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ity acknowledges the people who are the Traditional Custodians of the land. We pay respect
past and present, and extend that respect to all Aboriginal and Torres Strait Islander peoples
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Today's session

Social Return on Investment (SROI)
. Why impact matters

. Valuing impact through SROI

. SROI Case study

Co-create-Build-Engage (CBE)

. CBE — a roadmap for change

. Applying CBE and the 8 social marketing principles
. From telling to selling using HITS

. CBE Case Study
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What this course covers

Throughout the next few weeks, you will learn about:

* Moving programs from awareness to change
* Mapping pathways from activities to real-world impact

 Evaluating outcomes and demonstrating value using
Social Return on Investment (SROI)

* Applying Co-create, Build, Engage (CBE) and HITS
frameworks to drive sustained change

Let's begin!
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Impact
and

Social Return on Investment
(SROI)
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Why impact matters

Moving our focus from activity (what we do)
to impact (what changes as a result) is
ensures we are focused on achieving
meaningful, lasting outcomes

Organisations working on complex climate,
health, and social issues are no longer
judged on what they deliver,

but on the change they create
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Why impact matters

Impact does not happen by chance. It occurs

when:

» people adopt and sustain new behaviours

» systems are designed to support those
behaviours

« outcomes are measured, valued, and
continuous improvement used to optimise
them.

You are not just delivering projects — you are
designing conditions for change.
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From Outputs to Outcomes

Earth sadly lost his Mum after she was hit by a car.

He was only 5-6 months old, weighing in at a tiny
250-400 grams.

&8 with winter on the way, the days are getting
shorter.

&% That means we're often still driving to, or from,
work at a time when wildlife is moving about.

A\ wildlife have little awareness of how dangerous
a busy road can be.

We can help make roads safer for wildlife by:

2 Slowing down from dusk to dawn

ol Looking out for wildlife when driving

&® Using high beam lights mindfully when driving
at night

T3 if you see injured wildlife - @ Stop, € Look, if
you live on the Gold Coast call @wildcareaustralia
on 07 5527 2444,

Video credit
@currumbinwildlifehospital

#wild #wildanimals #drive

INSTAGRAM
Reach: 1,050,083
Plays: 1,517,060
Engagement: 32,634
Eng. Rate: 3%
Media Value: $7,397
LINK

FACEBOOK
Impressions: 537,304
Reach: 403,111
Engagement: 13,614
Eng. Rate: 3%

Media Value: $6,116
LINK
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From Outputs to Outcomes

Socistal Impacts 1 (2023) 100008

- - 43 %
o inge o —
sighitings 62%
;.s’r?'i‘ﬁ'i"i." g
Volunteers for koal ation ||t iﬁfﬁ
olunteers for koala conservation 80% RS

Able to identify sick koala 4100

56%

Donates to koala conservatiion m 69%,
Always slows down -19:‘1_}9%
Koala-friendly fence m 529%

Koala sighting knowledge m 56%
Koala-friendly pool ﬂ 58%

0% 20% 40% 60% 80%

® Not aware of of SMG campaign m Aware of SMG campaign

ELSEVIER

Contents lists available at ScienceDirect

Societal Impacts

journal homepage: www.journals.elsevier.comysocietal-impacts

Conserving koalas: Outcomes and impact following a two-year community %8

m)
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engagement campaign using CBE™

David Fechner , Sharyn Rundle-Thiele

Giriffiry Universiry, Ausmalio

ARTICLE INFOD

ABSTRACT

Keywonds: This cage study outlines how bocal povernments have parinered with scientists and professionals who are funded
Kaala cocservation by state government o directly contribute to koala conservation. This paper explaing an approach that can be
Wmﬂeuu deployed across different local government areas o deliver societal impact. Specifically, we provide a brief
;m'u:;l“:ﬂ;:n::ﬂ’lﬁmm averview on how using the co-design, build, and engage Framework can lead to measurable koala conservation
oulcnmes such as increased koala sighting submistions reporting the results of two-years of campaign work in the
Logan City Council bocal government aréa.
100%
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Mapping the pathway to impact

D}g An Impact Chain

-

What goes into the program

~

What happens in the
program, e.g. what we do

Tangible, observable
products + services resulting
from activities

J

Immediate measurable
changes after the people
interact with your outputs

J

Longer term changes that
accrue over time

Refocusing marketing effort to

support net-positive social impact

Sharyn Rundle-Thiele
Department of Social Marketing @ Griffith, Griffith University,
Queensland, Australia

Sarah-Louise Mitchell
Oford Brookes Business School, Oxford Brookes University, Oxford, UK

Zoe Lee
Cardiff Business Schoal, Cardiff University, Cardiff, UK and Cardiff University,
Cardiff, UK, and

Fran Hyde
University of Suffolk, Ipswich, UK

Abstract

Purpose - Social impac research remains in its infancy. The purpose of the paper is 1o build on Keeling and
Marshall’s (2022) *Call for impact” paper and develop a comprebensive socal impact pathway [(50F)
framewnork. The aim is o encourage marketing researchers, non-profits and corporations to pursue impactful
wark that is valued, planned, monitored and evaluaied.

Design'methodology/approach - The concepiual paper explores the complexities of estimating social
impact drawing from a range of illustative cases

Findings - The paper identifies a lack of clanity in the understanding and application of impact and presents a
pathway aimed at increasing foous an social impact across funsre work po deliver the net-positve changes that
are needed o reverse biodiversity decline, climate change and social and health inequalities that continue io be
peersist and be experienced by somany planet wide

Research limitationsimplications — This paper contritmies a pathway forwand 1o encourage and support
imcrexed wiillisation of the framework in Fubsre marketing researche

Practical implications - Mapping and measuring SIPs are concerted effons directing understanding
tovwards ide g the activities that are contributing to the delivery of outpuis that can achieve
intended ow The measurement of impact directs imvesiment towards activities that ensure net
peositive gai chiewed.

Secial implications — Ever growing social inequities, health disparities, loss of biodiversity amd
enviranmental degradation ooour when practices are left unchecked. A foous on impact avoids
greenwashing practices, ensuring thai an undersianding of whai has changed because of the work s
transparently reported.

Driginality/value — This paper sims o encour, marketing ressarchers to engage in social change
prajects, rather than salely disseminating academic findings. Emphasising the importance of an outside
in approach, this paper highlights the necessity of showcasing accumulated outcomes to demonstraie

impact
Keywards Impsct, Net positive, Impsa iramewaork, Social value, Social impact pathway,
Muon-proft arganisations, Research oulcomes, Social purpose

Paper type Research paper

European Journal
of Marketing
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An Imgact Chain

<<- Happens

Inputs

Investment or
resources that are
used to pursue
impact objectives

These resources

are used to create...

\ J

ide your organisation

Activities

Actions or tasks
that are
undertaken in
support of specific
impact objectives

.these activities
which result in
qualifiable numbers
of...

\ J

Engagement

Outputs

Tangible,
immediate
practices, products
and services that
results from the
activities
undertaken

..these outputs,
which within them,
or because of
them, change

\_ OCCUrsS.. Y.

I Happens after people successfully interact
| with your organisation>>

J
)

Outcomes

Changes, or
effects on the
individuals, that
follow the delivery
of the products,
practices or
services

.which are
reflected in these
outcomes...

Impact

[Changes in society\

that follow from the
outcomes that
have been
achieved

.which in time will
manifest into these
impacts
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SUfR Impact Chain

<<- Happens inside your organisation

Inputs

Activities

Donations
State govt. funding
Bequests

Volunteer time

- Recruiting staff
and schools
- Planning
- Meetings
- Building modules,
websites
- Coordination
- Budgeting
- Booking
meetings
- Event planning
- Liaison with
partners
- Contracts

Engagement

Outputs

4 - Checklists for A

schools

assets
- Stand Up for
Respect Modules
- Playground Club
- Management
dashboard
- Stand Up for
Respect High Vis
Vests
- Teacher sessions

\ J

I
I
I
I
I
I
I
I
I - Downloadable
I
I
I
I
I
I
I
[

I Happens after people successfully interact
| with your organisation>>

Outcomes

Increases such as:
- | recognise
bullying behaviours
- | can ask for help
when | see bullying
- Reports of
bullying

Decreases such as:
-lgnoring
behaviour

-Name calling
-Taking other
students things

Impact

\ - Physically hurting

Improved mental
health

Reduced domestic
violence
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STAND UP FOR RESPECT CHEcKLIST STAND UP FOR RESPECT
PROGRAM INITIATIVES

Using the following checklist, participating schools will meet with Life Ed's Learning
and Development Coordinator to identify activities within the Stand Up for Respect
program that enhance the school's existing bullying prevention initiatives.

Two memorable and fun learning experiences delivered
by Life Ed that empower students to understand what
bullying behaviours are, and to practise standing up for
themselves and others in bullying situations.

All classes receive two Stand Up for Respect sessions delivered by
Life Ed Queensland

All classroom teachers deliver two bullying prevention lessons

All classes display one or more posters: What is Bullying, Types of Bullying,

We Don't Bully Here or How to Be an Upstander With easy-to-use resources provided by Life Ed, the

. classroom teacher leads two lessons, giving students
All classroom teachers collect an Upstander Pledge, signed by each student the tools to recognise bullying behaviours and to act

and their parent or guardian if they see or experience bullying.

All classroom teachers attend MATE bystander training

MNominated school staff attend a Stand Up For Respect network meeting
Parents and school staff play an important role in
bullying prevention, as does keeping kids positively
occupied on the playground.

The school has a Life Ed Playground Club 1 - 2 times each week

All classroom teachers wear Stand Up for Respect high-vis vests on playground

patrols Supported by Life Ed’s Learning and Development

Coordinator, the school adopts a selection
of activities to complement existing bullying
prevention efforts, including:

The school informs parents about the opportunity to attend a Stand Up for
Respect Parenting Seminar or a Webinar for parents who can't attend

O O Oodo o od

face-to-face Playground strategies:

« ALife Ed Playground club with fun activities for students to do, including games
The school provides bullying prevention information to Families through school and arts and crafts.
newsletter articles and social media posts « Stand Up for Respect high-visibility vests for teachers.

ALISH3IAINN H1IF414D
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Walking into the Life Ed Centre right now is an emotional experience. Every
wall is covered in heartfelt messages from children - 5,500 of them to be
exact. It takes your breath away. ...more

NEWS 33

Charfotte Ford, Francesca Novak, Kisty Glen, EthIlﬁSamlmeb‘lhdswﬂduh‘df u!ﬂ-blllm

It’s cool to be kmd
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OUTCOMES

During

Mean (SD)

N=268

Post
Mean (SD)

N=557

Student confidence to intervene in bullying™* 3.8 (0.7) 4.0 (0.8) 4.0 (0.9)
Student experience of victimization® 1.1 (0.7) 1.0 (0.8) 0.9 (0.7)
Student self-reported perpetration 0.4 (0.5) 0.4 (0.5) 0.4 (0.5)

* Significant at the p=0.05 or less level.




W
Impact (SROI Valuation)

Evidence shows:

* Bullying victims are 31% more likely to
experience domestic violence

Psychological Science
Volume 24, Tssue 10, October 2013, Pages 1958-1970 SAG E

© The Author(s) 2013, Article Reuse Guidelines

https://doi org/10.1177/0956 797613481608 jO U rn al S

Research Article

Impact of Bullying in Childhood on Adult Health, Wealth,
Crime, and Social Outcomes

Dieter Wolke 1, William E. Copeland 2, Adrian Angoldz, and E. Jane Costello?

ALISH3AINN HLI4d1dD
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Impact (SROI Valuation)

Evidence shows:

* The cost of domestic violence to
society is $22 million per year

 SUR involved ~2,000 children
« Generated $36,000 in value to society

kPG

The cost of violence

against women

and their children

in Australia




CBE
A roadmap for change

= GRIFFITH UNIVERSITY
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Social Marketing

Social marketing generates positive change
that benefits people and the planet, across:

* diverse issues (public health & safety,
* individuals, communities, and

* many countries all around the world
(Truong, 2014)

Competition Q
Stakeholder . . Segmentation
Orientation :

Behaviour Co-create
Change — ‘ ' P
Marketing
Mix

community and social issues,
environmental protection)

organisations

CRICOS: 00233E | TEQSA: PRV12076
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Theory use

Practitioners report finding theory confusing
and intimidating (creates underutilisation)

Underutilisation reduces the potential for

interventions with the greatest possible impact
(Davidoff, Dixon-Woods, Leviton, & Michie, 2015)

Over-reliance on individual focussed theories
creates consumer myopia (Brennan et al., 2016)

Actions of others are often ignored, which

when examined, explain program failure
(Roemer et al., 2021)

CRICOS: 00233E | TEQSA: PRV12076

Studies
that used

theory
18.5%

Studies that
did not use
theory
81.5%

N= 867 (Truong, 2014)
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Systematic literature review of
best practice in food waste
reduction programs

Jeawon Kim

Department of Marketing, Griffith Business School, Griffith University,
Nathan, Australia

Sharyn Rundle-Thiele
Department of Marketing, Griffith Business School, Griffith University, Gold Coast,
Australia, and

Kathy Knox
Department of Marketing, Griffith Business School, Griffith Univeristy,
Nathan, Australia

Abstract
Purpose — Food waste is a systemic problem, with waste occurring at all stages in the supply chain and
consumption process. There is 2 need to unpack which strategies, appeoaches and tools can be applied to
reduce the amount of food wasted Understanding the extent of soctal marketing principles used offers
insights into the additional means that can be applied to increase voluntary behavioral change.
Desnmlmethodologylapproach Following prdermd reporting items for systematic reviews and
review was undertaken focused on outcome
evahation :m:dxs ammed since 2000. Six databases were examined, and cross rating was used to identify
previous programs tackling food waste behavior at a household level A total of 23 programs were analyzed
against 8 social marketing components.
Findings — Overall, only 2 out of 23 food waste s self-identified as social marketi A
L'sck of application of social marketing elements was observed acress all studies, indicating a Imdencv to
non-valuntary change Ty The most commonly L’ugemd behaviors were source-
separation. Personal interaction involved the distribution of information in person (typically through door
knocking). Persanal interaction strategies were identified as the most effective program techniques. Program
effectiveness was greater when the social marketing components of behaviaral change, theory and marketing
mix were used, indicating the potential for voluntary appeoaches to be applied more i the future.
Originality/value — To the best of the authors” knowledge, the current study was the first systematic
literature review to emmm: the extent of social marketing application & in food waste programs reparted in
peer-reviewed acad Ti using eight of social marks The study revealed behavioral
change was more likely when move social marketing components were used. Future research is recommended
to consider the application of full range of social marketing elements to extend beyond involuntary
approaches, which can be subjected to criticism from community.

Keywords Social marketing, Enve 1 bility, Benchmark criteria, Food waste,
Programme

Paper type Literature review

Introduction
The Food and Agriculture Organization of the United Nations (FAQO, 2015) estimates one-
third of edible food, equivalent to 1.3 billion tons, s lost or wasted annually. Increased

Food waste
reduction
programs

447

Received 15 May 2019
Revised 3 July 2019
Accepted 2 July 2019
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-waste barriers and enablers

JSOCM Epe———

[ Pepcholeghcal ]{ Lack of knewledge of whire u.l]

Iurr 16 peevels dow e

(oo (o= )

B —

Arwilahilier  of  chear  awd
rranspardas infermaron

i | [ttt
= )
W ]
C——u
‘Iﬁﬂﬂl{hm“m ]
(e )

=T

—|  rwtrinsic [P st i ]
)

: = )
= )

._| Extrimsic {[hﬂ,w ]

(e )

Figure 2. COM-B conceprual framework-E-wasie recycling
Source: Authors' own work

Identifying e-waste recycling
solutions: a theory-guided approach

Yue Xi, Sharyn Rundle-Thiele and Carina Roemer
Department of Social Marketing, Griffith University, Nathan, Australia

Jeawon Kim
UN Climate Technology Centre and Network, Incheon, South Korea, and

Sunil Herat
School of Engineering and Built Environment — Civil and Environmental Engineering,
Griffith University, Nathan, Australia

Abstract

Purpose — This study responds to calls for increased theory use, higher levels of theory application and
utilisation of appeosches that extend beyond how individuals think and feel in socisl m:tkcung. The capability,
oppocturity, motivation, behaviour theory was selected for this depth mnterview study that aimed to identify
barriers and enablers towards e-waste reduction.

Design/methodelogy/approach — Following ethical clearance, semi-structured in-depth interviews were
canducted in Australia with 19 people, induding expens, people working in the e-waste management industry
and consumers. A dasta dictiomary was developed and used by coders. High inter-coder relisbility was
achieved.

FM@-AImlol 1B i were identi ity was the gest category with eight

mfuences and a u:mhmal u-n mdxvniul mﬂumus (capability and motivation), which
! the i af W beyond i dual factors. Opp ithes to supparnt
individuals to reduce e-waste include providing an e-waste systemm, pmwdmg clear and transparent

information, availshility of and exse of sccess to eswaste recycling services, improved product design to support
eswaste recovery, monetary support, regulation and policies, circular econamy and social support.

Research limitations/implications — In total, 18 mﬂuzncu oﬂcr aa unxlerstanding of the many ways that a
camplex problem like e-waste can be alleviated in Qu )

Originality/value — This paper contributes a detailed application of theory de: ing how a theory can
be applied to identify influences to inform intervention planning.

Keywords E-waste, Social marketing, Theory, Behaviour change, Recycling

Paper type Research paper

Funding: The awthors confirm that there has been no significant financial suppon for this work that
could have influenced its owtcome.

Potential conflicts of interest: The authors confirm that there are no known conflicts of interest
associated with this work.

Datae: Data is available on request.

Authors’ conrributions: Yue Xi and Carina Roemer conducted data collection. Yue Xi was actively
involved in all stages of research and wrote most of the manuscript. Sharyn Rundle-Thiele and Carina
Roemer were actively involved in all stages of research design, data analysis and provided critical
feedback on and assisted in drafting the manuscript. Jeawon Kim and Sunil Herat provided advice and
assistance in research design, as well as the final review and editing.
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Waste management system
Availability of transparent information
Availability of, and ease of access
to e-waste recycling services
Product Design
Regulation and policy
Circular economy -
Social support
Availability of monetary support

Motivation

Knowledge of e-waste

Lack of knowledge of where and how to recycle

Skills / The action — e-waste recycling practices

L

Environmental concern Convenience

Fear of potential harm

Incentives

Information security Cost

Space saving
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Griffith University 6-week pilot campaign

Removing e-waste reduces the risk of toxic metal leaking (91.3%)
60.1% of participants store e-waste at home
Removing e-waste can help save space (92.2%)

GET RID OF YOUR
SAVE SPACE BATTERIES BEFORE THEY
= LEAK!

ALISHIAINN HLI441dD
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Sunshine Coast Safe Battery Disposal Campaign

Batteries cause fires

Never bin your batteries

Give batteries a new life
Save space
Get rid of leaky batteries

Keep our drivers safe Get rid of

batteries

40+ drop off locations available on the Sunshine Coast

40+ FREE |
SUNSHINE COAST |

Batteries

ALISH3IAINN H1IF414D
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Sunshine Coast Safe Battery Disposal Campaign

* TV ";::?.::

» Radio | w?§
* Print

» Social media

- Shopping centre digital screens
* Transit buses

» Waste collection trucks

ices ato Nemmable
i 2t the recycling
Batteries ta a drop

|

e

® Qe Wimmong, 2

COUNCIL WASTE EDUCATION OFFICER

ALISH3AINN HLI4dI
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Recycle Mate Search

Total searches

763

2

Humber of searches
A
=

300
December  January  February March April May June July August  September October  MNowvember
2023 2024
Sep-23 Oct-23 Nov-23 Dec-23 Jan-24 Feb-24 Mar-24 Apr-24 May-24  Jun-24 Jul-24 Aug-24 Sep-24
» ] o B » » ] »
i I | | i i | |
: ) Social Radio Social Social :
Saocial
Socc\jal Radio media media media mc;%?a BSS
meaia ads ads ads 4 ads
survey : . a+s.
+ ‘
Internal Newspaper Shopping Bus
. + centre
Council ‘ ads
- Shopping  screens +
promotion +
cenue 5 Collection
screens gs truck
N ads signs
v +
(28/06/2024) Collection
truck
signs

ALISH3IAINN H1IF414D
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Campaign Outcomes

30+
204

10+

Linaware Participants
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CBE + Behaviour Change Principles

CBE

Framework

Co-Create

y
)

Social marketing

Research / intervention activities
benchmark

Study1: Qualitative research adopting semi-
structured interview with 19 stakeholders.

Stakeholder

; 2 Solution ideation workshop with 17
orientation

survey with 448 eligible responses.

Desk review and stakeholder interviews identified

Competition : : ;
P e-waste services and options currently available.

Desk review undertaken to select COM-B

Findings

were

Collectively agreed upon potential target audiences,
promotion and implementation strategies.

Identified capabilities, opportunities, motivations and

current e-waste behaviours. Informed promotion design.

Identified other e-waste drop off points and in-kind
partner who provided e-waste bin and collection service

Capability Opportunity Motivation-Behaviour

Research and Evaluation

CBE: A Framework to Guide 2 D ety 01
the Application of Marketing By e
to Behavior Change

furnihepepud

Sharyn Rundle-Thiele', Timo Dietrich' ®, and Julia Carins'

Abstract
Background: This paper aims to extend the application of social marketing o socal and
environmentally beneficial behavior change providing a three-step process—Co-create-Build-Engage
(CBE). The key strength social marketing brings to the social change space s the development of
something of value that moves and motivates people to voluntarily change their behavior: in wen
beneficting themselves, the planet and society at large.
Method: Using a case study method, this paper identifies hew up te eight marketing principles, inidally
penned to distinguish social marketing frem public health, are applied in the three step CBE process,
using first time pregram development and impl i First. programs are co-created
{C) with peaple at the heart of the problem and buile (B) to ereate and embed lasting selutiens and
finally eommunites are engaged (E) to pareake in these pragrams. This linear process |s applied in firsc
tme pregram development and stages blur following first time a5 CBE steps become
i when pregr are Ina This paper outlines four cases
demenstrating when and where key marketing activides were applied to co-create. bulld and imple-
ment soclal marketing programs thar achleved behavioral change.
Results: Included s a roadmap of the activites thar oceurred in first dme program development and
implementation across each smge of the three step CBE process. During co-creation competiton is
assessed and groups are Idendfied (segmentation). Formatve research programs are theoredeally
underpinned and human centred {customer orientation) and solely aimed ar Identifying insights o guide
program build and engagement. Elements of the marketing mix focus program bulld ensuring thar a
valued exchange effering ks builc. Engag ep che inical impl jon phase and encom-
passes the set of activites that focus on ensuring people are aware of and ean adopr the program.
Recommendations for Research or Practice: Many of the foundational techniques thar distin-
guish social markering from other behavioral science approaches are not widely adopred. This paper
aoffers a roadmap to demonstrace how and when core soclal marketng activites can be applied o
effect voluntary behavier change. Volitional change avoids stgmarization, allenatien, reactance and
community divides, which occur when behaviors are mandated or when people are told whar to do.
The CBE process provides a process, outlining soclal marketing's key principles and the set of activities
that are applied to build more effective marketing programs.

! Griffich University, Machan, Quesnsand, Australia

Corresponding Author:
Timo Diecrich, Griffich Universizy, 170 Kessels Aaad, Nathan, Queensland 4111, Australa.
Email: cdierrich@grifith.edusau
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~ The HITS Framework

Provide improved Information Equipping people
access and support ensuring people with the skills
to facilitate the know what they they need to
intended behaviour should and perform the
shouldn't do intended behaviour

CRICOS: 00233E | TEQSA: PRV12076
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A thing that
motivates or
encourages
people to
perform the
intended behaviour




The Leaf Collective

Initiative of
-~ The Leaf g 5 c'l' Wi GriffithuniversiTy
N o Collective (32) ACT o U leafeollective.com.au
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Social Marketing @ Griffith
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«» Inform

LEAVES ARE

LITTER

e ipy
gour-green bix

5
leafcollective.com.au
pere is USRS .
yav4
Adopt a Tree or Drain.  °'&nic
1 . . .

Care for it, enjoy it! o
Intervention Control ‘ Did you know that leaves in stormwater

drains pollute waterways and contribute ”ﬂﬂ layer
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Questions

Professor Sharyn Rundle-Thiele

Founding Director Social Marketing @ Griffith
s.rundle-thiele@griffith.edu.au

Associate Professor Julia Carins

j.carins@griffith.edu.au

Social Marketing at Griffith

Social Marketing @ Griffith
griffith.edu.au/social-marketing

socialmarketing@griffith.edu.au
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