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Abstract: The objective of the study is the designing of e-health marketing campaigns using the
principles of project management, with the aim to ensure a successful outcome of social
marketing goals. The analysis encompasses certain specific features of social marketing and
particular steps in designing social marketing campaigns in e-health. Based on the analyzed
concepts, a social marketing campaign is designed for promotion of reproductive health care
among women in the Republic of Serbia. The proposed campaign relies on extensive usage of ehealth services. It is pointed out that an appropriate project management is needed in order to
ensure a successful outcome of the campaign and the changes resulting in the behavior of the
target population.
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1. INTRODUCTION
Promotion and prevention of reproductive
health is of great importance for a general
health and a prerequisite for human
development (Cumming, Morris, Simpson,
French, Kahana, Luciano, & Molik, 2016).
Reproductive health is involved in national
healthcare programs in the majority of
countries. There are numerous modalities that
can be used to implement promotion and
prevention in reproductive health programs.
These modalities are constantly being
investigated in order to meet reproductive
health standards. The aim is to perceive and
assess the reproductive health in population,
the
opportunities for promotion of
reproductive health, and also to find out the
potential methods for their implementation.
The importance and potential of social
marketing strategies in reproductive health
promotion and prevention have been
recognized by numerous international studies
(Dooley, Jones, & Desmar, 2009; Firestone,
Rowe, Modi, & Sievers, 2017). Also, the
significance and implications of social media

in marketing were examined
Fernandes, & Raposo, 2016).

(Alves,

In this paper, the possibilities offered by
marketing principles and social marketing
strategies are analyzed. The goal of the work
is to promote awareness of the importance of
reproductive health of women, and the impact
on the change in behavior if women in the
Republic of Serbia. To achieve this goal,
modern technologies and tools such as ehealth services promoted through social
media, will be used.
2. LITERATURE REVIEW
2.1. Social marketing in e-health
Marketing in healthcare is an important
segment for the maintenance and further
development of healthcare system, in addition
to medical knowledge and modern health
equipment.
Marketing
in
healthcare
encompasses a range of activities – from
market research to profitability control, which
must be applied at all levels of healthcare in
order to satisfy the needs of healthcare users
and achieve appropriate benefit (profit, good
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reputation, employee satisfaction). The goals
of marketing in healthcare are (Doug, 2006)
(Eckrich, & Schlesinger, 2011):
- more efficient meeting the needs of
the health services customers and
valuable business,
- raising the level of healthcare quality
and the quality of life,
- vertical and horizontal connection of
the participants in the healthcare
system in order to provide preventive
programs,
- determining the priorities of the
development of the healthcare system,
- rationalization of bussines,
- more economical use of available
resources.
In medicine area, marketing is focused on:
- improvement of the provision of
healthcare services - it is necessary
that the healthcare service providers
perceive the needs of the healthcare
users; healthcare services must be
available 24 hours at the place where
the users need them, and at the price
that the users are willing to pay. The
ultimate goal of marketing is to
satisfy the needs of users and society,
as well as the implementation of
strategies that will contribute to a
healthcare institution maintenance in
the market and profitable business of
the institution,
- the user or customer, in terms of
changing behaviors and lifestyles
achieved through the application of
social marketing strategies.
By definition, social marketing is a process in
which the concept and techniques of
marketing are applied to social issues and
causes, and not to products and services.
Thus, people are being trained to take
responsibility for their own health and wellbeing. It is a process through which, new or
innovative, ways of solving health and social
problems are proposed, in order to benefit the
target population or the society as a whole.
Social marketing is trying to influence the
way people think, and is considered as a
comprehensive strategy for achieving the
social change on a wide scale. In order for
18

changes to occur, it is necessary to identify
specific consumer groups (that requires the
use of all community data), use different
techniques and approaches, and engage health
workers and many other experts. The success
of social marketing is measured through the
accepted postures and behaviors that came out
from its activities.
Through social marketing, positive changes
are made, and harmful habits are modified or
abandoned. At the same time, this assumes
maintenance of certain desirable behavior in
individuals, that we usually call the target
population (Truong, 2014). The concept of
social marketing, created by ideas emerging
from commercial marketing combined with
other social science disciplines, proved to be
successful tool for influencing people's
behavior in a sustainable and economical way
(Kotler, & Zaltman, 1971; Dibb, & Carrigan,
2013; Andreasen, 1995).
Social marketing strives to develop and
integrate its concepts with other approaches.
The aim of such integration is to influence the
behavior of individuals and communities for
greater social welfare. The practice of social
marketing is guided by ethical principles. It
strives to integrate research, best practice,
theory, audience and partnership to deliver
informative and segmented social change
programs. Those programs are effective,
efficient, fair, unbiased, and sustainable
(iSMA, ESMA, & AASM, 2013).
In other words, social marketing means the
use of principles and techniques of marketing
in order to influence the target population to
voluntarily accept, reject, change or abandon
behavior and all for the benefit of the
individual, community or society as a whole
(Kotler, Roberto, & Lee, 2008). The
principles and techniques of social marketing
can be used for the benefit of society and
selected, targeted populations in many ways.
Over the years, during development of social
marketing, it has been focused on four areas:
health
promotion,
injury
prevention,
environmental protection, and community
mobilization (Cheng, Kotler, & Lee, 2011).
Social marketing has a very important role in
public healthcare, where it is used in solving
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public health issues (Ling, Franklin,
Lindsteadt, & Gearon, 1992). There are
numerous health areas where social marketing
is used: reducing risky behavior in HIV
infections, preventing various chronic
diseases, preventing smoking in adolescents,
campaigning against child abuse, increasing
the efficiency of public health services,
promoting family planning, breastfeeding,
healthy eating and healthy lifestyle, promotion
of physical activity, etc (Cheng, et al., 2011).
Technological progress, adoption of new
technologies and legislation, determine the
direction in which the social marketing will be
used.
Globalization
and
information
availability have a very important role in the
development of social marketing (Cheng, et
al., 2011). Besides, the development of social
media provides enormous opportunities for
the application of social marketing. However,
user’s data, disposed by Google and
Facebook, are not being used to their full
potential due to privacy and data protection
law on the Internet (European Union Agency
for Fundamental Rights, 2018).
There are a few basic steps in implementing a
social marketing campaign: choosing a target
population that will benefit from a particular
change in behavior of target group, analysis of
that population, and, based on the previous –
selection of methods and tools that suit best
the target population. There are numerous
tools and their number increase due to
technological development and emergence of

Exposure of
target popu
lation to the
program
adapted from: Firestone, et al., 2017.
Social
marketing
program



the
Internet,
social
networks,
and
smartphones. One should also mention
traditional tools, like: leaflets, brochures,
billboards, radio, articles in magazines, and
ads in newspapers. More popular tools are: the
use of television for commercials, ads in
shows, movies, music spots, etc., use of the
Internet as well as the social networks
(Facebook, Instagram, etc).
Public health issues or subjects can be
mentioned or discussed in movies, or
displayed through brochure, leaflet or
billboard in a movie scene. Besides, cartoons
can be used to educate and learn the desirable
behavior in children population. Music
presents a powerful social marketing tool
because it causes certain emotions in people.
Some music tracks can be specially written
for a particular campaign. Music concerts are
often organized with the aim of increasing the
awareness of some public health issue,
promoting behavioral change, or promoting
public health activity donation.
The Internet can be used to create a web site
that publishes and informs the target
population, provides access to campaign
materials, and means to get in touch with
those who conduct the campaign. Also, online
advertising is a very convenient and powerful
tool for reaching the target population as
targeted ads are set up.
A model of the effects of social marketing is
shown in figure 1.

Behavioral
factors



Behavior



Health status

Figure 1: A model of social marketing effects
2.2. Designing social marketing campaigns
In the area of social marketing, the
organizations and institutions working on
primary prevention, use two types of
activities:
- programs,
- campaigns.

The program presents a long-term coordinated
activity, designed to accomplish an
organization's mission and it can involve one
or more specific campaigns. The campaign is
short-term, and its aim is to achieve certain
results in a short time frame. Campaigns and
programs have their own strategy, plans and
tactics (Todorović, n.d.).
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The most successful social-marketing
campaigns can be anatomized in 10 steps
(SAMSHA, 2017).
1. Defining of the target population – this
step should be maximally specific and
should find out as much as possible about
specific population; try to imagine
individuals in the group, understand their
tendency, attitudes, feelings, values,
motivation and cultural habits. All these
factors influence one’s behavior.
2. Identify evaluation measurement – the
evaluation has a major role in prevention;
develop an evaluation strategy even
during the planning process; think about
evaluation issues as well as methods of
collecting necessary information.
3. Identify channels – it is necessary to think
about the ways of communication or
sending messages; one of the options is
sending messages direct to the target
population
via
television,
radio,
advertisements, articles, interviews, or
billboards; another way is to indirectly
send messages through mediators.
Mediators can be people who work with
the target population – trainers, teachers,
counselors, people who are respected and
valued, and different organizations.
4. Identifying the benefits – should be
thought from the perspective of the target
population; short-term and long-term
benefits are distinguished.
5. Identify an obstacle – obstacles can
prevent members of the target population
from adopting the given behavior;
messages must be strong enough to
overcome obstacles.
6. Identify messages – a very significant
step; try to emphasize positive behavior
rather than negative consequences; it is
important to determine the tone and style
of the message - whether it is informative,
emotional, with a dose of humor.
7. Testing and adjusting – it is important to
pre-test the message; it is the best to
present several samples to a focus group
that is representative of the target
population and record their reactions and
impressions; based on this, a message can
be
fine-tuned
regarding
comprehensibility, power to attract
attention, relevance and sensitivity.
20

8. Data collection - collect data if the
message had an effect.
9. Modifying a campaign based on data –
sometimes small changes during the
campaign have a great effect.
10. Writing an evaluation report.
Kotler, et al., (2008) define eight steps of
social marketing:
1. Situation analysis
2. Selecting target population
3. Define general and specific goals
4. Analyzing target groups and competition
5. Design marketing strategies
6. Evaluation plans
7. Budgeting
8. Finalizing phase.
This approach will be used for designing the
social marketing campaign in this paper. In
addition, the principles of agile project
management can contribute to achieving
effectively the expected campaign result.
3. DESIGNING A SOCIAL
MARKETING CAMPAIGN FOR
PROMOTION OF REPRODUCTIVE
HEALTH CARE USING E-HEALTH
SERVICES
3.1. Project requirements
The campaign is titled "Reproductive health?
Be informed, be aware! React!". It is designed
to be conducted on the territory of the
Republic of Serbia. The campaign itself is
quite complex as it includes contents from
different sources and harnessing mobile
applications and services as well. The main
goal is to improve the level of reproductive
health and awareness of importance of this
issue. The analysis of the target population
points out a huge need for this kind of
campaign. Further, many women in Serbia use
Internet and social media for getting
information regarding health. Accordingly,
the main part of the campaign is the app that
could be downloaded as a mobile app or used
as a web application.
The application contains information related
to reproductive health (importance of
reproductive health, certain diseases of
reproductive tract within female population,
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sexually transmitted diseases, cancer and
breast
cancer,
unwanted
pregnancy,
contraception, sterility, etc.). Depending on
the age of a user, the application provides
appropriate content that is focused on typical
problems in that age. The application will be
promoted via different channels: social
networks (Facebook and Instagram), TV and
newspaper advertisement, influencers. The
main idea is that the application provides high

quality content about reproductive health,
typical problems and methods of prevention.
Further, the app should provide a Q&A
section.
3.2. Project plan
The phases in the campaign management were
based on the directions from Kotler et al.
(Kotler, et al., 2008), as shown in Table 1.

Table 1: Campaign plan
PHASE
SUBPHASE
DESCRIPTION
1. SITUATION 1.1 Which social issue the - Promotion of reproductive health in the Republic of Serbia
ANALYSIS
campaign deals with?
1.2 What is the focus of - Increase awareness of importance of reproductive health in
the campaign?
women population in the Republic of Serbia using e-health
services (both web application and mobile phone app)
- There is a high level of readiness for using Internet, cell
phones and social networks for gathering information
related to health. Further, non-adequate care about
reproductive health has been identified (rare medical
checks, no contraception, unwanted pregnancy, etc.)
(Bjelica, 2018)
1.3 What is the purpose - Improving the level of reproductive health of women in
of the campaign, what the Republic of Serbia. Positive impact is reflected in a
impact is expected?
greater awareness of the importance of reproductive
health, prevention of illness in women, increased use of
contraception, and reduced number of unwanted
pregnancies.
1.4 Which aspects will be - Currently, there are several strategies and programs related
improved?
to productive health: National strategy for young people,
National program for prevention of cervical cancer,
National program for breast cancer, as well as the recentlylaunched National program for saving and improving
sexual and reproductive health of citizens of the Republic
of Serbia. The campaign should enhance the efficiency
and outcomes of these strategies.
1.5 Which
weaknesses - The resistance toward using contraception and
will be solved?
insufficiency of information disseminated about
importance of reproductive health.
1.6 What
external - Thanks to the use of social networks, this should have an
impacts
will
the impact on the whole population and various groups of
project have?
stakeholders.
1.7 What
important - Previous experiences in the Republic of Serbia point to the
aspects of previous existence of some parents' resistance to the sexual
studies
will
the education of their teenage children. As a reason, it is most
project address?
often stated that such education encourages sexual
intercourse. Also, previous campaigns on the use of
contraception have been met with significant resistance to
the use of hormonal contraceptives under the explanation
that this is unnatural and has many consequences for the
health of women. Activities within family planning in
Serbia are at a very low level (Government of the Republic
of Serbia, 2017).
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2. TARGET
GROUPS

3. GENERAL
AND
SPECIFIC
GOALS

3.1 Behavior – what do
you want to make impact
on?

- The target group for the campaign includes women in
reproductive age, that is from 15 to 50 years. According to
the estimations from December 2017. there are 1.577.323
women in this age (Statistical Office Republic of Serbia,
2017). It is estimated that the reproductive health of
women in the Republic of Serbia is not at an adequate
level. According to (HPV Information Center, 2017),
Serbia occupies one of the leading places in Europe for the
number of women suffering from cervical cancer.
- In the first place, increasing the level of awareness about
the importance of prevention in reproductive health
- Encouraging women in the reproductive period to go on a
regular basis to a gynecologist,
- Encourage women to regularly check their breasts,
- Increased use of contraception,
- Responsible reproductive behavior.
- It is necessary for the target group to have more
information on the importance of reproductive health and
preventive activities in the field of reproductive health.

3.2 Knowledge – Should
the target group know
something new in order to
achieve desired behavior?
3.3 Belief - Does the - Increased awareness of certain reproductive health issues
target group, in order to leads to activities that can prevent certain diseases and
behave in the desired way, problems from the domain of reproductive health,
have something to believe - Preventive activities can improve their own reproductive
in?
health,
- Preventive examinations allow early diagnosis and rapid,
effective treatment,
- The use of contraception is safe.
3.4. What are the specific - Specific targets include the number of downloaded
goals that could be applications, the number of visits to the gynecologist, the
measured?
number of early cervical and breast cervical disorders, the
number of pregnancy breaks, etc.
4. TARGET
4.1 Current beahvior
- The conducted survey suggests that the target population is
GROUPS
not concerned enough about their reproductive health.
AND
Their knowledge is based on the experience gained
COMPETITIO
through the Internet and social networks.(Bjelica, 2018)
N ANALYSIS
4.2 What they know?
- It could be realized that the target group women
understand to some extent the importance of preventive
activities in preserving their own reproductive health.
4.3 What they believe in? - Previous research carried out in Serbia indicated the
existence of an illusion about the control of fertility, belief
in the harmfulness of hormonal contraceptives, and
avoidance of regular gynecological examinations, as well
as breast examinations (Bjelica, 2018).
- Also, numerous deliberate breaks of pregnancy were
registered.
4.4 What benefits are - Better information and more knowledge about
expected for the target reproductive health and certain problems from that domain
group?
that could lead to the increased care about their own
reproductive health.
4.5 What costs are - Potential costs are associated with the adoption of
expected?
behavior characterized by increased concern for their own
reproductive health – costs of examinations and possible
therapies if they apply for a check in the private health
sector, as well as the price of the selected contraceptive
drugs/means.
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4.6
What
obstacles?

are

the - Insufficient time for gathering information about problems
in the domain of reproductive health,
- Avoidance of gynecological examinations and breast
examination due to discomfort, feeling of shame,
- Non-use of the contraceptive means because of the belief
in the harmfulness of hormonal contraceptives, and also
disturbing the spontaneity of the sexual intercourse.
4.7 Common behavior of - Ignoring reproductive health information,
the competition?
- Avoiding regular visits to a gynecologist and a breast
specialist,
- Avoiding contraception.
4.8 Which benefits the - Less time is spent on reading about certain problems in the
target group could see domain of reproductive health, as well as on visits to a
from that behavior?
doctor,
- The spontaneity of sexual intercourse is not disturbed,
- No hormonal preparations are taken for the purpose of
contraception.
4.9 Which costs the target - If a malignant disease is not detected in a timely manner, it
group could associate to can lead to significant costs,
that behavior?
- Cost of intervention in an unwanted pregnancy.
5.
5.1 Product
5.1.1 What is the core product/behavior?
MARKETING
- Better reproductive health, longer and healthier life.
STRATEGIES
5.1.2 What is the actual product/desired behavior?
- More information and care about the own reproductive
health, regular visits to the gynecologist
5.1.3.1 Will new tangible objects be included in the program
or campaign?
- A tangible object that is the backbone of the campaign is a
planned application with reproductive health information
that will be available for download at Google Play Store,
the Apple App Store.
5.1.3.2 Do the existing tangible objects need to be improved?
- There are no similar apps on Serbian market.
5.2 Price
- The application will be free to download and use
- Tangible costs will reflect in the price of preventive
checks at the doctors if private sector is selected, price of
contraceptive drug/mean or method, price of treatment.
- Intangible costs are related to spent time, effort and energy
for reading information about reproductive health, going to
doctors; psychological risks such as the fear of a diagnosis,
as well as unpleasant experience of going to doctors or
going to checks of breast and mammography.
- Financial stimulations are reflected in e.g. lower cost of a
contraceptives for women who regularly go to preventive
gynecological examinations (coupons obtained at each
check).
- Potential non-monetary stimulation would be certain free
hours (or free day) for visiting specialist doctors, as well
as easier access to health services provided by doctors
subspecialists for certain reproductive health domains.
5.3 Place
- Organized examinations by gynecologists and radiologists
- Doctors available in the companies
- Conducting mammographic scans at the mall
- Distribution of free contraceptives
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5.4 Promotion

5.5. Promotion Channels

7. MEASUREMENTS AND
TRACKING
METHODS
8.
BUDGETING

9.
FINALIZING
THE PLAN
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5.4.1 Which key messages should be disseminated to the
target groups?
- Take care of your own reproductive health
5.4.2 What are your specific communication goals?
- The importance of reproductive health
- It is possible to prevent certain severe illnesses and
conditions via regular examinations and care of their
own reproductive health.
- Target group need to be informed about reproductive
health, go to a regular medical examination; refuse a
sexual relationship without protection.
5.4.3 What benefits will be promised
- You can have a better life if you take care of your own
reproductive health.
5.4.4 What will be said/done to support this promise?
- It is possible to prevent some frequent and severe
diseases related to the reproductive system and treat
them in time,
- Contraception decreases the number of unwanted
pregnancies,
- Planned pregnancies can be managed with personal,
career, and family achievements.
5.4.5 Which communication style will be used?
- The promotional message of the campaign was
selected: Reproductive Health? Be informed, be aware!
React!
- The message that the campaign carries out calls for
personal responsibility for the own reproductive health,
points to the importance of the woman not being
unaware, indicates the need for action.
5.4.6 Recommendations related to the message for the
audience.
- Best possible reach
- TV, newspapers, and social networks (Facebook and
Instagram)
- Advertisements on TV
- Incorporating famous persons in campaign promotion via
visiting TV shows, adds in journals, and adds within social
networks
- Number of the application download; The long-term
indicators of the success of the campaign will be expressed
in one year after the end of the campaign and will be based
on the number of preventive examinations, consultations,
evaluation of the sales of certain contraceptives.
- Campaign costs include: developing the application and
promotion via TV, newspapers and social network
- Potential funding channels: Government through particular
ministries,
non-governmental
agencies,
and
pharmaceutical companies.
- I phase – dissemination of information to a broader
audience about importance of reproductive health through
brief campaign message.
- II phase – Informing the public about the existence of an
application that promotes the protection of reproductive
health through television, newspapers and social networks
- III phase - Launching the applications and promoting it via
different channels
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3.3. The role of project management
Implementation of agile project management
methods can help organizations to adjust their
products and services to the users' needs.
Since the success of the proposed campaign
heavily relies on the adoption of the
developed mobile application, it is necessary
to ensure the extensive usage of the app by
providing high quality user experience.
Technically, the proposed app is not complex,
and a smaller team could develop it in a
reasonable amount of time. Agile methods are
specifically suitable for smaller teams and
organizations, and therefore adequate for
applications such as the one proposed in this
paper. In addition, it is very likely that the
application will be subject to changes,
according to users' needs and experiences. If
the change is expected, agile methods are a
better choice (Yakyma, 2016) (Kostić, 2017).
4. CONCLUSION
The need for improving promotion and
prevention of reproductive health in Serbia is
evident. This paper proposes a social
marketing strategy for promotion and
prevention of reproductive health using the ehealth services. The proposed campaign can
be used as an example of good practice for
designing similar social marketing campaigns.
In order to achieve the desired goals, it is
necessary to manage the campaign using
appropriate project management methods.
Having in mind the dynamic nature of the
modern life, it is expected that an agile project
management approach could be a good
attitude.
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