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Pretface

Every nation in the world is experiencing social problems that
its citizens and government are attempting to solve. Solving so-
cial problems involves social change—changing the way individ-
uals and groups lead their lives by transforming adverse or harm-
ful practices into productive ones, changing attitudes and values
in communities and entire societies, and creating new social tech-
nologies that usher in desired changes and elevate the quality of
people’s lives.

Virtually all societies in these closing years of the twentieth cen-
tury are wrestling with an acceleration and intensification of so-
cial change. Long-standing ideologies, such as Marxism, are
weakening in the face of social and financial crises. Authoritarian
political systems are undergoing massive changes, sometimes in
the direction of democratization. In Third World countries, new
ideas and practices, stimulated by global communications, are
disrupting existing social orders. There is a “‘revolution of rising
expectations.”” More people in more societies are eager for so-
cial change—for changes in their ways of life, their economies and
social systems, their lifestyles, and their beliefs and values—than
ever before.

In the past, massive changes were brought about by force and
violence, through war and revolution. It is hoped that in the fu-
ture, students of social change may look at the final decade of the
twentieth century as a time when the balance of social change by
exchange and persuasion versus social change by violence started
to shift in favor of planned, voluntary, and nonviolent change.

Many modern societies are powered by a belief in democracy,
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rationality, and progress. The dominant idea is that social and
individual life can be shaped, changed, and improved by rational
action—by individuals, by groups of people working together vol-
untarily, by the government, or by a combination of citizen and
governmental action.

Social change campaigns arise among people who are intent
on directing, shaping, and controlling change. Therefore, social
change can be viewed as taking two forms: changes that occur
spontaneously, that take place in the course of life without delib-
erate planning or rational human intervention, and changes that
are planned and engineered by human beings to achieve specific
agreed-on objectives and goals. In democratic societies, for the
most part, planned social change is brought about by the con-
cerned action of governments and citizens. The assumption is
that leaders must win the consent of the governed to make major
changes, although some democratic governments have “‘engi-
neered’’ consent from the governed, manipulating the public in
devious or heavy-handed ways. Insofar as democratic societies
often seek to limit the scope and power of governments, changes
undertaken voluntarily, by individuals and groups that are
formed to promote social change, assume a prominence and, in-
deed, legitimacy in the conduct of social life. In these instances,
citizen/voluntary action is valued as a legitimate alternative to
“'big government,”’

This book examines the art and science of promoting planned,
targeted social change. It highlights successful social change cam-
paigns that have been launched by governments, by a combina-
tion of governments and citizens, and by citizens themselves. It
probes the hows and whys of failed campaigns and the condi-
tions of successful ones.

Its theme is that knowledge, techniques, and technologies now
exist to organize and implement effective social change programs,
in virtually every area of social concern, both locally and nation-
ally. Social change campaigns can achieve their objectives of in-
fluencing, determining and changing ideas and practices. The
lessons of successful social change campaigns in modern, indus-
trialized nations and in developing nations can be utilized to
launch sought-after social changes in all nations of the world,
even in those that still resist the notion that social change is possi-
ble and achievable through human intervention and purpose.
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b UNDERSTANDING SOCIAL MARKETING

In recent times, social change campaigns have focused on
health reforms (antismoking, the prevention of drug abuse, nutri-
tion, and physical fitness), environmental reforms (safer water,
clean air, the preservation of national parks and forests, and the
protection of wildlife refuges), educational reforms (to increase
adult literacy, to improve public schools, to raise students’ test
scores in science and mathematics, and to grant merit-pay in-
creases to increase the morale of teachers), and economic reforms
(to revitalize older, industrial cities; boost job skills and training;
and attract foreign investors). Other countries, such as Sweden,
Canada, and Australia, have launched vigorous campaigns to re-
duce smoking and alcoholic consumption, encourage safe driv-
ing, and protect the environment. In some cases, these countries
have been more effective in their social change campaigns than

has the United States. For example,

Sweden has developed a program that aims to raise a nation
of nonsmokers. The program includes intensive antismoking
education in the schools and in maternity clinics, progressive
restrictions on cigarette advertising and promotion, high cig-
arette taxes, bans on smoking in public places, and full-service
clinics to assist people who want to stop smoking.

Developing countries, such as the Philippines, Indonesia, and
China, conduct forceful social campaigns to inoculate children
against viruses; to make widespread the use of oral rehydration
therapies; and to promote family planning, literacy, and healthful
diets.

In many cases, the change agent ultimately seeks to change the
target adopters” behavior. Behavioral change may occur at the
end of a series of intermediate stages, such as change in a popu-
lation’s information, knowledge, and attitudes. Most of the social
campaigns that we examine are high-consensus campaigns—to
foster brotherhood, prevent forest fires, and rehabilitate drug
abusers—with which most citizens agree. Others may enjoy less-
widespread public support (such as family planning) or face op-
position (abortion). The technology of social campaigning also
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