

15 Point Checklist for Organisational Readiness Audit Tool

To be used prior to undertaking a Social Marketing Programme or Campaign
. This tool can be used prior to undertaking a Social Marketing Programme or Campaign to assess if an organisation has the necessary skills competencies and systems in place to run an effective social marketing programme or campaign. Interventions displaying these characteristics are more likely to be effective and efficient.
	CHARACTERISTIC


	YES
	NO
	UNSURE
	COMMENTS



	PROGRAMME / CAMPAIGN GOALS/OUTCOMES: 

Specific, actionable, and measurable behavioural goals have been set.

	
	
	
	

	PROGRAMME /CAMPAIGN  RATIONALE: 

Presence of a clear rationale and need for the campaign and why particular interventions have been selected has been set out. 


	
	
	
	

	STRATEGIC PLANNING: 

A clear written systematic, short, medium and long-term plan has been developed using a recognized and validated planning model such as STELa (http://stelamodel.com/. A process for integrating the Programme / Campaign with other policy and initiatives is in place or is planned.

	
	
	
	

	MARKETPLACE SCOPING AND ANALYSIS: 

Systematic scoping has been done to analyze environmental and marketplace trends to determine what factors are influencing behaviours and what other actions are planned or underway to tackle the issue.

	
	
	
	

	CHARACTERISTIC


	YES
	NO
	UNSURE
	COMMENTS



	FORMATIVE AUDIENCE RESEARCH: 

Evidence of primary or secondary formative research; including, audience knowledge, attitudes, beliefs, cultural factors, social norms and behaviours in relation to topic area.


	
	
	
	

	BEHAVIOURAL THEORY ANALYSIS:
Behaviour change model/s and theory have been used to inform the development of segment/target the audience identification and intervention possibilities.


	
	
	
	

	EXCHANGE ANALYSIS: 
A valued proposition has been developed based on what target segments know, feel, do and value. Analysis has been done of what forms and mix of incentives or penalties will be used to encourage the target behaviour.


	
	
	
	

	COMPETITION ANALYSIS AND PLANNING:
Factors competing with the desired behaviour are considered and addressed (e.g., psychological, media/consumer-related, addiction, etc.). Plans to reduce the impact of these factors have been built into the Programme / Campaign strategy.

	
	
	
	

	BUDGET: 

The recommended budget is set out in the form of a full business case based on an analysis of previous research and case studies and or pilot Programme evaluation. 

The budget should be adequate to achieve the objectives of the intervention over the required time frame and should include key performance indicator metrics and indicate how Return On Investment (ROI) and Cost Benefit Analysis (CBA) will be demonstrated.  

	
	
	
	

	CHARACTERISTIC


	YES
	NO
	UNSURE
	COMMENTS



	STAKEHOLDER ANALYSIS, ENGAGEMENT AND MANAMEMENT

An analysis of key stakeholders and partners has been completed. The existence of mechanisms for ongoing stakeholder relationship engagement are clear including internal and external stakeholders, partners, sponsors, allied organizations interest group communication and management. Metrics have been agreed to measure the success of stakeholder contributions and engagement.

	
	
	
	

	PRE-TEST/MONITORING AND RESEARCH:

The intervention mix that has been developed has been tested and evaluated with the target audience/s.

	
	
	
	

	INTERVENTION MIX: 

A comprehensive and integrated  approach is evidence by the presence of a valued ‘proposition, product or service ’ to the target audience that is offered and promoted through a coordinated approach to information giving, education, control strategies, design approaches and the provision of supportive services. Consideration of what type or mix of exchange will be used should also be clear (Nudge, Hug, Shove, Smack
). 

	
	
	
	

	ETHICS: 

The ethical implications of the plan are clear, and the program is designed in such a way to address relevant issues. All necessary and appropriate ethical approvals have been obtained.

	
	
	
	

	MONITORING/EVALUATION FRAMEWORK: 

Short, medium, and long-term evaluation plans are in place to track process, impact and outcome results of the Programme or campaign

	
	
	
	

	CHARACTERISTIC


	YES
	NO
	UNSURE
	COMMENTS



	ACTIVE DISEMINATION

Plans have been developed for disseminating results and ensuring learning is fed into the development of future interventions and organizational capability.

	
	
	
	


ADDITIONAL COMMENTS
This is updated improved and expanded version or a readiness audit tool has been developed by Jeff French. The tool was originally developed by Professor Jeff French and Clive Blair Stevens whilst working at the National Social Marketing Centre in 2006. The tool was further developed by Jennifer Dooley from the Alberta Health Services Knowledge Exchange Unit and has now been further developed into this current form. 
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� By Programme we mean a series of campaigns and projects set within a strategic framework typically covering several years. By Campaign we mean a set of interventions normally part of an overall programme but lasting a number of months or possibly one year. 


� The four types of exchange noted here are focused on the provision of incentives or disincentives linked to either rational choice or rapid non-rational cognition. See: ‘Why nudging is not enough. J French. Journal of Social Marketing. Vol 1 No 2.2011
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