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‘Total Process Planning’

(TPP) framework
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England: Social Marketing strategic approach
STEP 1: 2004 STEP 2: 20006 STEP 3: 2008

Government Independent Dept of Health
Commitment Review official strategic
to review undertaken by NSM Centre response

@) HM Government Qm Department

of Health QH Department
of Health

Ambitions for health

1 strategic framework for maximising the potential
of social marketing and health-related behaviour
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What do we mean by Planning
In a Soclal Marketing context?

WHAT to do?
HOW to do 1t?

In short time now It’'s more about

‘How to approach’
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But always more
than one way
‘to skin a rabbit’
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Reality check — how do we Contre
go about planning in practice?

Take text book from the shelf (internet!)...
a) ...systematically follow its advice

b) ...pick & choose the bits I like
c) ...ignore it & do what I've always done

...just get stuck-in

& hope it’ll all pan out
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Integrating thinking & learning

Project & Programme
Planning

Key Social Marketing

Principles & Tasks

www.nsmcentre .0org.uk
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Planning what?
Checking out how we are approaching the task

Strategic

Social
Marketing

Operational

Social
Marketing

WWW.nsmcentre.org.uk




Planning what? T

Checking we are using language in similar way

Programme

Soclal Marketing Programimao I AN

Used to reter to a I-'-:'u;.:; er term

planned programme of work
Typically staged

over J to 10+ years

Campaign
soclal Markating Campalgn

commanly consisting of a range Soclal Marketing Initlative
or cluster of activities

used o refer to a time spec hic
'.ar-gele--:l mtervention

Typically staged

over 1 to 3 vears

Typically undertaken
within 1 year
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National Benchmark Criteria
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Key features to look for to
determine if something Is
el consistent with social marketing

=, — Not to be confused with
= v e ‘a process’ of what you do

xad segmenitation

= Not ‘a plan’
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‘Total Process Planning’

TPP as a planning model
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‘Total Process Planning’ Contre "

A conceptual
model

A planning
framework
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‘Total Process Planning’
TPP as a planning model

Developing a longer-term Programme
with a series of linked Campaigns or Interventions




Key things to highlight Sccla Markeing
about the TPP framework

Don’t be fooled by it’s simplicity

Managing the complexity

Keeping ‘stages’ distinct — sequential

A major challenge

Recognising ‘tasks’ are rarely sequential

Flexible, adaptive, iterative

WWW.nsmcentre.org.uk
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Commissioners &
Practitioners Guidance note

Invest in Scoping
This can save money, time and other resources

Commission In stages

Avoid single contract to cover everything
‘block buying’

Use the simple 8 point benchmark sheet
Ask those tendering to indicate how whatever
they are proposing will be consistent with them

Beware...

‘We already know what needs to be done....”
“Here’s one we prepared earlier...”
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Benefits of effective
Scoping

Beyond helping avoid an unquestioned rush to
communications or ‘social advertising’ it can help by:

a: Significantly enhance effective
stakeholder engagement & involvement.

b: Directly assist subsequent
review & evaluation

c. Enhance the evidence base and help
others learn / benefit from the work

WWW.nsmcentre.org.uk
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Scoping Eanara "

Where you examine the issue or challenge
Build a robust understanding of the audience & behaviour
Consider the resources (human & financial) available

Select the intervention options believed most likely to have
a positive impact on the lives of those being addressed

WWW.nsmcentre.org.uk
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Development St

Where the behavioural goals and audience insights from
‘Scoping’ are taken and developed

Includes specific audience pre-testing of ideas / options

Checking if the evidence and assumptions made during
scoping are relevant and actionable.
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Implementing Sontro "

Implement

Where you ‘go live’ with the programme, campaign or
Intervention

Will vary according the approaches and methods selected
during Scoping & Development

Live tracking, opportunity spotting & threat management

Data capture

WWW.nsmcentre.org.uk
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Evaluating St

Evaluate

nere original aims & objectives formally revisited
nere baseline and process data captured is examined
nere extent of outcomes are assessed

nere cost-effectiveness considered

S 2 £ £ =

nere implications and ideas for further work set down
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Following-up Contre

Follow-up

commonly
‘the lost stage’

Where time dedicated to considering the evaluation
findings with key stakeholders and decision-makers

Implications for future work considered

Where learning and evidence from the work is
disseminated (published / web) so available for others

WWW.nsmcentre.org.uk




Thank you

Clive Blair-Stevens
Director Strategy & Operations

National Social Marketing Centre
20 Grosvenor Gardens

London

SW1iw ODH

England 0207 881 3045

InNfo@nsmcentre.org.uk
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