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reviews in which the views of ‘experts’ have been valued above those of the ‘consumer’. For example, in New 
South Wales in 2007 the Joint Standing Committee on Road Safety initiated an inquiry into ‘Young Driver 
Safety and Education Programmes’. This inquiry did not receive or actively seek input from young drivers or 
their supervising drivers, preferring to seek submissions from such organisations as motoring groups and 
government departments (Staysafe, 2008). This paper reports on a study which examines the New South Wales 
driver education process from the perspective of the young learner driver and their supervisor, normally their 
parent(s), to identify their perceptions of the process and its ability to equip young drivers to be ‘safe drivers’. 

The following section contains a review of the literature related to the driver education process. This study’s 
findings are then presented and discussed before conclusions are drawn on the potential role of social 
marketing in young driver education. 

The Young Novice Driver Education and Testing Process
There were more than 249,000 learner drivers in NSW in 2007 (RTA, 2007a). In applying for a permit to 
learn to drive these individuals are actively committing to developing the skills and knowledge required to 
legally drive a car unsupervised. Learner drivers are aware that their competency in these two components 
of the driving process will be tested when applying for a licence. However, research shows (e.g., Deery, 
1999; Ulleberg and Rundmo, 2002) that a third element in the driving process, behaviour, will also have 
a significant impact on how effectively they will control their vehicle on the road. Behaviour is not tested 
in any current driver licensing assessment. The focus remains on knowledge of the road rules and ability to 
manoeuvre and control a vehicle.

Developing Driving Skill and Knowledge 
Fitts and Posner (1967) have suggested that the development of a new and complex skill, such as driving, 
occurs in three distinct stages that merge gradually from one to the next without a clear transition point. 
Stage One is the early or cognitive phase in which the learner understands the task, the sequence of 
manoeuvres and absorbs information from the instructor. In Stage Two, the intermediate or associative phase, 
the learner driver is trying their own patterns of behaviour and gradually eliminating errors. By Stage Three, 
the final or autonomous phase, driving becomes increasingly independent and requires less skill processing. 
This enables the driver to engage in dual tasks such as talking on a mobile phone or listening to music. Figure 
1 illustrates the differences in these three stages.

Figure 1: The Phases of New Skill Development

During each of these three stages a young driver is absorbing information about road rules, gaining 
experience and gradually increasing in confidence to hone the skills that will be assessed during the driving 
test that is required for licensure. Deery (1999) makes an important and useful distinction between the types 
of skill used while driving. He claims the basic skill of vehicle handling and knowledge of traffic regulations is 
developed relatively quickly, perhaps after only fifteen hours of driving experience. This is a view supported 
in the literature by Hall and West (1996). The more complex perceptual and cognitive skills required to safely 
travel in a driving environment are developed at a significantly slower rate. Crash statistics would indicate 
that these relatively low levels of higher order perceptual and cognitive skill and experience can be lethal 
when combined with novice drivers’ poor risk assessment skills and attitude.

Carcary (2001) suggests the driving test will occur towards the end of Stage Two before transition into Stage 
Three. In his study of a group of young drivers during the three month period immediately following licensure, 
he noted that they were most vulnerable to accident involvement. He also reported that they had lower 
self-perceived skills and felt less safe while driving. In contrast, Deery (1999) states the propensity of young 
drivers to overestimate their skill and underestimate the level of risk explains this group’s particularly high 
accident rates. Katila et al (2004) support the connection between accidents and confidence particularly that 
which is skills based, but suggest it is overly simplistic to say increased accidents are the inevitable result 
of young drivers’ overconfidence. While agreeing that over-confidence contributes to increased crash rates, 
Senserrick and Swinbourne (2001) suggest that driver training that enhances risk awareness and safe driver 
attitudes and effects positive behavioural change is the key to reducing accident rates among young novice 
drivers. 
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Developing Driver Behaviour
Several researchers (e.g., Elander et al, 1993; Deery and Love, 1996; Deery and Fildes, 1999) have 
distinguished between driving skill (or performance) and driving style (or behaviour). An example of driving 
skill is the time taken to respond to traffic hazards that have been encountered. By contrast, driving 
behaviour relates more strongly to driving choices and acquired habits such as speeding, adopting risky 
behaviours such as drink-driving or aggressive actions such as tailgating. Driving skill is expected to improve 
with practice over time as young drivers have more opportunity to refine and develop their techniques, as 
is the case with any complex motor skill. This approach to driver education has led to the introduction of 
graduated licensing systems (GLS) around the world. In Australia, for example, components of GLS were 
introduced in the 1960’s while the common three-stage system of learner, provisional and full licence 
was introduced in the 1990’s. Although GLS requirements in different jurisdictions may differ in terms of 
restrictions, sanctions and length of time spent at specified stages, the basic tenet of the programme remains 
the same - to allow skill development in a more forgiving environment (Mayhew et al, 2003) and to gain 
driving knowledge, skills, attitudes and experience under conditions of minimal risk (Hedlund 2007). 

The current learning process that is prevalent in many countries, including Australia, emphasises road 
rules and driving skill but does not teach or formally emphasise positive driving behaviour. This may be 
a significant omission in current driver training. Clarke et al’s studies (2005; 2006) found that a large 
percentage of accidents are due to drivers’ voluntary risk behaviour and not skill or knowledge deficiency. 

Within the literature there appears to be a lack of research and understanding of how behavioural elements 
can be effectively integrated into driver training. This is despite calls in the literature (e.g., Mayhew and 
Simpson, 2002) for empirically based education and training programmes that include a driver behaviour 
component. Carcary et al’s (2001) study of learner and novice drivers concluded with a call for further 
investigation of how behavioural predispositions are formed. Carcary et al’s (2001) research reported that 
behavioural intentions and attitudes are formed well before a young driver comes to the task of learning to 
drive. 

Methodology
The aim of this study was to adopt a social marketing approach to examining the young driver education 
process in NSW, specifically the behavioural elements of the process from the perspective of the ‘consumers’, 
that is, the young driver and their supervising driver. Australian parents, in an overwhelming number of cases, 
take on the role and responsibility of supervising driver, largely for reasons of cost and availability. Hence the 
supervising drivers involved in this study were, almost exclusively, parents. The study attempted to identify 
what behavioural aspects of driving, if any, were being taught, how were they being taught, what role parents 
and others took in this process and how the young driver and their supervising driver viewed and understood 
the driver education process. As this was an exploratory study, a qualitative research approach was adopted in 
order to attempt to address these questions (Bryman, 2004).

Data was collected through a variety of formats over a twelve month period from a wide cross-section of 
young drivers (17 to 25 years) and their supervising drivers. In the early stages of data collection, nine 
focus groups were conducted, including three with young people currently undergoing or recently completing 
driver training and three with their relevant supervising driver. Focus groups were conducted with these 
two groups separately to allow each individual to express their thoughts and feelings without concern that 
their corresponding young driver or supervisor would be present in the same focus group. Participants were 
recruited into these groups through the placement of newspaper advertisements calling for volunteers to take 
part in this study. This method resulted in a cross-section of young drivers and supervisors being recruited 
at various stages of the driver education process. In addition to this data collection method, data was also 
gathered from a separate group of participants using an electronic ‘diary’ approach (Breakwell, 2006). 

Fourteen young novice drivers and their corresponding supervisor were each asked to write a monthly ‘diary’ 
which reflected on each on-road driver training episode and detailed what aspects of the driver education 
process were discussed or ‘taught’. Participants were also asked to record details of any additional off-road 
driver education discussions that may occur. These diaries were kept for a six month period to allow the 
researchers to analyse in detail the stages and discourse involved in the driver education process over time.     

Focus group transcripts and participant diaries were subjected to a thematic content analysis (Patton, 1990) 
using the constant comparative method of data analysis (Glaser and Strauss, 1967). This method of data 
analysis involves the inductive coding of data with the simultaneous comparison of all events, occurrences 
and social interactions identified from within the data for similarities, differences and general patterns. In 
its most elementary form inductive coding requires fracturing the data into coded units then systematically 
grouping these data units into categories that show similarities and relationships. For the purpose of this 
paper the notion of conceptual ordering (Strauss and Corbin, 1998, p. 19) has been adopted. Conceptual 
ordering refers to the organisation of data into discrete categories according to their properties and/or 
dimensions, and then using description to explicate those categories.  The following section discusses the 
major categories or themes that emerged from the data analysis.
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Findings and Discussion
From an analysis of the data three major themes emerge relevant to understanding if and how the behavioural 
aspects of driving are currently incorporated into the driver education process. The first of these relates 
to when a young person begins forming their attitude to ‘safe’ driving. The second emergent theme 
relates to pervading attitudes towards the aim of the driver education process and the act of driving in 
general. The third emergent theme discussed in this paper involves post-licensure support of young novice 
drivers. However, before discussing each of these three themes in detail it is relevant to note the lack of 
understanding that emerged throughout the focus group and diary records regarding the issue of developing 
a safe attitude towards driving, that is, recognising and minimising risky behaviours. All participants at some 
point during the data collection were asked to comment and/or name the main risk behaviours associated 
with the high accident rate amongst young drivers. These factors are well publicised in the mass media and in 
NSW are the basis of the restrictions placed on novice drivers under the GLS, namely: speeding, driving under 
the influence of alcohol or other drugs, driving at night, number of passengers in the vehicle, use of mobile 
phones and so on. In a majority of cases, participants could identify the dangers associated with speeding 
and driving under the influence of alcohol but did not readily identify other behavioural factors particular 
to young drivers. Typical of the level of knowledge regarding behavioural factors was the following comment 
from a parent: ‘the big risk factors of speed and drink driving have been hammered for a long time so I’m 
not sure what more [could be done].’ More alarmingly, some young drivers indicated that driving under the 
influence of recreational drugs such as marijuana was perceived as ‘safer’ than driving under the influence 
of alcohol. As one young learner driver commented, People drive under the influence of cannabis and they 
don’t perceive it as a risk…because they think they can get away with it. This finding alone suggests that the 
current driver education process, in NSW at least, is not explicitly or implicitly highlighting the role behaviour 
plays in the death and injury rate amongst newly licensed young drivers.  

When do you start learning a ‘safe driving attitude’?
Carcary et al (2001) are amongst a group of researchers that highlight the fact that young drivers are exposed 
to many years of generally poor driving behaviour through observing their parents, primarily, but also siblings 
and others well before they start any formal driver education process. Supervising drivers do not appear to 
recognise the influence of this factor in developing a young driver’s attitude. When this issue was raised in 
the focus group sessions, typical of many responses was the comment: The only reason that we get away 
with the bad things that we do is that our years of experience compensate for some silly things that we 
did whereas they might be doing it without the experience and that’s why they get into trouble. From this 
and other similar responses it would appear supervising drivers (see below) are not conscious of the role 
observation plays in the driver education process. In the minds of study participants, driver education starts 
once the young driver applies for an official learner driver permit and takes the wheel of a motor vehicle. 
Similarly, supervising drivers fail to recognise that the learner driver is observing and noting their actions at 
the completion of the ‘formal lesson’ and when they resume the wheel. Young learner drivers commented that 
the teaching style parents largely adopt was one of ‘do as I say not as I do’. Learner drivers were conscious 
of this discrepancy yet many supervising drivers were not. In some cases this discrepancy led to tension 
between the learner driver and their supervising driver.

Related to the issue of when a young driver learns a safe driving attitude is the question of confidence 
amongst parents to take on the role of supervising driver in the driver education process. Some supervising 
drivers questioned their ability as an instructor, indicating that they lacked confidence in their own skills 
in setting an example when behind the wheel, communicating effectively, and teaching the required skills. 
This finding draws into question the support available to parents who due to necessity are the only option 
many young adults have when seeking out a supervising driver. Supervising drivers and parents play such a 
significant role in the driver education process and there appears a need to develop more effective support 
mechanisms to enable them to fulfil this role.

What is the underlying goal of the driver education process?  
The findings from this study indicate that for both learner and supervising drivers the driver education 
process has a single goal, that is, to prepare the learner driver to pass the required license examination as 
quickly and effectively as possible. As one learner driver expressed it: A lot of people learn how to pass the 
test not so much how to drive...and when you are 17 you just want to get your P’s. Critical aspects of driving 
behaviour including novice drivers’ attitude to risky behaviours do not appear to be taught nor discussed to 
any significant level during the driver education process. This would appear to be a major shortcoming of the 
current driver education programme in NSW.

The data collected in this study suggests that for young adults the act of gaining a driver’s licence is of great 
symbolic significance. By contrast many supervising drivers and parents are not conscious of the impact of 
this symbolism on the driver education process, young drivers’ general attitude, and their behaviour on the 
road. Frequently during this study, young learner drivers would make comments suggesting that obtaining a 
driver’s license was a ‘coming of age’ event as it provided them with ‘freedom’ and the ability to engage in a 
new lifestyle in which the very act of driving a car becomes a social event involving their peers. For example, 
one learner driver commented: It’s a cool kind of experience for a young person in a car…and my parents 
probably think it’s a waste of petrol to drive around for no reason, but my friends are like ‘what are we going 
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to do, let’s go for a drive. Conversely, when supervising drivers were asked to describe what driving meant 
to them, it was clearly little more than a means of transport which was described variously as a necessity, a 
practicality of life or a commodity. This dissonance between what driving means for these two groups may go 
some way in explaining differences in driving attitudes between young drivers and other road users as well as 
the influence of peers, when compared to parents, in changing attitudes towards risky driving behaviours.

What happens now? Post-licensure support.
The majority of learner drivers and supervising drivers appear to see the driver education process ending at 
the point of license. All efforts are focussed on this one event and driving education post-licensure is not 
a major consideration. When asked to discuss what actions supervising drivers and parents may take post-
licensure to increase the driving skills and behaviour of young novice drivers a typical parental response was:  
when you find they did something wrong what tactics will you use to tell an 18 or 20 year old what to do? I 
agree more with the trust approach and show concern every morning and drop hints where you can. As this 
statement indicates, parents appear to show deep concern for their child’s safety on the road post-licensure 
but as discussed later in this paper this is often expressed in the form of negative ‘don’t’ statements rather 
than any in-depth discussion of driving risks and behaviour.

The only legislative action to further develop young driver skills post-licensure appears to be the GLS and the 
restrictions placed on the novice driver such as passenger numbers and speed limitations. These restrictions 
are generally described in a non-supportive fashion by most young learner drivers in this study as the 
following comment suggests: I feel three years on Provisional License plates is detrimental to the maturity of 
young drivers because I think they feel that are not given full responsibility...the community is saying that 
at 21 you are old enough to go to war and get killed but not old enough to take full responsibility of driving 
a car without restrictions. This attitude along with the conflict between the excitement of being a solo driver 
and the newly licensed driver’s lack of experience and skills may indicate why many of the restrictions in the 
GLS are ignored, intentionally or unintentionally, by young novice drivers. Young drivers involved in focus 
groups described their driving as ‘shocking’, scary and unsafe, frequently admitting their skills, and those of 
their peers, at the point of licensure were poor: …me and my friends weren’t competent drivers on P’s. Not 
confident in traffic, roundabouts, missing stop signs, anticipating cars pulling out in front of you...I could 
have been a better driver on my P’s. Yet this lack of competence is part of an often dangerous cocktail. 
Included in this mixture is fear at the prospect of solo driving: I think [it’s] kind of scary because there is 
no one there to say you are going too fast or you are in the middle of the road doing the wrong thing. You 
are kind of by yourself, so there is no one there who can help you out if you need it. These factors are also 
combined with the elation which has come from newly acquired independence, and a defiance to take control: 
If you are on your P’s [parents] can harp on as much a they like but you are still the person in the car and 
the only person driving’ 

The findings from this study indicate that parents may have a role to play in post-licensure support. However, 
it appears that the nature of that support needs to be examined further. As reported earlier in this paper, 
when it comes to post-licensure activity most parents restrict their role to reminding their children of the 
dangers of driving with repeated negative statements such as don’t speed, don’t drink and drive. Young drivers 
in this study clearly indicated that they turn off at the first indication of such statements, as one young 
learner driver stated: You can say it but I’m not going to listen. Once you have your licence you have this 
cockiness – I’ll go and learn things for myself. You’re not going to listen [to your parents] any more because 
they’re not sitting next to you any more. Parents seem to want to communicate with their children on driving 
behaviour and risk taking yet feel frustrated at their comments not being heeded by their children as the 
following comment from one parent suggests: My child thinks he is an expert. When we had the downpour of 
rain I said the road is wet and he said ‘I know that, I’ve passed my test’ and my 25 years of driving experience 
didn’t matter for [anything]. Parents recognise the ineffectiveness of the negative reminders they often give 
their children and are seeking support and guidance to achieve their goal of keeping their children safe post-
licensure.

Conclusion
The rate of death and injury amongst young 17-25 year drivers remains at high levels around the world. 
These levels continue despite major social advertising campaigns and what could be described as ‘upstream 
social marketing’ initiatives such as placing speed and other restrictions on newly licensed young novice 
drivers. This study attempted to take a social marketing approach to understanding the issue of young 
driver education and behaviour. To achieve this, the study adopted a ‘consumer perspective’, in this case the 
perceptions of the young learner driver and their supervising drivers, normally their parents. The study took 
the driver education process as an intervention point and explored the issue of attitude formation towards 
risk taking and driving behaviour in general during this process.  

The findings from this study suggest that the driver education process in NSW, which is similar to others 
around the world, is deficient in a number of critical areas. First, the learning process and examination 
focuses on only two elements of driving, namely knowledge of road rules and skill in handling a vehicle. It 
neither teaches nor assesses elements of driving related to driving behaviour despite the role that behaviour 
has been shown to have in many accidents involving young drivers. Upstream social marketing initiatives 
that address this issue by refining licence examination together with social marketing campaigns to change 
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the attitudes of young learner drivers, their supervising drivers, parents and other road users towards the 
importance of observation in the driver education process seem justified. Second, many parents do not feel 
adequately equipped to fulfil the required role of supervising driver, nor do they understand the symbolic 
meaning and implications that surround a young person gaining their driver’s licence. Social marketing 
with its emphasis on meeting the ‘needs’ of the supervising driver may lead to improvements in the driving 
behaviour of young novice drivers. Third, any social marketing or other intervention programme needs to 
consider the role of parents and significant others post-licensure. Most parents in this study appear to be 
seeking support in determining how they can play an active role post-licensure in communicating the dangers 
associated with risky driving behaviours. In addition, any social marketing intervention aimed at developing 
safe driving behaviour needs to be placed in the context of an environment where freedom, independence and 
confidence are strong motivating forces in what is to many novice drivers a ‘social milestone’ and not merely 
a practicality of life as one parent suggested. 

This study has a number of limitations. The study took place in a regional area of Australia with participants 
who volunteered to take part. Thus the results may not be reflective of the much wider population. To address 
this issue a larger quantitative study based on the findings presented here would be beneficial. However, 
despite these limitations, the consistency in the pattern of participant responses over the course of this study 
and through different data collection methods suggests there are significant issues with the current driver 
education process in NSW. Social marketing, both downstream and upstream, with its emphasis on changing 
behaviour appears to be well placed to address many of these issues. To date, social advertising campaigns 
together with restrictive measures on novice drivers do not appear to be having any substantial impact on 
the behaviour of young novice drivers. This study suggests areas and ways in which planned, integrated social 
marketing campaigns may be effective in saving the lives of young adults around the world.        
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Introduction and Background
A sponsorship occurs when a company or another type of investor creates a link with an outside organisation, 
person or event, hoping to influence the audience by the connection. Characteristically, the ‘sponsor’ 
provides cash and/or in-kind F products/services to a ‘sponsee’ in return for opportunities to create links 
with an event, cause, or organisation in the eyes of consumers and potential consumers. A sponsee can be 
an organisation, team, program, or event that requires resources in order to accomplish its objectives. This 
link in the minds of consumers between a sponsor and sponsee results in image transfer whereby the sponsor 
and sponsee are associated with each other and benefit from that association. A growing number of sponsees 
are in the not-for-profit or governmental sectors and include organisations that are trying to develop and 
implement public awareness, educational or social marketing programs.  

In spite of the increasing academic and professional attention to social marketing sponsorships (e.g., 
Georgetown Social Marketing Listserv, 2008) it is widely recognised as a significantly under-researched area. 
Sponsorship theory is in the very early stages of development; key concepts have been defined, however, very 
little has been formulated into a theory of how sponsorships are formulated, evaluated, and either maintained 
or dissolved.  Further, the majority of the literature has focused upon sponsorships in the sports sector; i.e. 
the sponsee is a sports property, event or athlete.  Given the importance of sponsorships in the field of social 
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marketing, it is critical to begin to understand the concepts of sponsee, sponsor, as well as the development 
and formation of sponsorships in the social marketing sphere.  

The research reported in this paper takes a grounded theory approach -undertaking a case study of a medium 
size social marketing sponsorship in order to begin to formulate understanding of concepts (partner/
sponsor) as well as how such sponsorships are formed and what objectives are brought into the sponsorship. 
Specifically, the objectives of this paper are:

(1) �To review the sponsorship literature - specifically focusing on what is meant by sponsorship when it is 
used in social marketing;

(2) �To report the results of empirical case research on the evaluation of a sponsorship developed to support 
a social marketing program in order to increase our understanding of sponsorship in the social marketing 
sphere;

(3) �To develop understanding concerning  how social marketing sponsorships compare to commercial 
sponsorships in terms of (a) the identification of key stakeholders and their roles; (b) the objectives 
of the stakeholders involved; and (c) an assessment of how sponsorships are formed, developed, and 
implemented.

Methodology 
The specific focus of the case research is to add to our understanding of (a) the stakeholders involved in 
the sponsorship, the language used to describe them and their roles; (b) the objectives of the stakeholders; 
and (c) how the sponsorship developed, was formulated and implemented.  The case study chosen was the 
Canadian Mental Health Association Calgary Region (CMHA-CR) who undertook a social marketing campaign 
in the Province of Alberta Canada directed at (a) reducing the stigma of mental health issues; and (b) 
encouraging Albertans to seek help for mental health problems. As Canada’s fourth most populated province 
and its fastest growing and most vibrant economy, Alberta has enjoyed considerable migration into the 
province. Workplace, family and financial stresses with their accompanying mental health challenges have 
accompanied the vibrant economic growth in the province. A provincial component of its national body, 
the CMHA–CR is a well established (25 years old) organisation that offers core programmes and specialised 
support for individuals affected by mental illness. The campaign of interest ran from March 2007 to March 
2008, with a total budget exceeding the CDN$500,000. The research team (a) conducted 12 in depth personal 
interviews lasting approximately 20 to 45 minutes each with key representatives of all the sponsorship 
stakeholders; and (b) reviewed all contracts and written materials around the sponsorship and campaign. The 
interviews were taped, transcribed and analysed to provide data for the current paper. 

Research Results
The Origination, Development, and Implementation of the Sponsorship

The sponsee (CMHA–CR) was the originator of the sponsorship. The idea for the social marketing campaign 
and methods of raising funds in order to implement it was developed in a sub committee of the Board of 
Directors (Interview with Executive Director of CMHA–CR, March 1, 2007). The Executive Director and the 
Communications Manager of CMHA – CR then approached the first large Canadian company (TransCanada 
Corp.) with a request for $500,000 funding for the program. This first company could not provide sponsorship 
funding in the amount of $500,000 so they suggested approaching the second large private sector company – 
a large Canadian financial institution. In the end, TransCanada provided $250 thousand and the CFI gave $100 
thousand to fund the social marketing program. 

Because CMHA–CR still did not have the targeted $500,000 in order to implement the planned social 
marketing program, they sought additional funding by applying for and receiving a combination of grants 
as well as sponsorship/partnership funding from a number of other private as well as  public sector 
organisations.  In summary, the stakeholders included the two largest private sector sponsors/partners; 
TransCanada Corp and the large Canadian CFI, as well as several other private sector companies who self-
identified as sponsors and provided ‘in-kind’ services to support the campaign. These sponsors included; 
MacLaren McCann – an agency that provided the creative work at a reduced rate, Canadian Television Network 
(CTV) who put together a television media package at reduced rates and Pattison Outdoor who provided an 
outdoor billboard buy also at reduced rates. Nine public sector sponsors/partners were also involved; the 
Calgary Health Region, the Edmonton based, Capital Health Region as well as the other seven regional Alberta 
branches of the CMHA. Finally, a grantor was also part of the funding, the Alberta Gaming Corporation.

A major portion of the interviews conducted with each of the stakeholders involved asking about the 
objectives each had for becoming involved in the project. Twenty-one objectives were uncovered and 
summarised and organised into four major types: 

• Eight objectives specific to the social marketing campaign;

• Four related directly to positioning CMHA–CR as a leader and building CMHA-CR relationships;

• Two related to associating with CMHA-CR and the campaign and 

• �Six varying objectives ranging from building capacity around social marketing to building awareness of 
other partner/sponsor organisations and demonstrating that the organisation supports the community.  
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Discussion and Conclusions 
The research demonstrated that the sponsee was the originator for this sponsorship - very similar to 
commercial sponsorships where it has been shown that in most cases the sponsee’s search for resources 
is what drives the origination of the sponsorship. The first potential sponsor was selected because a 
previous relationship with the CMHA-CR had been established through both the Board of Directors and the 
organisation itself. This is suggestive of the importance of links and networks in the approach to potential 
sponsors. On the commercial side, especially among larger organisations and larger sized sponsorships, 
intermediaries known as agents often broker the relationships between sponsors and sponsees. While no 
evidence was found for this role in this case, perhaps it is appropriate to view the Board of Directors as 
assuming some of this brokering role in social marketing sponsorships. 

The first sponsor recommended a second commercial partner – supporting the literature which suggests 
that social marketing sponsors/partners bring their networks, contacts, and credibility to the sponsorship/
partnership which they make available to the sponsee or not for profit partner. Results suggest that public 
sector organisations with missions closely aligned to that of the sponsee organisation have definite 
preference for the term partner, as opposed to sponsor. The research also suggests that private sector 
companies may self-identify in a number of different roles including sponsor, partner and/or donor.  Under 
some circumstances they may be seeking to achieve sponsorship objectives – image transfer, awareness, etc., 
while in others they may see themselves as lending their image to the cause, but not as sponsors seeking 
sponsorship objectives. 

One of the major differences in objectives observed in this social marketing sponsorship case is that the 
sponsors also mention (independently) many of the social marketing objectives as being ones they have 
for being involved in the sponsorship.  In commercial sponsorships, sponsor objectives rarely coincide with 
sponsee commercial objectives. 

Overall, the research shows that sponsorships supporting social marketing programs may be different in a 
number of key ways:

• �The number, type and role of stakeholders – this case showed the involvement of combination of 
governmental and commercial sponsors as well as philanthropists who may be contributing funds (not out 
of sponsorship funding) and seek a combination of marketing and social objectives;

• �The objectives of social marketing sponsorships share both similarities and differences from those reported 
in the literature for both sponsors and sponsees for commercial sponsorships;

• �The development of the sponsorship typically may not involve commercial intermediaries/agents – but be 
driven by the sponsee who approaches potential sponsors and utilises networks formed previously and by 
Boards of Directors.

Guidelines for the development of social marketing 
programmes for adolescent and young adults’ sun 
protection
Keryn Johnson MPH
Sandra Jones PhD
Don Iverson PhD

Introduction
Within health promotion circles, social marketing is often equated only with mass communication approaches 
(Lefebvre 2001). This, and the perceived emphasis on individual behaviour change, has led to an ideological 
divide between social marketing and its marketing background, and health promotion and its holistic health 
background. Also, while one of social marketing’s strengths is its reliance on research and evaluation to 
develop and refine individual campaigns, there is often a neglect of what has gone before in terms of other 
health promotion approaches. There is thus a need to integrate the advantages of a social marketing approach 
more wholly within its public health context, and at the same time utilise the accumulated knowledge base 
that has developed over years of public health initiatives. 

This study used the Delphi consensus process and grading system, as outlined by Roddy et al. (2005), to 
formulate ‘best practice’ guidelines for the social marketing of sun protection programmes for adolescents and 
young adults, incorporating the expertise and experience of experts in social marketing and sun protection. 

Method
Eleven experts identified from the fields of social marketing and sun protection were asked to provide up 
to 10 key points, based on their knowledge and practical opinion, which they felt were most important in 
developing social marketing interventions for the primary prevention of skin cancer among adolescents and 
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young adults. After five consensus rounds participants were then asked to indicate how strongly they rated 
the finalised 15 recommendations on a visual analogue scale (VAS) based on all aspects relating to their 
knowledge and practical opinion, as well as the research evidence. The mean VAS and standard deviation was 
calculated for each recommendation, and presented via a table with groupings according to a traditional 
strength of recommendation (SOR) (Scottish Intercollegiate Guideline Network 2001), mean VAS, and 95 per 
cent confidence interval. 

Results
Table 1 shows the finalised recommendations with Strength of Recommendation and Visual 
Analogue Scores.

Table 1: Guidelines with SIGN and VAS gradings	

Recommendation Category of 
evidence (1-4)

Strength of 
recommendation

Strength of 
recommendation (VAS) – 
Mean (CI)

Guideline 1: Sun protection programmes for this 
demographic should take a holistic approach – with 
long term commitment. This necessitates multi 
component, multi-setting approaches inclusive of the 
wider community.

Expert opinion D 7.84 
(6.40-9.28)

Guideline 2: Sun protection programmes should 
be implemented at various stages throughout 
adolescence, especially at developmental transitions 
such as the move from primary (middle) school to high 
school, or the move from high school to university, as 
these are times of decreasing parental influence and 
changing peer and media influences, which can result 
in increased risk behaviour.

Expert opinion D 7.22
(5.94-8.52)

Guideline 3: Relationships with stakeholders and 
potential allies need to be developed to potentiate 
message dissemination – this can include parents, 
teachers, sports coaches, media/celebrity figures etc. 
Think imaginatively in terms of potential partnerships 
– possible relationships could come from the 
cosmetics/sunscreen or fashion industries; however 
care needs to be taken not to compromise message and 
strategy direction. 

Expert opinion D 7.36
(6.44-8.29)

Guideline 4: Programmes should pursue policy change 
and regulation where possible. This includes public 
policy eg. No sales tax on sun protective clothing or 
solarium regulation; and organisational policy eg. The 
scheduling of school sport during low UV periods

Expert opinion D 7.84
(6.93-8.76)

Guideline 5: Formative research is essential early in 
programme development in order to gain a deeper 
understanding of the self-interests of the target 
market, and the motivators and barriers to sun 
protective behaviour. This allows strategies and 
messages to be developed from the target audience’s 
perspective; similarly pre-testing of resource material 
is also critical to confirm its acceptability to the target 
audience. 

Expert opinion D 9.16
(8.34-9.99)

Guideline 6: Segmentation of the target market is 
necessary in order to tailor messages and strategies. 
Age segmentation is essential, but programme 
developers should also consider segmentation based on 
gender, attitudes and behaviour, perceived benefits and 
barriers, and/or risk.

Expert opinion D 8.09
(7.47-8.71)

Guideline 7: Sun protection programmes for this 
demographic need to have a deep understanding of 
the competition to sun protective behaviours that 
comes from the social norms and attitudes surrounding 
tanned skin, and consider strategies and messages to 
counter this competition. 

Expert opinion D 8.72
(8.19-9.26)
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Guideline 8:  To achieve behavioural change the ‘new 
behaviour’ being marketed needs to be EASY, FUN and/
or FASHIONABLE e.g. easy application of sun cream, 
hats considered fashionable. This necessitates focused, 
ongoing attention to the products (sunscreen, hats, 
and clothing) necessary for sun protection.

Expert opinion D 6.96
(6.02-7.91)

Guideline 9: Programmes should emphasise more direct 
outcomes such as skin damage (wrinkles, aging) and 
sunburn, rather than the indirect outcomes of skin 
cancer for this demographic; however reference should 
still be made to skin cancer outcomes as fear is still a 
strong motivator for behaviour change.

A systematic 
review including 
Mahler et al. 
1997; Novick 
1997; Weinstock 
et al. 2002; 
Mahler et al. 
2005; Olsen et al. 
2006; Mahler et 
al. 2007; Jackson 
1997; Buller et al. 
2006.

B 8.44 
(7.62-9.25)

Guideline 10: Sun protection programmes for this 
target group need to promote their perceived self-
efficacy for sun protection, by showing how sun 
protection can fit into current lifestyle and fashion 
choices, and offering specific strategies to incorporate 
sun protection into their daily lives. 

Extrapolated 
evidence from 2 
studies Jackson 
and Aitken 
(2006); Reynolds 
et al. (2006)

C/D 8.75 
(8.23-9.28)

Guideline 11: The changing of social norms regarding 
the desirability of a tanned appearance is essential 
for achieving whole-of-life sun protection behaviour. 
Such messages/strategies need to be directed both 
within and outside the adolescent/young adult target 
groups. Within the target group possible strategies 
include the targeting of group norms, where changing 
the behaviour of a few individuals ultimately might 
influence the behaviour of many. Groups might be 
defined based on sports teams, clubs, or simply groups 
of friends. 

Extrapolated 
evidence from one 
study Jackson and 
Aitken (2006); 
expert opinion

D 8.03
(7.11-8.94)

Guideline 12: Sun protection programmes to this target 
group need to look at environmental strategies such 
as the provision of shade and provision of sunscreen 
at settings that pose a risk to this group. However, 
these must be provided in a manner that optimises 
their usage – that is, the provision of shade will not 
optimise sun protection without attention to the social 
amenity within shaded space.

Expert opinion D 7.71 
(6.83-8.59)

Guideline 13: As a large proportion of sunburn occurs 
because people ‘forget’ to apply or re-apply sunscreen- 
or to take a hat or umbrella- or forget how long they 
have been in the sun, much of the communication 
strategy should be ‘reminder’ communication utilising 
avenues such as  Friday pm radio and weekend media.

Expert opinion D 6.34 
(5.25-7.42)

Guideline 14: Utilise a broad range of communication 
channels incorporating paid and unpaid components, 
in order to strengthen message dissemination. While 
television is still the most powerful motivator, people 
in this demographic are also frequent users of ‘new 
media’. 

Expert opinion D 8.25 
(7.05-9.44)

Guideline 15: Programmes should target their audience 
at various settings that pose a sun exposure risk for 
this demographic. As much sunburn is incidental this 
should include non-beach/pool situations. 

Expert opinion D 7.68 (6.62-8.74)
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Discussion and Conclusion
These guidelines represent a framework for social marketers targeting the sun protection behaviours of 
adolescents and young adults, and should be utilised as such. As for all social marketing, specific strategies 
and messages are then developed based on formative research and rigorous pre-testing of materials, in 
order to tailor interventions to specific contexts and audiences. The guidelines are, for the most part, 
broadly focused, with many guidelines applicable to other sun protection target audiences – such as the 
importance of formative research, segmentation, pursuit of policy change and regulation, and the building 
of relationships with stakeholders and potential allies. Others are more specific to the adolescent and young 
adult demographic – such as the importance of appearance-based messages, the targeting of transition 
periods, and the consideration of ‘new media’.  Utilised as a whole, they incorporate the major elements of 
social marketing theory within the established knowledge base of sun protection experience.
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