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Norm:  Social Marketing
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Making Breastfeeding the 
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Moderator: 
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Sponsored By
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Bureau of Women’s Health
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USDHHS Maternal and Child Health 
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Viewer Call-In

Phone: 800-452-0662

Fax: 518-426-0696

Evaluations

Please fill out your evaluation 
and post-test online:

www.albany.edu/sph/coned/bfgr08.htm

Continuing education credits are available.

Thank You!

University at Albany
School of Public Health 
Continuing Education

For more information please contact us 
or log on to our website.

coned@albany.edu
www.albany.edu/sph/coned/bfgr08.htm
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National Data & Goals

Data on breastfeeding 
initiation and duration

National breastfeeding goals

Healthy People 2010 Goals
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Breastfeeding Initiation
- US almost up to HP 2010 target
- 22 states exceed target
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Breastfeeding Initiation
- US almost up to HP 2010 target
- 22 states exceed target – but not NYS yet
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Breastfeeding Duration
- US farther from HP 2010 targets
- only ~10 states exceed targets
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Breastfeeding Duration
- US farther from HP 2010 targets
- only ~10 states exceed targets – incl. NYS!
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HP2010 Midpoint Review

0

10

20

30

40

50

60

70

80

Newborn 3 mos 6 mos 12 mos

Any breastfeeding
Exclusive breastfeed

Exclusive Breastfeeding

0

10

20

30

40

50

60

3 mos 6 mos

HP 2010

Data from National 
Immunization 
Survey, 2004

Exclusive Breastfeeding
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For more information . . .

• Healthy People 2010 goals:  
www.healthypeople.gov

• National and state data: 
www.cdc.gov/breastfeeding



4

Social Marketing

• Systematic application of marketing 
concepts and techniques to achieve 
specific behavioral goals relevant to 
a social good. 
(French and Blair-Stevens, 2005) 

Concepts

• Exchange: Individuals engage in a 
transaction only if perceived benefits >
perceived costs

• Behavior Change: Goal is action, not 
increased knowledge or attitude change 

• Competition: Every time someone makes a 
choice, they are foregoing something else

• Self-Interest: What’s in it for me?

Public
Health
Goals

Individual
Wants 

and Needs

Consumer Orientation



5

Four Ps

• Product = Bundle of benefits exchanged 
with target audience for price

• Price = Total cost (financial + other) to 
audience of engaging in behavior

• Place = Situations where behavior can 
occur

• Promotion = Communications with 
audience about exchange being offered

Dimensions of Behavior

Changing eating 
habits
Engaging in 
physical activity

Obtaining/installin
g child restraint 
system 
Preparing for 
natural disasters, 
emergencies

Complex

Using condoms
Fastening safety 
belts

Getting a flu shot
Getting screening 
tests performed at 
routine exams

Simple

Continuous/ 
FrequentOne-Time/Episodic

MOA Framework

• Motivation: Do they want to engage in the 
behavior? 

• Opportunity: Are necessary resources 
available? 

• Ability: Do they know how, and believe they 
can do it?

The Compelling Reasons to 
Breastfeed

• Species Specificity
• Nutritional Advantages
• Infection Protection
• Immunological Protection
• Allergy Protection
• Psychological Benefits

Breastfeed for six 
months, help 
reduce your 

child’s risk for 
respiratory 
illnesses
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Breastfeed for six 
months, help 
reduce your 

child’s risk for ear 
infections

Breastfeed for six 
months you may 
help reduce your 

child’s risk for 
childhood obesity
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Loving Support 
Makes Breastfeeding Work

Trish MacEnroe, Director
New York State WIC Training Center

Breastfeeding Grand Rounds
August 7, 2008

Loving Support 
Makes Breastfeeding Work

• Lower rates of 
breastfeeding among 
WIC participants 

• Address barriers to 
breastfeeding reported 
by WIC participants
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Campaign Goals

• Increase breastfeeding 
initiation rates among 
WIC participants

• Increase breastfeeding 
duration among WIC 
participants

Campaign Goals
• Increase general 

public acceptance and 
support of 
breastfeeding

• Increase referrals to 
WIC for breastfeeding 
support

Key Messages

• Helping women feel comfortable with 
breastfeeding

• Tips on how breastfeeding can work 
around a busy schedule

• The involvement of family and friends 
to make breastfeeding a success 
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Loving Support Materials 
on the Web

www.nal.usda.gov/wicworks/Learn
ing_Center/loving_support.html

Helpful Websites

www.breastfeedingpartners.org

www.everymother.org

www.4women.gov

Nursing Mothers in the Workplace
NY Labor Law §206-c

• An employer shall provide reasonable unpaid 
break time to allow an employee to express 
breast milk for her nursing child for up to 3 
years following child birth.

• Employer should make a reasonable attempt 
to provide a location for expressing breast 
milk.

Business Case for Breastfeeding

• www.hrsa.gov
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H.R.2236  Breastfeeding 
Promotion Act of 2007

• To amend the Civil Rights Act of 1964 
to protect breastfeeding by new 
mothers;

• To provide for a performance standard 
for breast pumps;

• To provide tax incentives to encourage 
breastfeeding 

WHO-UNICEF – Ten Steps 
to Successful Breastfeeding

• Guidelines for maternity 
services

• Basis for UNICEF’s Baby 
Friendly Hospital Initiative 
& NYS’s Best Practices 
for Breastfeeding 
Promotion in the Hospital 
Setting

• http://www.unicef.org/new
sline/tenstps.htm

New York State Best Practices 
for Breastfeeding Promotion in…

• Hospitals
• Worksites
• Childcare
• Ambulatory care
• Managed care

• All available at www.health.state.ny.us

The Golden Bow

• International symbol 
of breastfeeding

• Gold standard 
• One loop = mother
• Other loop = child
• Symmetrical because 

both vital to success
• Knot = father, family, 

and society

Circle of Support
World Breastfeeding Week 2008

Family 
& 

Social 
Network Workplace
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Employ-
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Response
to Crisis
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Government

Health
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WOMEN

Evaluations

Please fill out your evaluation 
and post-test online:

www.albany.edu/sph/coned/bfgr08.htm
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Thank You!


