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Theory in Social Marketing

• Evident in the literature that programs, interventions or 
campaigns that use theory are more effective

• Lack of theory use in social marketing

• Luca and Suggs (2013) reviewed 17 
interventions: only 8 used theory

• Truong (2014) reviewed 867 articles: 
only 18.5% used theory

• Truong and Dang (2017) reviewed 143 
articles; only 23% mentioned theory

Even when theory is used, not explicit how it is applied

Most commonly used theories are developed to explain or 
predict static behaviour.



Behaviour vs. Behaviour change

Ployhart & Vanderberg (2010)

static dynamicvs
a unit of observation at one 

point in time (behaviour)
units of observation measured repeatedly 

over time (behaviour change)



Behaviour vs. Behaviour change
Cross-sectional design is dominant in social marketing, 
restricting understanding of change



Research Aim

What are the main determinant changes that 
influence behaviour change in the context of 
physical activity and healthy eating?

Part of a larger PhD exploratory study looking 
at 7 data sets and 3 different behaviours



How?

Empirical exploration of behaviour change drivers in a weight 
management program

• Secondary data

• Longitudinal study (repeated-measures design)

• Two studies:
• Study A: physical activity

• Study B: healthy eating

• Multiple linear regression using 
change scores

• Focus on modifiable psychographic 
variables



Study characteristics

• Sample size 
• Full study: N= 1,124

• Longitudinal data: 
• Study A: N = 1,110

• Study B: N = 1,124

• Data analysis: 
• Study A: N = 391

• Study B: N = 432

• Demographics
• 97.6% female

• Mean age: 43 years old

• High socio-economic status

A weight management program encouraging physical activity 
and healthy eating behaviours



Study characteristics

• Data collection – online surveys (pre and post)

• Scales used:

• Intentions (Perugini & Bagozzi, 2001)

• Attitudes (Perugini & Bagozzi, 2001)

• Injunctive Norms (Rhodes & Courneya, 2003)

• Descriptive Norms (Rhodes & Courneya, 2003)

• PBC (Rhodes & Courneya, 2003)

• Self-efficacy (Rhodes & Courneya, 2003)

• Desires (Perugini & Bagozzi, 2001)



Study results

• T-test for statistical significance from baseline to follow-up



Study results



The big picture



Full study



Full study



Considerations

• Change score as dependent 
variable

• Self-reported behavioural data

• Limited psychographic constructs 
included in the evaluation

• Longitudinal studies should be 
measured in three points in time



Contribution and Implications

Advance understanding beyond static behavioural explanation and 
cross-sectional research design

Shift the focus from understanding of determinants of behaviour to 
knowledge of behaviour change

Finding what are the determinants of behavioural change can help 
develop more informed and effective social marketing programs

Application of theories that do not result in behaviour change could 
lead to misallocation of resources (e.g. focussing on attitudes or 
intentions)
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