, there are typographical errors in the 
statement, “The ‘My Plan’ link takes you to the My Plan window.” It 
should read, “The ‘My Model’ link takes you to the My Model 
window.” Also, the sentence that reads, "’My Plan’” enables you to 
save a starter document that contains an outline of a communication 
plan should read, "’My Plan’” enables you to save a starter document 
that contains an outline of a social marketing program plan.” 
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Jeopardy Break 
 

 

5 minutes 

Activity 
1. Announce that you are going to play a quick game of Jeopardy, 

CDCynergy-SOC version. Participants will compete against each other to 
see who can most quickly find answers to 4 questions about social 
marketing and the CD-ROM. Explain that you will continue to play 
throughout the day, to take breaks between lectures and exercises. 

2. Remind participants that they must supply an answer in the form of a 
question. The winner at the end of the day will receive a token gift.  

3. Ask participants to raise their hand and you will call on the person who 
raises their hand first. 

4. Ask the questions one at a time: 

 

a.  Where the definitions of social marketing terms can be found.  

  [Answer: What is the glossary?] 
b. The shortcut you can use to locate a term in the index.  

   [Answer: What is Ctrl+F?] 

c. Product, Price, Place and Promotion 

  [Answer: What are the 4 Ps?] 

d. The term used to describe the steps and instructions to follow during a 
social marketing planning process. 

 [Answer: What is Phases and Steps page?] 
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 Page 21 

 Page 24 

What’s In This Tool? 
Phases 1 and 2 

 

 

35 minutes 

Learning objectives 
Participants will be able to: 

 Name the first 2 phases of CDCynergy–SOC. 

 Navigate through each step of the first 2 phases. 

 Navigate between the steps and My Model. 

Lecture Script 

Introduce Phases 
1. The 6 Phases are listed on colored tabs across the top of the window. 

[Click on each of the titles and explain the meaning and purpose of each 
of the 6 phases.] 

2. Each Phase is broken down into a number of steps. The CDCynergy-
SOC process combines strategic thinking with program planning; 
some steps are straightforward management steps (such as put 
together a team), while others are more complex strategic decisions you 
and your team are asked to make (such as selecting an audience and 
deciding which marketing interventions to use). All of the phases and 
steps are printed in your Workbook on page 21. 

3. While the Phases and Steps look like they’re sequential, in reality they 
are iterative, or circular. That is, working through the process, you will 
revisit prior steps and decisions as you learn more information about 
your audience, behaviors and program experiences. 

4. Phases and steps can be used to: 

 Walk you through the entire process to plan a program from 
start to finish 

 Help you with individual planning tasks you may be 
assigned as part of a team 

 During program implementation, help you re-evaluate 
components or find ways of offering new services or program 
components. 

5. Acknowledge that you can’t show everything, but will demonstrate 
each feature and show highlights of the content, so participants can go 
back later and find things more easily.]  
 
Over the next 3 hours, we’ll explore all the features of the CD-ROM, so 
if there’s a button that you are curious about now, don’t worry, we will 
get to it. You can jot down your questions on page 24 of your 

• Close windows 
to return to Main 
Menu 

• Open Phases 
and Steps page 

• Phase tabs 
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Workbook as we go. I will stop our tour several times to ask if you have 
questions, and you’ll also have time at the end of today for questions. 

6. Let’s walk through the first half of the CDCynergy-SOC process and see 
how things are laid out. Click on CDCynergy—Social Marketing Edition 
from the CD-ROM main menu. You can get the best view of the window 
by maximizing it. 

7. When you click on a Phase tab, you will see a short introduction of 
what the phase is about. Click on the drop down box next to the green 
arrow below the Phase title to see the menu of steps. Take a moment to 
read the introduction to Phase 1 and drop down the step menu to read 
those. 

Walk through Phase 1 
1. Let’s take a look at Phase 1 and its steps. We’ll also follow some links 

to supplemental tools that may be helpful when executing the steps on 
your jobs. The purpose of Phase 1, as you read, is to collect all the 
background information you can about a particular health problem. 
This information includes epidemiologic data, behavioral science and 
best practices. 

2. In the drop down box, click on 1.2 List the causes of the health problem 
and identify potential audiences. Each step describes what is involved, 
under the heading “What To Do,” then goes into “How To Do It.” 

3. Supplemental tools to help you with a step may be available as buttons 

or hyperlinks that look and work just like those on the World Wide 
Web. A supplemental tool may be a video, more background 
information, tips for trying a new technique, worksheets, or links to 
definitions in the glossary. 

4. For example, at the bottom of step 1.2, click the audience 

segmentation hyperlink in blue to view more information on audience 
segmentation.  

5. You will notice that windows stay open on your screen so that you can 
keep information handy. Minimize this audience segmentation window 
so you can come back to it later. You can click on the bar at the bottom 
of the screen to maximize the window later. 

6. Step 1.2 is an example of a strategic decision. This step may take you a 
lot of time to complete when you are planning a program, or it may 
simply remind you of some of the decisions that have already been 
made.  

7. Let’s look at step 1.4. 
This is an example of a management step. This step guides your 
through how to set up a team to help make planning decisions. 

8. Next, let’s look at step 1.5.  
This step is another planning tool, as well as a way to inform your 
strategy. Scroll down to find the SWOT worksheet you can use for this 
analysis. Go ahead and follow that link. You can print all worksheets and 
links by using the print icon or through the File menu. Close this 
worksheet when you have finished reading. 

• Phase 1 

• Phase 1 intro 

• Drop down 
steps menu 

• Step 1.4 

• Step 1.5 

• Hyperlink 

• Hyperlink 

• Step 1.2 

• Minimize 

• Step 1.2 

• Scroll to see 
headings 

• File, Print 
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9. Any questions on what we’ve covered so far? We’ll look at one more 
phase, and then you’ll get a chance to practice. 

Walk through Phase 2 
1. Phase 2 guides you through your market research. Each step helps you 

define your research questions and plan how you will carry out the 
research. Also in this phase we’ll take a look at a video and the tools for 
research. 

2. Let’s go to step 2.1. This step helps you figure out what research 
questions you want to get answered. Scroll down to the section on 
benefits. Click on benefits to read more about what you might want to 
find out in your market research. 

3. As you can see, a consultant video is linked for additional information 
and advice. Click on the photo of Carol Bryant and listen to this video 
about benefits. [Allow participants to view video] As you can see, you 
can also see the transcript of the video. 
 

4. The consultant videos button on the right side of the screen is always 
there. You can click on this button at any step, and it will pull up all the 
videos for that phase. So you see here, we have all the videos for Phase 
2 available to us while we are in the Phase 2 steps. 
 

5. Let’s look at step 2.3. In this step you get some advice on planning how 
you will actually conduct the research. Take a moment to read this step. 
 

6. On the right side of your screen is a button called Tools for Research. 
This tool is available through all phases, and is particularly helpful in this 
phase. Click this button and use the drop down menu to see the kinds of 
research you can learn about.  
 

7. Scroll down and select In-Depth Personal Interviews. Take a look at 
the description, noting that it gives you a definition, some pros and cons, 
as well as some resources. 
 

8. Each phase ends with a summary of what should have been 
accomplished by the end of the phase. Take a look at the summary for 
Phase 2. 
 

9. Any questions on this phase? 

• Phase 2 intro 

• Step 2.1 

• Step 2.3 

• Tools for Research

• Drop down menu; 
scroll to IDIs 

• Phase 2 summary

• Consultant 

• Bryant video 

• Bryant video  
(3 min) 

• Transcript
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 Pages 12-13 

Exercise 3 
 

Navigating Phases 1 and 2 
 

 

35 minutes 

 

1. Ask participants to turn to pages 12-13 of their Workbooks. Have 
participants work individually on Exercise 3: Navigating Phases 1–2. 

2. Allow participants to work for 15 minutes. Call time. 

3. Debrief with the group: 

 

 

a. What are some of the new ideas for research data that you found in Phase 
1? Where did you find them? 

b. What information did you find about “upstream” factors? What are some 
examples you can think of? 

c. What are some of the pros and cons to conducting focus groups? Where 
did you find this information? 

d. Anything else that was interesting that you came across while doing the 
exercise? 

 
 
Break for lunch 
Announce that the group will break for lunch.  

Participants are welcome to come back into the room after they’ve eaten to scroll 
around in the program. The workshop will resume in 1 hour. 

Give lunch location directions. 

 

LUNCH BREAK (60 minutes) 

   Note to Trainer 

The navigation exer-

cises are designed to 

encourage explora-

tion of the CD-ROM. 

Participants should 

not worry if they 

can’t finish the activ-

ity or find the “cor-

rect” information. 
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PARTICIPANT’S WORKBOOK ANSWER KEY: 

EXERCISE 3 

Exercise 3: Navigating Phases 1 and 2
 
Using the CDCynergy—Social Marketing Edition, navigate through the first 
three phases using the instructions below. 
 
Phase 1 

 
Return to Phase 1 of the Phases and Steps. 
 
Read through the steps of Phase 1 and find examples of types of data and 
sources of data that are new to you. Create a list as needed. 
 
Following links and clicking on Consultants, Resources, and the case  
Examples, continue to add to your list. 
 
 
Types of Data      Sources of Data 

 
 
Suggested areas of navigation include: Step 1.3 hyperlink to web site of Past 

Programs, and Step 1 Resources 
 
 
 

 

 

 

 

 

 

 

 

Phase 1 

 
Go to step 1.5. What is this step describing when it uses the term “up-
stream”? What are some examples of upstream factors to a health problem? 
 

Step 1.5 hyperlink to upstream factors includes examples of factors and in-
terventions 

 
 
Continue this exercise on the next page>>>> 
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PARTICIPANT’S WORKBOOK ANSWER KEY: 

EXERCISE 3 (con’t) 
 

 
 Phase 2 

 

Return to Phase 2. 
 
Read through step 2.1. List some examples of “competition.” 
 
The hyperlink about competition lists a number of examples: 

• new products 
• cheaper costs 
• other distribution centers 
• other audiences 
• other benefits 

 
 
 
 
Phase 2 

 
You can explore the use of focus groups in this phase. Read steps 2.2 and 
2.3. Follow the links for conducting focus groups. 
 
Click on the Tools for Research and find additional information and  
resources about focus groups. List some of the pros and cons of focus 
groups that you read about for focus groups of various types and settings: 
 
 
Pros for conducting focus groups    Cons 

 
 
Hyperlinks include:  

• Step 2.2 to the Sample Focus Group Discussion Guide 
• Steps 2.2 and 2.3 to the Tools for Research, which describe a num-

ber of focus groups and their pros and cons 
• Step 2.3 to Conducting Focus Groups with Community Partners 
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Jeopardy Break 
 

 

5 minutes 

Activity 
1. Announce that you are going to play another quick game of Jeopardy, 

CDCynergy-SOC version. Remind participants that they must supply an 
answer in the form of a question. Ask participants to raise their hand and 
you will call on the person who raises their hand first. 

2. Ask the questions one at a time: 

 

 

a. The behaviors or benefits that an audience is accustomed to or may 
prefer over a healthy behavior.   [Answer: What is competition?] 

b. The factors, both internal and external to the individual, that influence 
that individual’s behavior. [Answer: What are determinants?] 

c. A data collection method whereby the researcher poses as a customer. 
 [Answer: What is mystery shopper?] 

d. A traditional dish made with pork intestines. 
 [Answer: What are chitterlings?] 
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What’s in This Tool? 
Phases 3 and 4 

 

 

20 minutes 

Learning objectives 
Participants will be able to: 

 Name the 2 middle phases of CDCynergy–SOC. 

 Navigate through each step of Phases 3 and 4. 

 Navigate between the steps and My Model. 

Lecture Script 

Walk through Phase 3 
1. [Welcome group back from lunch. Answer any questions from morning 

session, if time allows. Check that pace of walk-through is appropriate 
for group. Follow script below:] 

2. Phase 3 is the heart of the social marketing edition. In your previous 
program planning experiences, it may have been difficult to apply your 
formative research findings to developing the actual components of your 
program. This phase guides you in using your data to make the 

decisions that are key to creating a social marketing program, such as 
audience segments, behavior, exchange, and benefits so that all your 
program activities and components are based on a well-founded market 
strategy. As we look at this phase, we’ll also look at the Examples and 
learn about a feature called “My Model.” 

3. Open the introduction page for Phase 3 and take a moment to read it. 

4. Once again, each step has links to supplemental tools to help you with 
the decisions you need to make. Let’s look at step 3.2. 

5. This step asks you to select the behavior your audience segment is to 
do. 

6. Another source of help for you when you are learning about the steps 
and how to do them is the Examples button on the right side of your 
screen. These Examples are case studies that go through each step and 
show the CDCynergy-SOC steps for some real-life social marketing 
programs. Let’s take a look at the 4 cases now. 

7. You can click on these 4 cases while you are in any step of the process, 
and you will pull up the example at that step. So here we see step 3.2 
for the WIC-Breastfeeding example. Take a few moments to look at the 
audiences and behaviors for each of the examples, by clicking on each 
Example title on the left side of your screen and following the link to the 
audiences and behaviors chart. Scroll up and down within the example 
to see more steps. 
 
Close the Examples screen. 

• Examples 

• WIC example 

• Hyperlink 

• Scroll down 

• Phase 3 intro 

• Step 3.2 
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8. Before we move on to some individual exercises, I want to show you 
another feature of the CD. You have several tools at the top of your 
screen, including one called My Model. Let’s look at My Model now, 
and we’ll learn more about the others this afternoon. 

9. My Model gives you a place where you can write down some of the 
strategic decisions you make during your planning process. Click on My 
Model now, and then open the document in Word by clicking on the first 
file option and clicking on Open. 
 
As you see, you are given a template Word document that you can fill in 
with some basic strategy concepts, including your target audience and 
behavior. On the left side you have the main strategic decision (like 
Target Audience), and on the right you have some space to write in your 
program’s information. Scroll down to look at the content here. Many of 
the decisions you make in Phases 1-3 can be summarized here while 
you are working on your program plan, and gives you an easy way to 
print them and share them with others. 

10. Any questions before we move to Phase 4? 

Walk through Phase 4 
1. Phase 4 is another phase that brings a key social marketing concept into 

your planning: Creating a program that’s more than just 

communications. This phase asks you to create the actual work plan 
for your program and asks you to look at services, products, and policy, 
in addition to communications. As we walk through this phase, we’ll look 
at a feature that helps you plan your monitoring and evaluation. 

2. To get a good idea of the breadth of Phase 4, I’d like to go back to Phase 
3 as a starting point. Go to step 3.5 and scroll down about half way to 
find a section called “Interventions can focus on.” Look at the 
definitions of these 4 types of interventions you have available to you to 
really affect an audience’s behavior, the benefit, and the competition. 
Take a moment to read through these intervention types. 

3. Now let’s go to Phase 4 introduction to see what this phase is about. 
Take a moment to read this introduction. Notice at the bottom of the 
screen that there is a hyperlink for printing this page. All steps can be 
printed this way, by clearing the page of graphics. 
 

4. One of the first steps is to write measurable objectives for each 

intervention you are planning. Take a look at step 4.2. and read down to 
the SMART objectives, and click on the link. 

5. The rest of this phase walks you through the considerations for 
planning each type of intervention. For example, step 4.3 presents 
checklists you can follow if you choose to plan or enhance a service, 
develop or adapt a product, plan policy change or plan communication 
activities as part of your program. Step 4.4 covers pretesting, pilot 
testing and revising intervention components while steps 4.5 and 4.6 
help you finalize your program plan, make contingency plans and confirm 
your plans with your stakeholders.  

• Step 3.5 

• Scroll down 

• Phase 4 intro 

• Hyperlink 

• Step 4.2 

• Hyperlink 

• Drop down step 
menu 

• My Model 

• MyModel.doc 

• Open 
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6. Now scroll down to the very bottom of step 4.2 to see another feature 
of CDCynergy-SOC. Here you see a box called Evaluation Relevance. 
You will find these boxes in each of the Phases and steps. The purpose 
of this box is to help you design your program evaluation at all steps, and 
allow you to create your evaluation plan at the same time you create 
your program plan. Click on Evaluation Relevance now. Here you see 
information on how your program design and decisions are linked to 

your evaluation design and planning.  

7. Take a few moments to scroll up to see the main headings and down to 
find some steps that you remember from this morning’s session. 

8. Let’s go back up to the tools at the top of your screen, and look at My 

Plan. Like My Model, that we saw this morning, My Plan gives you a 
place to write down results of all of the steps in your planning process. 
Click on My Plan now, and then open the document in Word by clicking 
on the first file option and clicking on Open. 
 
As you see, you are given a long Word document that you can fill in with 
information for each step. Scroll down to look at the content here. This 
document can also be saved and printed, so you can share it with 
others. 

9. Any questions about this phase, the Evaluation Relevance feature, or 
My Plan? 

• Step 4.2 

• Evaluation  
relevance 

• Scroll up Evaluation 
Relevance 

• My Plan 

• MyPlan.doc 

• Open 
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 Pages 14-16 

Exercise 4 
 

Navigating Phases 3 and 4  
 

20 minutes 

 

1. Ask participants to turn to pages 14-16 of their Workbooks. Have 
participants work individually on Exercise 4: Navigating Phases 3-4. 

2. Allow participants to work for 15 minutes. Call time. 

3. Debrief with the group: 

 
 

a. What did you learn about segmenting an audience? 

b. What are some of the considerations you should take into account when you 
decide what audience and behavior to target? 

c. Would anyone like to share an example of a SMART objective? 

d. Anything else that was interesting that you came across while doing the 
exercise? 
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PARTICIPANT’S WORKBOOK ANSWER KEY: 

EXERCISE 4 

 

Exercise 4: Navigating Phases 3 and 4 
 

Using the CDCynergy—Social Marketing Edition, navigate through these two 
phases using the instructions below. 
 

Phase 3 

 

Search this phase for instructions on how to do audience segmentation. 
What are some of the ways to segment an audience? List what you find be-
low. 
 
Hints: Here are a few places to start: 

 Step 3.1 
 Phase 3 Consultant video: Bill Smith 
 Steps 1.2 and 2.1 and follow the hyperlinks for audience  

segmentation. 
 
Ways to Segment an Audience: 

The hyperlinks for the pages above list some of these ways: 
• Key attributes 
• How to reach 
• Common attitudes or beliefs 
• Ability/power to change health situation 
• Current behaviors 
• Common barriers 

 

 

Phase 3 

 

Read step 3.2. What are the 5 considerations you can use to narrow your 
audience and behavior options? 
 

Ways to Narrow Audience/Behavior Selection: 

• Risk 
• Impact 
• Behavioral feasibility 
• Resource feasibility 
• Political feasibility 

 
 

 

 

Continue this exercise on the next page>>>> 
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PARTICIPANT’S WORKBOOK ANSWER KEY: 

EXERCISE 4 (con’t) 

 

 

 

 

Phase 3 

 

Go to step 3.3. What are the 4 Ts of branding? 
 
The hyperlink for Positioning/branding lists the following: 

• Time 
• Truth 
• Trust 
• Tribes 

  
 

 

Phase 4 

 
Return to Phase 4. 
 
What are SMART objectives? 
 
The hyperlink in Step 4.2 describes the following: 

• Specific 

• Measurable 

• Achievable 

• Relevant 

• Time-specific 

 
Write an example of a SMART objective for a service: ____________ 
__________________Check suggested objectives against the criteria above 
____________________________________________________________________ 
 
 
 
Phase 4 

 
Using Phase 4 steps, links, Examples, and Resources, locate and list some of 
the information that you can use for estimating costs or creating a budget for 
your program. 
 
Cost/Budget Resource     Where Located 

 
Here are some suggested areas for navigation:  
 

• Step 4.3 hyperlink to Expense Portion of a budget 
• Step 4.3 hyperlink to Budget Worksheets 
• Resources link to the Prevention Marketing Initiative’s Sacramento 

Site Budget 
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 Page 17 

Exercise 5 
 

Creating your Model 
 

 

15 minutes 

1. Have participants get into pairs. Ask participants to turn to page 17 of 
their Workbooks. Explain the purpose of the activity: This activity is to 
give participants a chance to navigate between My Model and the steps, 
and to review some of the steps that can help with some key strategic 
decisions of a social marketing program.  

2. Have pairs work on the model exercise. Call time after 15 minutes.  

3. Debrief: 

 
a. What are some of the behavioral objectives you selected for your 

strategy? [Probe for measurable, specific, feasible objectives.] 

b. What information did you go back to look for when you were 
working on My Model? Where did you find it? 

c. Was there any information that you could not find? 
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Jeopardy Break 
 

 

5 minutes 

Activity 
1. Announce that it’s time for another game of Jeopardy. 

2. Ask the questions one at a time: 

 

 

a. The idea that people do behaviors that benefits them.  

   [Answer: What is exchange?] 
b. The words that capture a health or behavior concept. 

  [Answer: What is the message?] 
c. A test that estimates the education level a person needs to read 

something. 

  [Answer: What is a readability test?] 
d. Using the mass media to advance a social or policy initiative. 

 [Answer: What is media advocacy?] 
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What’s in This Tool? 
Phases 5 and 6 

 

 

20 minutes 

Learning objectives 
Participants will be able to: 

 Name the last 2 phases of CDCynergy-SOC. 

 Navigate between the phases, steps, case studies and research 
tools. 

Lecture Script 

Walk through Phase 5 
1. Phase 5 helps you plan how you will monitor and evaluate your 

program. This phase stresses how important it is to plan for evaluation 
before you begin implementation, and integrate monitoring and 
evaluation into your program plan. As we look at this Phase, we’ll return 
to the Tools for Research and look at some materials in the Resources 
section. 

2. Please read the introduction to this phase. 

3. In addition to the instructions in this phase, there are several functions 
on the CD-ROM that can really help you with your evaluation plan. We 
have already talked about the Evaluation Relevance box. You can return 
to Evaluation Relevance to check that you’ve considered all the 
relationships and effects of your other decisions in your monitoring and 
evaluation plan. 

4. Second, while you are in Phase 5, the Resources button allows you to 
look at sample monitoring and evaluation instruments, as well as read 
other materials about monitoring and evaluation. Click on the button on 
the right side of your screen labeled Resources. Take a moment to scroll 
through. You will see several evaluation planning guides available from 
other organizations. If you click this button while in a step of another 
phase, you will see Resources relevant to that phase. 

5. Third, the Tools for Research are very handy to refer to as you outline 
how you will collect certain types of data for monitoring and evaluating 
your program. Remember, there are additional resources found within 
each method page, such as sample instruments. 

6. Any questions on this Phase? 

Walk through Phase 6 
1. Phase 6 includes some basic planning and management steps to help 

you plan how you will implement your program. This phase is also useful 
to come back to during program implementation, to help you remind you 
and give you advice about things to remember to watch for. We’ll look at 

• Phase 5 intro 

• Step 5.1;  
Evaluation  
Relevance 

• Resources 

• Tools for  
Research button;  
pull-down menu 

• Phase 6 intro 
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some of the Examples and Resources as we navigate this Phase, and 
look at another new feature called the Media Library. 

2. Preparing for your program launch includes many of the management, 
procurement, and hiring tasks you would do to start your program. Let’s 
take a look at step 6.1, as there are many helpful supplemental tools. 
Take a moment to click a few of the hyperlinks to see for yourself.  

3. The four case Examples show how each program prepared for their 
program starts. Click on the Examples and take a moment to read how 
they prepared for their launches. 
 
While we’re viewing Examples, note that they, too, have their own 

hyperlinks to supplemental tools and consultant videos. For example, 
the WIC example for step 6.1 has hyperlinks to resources used during 
implementation of the program. Take a moment to visit these Examples 
to see for yourself.  

4. One of the wonderful resources of the CD-ROM is to see the actual 

materials that were created for other programs. Another tool that stays 
on your screen through all the phases and steps is the Media Library. 
Click on this button, on the right side of your screen, to see a list of 
examples of media materials created for other campaigns. 

5. As you can see, you can pull up examples of radio and TV spots, as well 
as other types of campaign materials. Take a moment to scroll around 
this menu area. The media materials indexed here were chosen for the 
CD-ROM because they were either a) part of a social marketing 
campaign, or b) part of a health communications campaign that had 
behavioral objectives (“not just goals to raise awareness”). 

6. Any questions before you spend some time trying this on your own? 

 

• Step 6.1 

• Media Library 

• WIC Example 

• Examples 



 

CDCynergy-SOC One-Day Workshop Trainer’s Manual 32 

 Pages 18-19 

Exercise 6 
 

Navigating Phases 5 and 6 
 

 

20 minutes 

1. Ask participants to turn to pages 18-19 of their Workbooks. Have 
participants work individually on the navigation exercise. 

2. Allow participants to work for 15 minutes. Call time. 

3. Debrief with the group: 

 

a. What indicators did you find that are relevant to your current programs? 

b. How helpful are the RFP and contracting materials? 

c. What other materials, if any, did you come across while doing these 
exercises? 
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PARTICIPANT’S WORKBOOK ANSWER KEY: 

EXERCISE 6 
 

 

 

 

 

 

 

 

 

Exercise 6: Navigating Phases 5 and 6  
 
Using the CDCynergy—Social Marketing Edition, navigate through the last 
two phases using the instructions below. 
 
Phase 5 

 
Return to Phase 5. 
 
Read step 5.1 for background on how to decide what information to collect 
during monitoring and evaluation. 
 
Next, read through one case Example and list the indicators or types of in-
formation these programs used to monitor and evaluate their program. 
 
Example Process Indicator Used Outcome Indicator Used 

 
Here are some examples of indicators described in the Examples: 
 
WIC-Breastfeeding # of radio spots aired Attitudes 
 # of hotline calls Support of family/friends 
 Exposure to messages Initiation 
 Provider support Duration 
    
Chitterlings Information disseminated # of cases 
 Response and feedback 
 
Teen AIDS Phone calls to info line Awareness 
 Ad placements Recall of messages 
 Exposure to messages Use of condom at last 
 Workshop participation  intercourse 
 

Domestic Violence Calls to helpline Awareness 
 Ad placements Attitudes 
  Inclination to call 
  Acceptance of counseling 
  Know how to get help 
 

 

 

Continue exercise on the next page>>>>> 
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PARTICIPANT’S WORKBOOK ANSWER KEY: 

EXERCISE 6 (con’t) 
 

 
 
 

Phase 6 

 
Starting in Step 6.1, search this phase for resources and materials that can 
help you issue RFPs and subcontract services for your new program. Follow 
links and check the Resources for additional information. Jot down where 
some of this information can be found. 
 
Contracting Information   Where to Find It 

 
Here are some suggestions: 

 
RFP Process Step 6.1 hyperlink 
Price/Cost Analysis Step 6.1 hyperlink 
Subcontracting Step 6.1 hyperlink 
Evaluation Criteria Step 6.1 hyperlink 
Agency Tips Step 6 Resources 
Memorandum of Understanding Step 6 Resources 
Partnership Agreements Step 6 Resources 
RFP Components Step 6 Resources 
RFP Sample Step 6 Resources 
RFP Steps in the Process Step 6 Resources 
 



 

CDCynergy-SOC One-Day Workshop Trainer’s Manual 35 

 Page 20 

Exercise 7 
 

CreatingYour Social Marketing Plan 
 

15 minutes 

 

1. Have participants get into the same pairs as they did for Exercise 5: 
Creating Your Model. 

2. Ask participants to turn to page 20 of their Workbooks. Assign a phase 
to each pair so all the phases are covered. You may have more than one 
pair work on a phase. Ask them to do the best they can with planning a 
program without data and with limited time. Stress that the point of the 
exercise is to become familiar with some of the steps of the process, 
and get a chance to read about steps they are not familiar with. 
Encourage teams to return to the Phases and Steps for more planning 
guidance. Finally, inform teams that they will share some findings from 
using the tool with another team. 

3. Call time after 15 minutes.  

 

Break for 15 minutes. 
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Jeopardy Break 
 

 
5 minutes 

Activity 
1. Explain that you are going to play the final round of Jeopardy, and this is 

the Double Jeopardy point round. So correct answers will get two 
points. Remind participants that they must supply an answer in the form 
of a question.  

2. Ask the questions one at a time: 

 

a. A method of research analysis that compares members of an audience 
who do a behavior to those who do not, to identify the factors that may 
be important for behavior change. 

 [Answer: What is doer/non-doer analysis?] 

b. A research design that documents how the program was conducted and 
the fidelity to its design. 

 [Answer: What is process evaluation?] 

c. Research that assesses target audience reactions to messages and 
materials before they are produced in final form. 

 [Answer: What is pretesting?] 

c. Factors and resources essential to the health of communities, such as 
income, shelter, education, access to food. 

 [Answer: What are social determinants of health?] 

 

3. Award the prize to the day’s winner.
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 Page 23 

Sharing Your Plan + Feedback on Tool 
 

 

55 minutes 

Learning objectives 
Participants will be able to: 

 Articulate a simple program plan saved in My Plan. 

 State one helpful hint for using CDCynergy–SOC. 

Activities 
1. Ask each team to share its portion of their Plan with the larger group. 

2. Debrief: 

 
a. What information or assistance did you go back to look for when you 

were working on My Plan? Where did you find it? 

b. Was there any information or assistance you could not find? 

c. Did the Phases and Steps provide you with planning guidance that was 
new to you? 

d. Were any steps confusing for you? 

e. Ask them to share with the class one item on the CD-ROM or one 
helpful hint they discovered that wasn’t presented already. 

 

3. Ask participants to share places they wrote on the MVP list (page 23 of 
their Workbooks). Have trainers also share some of their favorite or most 
useful places. 
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Don’t Leave without Asking 
 

 

30 minutes 

Activity 
1. Invite questions and comments from the class. Ask which aspects of the 

CD-ROM worked well for them and why. Ask which aspects were 
challenging and why. Solicit additional tips participants may have to offer 
each other and you. Write their comments on a flipchart. Tell them you 
want to be sure you record their feedback correctly. 

2. Revisit any items that were placed in the “Parking Lot.”  
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Wrap-up 
 

 

15 minutes 

Activities 
1. Solicit verbal feedback from participants about their experience in the 

workshop today. 

2. Instruct participants to complete the Evaluation Forms. Ask them to 
place their completed forms in the manila envelope provided. 
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Evaluation Form 
 
 
Please complete this form and leave it with a trainer before you leave today.  

Thank you! 

 
 I agree I somewhat 

agree 

I somewhat  

disagree 

I  

disagree 

I can successfully install the program onto a 
hard drive 

    

I know where to find out what software is 
required to use the CD-ROM 

    

I can name 3 social marketing concepts and 
locate information about them on the CD-ROM 

    

I can locate the Glossary, Index, and the primer 
for managers on the CD-ROM 

    

I can comfortably navigate the six phases of the 
CDCynergy—SOC Tutorial 

    

I can comfortably navigate between the Tutorial, 
My Model and My Plan 

    

I can comfortably navigate between the Tutorial, 
Examples, Tools for Research, Consultant 
Videos and other links 

    

I can comfortably navigate the Media Library 
and the Resources database 

    

The facilitator’s presentations were clear     

The Workbook instructions were clear     

Overall, this workshop was helpful to me     

 
 



 

 

What I liked most about this workshop was: 

 

 

 

 

 

 

 

What I liked least was: 

 

 

 

 

 

 

 

I wanted to learn more about: 

 

 

 

 

 

 

 

I didn’t need to spend as much time on: 

 


