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On Social Marketing and Behavior Changing Tactics
CHEN Xiao-hui' ,LIANG Shu-kai' ,ZHANG Xiao-wei’ ,DUAN Ying'
(1. Industry Engineering Lab,Chongging University, Chongging 400030, China;
2. Chongqing Family Planning Contraceptive Management Station, Chongging 400020, China)

Abstract: Social marketing is on preliminary practice stage in China. The social marketing programs involve a wide range of knowl-
edge, long period and low success rate, which mainly ascribe to the insufficient understanding of elements of social marketing and defec-
tively designing of implementing tactics. This paper aims at offering a beneficial reference for making tactics of social marketing. Firstly,
this article explains the meaning and key element of social marketing, then proposes the behavior changing factor system on the basis of

behavior model of Kurt Lu, constructs the target group behavior changing tactics under the social marketing, finally provides the basic

principle of the strategy of target group behavior changing.
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