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Nancy Lee

Nancy Lee, MBA, is the Founder and President of Social Marketing Services, Inc., her own consulting firm. She has more than 25 years of professional marketing experience in the private, nonprofit and public sectors. She is an adjunct faculty member at the University of Washington, Seattle University, and the University of South Florida. Ms. Lee has coauthored six books with Philip Kotler (one of the fathers of social marketing) including her most recent: Social Marketing for Public Health: Global Trends and Success Stories (Cheng/Kotler/Lee) Jones and Bartlett 2009. http://www.jblearning.com/catalog/9780763757977/
Here Ms. Lee speaks about what motivated her to go into the then new field of social marketing, and she describes a campaign she developed for the state of Washington to reduce road refuse. This video, as well as the one by Michael Rothschild, demonstrate that social marketing is not merely another name for health communication, but a 360 degree activity that uses communication to complement a new product or service that all contribute to changing behavior. 

Video transcript

Parvanta: What made you go into social marketing?

Nancy: The second leading cause of unintentional death in Seattle for kids is drowning.  So I decided instead, that we should do a drowning prevention campaign and the campaigns I started studying, “Well what is influencing this behavior?” and I found Kotler’s book of social marketing, and determined that is what we need to do to get kids to wear life vests.  It was that year in 1992 that I decided that this is the coolest of all kinds of marketing; this is the kind of marketing that can get people to do these behaviors that will save their lives, improve their health or environment.  So I left the hospital in 1993 and this is what I have been doing since then. So that’s like what 16 years?

Parvanta: It does kind of strike one as a calling, I have the same sort of thing; “This is what I have to do.”

Nancy: It’s the coolest thing because there is something in it for everybody.

Parvanta: So what are you doing now?

Nancy: Well I wear four hats.  One, I teach a class in marketing in the public sector and social marketing at the University of Washington in the Evan School of Public Affairs.  I also teach Intro to Social Marketing at the University of South Florida, so I teach about five courses a year in social marketing. A second thing I do is write. I just finished our 5th book and there is going to be another one out this fall on social marketing for public health. Then next year I will start one about social marketing in the environment. So I write and I speak.  I just got back from Australia, teaching at the Victoria University, and I was in Ireland before that.  Then I do consulting, primarily to campaigns in Washington State. I want Washington State to be number 1 in the country on 25 indicators*, so I work a lot with people in Washington on their campaigns.  

* [See Chapter 5 on some of the indicators used to assess the state of public health.]

Here Nancy comments on a roadside trash campaign…

Nancy: The registered owner of the car will get a letter from the Washington State Patrol even though it is sponsored by the Department of Ecology. The person will open up the letter and it will read, “Dear Registered Owner of license plate number,” and it will give the number. “A concerned citizen saw someone toss a cigarette butt out of the driver’s side window at 3 o’clock in the afternoon on I-95 and what I want to know is, if I had seen you or if one of my troopers had seen you, you would have been fined $1025.  So the person gets this letter and it is not a ticket but a warning like “Somebody noticed, somebody cared and I had no idea that the fines were this high,” which is exactly what the research told us. Nobody knew that the fine for just a cigarette butt was 1025 dollars or that people even cared.  They did a road survey three years into the campaign and found that litter was reduced 25 per cent. So, this is not a reported behavior study, this is a road survey.  We are now getting up to 2 to 4 thousand calls a month to our hotline. I think they just had their 100,000th caller not too long ago.

Parvanta: So what was your role in that project?

Nancy: I did research for the road survey, the research that determined who the target market was, what they would respond to. I really wanted to focus in on two areas of specific behavior such as cigarette butts and unsecured loads, and determined those are the things we wanted to focus on is the proper disposal of cigarette butts and securing the loads. So I helped the strategic planning of the marketing, what’s the behavior, what’s the motivator, the barriers-- and the missing product was this hotline.

Paravanta: That’s very interesting. Can you give me another example?

Nancy: Hmm… Let me think, the seat belt thing. I think we lifted the whole thing from North Carolina.  But it was interesting to me that most people, “Click it, or ticket,” most of the people around here think that Washington State invented it. So that is why I think it’s so important that we use what is already out there.  So we’re now like 96 per cent (of people) of seatbelt usage. Gone from 82% from when the campaign started to the 96% we are at now.  That’s been about 9 years itself.

Parvanta: Well you do a lot of teaching yourself, so if you are talking to students about getting into social marketing, what are some of the things you want them to know without going in to the curriculum.  What are some of the essential things that you feel in your heart that students need to know about getting into this field?

Nancy: Well, two things. First of all, that it is way more than communication and as I said in the discussion yesterday, I don’t see much success using just words.  If we had just told those litterers, “Don’t litter, it’ll be a thousand bucks,” the major reason they stop is they think someone is noticing.  So we have to have the hotline, some product and distribution scheme to have results. So I want them to know that they are getting themselves into way more than just communication.  They’ve got to get in the mindset of developing products and services and also to get in the mindset of distribution channels and incentives.  The second thing would be that the key to success is a customer orientation. And I don’t think we should be hesitant to think of the citizen as a customer and to think what are their wants and needs.  What are their wants and needs to stop smoking? What are their wants and needs in order to start exercising? We’ve got to think of them as a customer to try and sell them something and look at it that way.  Customer Orientation and product development-- got to know that that is a part of the job description. 
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