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Abstract 

Externally developed school programs suffer from a range of issues including lack of 
outcome evaluation, resource intensiveness, fidelity, limited involvement of stakeholders 
during program design and development, and failing to embed theory or curriculum 
standards into program design. Consequently, schools are apprehensive to uptake external 
school programs.  

This PhD outlines a program of research that overcomes known limitations of externally 
developed programs. The Co-create Build and Engage process (CBETM) underpins the 
design of Blurred Minds, an alcohol and drug education program that has been iterated 
over time. CBE is a three-step process that outlines the sequence of social marketing 
principles and activities that are used to design social marketing offerings with the people 
they are designed to serve. This PhD research ran alongside the development of numerous 
resources of the Blurred Minds program, a decade-spanning effort to provide school-
based alcohol and drug education and resistance training. Of these resources, the CBE 
process was first used to build a brief Blurred Minds program and evaluate it against the 
longer and older Blurred Minds program offering. Similarly, the CBE process guided the 
development of a different Blurred Minds offering known as the Blurred Minds Academy 
(BMA). Through these two distinct Blurred Minds offerings, the CBE process is 
discussed, and activities undertaken for each stage of the process is outlined.  

The co-creation and engage phases of CBE are documented more comprehensively in the 
literature than the build phase, with multiple tools detailed in the evidence base 
demonstrating how insights are created with stakeholders (e.g., co-design, living lab, 
collective intelligence, design thinking), to numerous types of communication approaches 
that are applied to effectively engage and the measurement tools that are applied by teams 
to evaluate program effectiveness (e.g., process, outcome and impact assessment). The 
build stage however features relatively fewer articles and resources that are clearly 
�U�H�O�H�Y�D�Q�W�� �W�R�� �G�U�D�Z�� �X�S�R�Q���� �� �&�R�Q�V�H�T�X�H�Q�W�O�\���� �W�K�H�U�H�� �L�V�� �F�R�Q�W�H�Q�W�L�R�Q�� �D�U�R�X�Q�G�� �Z�K�D�W�� �µ�E�X�L�O�G�L�Q�J�¶�� �D�Q�G��
�µ�L�W�H�U�D�W�L�Q�J�¶���D���S�U�R�J�U�D�P��entail. Novice social marketers seeking to take insights arising from 
co-creation are left with little understanding of how to convert insights into a program 
capable of achieving intended outcomes.  To break down the series of activities and 
processes required to build, understanding needs to be gained on what needs to be built, 
how, when, where and why, to ensure a solution that is ready for implementation is 
delivered. This thesis illustrates the CBE process across two distinct iterations of the 
Blurred Minds program, highlighting the principles and activities applied in the co-create, 
build, and engage phases to create improved Blurred Minds offerings. This thesis is 
delivered as a series of publications, and each study is outlined hereafter.  

The research design described in this thesis commences with the co-creation step (Study 
1, published - Health Education Journal), wherein a systematic literature review was 
utilised to explore Virtual Reality interventions in alcohol education targeting 
adolescents. Next, build and engage are explored (Study 2, published - Journal of Social 
Marketing), which compares the original comprehensive workshops of the Blurred Minds 
program to a brief workshop alternative. Each of these program modes featured the VR 
house party simulation, developed partly as a result of findings from study 1. The second 
iteration of Blurred Minds discussed - namely the BMA - is then explored in studies 3 
and 4. First, study 3 (published - Health Promotion International) focuses on co-creating 
the next iteration of Blurred Minds resources with teachers and students. Specifically, it 



presents a short series of co-design sessions exploring the voices of students and teachers 
as distinct but related stakeholders in the design and implementation of new school-based 
alcohol and drug education resources. Study 4 (Submitted �± Journal of Social Marketing), 
focuses on how the new Blurred Minds Academy was built using Social Cognitive Theory 
and a Curriculum audit (Australian Curriculum: Health and Physical Education).  Finally, 
study 5 (Submitted - Social Marketing Quarterly) is presented to contrast decisions made 
across studies 1 & 2, and studies 3 & 4, broadly to explore CBE in practice, and more 
specifically to provide some detail on the elusive build stage.  

This thesis contributes knowledge for social marketing academics and practitioners 
expanding explanations for how the CBE process is applied. Activities including a 
systematic review, outcome evaluations, co-design sessions and curriculum auditing are 
presented in order to demonstrate how each stage of CBE can be approached, and how 
activities undertaken contribute to subsequent stages. Finally, this thesis provides an 
important future research agenda for the success of BMA and some important 
considerations for CBE.   
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Chapter 1 Introduction  

1.1 Introduction  

The following chapter provides an overview of the research design applied in this 

PhD. In this way, the rationale, context, philosophical stance, structure, gaps and research 

questions as well as the contributions of this PhD are introduced.  

1.2  Research context 

Alcohol remains a dangerous substance, particularly during adolescence (WHO, 

2018). Alcohol remains a consistent high-risk factor in cancer development (Bagnardi et 

al., 2015; Pöschl & Seitz, 2004; Sung et al., 2021) and improper use often harms health 

and delivers social (Chandler & Dombrowski, 2022; Charles et al., 2021; Moss, 2013), 

psychological (Holahan et al., 2001; Varshneya et al., 2022) and economic consequences 

(Greenmyer et al., 2018; Scafato et al., 2020; Thavorncharoensap et al., 2009). In this 

way, alcohol is recognised globally as a dangerous substance when consumed in excess, 

with more than 200 identified health conditions linked to harmful alcohol consumption 

(WHO, 2018). Harmful alcohol consumption as defined by the World Health 

Organisation as consumption that causes detrimental social or health causes to the drinker 

(WHO, 2018). Drinking during adolescence is linked to short- and long-term injury and 

illness and affects brain functionality and growth (Crews et al., 2019; Crews et al., 2016; 

Varshneya et al., 2022; White & Swartzwelder, 2005). Drinking onset in adolescents 

increases the risk of alcohol-use disorders (AIHW, 2016). Alcohol�¶s negative impact can 

be seen outside of health detriments, delivering economic cost considerations and social 

harm. For example, the Australian Institute of Criminology (AIC) notes the concerning 

level of alcohol-related crime in Australia that continues to be present in Australia 

(Morgan et al., 2018). This is relevant not only as it highlights the harmful impact of 

alcohol on Australia and its people, but also that substantial expenditure is spent fixing 

problems brought on from harmful alcohol consumption. 

The WHO reports that globally rates of heavy episode drinking (HED) among 

adolescents (aged 15-24) are high when compared to the total population (WHO, 2018). 

Further, alcohol-related hospitalizations in Australia have increased in recent years to 

over 75,000 admissions in 2019, accounting for more than half of all drug-related 

admissions in the same time (AIHW, 2021). This is particularly concerning considering 

children and adolescents�¶ greater propensity for health problems as a result of a given 

volume of alcohol compared to older age groups (WHO, 2018). The risks of adolescents 



suffering alcohol-related health problems are amplified by their susceptibility to 

marketing messages that promote drinking alcohol as normal and acceptable behavior 

(Hastings et al., 2005; Jones et al., 2017). The rise of positive alcohol messaging through 

social media should also be noted, Tiktok representing one critical outlet for positive 

associations with alcohol to be communicated to adolescents (Carah & Brodmerkel, 2021; 

Russell et al., 2021). This is a highly troubling issue that necessitates engaging alcohol 

resources that provide adolescents with meaningful education and strategies. 

Acknowledging adolescence as a highly stressful time, teenagers have been observed 

turning to alcohol or other drugs in order to cope with the strain of becoming adults, as 

�Z�H�O�O���D�V���W�X�U�Q�L�Q�J���D�Z�D�\���I�U�R�P���X�Q�H�Q�J�D�J�L�Q�J���µ�W�\�S�L�F�D�O�¶���D�O�F�R�K�R�O���S�U�H�Y�Hntion program messaging 

(Farrugia, 2014). It is clear from this that engaging and effective alcohol programs are 

required for preventing the onset of alcohol use as well as for intervening with existing 

problematic drinking behaviours during senior schooling (i.e., years 7-12). Reflecting this 

need, alcohol and drug education is included as a focus area of the Australian Curriculum 

for Health and Physical Education (AC: HPE) for secondary school students, and it is 

recommended of school educators to allocate lesson time appropriately for this (ACARA, 

2016).  

1.3  Social marketing 

Social marketing is an established approach to addressing the societal problem of 

adolescent alcohol consumption (Dietrich, Rundle-Thiele, et al., 2018; Gordon et al., 

2006; Hastings et al., 2005; Rundle-Thiele et al., 2015; Stead et al., 2006). Whilst 

marketing is commonly associated with profit, advertising and sales, the use of marketing 

tactics and strengths for the benefits of individuals and communities is not new. The term 

�µ�6�R�F�L�D�O�� �0�D�U�N�H�W�L�Q�J�¶�� �Z�D�V�� �L�Q�L�W�L�D�O�O�\�� �D�G�R�S�W�H�G�� �L�Q�� �W�K�H�� ���������¶�V�� �W�R�� �G�H�V�F�U�L�E�H�� �W�K�H�� �µ�V�D�O�H�¶�� �R�I�� �V�R�F�L�D�O��

causes (e.g., promotion of prosocial behaviours), and through discussion and use was 

refined to the field of behaviour change and behavioural science known today 

(Andreasen, 2002; Kotler & Zaltman, 1971; Rothschild, 1999; Wiebe, 1951). Over time, 

social marketing has been applied to target dozens of challenging social & environmental 

issues. �6�R�P�H���H�[�D�P�S�O�H�V���R�I���V�R�F�L�D�O���P�D�U�N�H�W�L�Q�J�¶�V application include reducing household food 

waste (Hodgkins et al., 2019; Kim et al., 2020), increase school-aged recycling 

behaviours (Haghighatjoo et al., 2020) improving service provision to disabled peoples 

(Guzman et al., 2021), preventing texting while driving (Lim et al., 2021) and addressing 

vaccine hesitancy amidst the Covid-19 pandemic (Evans & French, 2021). Adding to our 

understanding, social marketing could also be explained in relation to toolsets that address 



social problems and their causes, such as education and law. Rothschild (1999) introduced 

marketing alongside education and law as distinct toolsets for addressing health or social 

problems. Education and law are contrasted alongside marketing as provision of 

knowledge around a social problem (i.e., awareness) and enforcement of behaviours 

contrary to a social problem (i.e., law) respectively. �0�D�U�N�H�W�L�Q�J�¶�V��distinction therein is 

primarily concerned with facilitating behaviour change (rather than simply 

communicating or enforcing new behaviours) through strategies such as incentivisation 

�D�Q�G���I�X�Q�����$�O�O���D�U�H���H�P�E�H�G�G�H�G���D�V���P�H�F�K�D�Q�L�V�P�V���W�R���D�S�S�O�\���W�R���D�F�K�L�H�Y�H���R�Q�H���R�I���P�D�U�N�H�W�L�Q�J�¶�V���F�R�U�H��

characteristics �± exchange (Andreasen, 2002). In this way, marketing is distinct from 

education-only approaches as it involves active facilitation from social marketers and 

participation from stakeholders, while also distinct from law-only approaches as 

participation is voluntary.  

With these distinction in mind, it is understandable that social marketing efforts have 

over time become increasingly concerned with how best to incorporate stakeholders in 

the development of social marketing offerings (e.g., interventions, awareness campaigns) 

(Domegan et al., 2013), and subsequently how to engage with these stakeholder groups 

(Shawky et al., 2019)���� �:�K�L�O�V�W�� �V�R�F�L�D�O�� �P�D�U�N�H�W�L�Q�J�� �L�V�� �H�[�S�O�L�F�L�W�O�\�� �U�H�I�H�U�U�H�G�� �W�R�� �D�V�� �µ�Q�R�Q-

�F�R�P�P�H�U�F�L�D�O�¶���D�Q�G���W�K�H�U�H�I�R�U�H���Q�R�W���H�[�L�V�W�L�Q�J���I�R�U���W�K�H���S�X�Upose of making profit (Hastings, 2007), 

the ability to grow by accruing revenue may be essential for social marketing offerings. 

The reasoning for this is the emerging position that the generation of income for created 

social marketing offerings is also a sign that the offering is feasible (Purdy, 2020). Hence, 

revenue considerations for co-created social marketing solutions to ensure sustainability 

is extremely important (Dietrich et al., 2022; Roy & Goswami, 2020). There remains a 

persistent challenge in financially sustaining social marketing offerings to continue 

providing value offerings to individuals and communities in the long-term (Kubacki et 

al., 2015). Suitably, scalability and the potential for an offering to be perpetuated with 

customers rather than simply tolerated by participants should be a goal of social marketing 

solutions where appropriate (Andreasen, 2002).  

The development of social marketing offerings often suffers from a lack of guidance, 

not through a lack of examples to choose from, but from a failure to provide roadmaps 

clearly outlining the sets of activities performed to attain outcomes observed. Common 

issues contributing to this include a lack of rigorous theory use reported throughout 

intervention design, development and implementation (Truong, 2014; Willmott et al., 

2019), and poor reporting of social marketing best practice use (or lack thereof) (Kim et 



al., 2019; Kubacki & Szablewska, 2019). Moreover, research exists documenting social 

�P�D�U�N�H�W�L�Q�J�¶�V�¶�� �H�I�I�H�F�W�L�Y�H�Q�H�V�V�� �D�F�U�R�V�V�� �F�R�Q�W�H�[�W�V�� �L�V�� �V�W�L�O�O�� �H�P�H�U�J�L�Q�J��(Carins & Rundle-Thiele, 

2014; Kubacki et al., 2015; Xia et al., 2016) but getting more comprehensive (Dietrich et 

al., 2022). However, still there is a lack of guidance on what principles most influence 

the effectiveness of social marketing interventions (Lahtinen et al., 2020; Truong, 2014) 

and on how such principles can be tied together for entirely unique contexts, populations 

and problems (Dietrich et al., 2022). This thesis explores an emerging framework that 

addresses some of these concerns, known as the Co-create, Build and Engage process 

(CBE), which exists to offer strategic guidance on how social marketing can be applied,  

regardless of the context the social marketer may be working in (Rundle-Thiele et al., 

2021). 

1.4  The CBE process 

�7�K�H���&�%�(���S�U�R�F�H�V�V���Z�D�V���G�H�Y�H�O�R�S�H�G���W�R���R�I�I�H�U���D�Q���µ�L�P�S�O�H�P�H�Q�W�D�W�L�R�Q���P�D�S�¶���H�[�S�O�D�L�Q�L�Q�J���K�R�Z��

solutions can be built across a series of first time implementations (Rundle-Thiele et al., 

2021). Three key concerns are mentioned by Rundle-Thiele et al. (2021) concerning the 

development of social marketing offerings that provide value and incite voluntary 

behaviour change.  These concerns are namely:  

1. The inclusion of key stakeholders throughout social marketing solution design 

and development,  

2. Clarity surrounding the core activities to transition ideas into prototypes, and 

eventually market-ready solutions, and, 

3. The implementation of solutions with desired populations for both the satisfaction 

of the recipients and the social marketing team or client they represent.  

�7�K�H�V�H�� �W�K�U�H�H�� �F�R�Q�F�H�U�Q�V�� �D�U�H�� �H�Q�F�D�S�V�X�O�D�W�H�G�� �D�V�� �µ�&�R-�F�U�H�D�W�L�R�Q���� �µ�%�X�L�O�G�¶���� �D�Q�G�� �µ�(�Q�J�D�J�H���¶��

According to Rundle-Thiele et al. (2021) these stages are sequential for developing of 

first-iteration solutions, with the assumption that further re-iterations will be done to 

extend the life and effectiveness of solutions produced. Each of these stages are discussed 

in more detail next.  

1.4.1 Co-creation 

At the heart of each social marketing solution development are the people to be served 

(Lefebvre & French, 2012). Suitably, a formal stage of co-creation is recommended when 

first seeking to develop solutions through a social marketing approach. As an early stage 

of activities, co-creation should provide guidance for creating new offerings (Patrício & 



Fisk, 2013), and can provide a direction in which to further iterate existing offerings (Durl 

et al., 2021c). A wide array of insights can be gained from incorporating stakeholders 

through co-creation, such as ideas (Bowie et al., 2020), design guidelines (Kennedy et al., 

2021), or specific programs featuring the 4Ps  (Kim et al., 2021).  

Typical methods of co-creation include co-design (Steen et al., 2011; Trischler et al., 

2019), living labs (Dell'Era & Landoni, 2014; Dietrich et al., 2021), and blueprinting 

(Patrício et al., 2011; Patrício et al., 2008), with emerging methods such as collective 

intelligence for synthesising multi-stakeholder opinions fostering the development of 

mutually recommended solutions (Domegan et al., 2019; McHugh et al., 2018). Each of 

these methods have a place in co-creation depending on resources and the level of enquiry 

being conducted. Some methods such as collective intelligence or living labs can 

effectively bridge the disparate positions of distinct stakeholder groups (McHugh et al., 

2018; Roemer et al., 2021), whilst others, such as co-design, are powerful tools for 

ideation or determining specific design elements and/or design preferences (Durl et al., 

2017). Ultimately, social marketer(s) determine what level of depth is required and 

consequently which method is most appropriate, depending on the problem context, 

available resources and existing prototypes (if any) to iterate from.  

Co-creation is not without limitations. Detractions of co-creation as a well evidenced 

area of research range from dismissal as simple common sense, to concerns that utilising 

co-creation activities �± for instance in developing public services �± is more reliant on faith 

than evidence of their effectiveness (Dudau et al., 2019). Nevertheless, proponents of co-

creation in the development of social marketing offerings have documented the 

usefulness of targeted and structured co-creation activities for uncovering previously 

unconsidered design elements (Bowie et al., 2020; Trischler et al., 2019), exploring in-

�G�H�S�W�K�� �F�R�Q�V�X�P�H�U�� �R�S�L�Q�L�R�Q�V�� �U�H�J�D�U�G�L�Q�J�� �µ�W�K�H�� �F�R�U�H�� �L�V�V�X�H�V�¶�� �X�Q�G�H�U�S�L�Q�Q�L�Q�J�� �V�R�F�L�D�O�� �P�D�U�N�H�W�L�Q�J��

efforts (Botero & Hyysalo, 2013; Schmidtke et al., 2020), and for uniting distinct 

stakeholder groups by providing a mutually beneficial plan of action (Domegan et al., 

2019; Durl et al., 2021c; McHugh et al., 2018). Of note, the success of programs following 

clear application of co-design process is evident as well (Harris et al., 2021; Rundle-

Thiele et al., 2019).  

1.4.2 Build  

Following co-�F�U�H�D�W�L�R�Q�����D���µ�%�X�L�O�G�¶���V�W�D�J�H���L�V���L�Q�L�W�L�D�W�H�G���E�\���W�K�H���V�R�F�L�D�O���P�D�U�N�H�W�H�U���V�������Zherein 

design elements determined through co-creation are integrated into a design prototype 

and then developed into a market-ready solution. A lens to understand this stage could be 



through the field of implementation science, wherein evidence from academic sources is 

systematically translated into, and assessed within, real-world practice settings (Bauer et 

al., 2015). In the same way, existing relevant evidence is resourced during the co-creation 

stage, but are further filtered through consumer needs and wants, to then be adapted for 

the context and aims at hand throughout the build stage. In this manner, the build stage 

�F�D�Q���D�O�V�R���E�H���F�R�Q�V�L�G�H�U�H�G���D���N�L�Q�G���R�I���µ�V�W�U�H�V�V-�W�H�V�W�L�Q�J�¶���V�W�D�J�H�����Z�K�H�Uein a prototype may be trialled 

through further development with key stakeholder groups, in order to determine market 

readiness or to anticipate likely, and even undesired or negative, outcomes (Farrugia, 

2014; Kubacki et al., 2019).  

Methods of planning and managing developments are necessitated in the build stage, 

to guide social marketers in the translation of gained insights into market-ready solutions. 

Methods can range from setting targets for the competitiveness and sustenance of the 

social marketing solution in the marketplace (Andreasen, 2002; Hastings, 2003), 

monitoring the adherence of content to defined constructs for evaluation (Willmott et al., 

2019), and synthesising co-creation findings for their potential to change behaviours 

when actioned as solution elements (Hurley et al., 2021). This last point is somewhat 

addressed with tools such as the 7-step co-design process (Trischler et al., 2019), wherein 

the final stages of assessing feasibility and potential for change seamlessly blend co-

creation into the build stage.  

Tools like the theory coding scheme have surfaced to determine if interventions 

reflect the constructs that are measured during outcome evaluations within their actual 

offerings (Michie & Prestwich, 2010). However, this tool is used retroactively and was 

not designed to guide the use of theory to develop new elements of a social marketing 

offering. As such, the theory coding scheme has limited application for developing new 

market-ready solutions. Furthermore, studies assessing theory adherence following social 

marketing intervention delivery note that theory is not accurately recorded in academic 

literature, and that interventions are often not well related to the theories that they claim 

to draw inspiration from (Willmott et al., 2019). Similarly, Hurley et al. (2021) also 

identified a lack of theory underpinnings in intervention design despite the implication 

�W�K�D�W���W�K�H�R�U�\�¶�V���L�P�S�U�R�Y�H���S�U�R�J�U�D�P���R�X�W�F�R�P�H�V�����D�Q�G���D�W�W�H�P�S�W�H�G���W�R���H�[�S�O�R�U�H���W�K�L�V���L�V�V�X�H���W�K�U�R�X�J�K���D��

theory mapping exercise, wherein social cognitive theory constructs were embedded in 

intervention element design during co-design with the use of prompt cards. Most recently, 

Willmott and Rundle-Thiele (2022) present �W�K�H�� �µ�7�,�7�(�¶ four-step theory application 

process to address some of the noted shortcomings of theory use in social marketing, 



highlighting difficulties in rigorous theory use. This process involves theory selection, 

iterative schematisation, testing and reporting of theory use across the lifespan of a 

�µ�V�W�D�Q�G�D�U�G�¶�� �V�R�F�L�D�O�� �P�D�U�N�H�W�L�Q�J�� �R�I�I�H�U�L�Q�J���� �'�H�V�S�L�W�H�� �W�K�L�V�� �Q�H�Z�� �W�R�R�O�� �I�R�U�� �W�K�H�R�U�\�� �X�V�H�� �L�Q�� �V�R�F�L�D�O��

marketing being standardised to all social marketing efforts regardless of context, it 

represents a more holistic tool for utilising theory across the development cycle than 

existing alternatives.  

Beyond this, the most prevalent and oldest possible build tool, related to the building 

of offerings and their likelihood of achieving intended targets, is the 4Ps framework. 

Debated, re-branded and re-proposed countless times, the 4Ps of price, promotion, place 

and product were originally posited by McCarthy (1960) as a basic mix of variables to 

plan and initiate any market offering. This tool remains prevalent, being taught in 

secondary schools and university-level marketing courses, as well as applied in a basic 

fashion in real-world practice, despite limited empirical testing to validate its 

effectiveness (Lahtinen et al., 2020). Ultimately, with the wide array of tools that exist in 

marketing discourse, and the suitably varied applications of each, identifying tools for 

each stage of developing a social marketing offering should not be about seeking the 

�µ�S�H�U�I�H�F�W�¶���W�R�R�O���I�R�U���D�Q�\���F�R�Q�W�H�[�W�����5�D�W�K�H�U�����W�R�R�O�V���V�K�R�X�O�G���E�H���V�R�X�J�K�W���W�K�D�W���I�L�W���D���S�X�Upose and that 

�V�X�L�W���W�K�H���F�R�Q�W�H�[�W�X�D�O���O�L�P�L�W�V���D�W���K�D�Q�G�����,�Q���R�W�K�H�U���Z�R�U�G�V�����L�W���L�V���D�V���L�P�S�R�U�W�D�Q�W���W�R���L�G�H�Q�W�L�I�\���µ�Z�K�H�Q�¶���W�R��

�X�V�H���D���W�R�R�O�����D�V���L�W���L�V���W�R���N�Q�R�Z���µ�Z�K�L�F�K�¶���W�R�R�O���W�R���X�V�H�����7�K�H���I�L�Y�H-�V�W�H�S���µ�%�8�,�/�'�¶���S�U�R�F�H�V�V���S�U�R�S�R�V�H�G��

in van Hierden et al. (2022) offers potential to assist in the build stage of the CBE, as it is 

concerned with operationalising theory for social marketing development. This process 

involves objective setting, theory use, initiation of program design, production and 

planning for subsequent engagement in market. Alongside Willmott and Rundle-Thiele 

(2022) �P�H�Q�W�L�R�Q�H�G�� �D�E�R�Y�H���� �W�K�H�� �µ�%�8�,�/�'�¶�� �S�U�R�F�H�V�V�� �S�U�R�S�R�V�H�G�� �L�Q��van Hierden et al. (2022) 

represents the social marketing fields ongoing efforts to bring clarity to the nature of and 

activities within the build phase of the CBE. 

1.4.3 Engage 

After stakeholder insights and program elements are resourced from co-creation 

activities, and subsequently refined for implementation during the build stage, the social 

marketing solution is ready for engagement. Following the definitions of each stage laid 

�R�X�W�� �Z�L�W�K�L�Q�� �W�K�H�� �&�%�(�� �S�U�R�F�H�V�V�H�V���� �W�K�L�V�� �V�W�D�J�H�� �³�«represents the initial implementation and 

encompasses the set of activities that focus on ensuring people are aware of and can adopt 

the program�´��(Rundle-Thiele et al., 2021, p. 1). This statement can be distilled into three 

core components:  



1. Raising awareness for the market-ready solution,  

2. Distributing the solution and providing support for its use, and  

3. Monitoring and evaluating solution implementation with the aim to either 

retain participants as recurring users or to have stakeholders retain learned 

behaviours beyond participation.  

Essentially, the engage stage represents the culmination of all planning and 

developmental work performed by any social marketing team to transform an idea into a 

market-�U�H�D�G�\�� �V�R�O�X�W�L�R�Q�� �W�R�� �F�K�D�Q�J�H�� �S�H�R�S�O�H�¶�V�� �E�H�K�D�Y�L�Rurs for the better. Suitably, an 

evaluation of program outcomes to determine effectiveness would fall within this stage 

as progress is monitored (and again within the co-creation stage) as performance of the 

progress is assessed in terms of outcomes achieved.  

This definition of engage, while involving a great deal of communication activities, 

represents a larger distinction between marketing and other communication based 

approaches to behaviour change. Rothschild (1999) proposed such distinctions between 

social marketing and alternative public health management approaches, noting awareness 

as a biproduct of education, and that such activities may be beneficial for long-term 

behaviour change, without actually facilitating behaviour change. However, the exclusion 

of the facilitation of change Rothschild associates with education (compared to Social 

Marketing wherein this change is �I�D�F�L�O�L�W�D�W�H�G�����V�K�R�X�O�G���Q�R�W���E�H���O�L�N�H�Q�H�G���W�R���µ�L�Q�H�I�I�H�F�W�L�Y�H���Y�H�U�V�X�V��

�H�I�I�H�F�W�L�Y�H�¶�� �D�S�S�U�R�D�F�K�H�V���� �Q�R�U�� �W�R�� �V�W�D�W�H�� �W�K�D�W�� �6�R�F�L�D�O�� �0�D�U�N�H�W�L�Q�J�� �D�S�S�U�R�D�F�K�H�V�� �D�U�H�� �D�O�Z�D�\�V��

preferable. Notwithstanding the importance of communication in other stages of the CBE 

(and all manner of scientific fields and indeed for everyday life), the ability to raise public 

awareness not just for a social marketing offering, but for potentially healthier alternate 

behaviours and strategies for maintaining them, is crucial to program success. Following 

this understanding of education and social marketing, communication of health 

benefits/detriments of certain behaviours is merely a precursor to behaviour change 

efforts under the CBE, rather than the end goal.  

This sentiment around communication in social marketing largely falls within 

common sense; a customer (generally) cannot seek out and buy a product or service that 

they are not aware of. In practice, competition can be a major challenge when promoting 

a social marketing offering, and can include other possibly conflicting health promotion 

or behaviour change interventions, or opposing forces such as unhealthy or unsafe 

cultural norms and mass marketing (Andreasen, 2002; Eagle et al., 2015; Jones et al., 

2017). This challenge extends to the distribution of a social marketing offering after 



awareness has been raised, as participants of a program must (optimally) maintain their 

newly learned behaviours (e.g., abstaining from alcohol), without competing influences 

necessarily becoming absent (e.g., alcohol marketing) (Hastings, 2003). The same could 

be said of building relationships with stakeholders following participation in a social 

marketing offering. Herein lies the true challenge behind the engage stage; that is, the 

task of not only communicating a social marketing offering to those who would benefit 

from it, but to ensure that they continue to participate in and benefit from it long after 

they have initially partaken in the offering, despite opposing and/or competing external 

forces.  

Whilst the engage stage is clearly distinct from the build stage, as it marks the 

transition from development to actual implementation (Rundle-Thiele et al., 2021), in 

practice it can be unclear when a solution has transitioned from one stage to the other. 

Similar to the transition from co-creation to build, it is somewhat vague where the line 

should be drawn from build to engage. To some extent, understanding which stage a 

project has reached is arbitrary so long as the project is being developed along a clear 

plan. However, this lack of understanding may represent a field-wide issue for social 

marketing concerning the lack of process evaluations and documentation of the causal 

factors of social marketing success. Indeed, the capacity to reflect on and improve social 

marketing offerings is simultaneously called for and underreported in the field (Gordon 

& Gurrieri, 2014; McHugh & Domegan, 2017). Those few studies that have attempted to 

improve the state of process evaluations in social marketing portray the value in 

understanding why certain activities were undertaken, and what value they brought (or 

did not bring) to a market-ready offering (Dietrich et al., 2019). Documenting the 

activities undertaken at each stage of development enhances the reflexive capacity of the 

offering and its team for future iterations (Moore et al., 2015). Therefore, it is important 

to establish a clear transition between the build and engage stages to better understand 

what is involved at each stage and subsequently improve on these practices in progressive 

iterations. As a �µ�U�X�O�H�� �R�I�� �W�K�X�P�E�¶���� �W�K�L�V�� �W�K�H�V�L�V�� �D�G�R�S�W�V�� �W�K�H�� �Y�L�H�Z�� �W�K�D�W�� �D�� �S�U�R�M�H�F�W�� �K�D�V�� �U�H�D�F�K�H�G��

engage when it is market-ready and is being offered for a price to consumers. Through 

�W�K�L�V���O�H�Q�V���D�Q�G���I�U�R�P���G�R�F�X�P�H�Q�W�D�W�L�R�Q���R�I���D�F�W�L�Y�L�W�L�H�V���D�F�U�R�V�V���&�%�(���W�K�U�R�X�J�K�R�X�W���W�K�L�V���W�K�H�V�L�V�¶���L�Q�F�O�X�G�H�G��

studies, better understanding of distinctions between stages and the value in such 

knowledge will be gained.  

�1�H�Y�H�U�W�K�H�O�H�V�V���� �L�W�� �F�R�X�O�G�� �D�O�V�R�� �E�H�� �D�U�J�X�H�G�� �W�K�D�W�� �D�Q�� �R�U�J�D�Q�L�V�D�W�L�R�Q�� �L�V�� �µ�(�Q�J�D�J�L�Q�J�¶�� �Z�L�W�K�� �W�K�H�L�U��

target stakeholder group throughout co-creation and build stages, and that the term 



�µ�(�Q�J�D�J�H�¶���D�V���R�Q�H���R�I���W�K�H���W�K�U�H�H���V�W�D�J�H�V���L�V���P�L�V�O�H�D�G�L�Q�J���R�U���L�Q�D�F�F�X�U�D�W�H���I�R�U���W�K�H���U�H�O�D�W�L�Y�H�O�\���Q�H�Z���&�%�(��

�S�U�R�F�H�V�V�����+�R�Z�H�Y�H�U�����W�K�L�V���W�K�H�V�L�V���D�G�R�S�W�V���W�K�H���Y�L�H�Z���W�K�D�W���µ�(�Q�J�D�J�H�¶���U�H�S�U�H�V�H�Q�W�V���W�K�H���R�I�I�L�F�L�D�O���S�U�R�M�H�F�W��

launch, wherein activities such as pilot testing during e�Q�J�D�J�H�����L���H�������Z�R�U�N���R�X�W���µ�E�X�J�V�¶���D�Q�G��

unforeseen challenges to implementation) is distinct from prototype testing (i.e., testing 

the functionality and drafting the soon to be final product/service) during build, and that 

a marketable and costed offering being available for purchase/subscription marks the 

transition between the stages. Following this, a position is adopted throughout the 

�L�Q�F�O�X�G�H�G���V�W�X�G�L�H�V���W�K�D�W���µ�H�Q�J�D�J�H�P�H�Q�W�¶���L�Q�Y�R�O�Y�H�V���F�R�P�P�X�Q�L�F�D�W�L�R�Q�����E�X�W���W�K�D�W���F�R�P�P�X�Q�L�F�D�W�L�R�Q���L�V��

only a precursor to an explicit engagement step involving exchange and implementation 

of a social marketing offering. The studies contained hereafter will explore this notion, 

and reconsider whether this position adequately captures the bridging of B to E in the 

CBE process.  

1.5  Philosophical standpoint 

Underscoring the study design adopted herein, it is appropriate to outline the guiding 

research paradigm of this research (Saunders et al., 2007). Morgan (2007) defines a 

�U�H�V�H�D�U�F�K���S�D�U�D�G�L�J�P���D�V���³�W�K�H���F�R�Q�V�H�Q�V�X�D�O���V�H�W���R�I���E�H�O�L�H�I�V���D�Q�G���S�U�D�F�W�L�F�H�V���W�K�D�W���J�X�L�G�H���D���I�L�H�O�G�´�����D�Q�G��

�R�Q�H�¶�V���R�Z�Q���S�D�U�D�G�L�J�P���F�D�Q���E�H���G�H�W�H�U�P�L�Q�H�G���E�\���F�R�Q�V�L�G�H�U�L�Q�J���W�K�H���L�Q�W�H�U�V�H�F�W�L�R�Q���R�I���R�Q�W�R�O�R�J�L�H�V���D�Q�G��

epistemologies. An adopted ontology refers to the way a person perceives reality and 

nature, �D�Q�G���F�R�Q�F�H�U�Q�V���T�X�H�V�W�L�R�Q�V���R�I���µ�Z�K�D�W���L�V�"�¶��(Burrows, 2000; O'Gorman & MacIntosh, 

2015). In classifying ontological positions, a spectrum exists that is anchored with realism 

as one anchor and relativism as the other, with various other positions and epistemological 

intersections occurring between these (Denzin & Lincoln, 2018; Guba & Lincoln, 1994). 

The difference between these is that objectivism considers that nature at large contains 

measurable truths to be discovered, categorised, and quantified. Subjectivism on the other 

hand, is inclined towards interpreted truths and that experiences differ from person to 

person, and consequently their perceptions as well (Feilzer, 2010). It has also been noted 

that objectivists perceive nature as occurring around themselves, and that one must remain 

�L�Q�G�H�S�H�Q�G�H�Q�W���R�I���W�K�H���S�K�H�Q�R�P�H�Q�D���E�H�L�Q�J���R�E�V�H�U�Y�H�G���W�R���D�Y�R�L�G���L�Q�I�O�X�H�Q�F�L�Q�J���D���V�W�X�G�\�¶�V���I�L�Q�G�L�Q�J�V����

Subjective standpoints generally consider reality to be a shared experience and that 

observations are influenced by and inextricably linked to the observer (Easterby-Smith et 

al., 1991). While it is advised that an ontological position be determined and clarified in 

the early stages of a research project, (O'Gorman & MacIntosh, 2015), researchers should 

�F�R�Q�V�L�G�H�U���R�Q�W�R�O�R�J�L�F�D�O���µ�U�H�S�R�V�L�W�L�R�Q�L�Q�J�¶���D�V���W�K�H���D�S�S�U�R�S�U�L�D�W�H�Q�H�V�V���R�I���R�Q�H���S�R�V�L�W�L�R�Q���R�Y�H�U���D�Q�R�W�K�H�U��



to conduct scientific inquiry is somewhat contextually dependent on the research at hand 

(Yin, 2017) 

This is where the intersection of ontologies and epistemologies becomes prevalent, as 

�H�D�F�K���W�H�U�P���P�H�U�H�O�\���G�H�V�F�U�L�E�H�V���D���U�D�Q�J�H���R�I���V�K�L�I�W�L�Q�J���D�Q�G���H�Y�R�O�Y�L�Q�J���Y�L�H�Z�S�R�L�Q�W�V���D�E�R�X�W���W�K�H���µ�Z�K�D�W�¶��

�D�Q�G���µ�Z�K�\�¶���R�I���R�X�U���V�X�U�U�R�X�Q�G�L�Q�J�V�����%�H�\�R�Q�G���D���Z�R�U�O�G�Y�L�H�Z�����D�Q���H�S�L�V�W�H�P�R�O�R�J�L�F�D�O���S�R�V�L�W�L�R�Q���V�K�D�S�H�V��

�R�Q�H�V���E�H�O�L�H�I�V���D�E�R�X�W���N�Q�R�Z�O�H�G�J�H���D�F�T�X�L�V�L�W�L�R�Q�����W�K�H���µ�Z�D�\�V���R�I���N�Q�R�Z�L�Q�J�¶����and how one�¶s research 

design is to reach its intended conclusion (Yin, 2015, pp. 15-16). Furthermore, Yin (2015, 

p. 16) argues that epistemologies are not rigid frameworks to force research designs into, 

but rather that all epistemologies have an underlying similarity in that they are meant to 

provide a lens through which to filter reality and conduct scientific inquiry. 

Acknowledging that a determination of ontological and epistemological positioning need 

�Q�R�W���E�H���H�L�W�K�H�U���D���G�D�X�Q�W�L�Q�J���R�U���U�H�V�W�U�L�F�W�L�Q�J���F�O�D�V�V�L�I�L�F�D�W�L�R�Q���W�R���S�O�D�F�H���R�Q���R�Q�H�¶�V���U�H�V�H�D�U�F�K�����W�K�H��research 

project described at present follows the position �R�I���µ�S�U�D�J�P�D�W�L�V�P�¶�����7�K�H���I�R�Olowing section 

describes how this philosophical position was reached by discussing objectively and 

subjectively leaning alternatives, and justification as to how a standpoint of pragmatism 

supports the current research. 

1.5.1 Summary of dominant perspectives; positivism versus constructivism 

As mentioned above, with ontologies anchored between objectivity and subjectivity, 

one way to determine a paradigm is to compare and contrast paradigms that lean from 

one extreme to the other. Objective vs. subjective leaning paradigms often contrasted in 

�W�K�H���V�R�F�L�D�O���V�F�L�H�Q�F�H�V���D�U�H���W�K�D�W���R�I���S�R�V�L�W�L�Y�L�V�P���Y�V�����F�R�Q�V�W�U�X�F�W�L�Y�L�V�P�����3�R�V�L�W�L�Y�L�V�P���U�H�S�U�H�V�H�Q�W�V���D���µ�K�D�U�G��

�V�F�L�H�Q�F�H�¶�� �D�S�S�U�R�D�F�K�� �W�R�� �H�[�S�O�D�L�Q�L�Q�J�� �W�K�H�� �V�R�F�L�D�O�� �Z�R�U�O�G���� �D�V�� �L�W�� �L�V�� �F�R�Q�F�H�U�Q�H�G�� �Z�L�W�K�� �G�H�Y�H�O�R�S�L�Q�J�� �D��

unified set of measurable truths, frameworks and classifications that can explain and 

justify phenomena (Smith et al., 1996). To an extent this view is acceptable given the 

research design will include some measurement of change outcomes as a way of 

�H�[�S�O�D�L�Q�L�Q�J�� �D�Q�G�� �S�U�H�G�L�F�W�L�Q�J�� �L�Q�G�L�Y�L�G�X�D�O�¶�V�� �I�X�W�X�U�H�� �E�H�K�D�Y�L�R�X�U�V���� �+�R�Z�H�Y�H�U���� �W�K�L�V�� �G�R�H�V�� �Q�R�W�� �I�X�O�O�\��

encompass all of the activities of the proposed research design, as qualitative inquiry is 

conducted for example for new program elements during study 3. Furthermore, a strict 

positivist approach would forgo any consideration that there is more to predicting an 

�L�Q�G�L�Y�L�G�X�D�O�¶�V���E�H�K�D�Y�L�R�X�U���W�K�D�Q���W�K�H�L�U���F�R�J�Q�L�W�L�Y�H���D�W�W�L�W�X�G�H�V���W�R�Z�D�U�G�V���V�D�L�G���E�H�K�D�Y�L�R�X�U���D�W���D���V�S�H�F�L�I�L�F��

point in time, a limitation noted of the adopted Theory of Planned Behaviour (Conner et 

al., 2013).  

As an alternate approach, constructivism holds that reality is socially constructed by 

individuals, and is concerned with understanding rather than explaining (Lincoln et al., 



2011). Similar to positivism, constructivism as a paradigm satisfies certain characteristics 

of the proposed research. Notably, the studies outlined below follow that value is not to 

be excluded from the data collected, but rather in the case of co-design (study 2), the units 

of data to be collected are opinions and insights with value relative to the individuals 

providing them. This is again however not the sole purpose of this research and does not 

encompass certain aims including the measurable change in behavioural intentions (study 

1). As different components of the proposed research plan would suggest, the ontological 

and epistemological positioning outlined here is being pulled closer to a central position.  

Herein lies the reasoning behind a pragmatist approach. Pragmatism is considered to 

�E�H���D���P�R�U�H���µ�U�H�O�D�[�H�G�¶���S�D�U�D�G�L�J�P�����L�Q���W�K�D�W���U�D�W�K�H�U���W�K�D�Q���D�G�R�S�W�L�Q�J���D���S�K�L�O�R�V�R�S�K�L�F�D�O���µ�E�R�[�¶���W�R���L�Q�V�H�U�W��

findings and arguments, it is concerned with real-world applicability and questions of 

�µ�Z�K�D�W���Z�R�U�N�V�"�¶��(Feilzer, 2010)�����7�K�H���µ�3�U�D�J�P�D�W�L�F���P�H�W�K�R�G�¶�����S�X�W���I�R�U�W�K���E�\�� �:�L�O�O�L�D�P���-�D�P�H�V���L�V��

concerned with the practical differences between standpoints, and clarifying distinctions 

between positions (James, 1975). In this way, both a positivist leaning approach and a 

�F�R�Q�V�W�U�X�F�W�L�Y�L�V�W���O�H�D�Q�L�Q�J���D�S�S�U�R�D�F�K���F�D�Q���E�H���K�H�O�G���D�V���µ�W�U�X�H�¶�����Z�K�H�Q���F�R�Q�V�L�G�H�U�L�Q�J���W�K�H���R�U�L�J�L�Q���R�I���W�K�H��

question being answered, and the clarification of any answer being sought. Wholly 

speaking this paradigm could be considered a flexible one, and it is positioned as a 

�µ�S�U�R�E�O�H�P-�V�R�O�Y�L�Q�J�¶���S�D�U�D�G�L�J�P���Z�K�H�Q���R�W�K�H�U���S�R�V�L�W�L�R�Q�V���G�R���Q�R�W���V�H�H�P���W�R���I�L�W���W�K�H���F�R�Q�W�H�[�W���D�W���S�U�H�V�H�Q�W��

(Morgan, 2007). One could argue that critical realism, being a middle-ground oriented 

paradigm, could also be considered given the research at hand. However, the identifiable 

difference between these two paradigm choices is that critical realism would imply an 

overarching view across all studies in the design (for instance that findings would 

necessarily be value-mediated in each research study (Lincoln et al., 2011), which as 

indicated by the discussion between positivism and constructivism is not suitable. On the 

other hand, pragmatism accepts that  there are both singular realities and multiple 

interpretations of realities (Feilzer, 2010), which more comfortably aligns with the 

previous assertion that research paradigms are contextually suitable relative to the 

research at hand (Yin, 2017). 

1.6  Research gaps and aims 

Alcohol education programs aimed at adolescents have typically been conducted in 

school settings. This is largely due to the cost-effectiveness of reaching large numbers of 

students at once (Lee et al., 2016). Alcohol education aims to reduce risk factors and 

enhance protective factors that delay initial use and reduce rates of heavy drinking (Lee 

et al., 2016; Roche et al., 2010). Mixed effects however are apparent (Foxcroft & 



Tsertsvadze, 2011; Mewton et al., 2018; Onrust et al., 2016), and evidence of long-term 

change effects is limited (Lee et al., 2016; Strøm et al., 2014). Limitations to such 

programs are evident including a lack of stakeholder involvement in designs (Thurman 

& Boughelaf, 2015), over-burdened teachers resulting in program delivery fidelity issues 

(de Visser et al., 2020; Newton et al., 2010), and didactic program deliveries reducing the 

level of engagement and learning (Lee et al., 2016; Roche et al., 2010). From such issues, 

alternative delivery modes are required that effectively prevent and reduce alcohol 

consumption in adolescent populations, while also maintaining cost-effectiveness and 

influencing hard to reach adolescents. Broadly, the aim of this thesis is to explore how to 

resource, develop and deliver scalable iterations for an existing social marketing offering. 

Specifically, a more targeted user and stakeholder involvement strategy in the iteration of 

school-based alcohol programs is addressed, and fidelity issues between school deliveries 

is mitigated through a standardised and scalable improved social marketing offering.  

1.7  Research outline 

Whilst Social Marketing is considered an effective tool for changing behaviours and 

shaping policy for the benefit of populations (Firestone et al., 2016; Kubacki et al., 2018; 

Stead et al., 2006), there remain challenges to new and experienced social marketers alike 

in scaling and operationalising research into practice. The activities described across the 

included studies hereafter relate to the social marketing initiative named Blurred Minds 

that offers engaging alcohol and drug education resources aimed at preventing/reducing 

alcohol consumption by adolescents, and t�R�� �F�K�D�Q�J�H�� �$�X�V�W�U�D�O�L�D�¶�V�� �F�X�O�W�X�U�H�� �F�R�Q�F�H�U�Q�L�Q�J��

alcohol and drugs (see: https://www.blurredminds.com.au/). Each study will describe a 

more granular issue(s) pertaining to the scalability and operationalisation of social 

marketing offerings, leading to a wider discussion of how to continue improving and 

maintaining these offerings over the longer-term.  

The first study is a systematic literature review wherein a review of existing alcohol 

interventions utilising Virtual Reality (VR) to influence behaviour change was conducted. 

In terms of the CBE, this study represents effort to understand VR solutions and their 

characteristics, and whether they were effective and feasible to implement in the 

following studies context(s) (see, Durl et al., 2017). The Blurred Minds program had 

�L�P�S�O�H�P�H�Q�W�H�G���W�K�H���Z�R�U�O�G�¶�V���I�L�U�V�W���Y�L�U�W�X�D�O���K�R�X�V�H���S�D�U�W�\���H�[�S�H�U�L�H�Q�F�H���L�Q������������ �D�Q�G���D�V���W�K�L�V���W�K�H�V�L�V��

commenced the initial aim was to understand the role of VR in future program iterations. 

Study 2 was an outcome evaluation wherein the comprehensive day-long Blurred Minds 

school-�E�D�V�H�G�� �D�O�F�R�K�R�O�� �S�U�R�J�U�D�P�� �Z�D�V�� �F�R�P�S�D�U�H�G�� �W�R�� �D�� �µ�E�U�L�H�I�� �D�O�W�H�U�Q�D�W�L�Y�H�¶���� �,�Q�� �G�R�L�Q�J�� �V�R���� �W�K�H��



authors document the approaches taken to reduce, reuse and remove content from the 

original comprehensive offering, and then reflect on the disparate outcomes of each 

program modality. Following this, a co-design study was presented (study 3), wherein 

teachers and students are both involved at different timepoints for their unique 

contribution during the development and testing phases. The offering in question was 

�L�Q�L�W�L�D�O�O�\���G�H�V�F�U�L�E�H�G���D�V���D�Q���µ�R�Q�O�L�Q�H���R�Q�O�\�¶���Y�D�U�L�D�W�L�R�Q���W�R���W�K�H���R�U�L�J�L�Q�D�O���I�D�F�H-to-face workshop style 

seen of Blurred Minds in study 2. How this idea evolved into a mixed mode delivery for 

�W�K�H�� �Q�H�Z�� �µ�%�O�X�U�U�H�G�� �0�L�Q�G�V�� �$�F�D�G�H�P�\�¶�� �Z�D�V�� �D�O�V�R�� �G�L�V�F�X�V�V�H�G�� �L�Q�� �W�K�L�V�� �V�W�X�G�\���� �)�R�U�� �V�W�X�G�\�� ������ �D�Q��

auditing process was conducted following insights from teachers in study 3, specifically 

to identify the level of adherence to theory (Social Cognitive Theory - SCT) and 

curriculum (Australian Curriculum for Health and Physical education �± AC: HPE) present 

�Z�L�W�K�L�Q�� �W�K�H�� �%�O�X�U�U�H�G�� �0�L�Q�G�V�� �$�F�D�G�H�P�\�¶�V�� �F�R�Q�W�H�Q�W���� �)�L�Q�D�O�O�\���� �L�Q�� �V�W�X�G�\�� ������ �D�� �G�L�V�F�X�V�V�L�R�Q�� �Z�D�V��

presented wherein each of the previous studies are synthesised through a CBE lens to 

determine what aspects of co-creation, build and engage were present, how they linked 

�W�R�J�H�W�K�H�U�����D�Q�G���Z�K�D�W���O�H�D�U�Q�L�Q�J�V���F�D�Q���E�H���G�H�U�L�Y�H�G���W�R���E�H�W�W�H�U���X�Q�G�H�U�V�W�D�Q�G���W�K�H���H�O�X�V�L�Y�H���µ�%�¶���V�W�D�J�H���R�I��

the process. Each of these papers are described in greater detail in Table 1. By conducting 

these studies and contrasting their findings against the broad aims mentioned previously, 

this thesis is positioned to answer two overarching research questions.  



1.7.1 RQ1: How can Social Marketing be operationalised using the CBE process? 

Ong and Blair-Stevens (2010, p. 153) highlight the difference between planning 

frameworks (a schedule of core stages of activity across a development lifecycle) and 

planning processes (the list of activities set against the stages listed in the framework). 

Similarly, CBE describes social marketing as a process focussed on continual 

improvement. CBE is considered an iterative process aimed at ensuring solution offerings 

remain attractive to the market, are considered to be superior to competing solutions, and 

attain desired outcomes. While described as a linear set of activities when implemented 

in first time solution build, CBE needs more clarity to further assist with selecting and 

tailoring activities for each stage of the process. Following the aforementioned issues with 

distinguishing the build stage from the co-creation and engage stages, and determining 

what activities are to be undertaken during build, the CBE processes limited capacity to 

serve as a clear planning process may continue to limit progress in the field. As the CBE 

�S�U�R�F�H�V�V���L�V���S�R�V�L�W�L�R�Q�H�G���D�V���D�Q���µ�L�P�S�O�H�P�H�Q�W�D�W�L�R�Q���P�D�S�¶���W�R���E�H���X�V�H�G���D�F�U�R�V�V���F�R�Q�W�H�[�W�V�����W�K�L�V���W�K�H�V�L�V��

assumes that more clarity surrounding CBE as a process planning tool is required to 

achieve the intended positioning and enhance the uptake of social marketing practice.  

 

1.7.2 RQ2: How is CBE utilised for long-term strategic social marketing? 

The initial proposal of the CBE process, while claiming to be for long-term strategic 

planning, is presented as a repeatable process with no true conclusion (Rundle-Thiele et 

al., 2021). Further, one could assume based on the way it is presented to new readers, that 

it is a linear process, wherein social marketers will only do one stage at a time, rather than 

conducting concurrent activities (e.g., engaging with stakeholders to pre-purchase a 

service while it is still being developed). This assumption rests on an incomplete view of 

how social marketing is performed in practice, since businesses often develop new 

offerings while offering existing products/services simultaneously. What is therefore 

missing from the CBE process is how it can be utilised/integrated into existing social 

�P�D�U�N�H�W�L�Q�J�� �S�U�D�F�W�L�F�H���� �R�U�� �Z�K�H�Q�� �D�Q�� �R�I�I�H�U�L�Q�J�� �K�D�V�� �X�Q�G�H�U�W�D�N�H�Q�� �D�Q�� �µ�(�Q�J�D�J�H�¶�� �S�H�U�L�R�G�� �D�Q�G�� �L�V��

evolving into a second iteration. Similarly, the role of individual or teams of social 

marketers in developing stakeholder and expert insights into a marketable and effective 

social marketing offering is ambiguous. Beyond the more explicit issues relating to 

planning processes and scheduling activities for an offering, an implicit question remains 

as to the input of the social marketer themselves throughout the process. It is safe to say 

that despite recommended activities, tools and context-specific considerations, different 



social marketers will create unique and distinct approaches when addressing a social 

issue. These ambiguities will also be explored throughout the included studies. 

Table 1 outlines the role each study in the design fills in pursuing the mentioned study 

questions. In this way, study-level research questions asked are listed, the methods 

utilised to answer them, the contributions made at each study and the limitations of each 

are also recorded. This table can be referred to throughout when interrogating each study 

and its relevance to the overall thesis design and purpose. 
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Table 1 �± Proposed study research questions 

Thesis 
Question 

Study Objective 
Study Research 

questions 
Methods Contribution s Limitations  

RQ1 

Study 1: Utilising 
virtual reality in 
alcohol studies: A 
systematic review  
 
(Health Education 
Journal, 2018) 

�7�R���G�H�W�H�U�P�L�Q�H���9�5�¶�V��
feasibility for inclusion 
in the Blurred Minds 
alcohol social marketing 
offering.  

What elements are 
effective in VR 
alcohol offerings 
targeting 
adolescents? 

Data collection: 
Systematic search & 
download of scientific 
databases.  
 
Data analysis: Content 
& thematic analyses. 

Positive results indicating 
support of alcohol 
intervention outcomes 
from VR. 

Few studies identifiable in 
this research area. 
 
Alcohol behavioural 
outcomes rarely analysed 
in included papers. 

RQ1 

Study 2: 
Effectiveness of a 
brief versus a 
comprehensive 
social marketing 
program  
 
(Journal of Social 
Marketing, 2020) 

To determine feasibility 
of refining 
comprehensive social 
marketing offerings to 
brief alternatives. 

Are positive 
outcomes from a 
comprehensive 
school-based 
alcohol social 
marketing program 
maintained when 
delivered in a brief 
program pilot? 

Data collection: Online 
Pre- and Post-surveys 
in schools. 
 
Data analysis: Pre-post 
significance testing and 
descriptive analysis. 

Evidence that a brief 
program is more effective 
compared to the 
comprehensive version.  
 
Demonstration of 
comprehensive program 
content converted to brief. 

No previous model of 
converting brief to 
comprehensive content 
was identified for use. 
 
Changes to content 
between modes due to 
real-world intervention 
conditions hindered 
finding generalisation. 

RQ1 

Study 3: Distinct 
stakeholder voices 
and management of 
divergent opinions 
in Co-design 
 
(Health Promotion 
International, 2021) 

To manage and leverage 
distinct stakeholder 
groups disparate insights 
towards a mutually 
satisfying online school-
based alcohol program.    

How can distinct 
stakeholder group 
insights be 
managed, to 
produce fair and 
feasible social 
marketing 
solutions? 

Data collection: Three 
co-design sessions with 
21 teachers  
 
Data analysis:  
Content & thematic 
analyses. 

How different stakeholder 
groups can be involved in 
the co-creation of a social 
marketing offering. 

More robust methods have 
emerged since data 
collection was conducted 
to involve and integrate 
multiple stakeholder 
groups (e.g., collective 
intelligence). 

RQ1 & 2 

Study 4: The role 
of theory and 
curriculum in the 
design of high 
school education 
programs 
 
(Journal of Social 
Marketing, In 

To further enhance an 
online school-based 
program with that of 
formal curriculum best-
practice-guidelines. 

How can a 
prominent social 
marketing theory 
and education best 
practice be 
mutually integrated 
in a social 
marketing offering? 

Theory & Curriculum 
Audit: A content 
inventory of module 
elements showcasing 
level of SCT construct 
and AC: HPE guideline 
representation. 

Auditing process aligned 
the program content with 
that of target theoretical 
constructs and curriculum 
guidelines.  

Impact of auditing on 
program outcomes not yet 
assessable in this study. 
 
No prior method identified 
that was well-aligned with 
the purpose/content of the 
program. Optimal order of 
theory vs. curriculum. 
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review) auditing yet undetermined. 

RQ2 

Study 5: CBE: 
Building an alcohol 
and drug education 
social marketing 
program 
 
(Social Marketing 
Quarterly, In 
Review) 

To reflect on and discuss 
the elements of the 
�µ�%�O�X�U�U�H�G���0�L�Q�G�V��
�$�F�D�G�H�P�\�¶���W�K�U�R�X�J�K���D��
CBE lens.  

How were decisions 
made throughout 
multiple iterations 
of a social 
marketing offering? 
 
How were Co-
creation insights 
translated into 
Build 
considerations? 

Discussion: A critical 
assessment of Blurred 
Minds activities 
according to the stages 
of the CBE process.  

Activities of the build 
stage clarified in a real-
world practice example.  
 
Application of the CBE 
process across a new 
program offering is 
demonstrated alongside an 
existing social marketing 
offering.  

Granularity concerning 
explicit activities of each 
CBE stage is not reached 
in this study.  
 
Comparisons of each 
activities impact on 
�S�U�R�J�U�D�P���V�X�F�F�H�V�V���Z�D�V�Q�¶�W��
yet feasible at the time of 
writing. 
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This chapter has outlined the contextual bounds and problem-specific considerations that 

direct this thesis. Gaps have been identified and articulated with a series of studies aiming to 

address stated gaps. These five studies together form a fulfilled research design, to address 

broader questions of CBE implementation. The following chapters present each study in the 

series individually, followed by a discussion of implications for operationalisation of social 

marketing solutions towards scalable and sustainable implementation. 
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Abstract 

Purpose 

Alcohol education programs can be mapped to theory and curriculum specifications to 

improve the likelihood of observing intended learning outcomes and adoption by schools. This 

paper outlines a process for auditing theory and curriculum specifications respectively into an 

alcohol social marketing program. 

Design 

The Blurred Minds Academy was audited according to Social Cognitive Theory (SCT), 

and the Australian Curriculum: Health and Physical Education (AC: HPE).  

Findings 

SCT auditing provided development considerations such as module standardisation, and 

additional content to ensure SCT construct representation across all modules. Next, curriculum 

auditing produced alignment of content with curriculum learning objectives, guidance for 

teachers, and new teacher-led face-to-face components.  

Originality  

This paper delivers a process demonstrating how theory auditing and curriculum auditing 

can be used to design school-based programs. This work extends understanding of the roles of 

theory and curriculum in alcohol education social marketing programs in school settings, and 

the interplay between each of these influences.  

Keywords: Theory use, curriculum auditing, alcohol education, social marketing 

Article type: Research paper 
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Background 

External school-based alcohol programs are a potentially effective avenue for educators to 

wholly or partially address the recommended alcohol education for their students (Mewton et 

al., 2018). In cases where external programs are selected, evidence-based programs that can 

demonstrate intended outcomes should be prioritised over programs that do not evidence 

proven outcomes. In addition to offering evidence of delivering desired outcomes, external 

programs need to align to the formal curricula of the education systems they are designed for, 

such as the AC: HPE (Australian Curriculum: Health and Physical Education). This study 

explores these dimensions through the design of a school-based alcohol program aimed at 

secondary school students. 

The need for greater and more thorough use of theory has been called for over time, across 

a range of social and behavioural sciences including social marketing (Andreasen, 2003). When 

theory is integrated into behaviour change programs, positive behavioural outcomes are more 

likely to be observed (Kim et al., 2019; Willmott et al., 2019). Program effectiveness has been 

observed in school-based alcohol programs that report theory use (Dietrich et al., 2016b; Durl 

et al., 2020; Lee et al., 2016). Equally programs have also been effective without clearly 

reporting links to any specific theories (Slade et al., 2020). At present the role of theory in 

enhancing program effectiveness should not be assumed given inconsistent reporting of theory 

(Gardner et al., 2011; Truong, 2014; Willmott et al., 2019), selective rather than objective 

theory selection (Lefebvre, 2011; Manikam & Russell-Bennett, 2016) and limited reporting of 

theory application (Hurley et al., 2019).  In the absence of full and complete theory application 

our capacity to assess whether program effectiveness is enhanced when theory is applied 

remains severely limited. 
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Teachers have agency over the design of their lessons and the selection of learning 

materials (Lalor, 2017, pp. 2-5). Externally designed programs may alleviate the strain on 

�W�H�D�F�K�H�U�V�¶�� �S�O�D�Q�Q�L�Q�J�� �D�Q�G�� �H�[�W�H�U�Q�D�Oly designed programs have been shown to produce positive 

behavioural outcomes for student participants in the short- to medium-term (Dietrich et al., 

2016b). Such programs have been compared to lessons-as-usual on alcohol use and misuse 

developed by their teachers (Foxcroft & Tsertsvadze, 2011). Conversely, programs developed 

by teachers are positioned to meet the needs of their particular students, also offering potential 

for improved student learning outcomes without designers or facilitators from outside the 

school organisation (Meyer & Cahill, 2013, pp. 39, 42). Taken together, externally developed 

programs addressing alcohol in school settings would likely be enhanced by integrating 

curriculum best practices during design. Curriculum mapping is a process of planning, iterating 

and re-�L�W�H�U�D�W�L�Q�J�� �D�� �S�U�R�J�U�D�P�¶�V�� �R�S�H�U�D�W�L�R�Q�D�O�� �O�H�V�V�R�Q�V�� �Z�L�W�K�� �W�K�D�W�� �R�I�� �W�K�H�� �U�H�O�H�Y�D�Q�W�� �I�R�U�P�D�O�� �F�X�U�U�L�F�X�O�X�P��

frameworks (Lalor, 2017). Suitably, externally designed school-based programs that are 

aligned with curriculum best-practice throughout the design process should be more easily 

adoptable for teachers, given their capacity to deliver on curriculum set learning outcomes for 

students. The documenting of this process for an externally designed school-based alcohol 

program is justified. 

Given theory use and curriculum mapping may both offer potential to extend school-based 

program success, a process to understand how theory and curriculum guidelines and principles 

can be mutually integrated is warranted. This study contributes to this knowledge gap and 

showcases how programs can be audited according to theory and aligned to a curriculum across 

three stages. First, it showcases an exercise for integration of SCT into an existing program 

design to ensure all materials adhered to one or more SCT constructs. Next, the program was 

aligned with the AC: HPE curriculum �W�K�U�R�X�J�K���D���F�X�U�U�L�F�X�O�X�P���D�X�G�L�W�����G�U�D�Z�L�Q�J���R�Q���-�D�F�R�E�V�¶��(2004) 

curriculum mapping process. In doing so, an externally designed school-based program was 
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aligned to the expectations and needs of teachers in real-world settings. Finally, considerations 

emerging from utilising both theory integration and curriculum auditing in the design of 

program content are discussed, highlighting convergence and divergence between the two 

approaches, and recommendations regarding the optimal order of theory auditing and 

curriculum auditing. 
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Methodology 

Context 

Blurred Minds (BM) is a decade-spanning effort combining social marketing and alcohol 

education best practice, aimed at secondary school students (Dietrich, Mulcahy, et al., 2018; 

Dietrich et al., 2019; Rundle-Thiele et al., 2015). Previous iterations of BM relied on face-to-

face workshops delivered by the research team to students in a school setting, with lessons 

based around previously identified key topics and lessons. These workshops originally lasted 

up to five hours of in-school time. Figure 1 provides an overview of the evolution of the BM 

resources. 

Figure 1 - Blurred Minds developmental history 

This study describes the development of the Blurred Minds Academy (BMA), the latest BM 

iteration, a school-based alcohol social marketing program that has showcased desired 

outcomes in previous iterations that were implemented by external facilitators (Dietrich et al., 

2019; Durl et al., 2020). In an attempt to scale and sustain BM, an initial six modules were 

derived from previous iterations of the program and converted into online modules. The aim 
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of this was to allow teachers to implement BMA in classrooms without the need for external 

facilitators (Durl et al., 2020). These online modules were based on the research teams rigorous 

quantitative (Dietrich et al., 2015; Rundle-Thiele et al., 2013; Rundle-Thiele et al., 2015) and 

qualitative (Dietrich et al., 2019; Dietrich et al., 2016a; Dietrich et al., 2017; Durl et al., 2018) 

research, and more than 50 school deliveries involving more than 5,000 students. Following 

this, the research team engaged with teachers via co-design workshops (Durl et al., 2019). This 

enabled teachers to provide important feedback on additional school and teacher needs that 

�K�D�G�Q�¶�W���E�H�H�Q���F�R�Q�V�L�G�H�U�H�G���W�K�X�V���I�D�U���L�Q���W�K�H���S�U�R�F�H�V�V���� 

Application of theory and curriculum auditing 

The two key building blocks in the development of the Blurred Minds Academy; 1) a 

Theory auditing exercise (Michie et al., 2008) and, 2) AC: HPE curriculum auditing (Jacobs, 

2004) are documented and described herein. Theory auditing aimed to further strengthen the 

theoretical base for the BMA, while curriculum auditing aimed to ensure relevance and 

alignment with school and teacher needs (see Figure 2).  

Figure 2 - Study design 
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Theory Audit  

The process of theory auditing is first outlined. Social Cognitive Theory had previously 

been considered in Blurred Minds iterations (see, Durl et al., 2019) as this is an appropriate 

theory in the design of behaviour change programs (Truong, 2014), including those targeting 

adolescent populations (Dietrich et al., 2016b). In Social Cognitive Theory (SCT), decisions 

surrounding behaviours are derived from individual social and psychological factors, 

moderated by external influences (Bandura, 1991; Lent et al., 1994; Plotnikoff et al., 2013). 

SCT is known for explaining up to 33% of  variance in behaviour change (Plotnikoff et al., 

2013). Following selection of SCT, key constructs were identified (see table 1) and then 

integrated throughout the existing BMA modules. Each construct was assessed to identify if 

inclusion of key SCT constructs was evident across the entire BMA, and how many times each 

construct was already present in each module. It was important to ensure that each construct 

was featured across the program, and to know how many times each construct was featured per 

module, to make modules more comparable during program evaluation (Michie et al., 2008). 

This process was undertaken by four researchers independently, and later discussed to reach 

consensus. Specifically, each existing lesson was disassembled and labelled according to which 

SCT constructs were present in the BMA. This audit then showcased which SCT constructs 

were underrepresented in the BMA, guiding content adjustments across each of the modules.  
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Table 2 - SCT constructs used in BMA 

SCT constructs Definition Example in BMA 

Knowledge 
Information relating to 

alcohol 

How the body absorbs and 

processes alcohol 

Effects 
To understand the effects of 

alcohol on the body 

Difference between passing  

and blacking out 

Social & 

environmental 

influences 

Social factors influencing 

drinking (e.g., peer pressure) and 

wider cultural elements (e.g., 

media) 

Alcohol marketing and laws 

Skills 

Refusal and moderation 

strategies, coping with peer 

pressure, and emergency 

response 

Alternative behaviours, 

refusal and delay responses, 

recovery position 

 

Curriculum audit  

Next, the research team mapped the BMA to AC: HPE standards to ensure alignment with 

�V�F�K�R�R�O���D�F�D�G�H�P�L�F���W�D�U�J�H�W�V�����-�D�F�R�E�V�¶��(2004) curriculum auditing process was adopted,  a verified 

method to conduct a curriculum audit. This �S�U�R�F�H�V�V���L�Q�Y�R�O�Y�H�G���W�K�U�H�H���V�W�H�S�V�����)�L�U�V�W�����W�K�H���S�U�R�J�U�D�P�¶�V��

subject matter was compared with the subject matter specified in the alcohol and other drugs 

focus area description of the AC: HPE. The effect of drugs on the body and the factors that 

influence the use of different types of drugs are two examples of the seven topics that students 

�D�U�H�� �H�[�S�H�F�W�H�G�� �W�R�� �O�H�D�U�Q�� �L�Q�� �W�K�L�V�� �I�R�F�X�V�� �D�U�H�D���� �7�K�H�Q���� �W�K�H�� �F�R�J�Q�L�W�L�R�Q�V�� �D�Q�G�� �F�R�Q�W�H�Q�W�� �R�I�� �W�K�H�� �S�U�R�J�U�D�P�¶�V��

learning objectives and learning tasks were compared with the cognitions and content of the 

relevant AC: HPE content descriptions. (i.e., the elements of the curriculum that specify what 

students should learn during the two-year period in question: Years 7-8 or Years 9-10). Last, 

the cog�Q�L�W�L�R�Q�V�� �D�Q�G�� �F�R�Q�W�H�Q�W�� �R�I�� �W�K�H�� �S�U�R�J�U�D�P�¶�V�� �D�V�V�H�V�V�P�H�Q�W�� �W�D�V�N�V�� �Z�H�U�H�� �F�R�P�S�D�U�H�G�� �Z�L�W�K�� �W�K�H��
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cognitions and content specified in the relevant AC: HPE achievement standards (i.e., the 

elements of the curriculum that describe the depth and the sophistication of knowledge and 

skill students are expected to be able to demonstrate by the end of a two-year period of 

�O�H�D�U�Q�L�Q�J������ �7�R�J�H�W�K�H�U���� �W�K�H�V�H�� �V�W�H�S�V�� �K�L�J�K�O�L�J�K�W�H�G�� �W�K�H�� �G�H�J�U�H�H�� �R�I�� �D�O�L�J�Q�P�H�Q�W�� �E�H�W�Z�H�H�Q�� �W�K�H�� �S�U�R�J�U�D�P�V�¶��

cognitions and content and those of the AC: HPE. In other words, they made it possible to 

analyse the extent to which the program addressed the specifications of the formal curriculum 

as it related to alcohol and other drug education. 
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Results 

Both, the theory and curriculum audits led to substantive changes to the BMA. Changes 

following theory audit are presented first followed by the same for the curriculum audit. These 

changes were broadly grouped into four categories; (1) Number of modules featured in the 

BMA, (2) Length of modules, (3) Level of teacher involvement during planning and 

implementation of modules in classrooms, and (4) Mode of BMA delivery (see Table 1). 

Theory audit 

Performing the theory audit exercise utilising SCT constructs showcased several gaps 

between modules, in terms of how many of the constructs were featured and how many times 

each construct was featured within each module. For example, some modules (e.g. Australian 

law module) featured predominantly social influence factors (e.g. legal ramifications) while 

featuring very little skills transfer and development when compared to other modules (e.g. 

Moderation and Refusal Strategies). Consequently, content was added to modules to ensure 

each module contained each SCT construct, without adding content that did not have relevance 

to the topic(s) at hand or provided repeated or unnecessary information.  

SCT auditing indicated gaps in module content and revealed opportunities to clarify the 

purpose and aims of each module. For example, the original Blood Alcohol Concentration and 

Standard Drinks module was divided into two stand-alone modules and modules were 

expanded with additional interactive content to ensure adherence to SCT constructs. The 

original six modules were expanded into nine modules, each requiring between 7-15 minutes 

for students to complete. For a comparison of individual modules before and after SCT auditing 

please refer to Table 2.  
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Curriculum audit 

The audit of the BMA to the AC: HPE curriculum (i.e., formal curriculum) led to the 

development of additional classroom components for each of the modules to be facilitated by 

teachers as a follow up activity to students completing each online module. Furthermore, both 

online and classroom components were then tailored to Year 7/8 and Year 9/10 curriculum 

requirements. An example of this includes a hypothetical scenario used in class discussion 

surrounding legal drinking age, wherein students explored the scenario from different 

characters based on their age (i.e., younger students predominantly discuss younger characters 

journey). Similarly, some modules were not offered for year 7/8 cohorts, as they explored 

topics that were not yet relevant (e.g., drink driving) or were already prescribed learning in a 

later stage of the AC: HPE (i.e., during the Year 9 and 10 band). This led to a further refinement 

of learning objectives for each module, in order to set learning expectations for students and 

help teachers understand intended learning outcomes.  

For each of the newly updated nine modules, a set of module overviews were created for 

teachers, featuring the learning objectives and a summary of the online and classroom 

component. These were intended to elevate the efficacy of SCT constructs as classroom-based 

activities allow for an in-person social learning experience, with real-time reflection and group 

work. Additionally, it ensures more involvement from teachers during program 

implementation, and opportunity to connect with their students in meaningful way. Each set of 

face-to-face activities were designed for teachers so that they could have a follow-up discussion 

with students via tailored resources that featured questions and scenarios directly related to an 

online module. The involvement of teachers in the face-to-face activities provided greater 

opportunity for higher-order cognitive engagement from students regarding the subject matter 

than the online component alone afforded.  
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Table 3 - Practice changes to program elements 

BMA  Version 1 Version 2 (SCT mapping) Version 3 (Curriculum audit) 

Number 

of modules 

 

�x Six online modules 
o Alcohol Marketing 
o Blood Alcohol 

Concentration & 
Standard Drinks 

o Drugs & Addiction 
o Legalities 
o Alcohol & the Brain 
o Moderation & 

Refusal strategies 

�x Nine online modules 
o Advertising 
o Myths and Norms 
o Moderation & 

Strategies 
o Australian Law 
o Drink Driving 
o Blood Alcohol 

Concentration 
o Standard Drinks 
o Classification of 

Drugs 
o The Brain 

�x Face-to-face activities were 
developed to accompany each of the 
nine online modules 

�x Face-to-face activities follow online 
modules as group or class activities. 

o Face-to-face activities 
tailored to school years 7/8 or 
9/10  

�x Modules packaged by school years 
o Five modules for years 7/8 
o Nine modules for years 9/10 

�x Learning objectives curated for each 
module 

Module 

length 

�x Unstandardised lengths; 
Modules approximately 15-
30 minutes minutes/module 

�x Module length based on 
depth of content per topic 

�x Online modules standardised 
to approximately 15-
minute/module 

�x Module content distributed 
among existing/new modules 

�x Introduction of face-to-face activities 
increased total module completion 
time to 45 minutes 

Teacher 

involvement 

�x Student focussed 
�x Teachers as supervisors 

�x Student focussed 
�x Teachers as supervisors 

�x Teachers facilitate new face-to-face 
activities. 

�x Teachers as facilitators as well as 
assessors and planners 

Program 

modality 

�x Online only 
�x Students log in at discretion 

of teachers or selves 

�x Online only 
�x Students log in at discretion 

of teachers or selves 

�x Students complete online component 
individually,  

�x Face-to-face activities facilitated as 
group or class activities 
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Discussion 

This paper provides an overview of the process that was applied to integrate theory and 

curriculum specifications into an alcohol social marketing program. First, Social Cognitive 

Theory (SCT) was audited in the Blurred Minds Academy. Next, the Academy was audited 

following the Australian Curriculum: Health and Physical Education (AC: HPE) to further 

align the program with academic targets, school and teacher expectations. This paper makes 

important contributions demonstrating the level of planning and work that should be included 

within the design of school-based education programs.  This paper demonstrates a process that 

can be applied to audit theory and curriculum adherence in a behaviour change program, 

resulting in new design elements. Following an outcome evaluation, those wishing to similarly 

align an externally developed behaviour change program to a formal curriculum to improve 

adoption and outcomes in schools can refer to this study as justification. We discuss the role 

and contribution of theory auditing and curriculum auditing hereafter in more detail. 

Theory auditing influence on intervention design 

Theory construct adherence across all intervention modules strengthens possible assertions 

about program effectiveness that can be tested in forthcoming evaluations. For example, any 

changes observed in future outcome evaluations can be attributed to specific materials (e.g. 

modules) extending program evaluation insights beyond overall changes observed as a result 

of program participation. This addresses theory underreporting and may assist the community 

to more clearly report how theory is applied within a program. Further, stronger connections 

between outcome changes can be observed given clear links with SCT constructs are 

observable within specific modules. Assuming that theory integration in social interventions 

enhances the outcome effectiveness of interventions (see Carins & Rundle-Thiele, 2014), 

embedding theory across all intervention materials is likely to further improve outcomes 
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observed. As Social Cognitive Theory is described as predictor of how students learn and apply 

knowledge to behaviour, then subsequently lessons that are thoroughly adapted to this theory 

should influence better retention of information and translation of said information into 

behaviour.  

When auditing SCT to the program, several gaps were identified in modules where no 

constructs were represented, as well as over/under saturation of specific constructs among all 

those selected for theory auditing. Further, examining the level of theory construct adherence 

in modules identified content that could be moved into another module to more consistently 

apply theory. While new content was still developed, this process encouraged a broader view 

and subsequently a clearer understanding of the aims of each individual module for the design 

team during development. The theory auditing process therefore not only encouraged stronger 

adherence of theory constructs in program material, but also acted as a guide for the design 

team to arrange content material more sensibly. By extension, modules were also standardised 

in terms of level of interactivity and frequency of audio-visual cues presented to communicate 

module lessons.  

 

Curriculum audit influence on intervention design 

The AC: HPE is a formal curriculum designed to influence and guide teachers in what to 

t�H�D�F�K���D�Q�G���K�R�Z���W�R���W�H�D�F�K���W�R���W�K�H�L�U���V�W�X�G�H�Q�W�V�����,�Q���S�U�D�F�W�L�F�H�����L�W���L�V���D�W���W�K�H���W�H�D�F�K�H�U�¶�V���G�L�V�F�U�H�W�L�R�Q���D�V���W�R���K�R�Z��

to plan and implement lesson materials with students. It is likely that tailoring all lesson 

components to the formal curriculum is a time-intensive practice that will not feasibly be 

conducted unaided by every teacher for every lesson they provide. Blending the Blurred Minds 

Academy with that of the guidelines of the AC: HPE was done to help teachers in the planning 
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of their lessons on alcohol topics, and therefore easily allow teachers to follow formal 

curriculum guidelines.  

Examination of the extent to which BM addressed specifications of the AC: HPE 

concerning subject matter (e.g., information about the effects of drugs and alcohol), cognitions 

(i.e., the operations students are expected to perform in relation to the subject matter, such as 

recall or analyse), and assessment standards (i.e., the level of sophistication students are 

expected to demonstrate in relation to subject matter and cognitions) allowed further broad 

program-level scrutiny from the design team. Specifically, it encouraged the design team to 

consider ways that student cognitions were not sufficiently stimulated with regards to content, 

and to consult with the teaching community to understand other ways students could investigate 

module lessons beyond what was already included in the program (e.g., interactive learning 

visuals, online games). Group discussion from students was not already present in the program, 

and therefore activities needed to be developed to facilitate these, and subsequently improve 

the likelihood of students learning higher-order cognitive skills that require interpersonal 

interactions (e.g., practicing refusal skills). The introduction of nine counterpart face-to-face 

activities for each module were introduced to provide mechanisms such as in-depth group 

discussions and class debates to support higher cognitions. The curriculum auditing process 

showcased areas for improvement for the program overall (see table 3).  

Interplay of  theory auditing and curriculum auditing 

While changes to the program were distinct between theory and curriculum auditing 

respectively, there were no instances of conflicting ideas between the two approaches. For 

example, SCT auditing highlighted imbalances between modules (e.g., module length, density 

of content), as well as specific areas where lesson content overlapped. Curriculum auditing on 

the other hand brought about the introduction of face-to-face activities to enhance existing 
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online modules and ensure that modules aligned with standard classroom lesson times. 

Interestingly, theory auditing had little impact on teacher involvement in program 

implementation or program modality (i.e., online only vs. online & face-to-face) while  

curriculum auditing led to considerations of teacher and student experiences and the distinct 

layers of curriculum (e.g., operational and formal). As a result, curriculum auditing produced 

the shift of teachers as observers and supervisors to teachers as direct facilitators and active 

agents in the learning experience. All things considered, an unexpected synergy can be drawn 

from blending these two approaches, illuminating greater clarification of each modules scope 

and broader pedagogical improvements (e.g., increasing cognitive demand on students with 

face-to-face participation). In this way, program improvements were made visible to the design 

team by both an in-depth lens and a broader developmental vision for students continued 

learnings for alcohol and other drugs. It is important to note that it was t�K�H���G�H�V�L�J�Q���W�H�D�P�¶�V���U�R�O�H��

to gauge the feasibility of changes to the Blurred Minds Academy at each stage in line with 

available project resources and past experience delivering an effective program that engaged 

students to deliver intended outcome change .
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Table 4 - Practical changes to program elements 

 Current study Planned study 

Version 1 �± Externally 

devised 

Version 2 �± SCT mapping 

1.0 
Version 3 �± C. Audit 

Version 4 �± SCT mapping 

2.0 

Rationale 

�x Draft/initial version of 
online intervention 

�x Designer input driven 
�x Rational for overall 

project 

�x Embed theory & plan 
outcome evaluation 

�x Substantiate & alter 
content/design decisions 
from V1 

�x Make easily adaptable for 
teacher plans & school 
expectations 

�x Substantiate content with 
established AC: HPE 

�x Assess V2-V3 theory 
construct adherence 

�x Adjust content as 
necessary for theory 
adherence 

Method �x Content inventory �x Theory mapping exercise �x Curriculum audit �x Theory mapping exercise 

Description 
�x Topics for modules 

derived from prior BM 
projects 

�x Integrate/represent SCT 
constructs across all 
content (i.e., words, 
quizzes, images etc.) 

�x Program subject matter, 
cognitions, and 
assessments compared to 
AC: HPE. 

�x Tabulate construct 
presence across each 
module 

�x Compare across versions 

Implications  
�x Six core topics with 

associated content across 
six modules 

�x Nine topics with 
associated content across 
nine modules 

�x Improved clarity for scope 
of individual modules 

�x Nine online modules with 
nine associated face-to-
face workshop 
components 

�x Clarified cognitive 
demand placed on 
students from the program 
overall 

�x Justify theoretically 
informed design decisions 
based on outcome data 

�x Contrast module topics 
relevance for behaviour 
change 
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Limitations  

The theory auditing and curriculum auditing exercises outline how to embed theory into 

the design of school-based programs and align programs to formal curriculum standards of 

learning for school settings. However, these exercises cannot measure impact of theory and 

curriculum adherence on student outcomes until after the program has been implemented and 

�R�X�W�F�R�P�H�V�� �K�D�Y�H�� �E�H�H�Q�� �R�E�V�H�U�Y�H�G���� �$�Q�� �H�Y�D�O�X�D�W�L�R�Q�� �R�I�� �W�K�H�� �%�O�X�U�U�H�G�� �0�L�Q�G�V�� �$�F�D�G�H�P�\�� �R�Q�� �V�W�X�G�H�Q�W�V�¶��

learning outcomes is required following implementation in schools. Additionally, new content 

such as the face-to-face activities as a result of curriculum auditing produced a whole new set 

of content to be audited by SCT constructs. It is possible that undertaking curriculum auditing 

prior to theory auditing is the optimal order for such work, reducing the number of times 

required to undertake a theory auditing exercise.  

Conclusion 

Until theory is applied in full the role of theory in delivering program outcomes remains 

unclear.  The need to align programs to curriculum standards is high if external programs are 

to demonstrate their relevance to the teaching practitioner community. Adoption of theory 

auditing and curriculum auditing requires a clear process to be applied prior to program build, 

re-design or updates. This paper delivers a process demonstrating how theory auditing and 

curriculum auditing can be used to design school-based programs and extends understanding 

of theory integration and curriculum for alcohol education social marketing programs in school 

settings.  
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Abstract 

Background: Building marketing solutions that deliver health, social and environmental 

outcomes require effective processes, principles, and activities. The Co-create, Build and 

Engage (CBETM) process delivers a continual three step process demonstrating where and how 

up to eight core-social marketing principles have been applied to deliver ideated solutions to 

target audience and wider stakeholder satisfaction. More detailed explanations of application 

of the co-creation and engage phases exist, yet ambiguity remains regarding activities 

undertaken within �W�K�H���µ�%�X�L�O�G�¶���Vtage, specifically regarding how learned insights from the co-

creation phase are translated into solution design. Design: The study draws on two iterations 

of an existing social marketing program and reflects on work undertaken within the continual 

improvement process that is CBETM. Specifically, this study explains how insights obtained 

from the co-creation stage were used to further extend and improve the Blurred Minds program. 

Principles and activities undertaken to iterate the program are critically discussed along with 

documentation of decisions made and challenges faced in developing each iteration. 

Implications: Examining the distinct iterations highlights both the cyclical and strategic nature 

of CBETM while also demonstrating how insights generated during co-creation are embedded 

into program improvements.  

 

Keywords: CBE, Social Marketing, Co-create, Build, Engage 
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Background 

The CBETM framework has emerged to guide the development, design, implementation and 

evaluation of social marketing solutions. CBE is a three step process that is focussed on 

continual improvement and ensures that communities served remain at the heart of all decisions 

made (Rundle-Thiele et al., 2021). If CBE is delivered as a linear process the step progression 

would occur as follows. First in step 1, solutions are co-created with people. Ideas and actions 

with the highest consensus that are feasible to implement within the available budget are next 

�³�%�X�L�O�W�´���L�Q���6�W�H�S�������R�I���W�K�H���&�%�(���S�U�R�F�H�V�V�������(�Q�J�D�J�H���L�V���W�K�H���W�K�L�U�G���D�Q�G���I�L�Q�D�O���V�W�H�S���L�Q���D���I�L�U�V�W-time linear 

application of CBE. During the final phase, attention centres on making sure people know 

about, can easily access and would willingly return to and recommend the program that has 

been built. For many interventions the focus during the engage phase is placed on maximising 

reach to ensure people are aware of the solution and through careful monitoring and program 

or promotion adjustment, uptake and repeat engagement with the by users with the program 

occurs.  Without repeated engagement outcome changes cannot be reasonably expected. In 

practice CBE is applied on a continual basis ensuring programs are continually being adjusted 

based on feedback gained from program users and other stakeholders. In addition to promoting 

a mindset of continual improvement-based on understanding the program user experience and 

stakeholder support, the CBE framework provides strategic guidance explaining when and 

where eight core social marketing principles have been applied to develop initial pilot program 

solutions. CBE has been applied to retain more female undergraduate students in STEM (i.e., 

Science Technology, Engineering and Mathematics) programs in universities (Roemer et al., 

2020) and to reduce koala deaths from dog attacks by 40% (Harris et al., 2021).  

The Co-creation and Engage phases of CBE are documented most comprehensively. For 

example, a range of processes and activities are detailed in the evidence base demonstrating 
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how insights are co-created with stakeholders using a range of participatory design methods 

(e.g., co-design, living lab, collective intelligence, design thinking) (Dietrich et al., 2021). Yet 

more examples detail how further research methods have been used to identify a range of 

community and stakeholder preferred solutions (Borden & Mahamane, 2020; Carins et al., 

2016; Rundle-Thiele et al., 2019; Skerletopoulos et al., 2020). Similar to the co-creation phase, 

engage is commonly described. Engagement activities are what marketing is most commonly 

known for, encompassing the full range of promotional tactics used to raise awareness and 

liking for programs that have been built. A range of communication approaches that have been 

applied to effectively engage audiences are also documented thoroughly (Ashton et al., 2021; 

Domegan et al., 2013; Yousef et al., 2021). While past studies have started to explain how and 

�Z�K�H�Q���F�R�U�H���V�R�F�L�D�O���P�D�U�N�H�W�L�Q�J���S�U�L�Q�F�L�S�O�H�V���D�U�H���D�S�S�O�L�H�G�����O�L�P�L�W�H�G���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�I���W�K�H���³�%�X�L�O�G�´���S�K�D�V�H��

exists. 
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Figure 3 - CBE process 
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In a linear interpretation Build follows Co-creation, wherein clarity surrounding a gap or 

problem is drawn to help derive solutions that can be confidently implemented to achieve a 

desired outcome change. Solutions that are designed with people rather than for them (Durl et 

al., 2017; Trischler et al., 2018), offer learnings and insights that can be converted into concrete 

programs, services or products. To realise solutions beyond the ideas that are generated during 

co-design sessions or stakeholder consultation processes an understanding must be obtained of 

the sets of activities and actions that can be delivered within the budgets available. In this way, 

solutions can be converted from ideas derived from stakeholders into the programs that 

potential users want to see.  The programs that people may seek can take many forms including 

(but not limited to) services, products, communication campaigns, training programs, policy 

changes and more. The decisions of the social marketing team are crucial during this transition 

from Co-Create to Build as they must carefully weigh up scientific innovation, contextual 

concerns, theoretical considerations, segmentation learnings, end user insights and diverse 

stakeholder input into a cohesive feasible and effective solution that can be delivered on time 

and in budget. To put simply, during the Build stage the social marketing team is making the 

most of the situation they are in within the resources available, with decisions informed by the 

voices of the people and the expertise of supporting stakeholders.  

Within the CBE process detailed in Rundle-Thiele et al. (2021), activities and tools for the 

Build stage are indicated through the marketing mix framework. The marketing mix is one 

guiding principle that sets social marketing apart from other behaviour change approaches such 

as public health (Lahtinen et al., 2020; Rundle-Thiele et al., 2021). The Marketing mix, when 

�Y�L�H�Z�H�G���W�K�U�R�X�J�K���R�Q�H���R�I���P�D�U�N�H�W�L�Q�J�¶�V���R�O�G�H�V�W���D�Q�G���P�R�V�W���U�H�F�D�O�O�H�G���I�U�D�P�H�Z�R�U�N�V���L�V���S�U�H�V�H�Q�W�H�G���D�V���µ���3�¶�V��

�R�U���S�U�L�F�H���� �S�U�R�G�X�F�W���� �S�U�R�P�R�W�L�R�Q�� �D�Q�G�� �S�O�D�F�H���� �,�Q�� �P�D�U�N�H�W�L�Q�J�¶�V�� �H�D�U�O�L�H�V�W�� �F�R�P�P�H�U�F�L�D�O�� �I�R�U�P�V�� ���� �W�K�H�� ���3�¶�V��

guided management planning to bundle elements of an offering for the right people under 

conditions in which they can (adequately) access the offering (Yudelson, 1999). For example, 
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products, product pricing, distribution channels (place) and communication approaches were 

designed an�G�� �L�P�S�O�H�P�H�Q�W�H�G���� �2�Y�H�U�� �W�L�P�H���� �W�K�H�� �P�D�U�N�H�W�L�Q�J�� �P�L�[�� �Z�D�V�� �G�H�E�D�W�H�G�� �D�V�� �P�D�U�N�H�W�L�Q�J�¶�V��

application was extended to services, ideas and behaviour change.  This debate reflected 

difficulties in applying a marketing or methods mix that was product focussed into other 

marketing applications outside of delivering priced products, including de-marketing (Shiu et 

al., 2009). While the marketing mix has generated considerable conversation with some 

�V�F�K�R�O�D�U�V�� �O�L�N�H�Q�L�Q�J�� �W�K�H�� ���3�¶�V�� �W�R�� �D�� �V�W�U�D�L�J�K�W�M�D�F�N�H�W��(Carins & Rundle-Thiele, 2014; NSMC, 2010; 

Shiu et al., 2009; Tapp & Spotswood, 2013; Yudelson, 1999), very few studies have reported 

empirical evidence to support (or deny) the effectiveness of the mix in practice (Lahtinen et 

al., 2020). One exception is Lahtinen et al. (2020), who delivered a field trial demonstrating 

�J�U�H�D�W�H�U�� �H�I�I�H�F�W�L�Y�H�Q�H�V�V�� �I�R�U�� �D�� �V�R�F�L�D�O�� �P�D�U�N�H�W�L�Q�J�� �S�U�R�J�U�D�P�� �Z�K�H�Q�� �D�O�O�� �I�R�X�U�� �3�¶�V�� �R�I�� �W�K�H�� �P�L�[�� �Z�H�U�H��

implemented in contrast to the communication only campaign (promotion).  

Recognising that many social marketers and behaviour change practitioners have products 

�W�R���V�H�O�O�����W�K�H���1�6�0�&���G�H�V�F�U�L�E�H���D���E�U�R�D�G�H�U���µ�0�H�W�K�R�G�V���0�L�[�¶���L�Q���W�K�H�L�U���R�X�W�O�L�Q�H���R�I���H�L�J�K�W���V�R�F�L�D�O���P�D�U�N�H�W�L�Q�J��

benchmark criteria (Hopwood & Merritt, 2011; NSMC, 2010).  While not providing specific 

�G�H�W�D�L�O���R�Q���H�O�H�P�H�Q�W�V���W�R���F�R�Q�V�L�G�H�U���W�K�H���1�6�0�&�¶�V���P�H�W�K�R�G�V���P�L�[���H�Q�F�R�X�U�D�J�H�V���S�U�D�F�W�L�W�L�R�Q�H�U�V���W�R���³�X�V�H���D�O�O��

�H�O�H�P�H�Q�W�V�� �R�I�� �W�K�H�� �P�D�U�N�H�W�L�Q�J�� �P�L�[�� �D�Q�G���R�U�� �S�U�L�P�D�U�\�� �L�Q�W�H�U�Y�H�Q�W�L�R�Q�� �P�H�W�K�R�G�V�´��(Hopwood & Merritt, 

2011, p. 70).  This however provides limited guidance for people seeking to implement social 

marketing for the first time.  The lack of clarity on elements to build are exacerbated in the 

�µ�*�O�R�E�D�O���&�R�Q�V�H�Q�V�X�V���R�Q���6�R�F�L�D�O���0�D�U�N�H�W�L�Q�J�¶��which mentions value propositions derived from an 

�µ�L�Q�W�H�U�Y�H�Q�W�L�R�Q�� �P�L�[�¶, which may include service provision, social products and environments. 

While reflection, multiple intervention tools and numerous potential outputs are listed (AASM. 

et al., 2013) clarity in elements to build remain lacking.  At present the Global Consensus on 

Social Marketing does not explicitly outline evidence-based intervention components that can 

be implemented to achieve intended outcomes effectively. In sum, examination of the literature 
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indicates that practical recommendations are lacking, and the need for more concrete guidelines 

that first time practitioners can confidently build with remains unfulfilled.  

�2�U�L�J�L�Q�D�O���P�D�U�N�H�W�L�Q�J���P�L�[�H�V���W�K�D�W���Z�H�U�H���S�H�Q�Q�H�G���I�R�U���D�S�S�O�L�F�D�W�L�R�Q���W�R���S�U�R�G�X�F�W�V�����H���J�������W�K�H�����3�¶�V�����D�U�H��

difficult for people with no product marketing experience to pick up and apply. Transferring 

frameworks from one context to another causes confusion when people lack strategic and 

operational marketing experience. All this confusion is represented in scholarly debate as the 

research community seeks to offer approaches to enhance contemporary social marketing 

�S�U�D�F�W�L�F�H�������H���J�������D�S�S�O�L�F�D�W�L�R�Q���R�I���P�D�U�N�H�W�L�Q�J���W�R���L�P�S�U�R�Y�H���S�H�R�S�O�H�¶�V���K�H�D�O�W�K���������$�P�R�Q�J���F�U�L�W�L�F�L�V�P�V���R�I���W�K�H��

mix, are the lack of contemporary application, lack of relevance to modern social marketers 

and the societal problems they seek to challenge (Gordon, 2012; Tapp & Spotswood, 2013). 

For example, the original mix was not developed with the internet in mind, nor the level of 

connectivity and global perspective this would bring.  

In order to determine the mixes relevancy in the modern day, researchers have attempted 

to identify whi�F�K�� �3�¶�V�� �D�U�H�� �P�R�U�H�� �L�P�S�D�F�W�I�X�O�� �W�K�D�Q���R�W�K�H�U�V��(Shiu et al., 2009)���� �D�Q�G�� �F�R�P�S�D�U�H�� �µ�I�X�O�O�¶��

�D�G�R�S�W�L�R�Q���R�I���W�K�H�����3�¶�V���Z�L�W�K���W�K�D�W���R�I���F�R�P�P�X�Q�L�F�D�W�L�R�Q���R�Q�O�\�� �D�S�S�U�R�D�F�K�H�V��(Carins & Rundle-Thiele, 

2014; Lahtinen et al., 2020). However, despite inferring the contemporary relevancy of the mix 

�L�Q�� �W�K�H�V�H�� �V�W�X�G�L�H�V���� �W�K�H�� ���3�¶�V�� �P�H�U�H�O�\�� �U�H�I�H�U�� �W�R�� �D�� �E�X�Q�G�O�H�� �R�I�� �D�F�W�L�Y�L�W�L�H�V����and inexperienced teams 

�D�W�W�H�P�S�W�L�Q�J���W�R���X�W�L�O�L�V�H���W�K�H���P�L�[���V�K�R�X�O�G���E�H���D�G�Y�L�V�H�G���W�R���F�R�Q�V�L�G�H�U���µ�K�R�Z�¶���R�U���µ�Z�K�H�Q�¶���W�R���X�Q�G�H�U�W�D�N�H���W�K�H�V�H��

�D�F�W�L�Y�L�W�L�H�V�����U�D�W�K�H�U���W�K�D�Q���V�R�O�H�O�\���µ�Z�K�\�¶�����$���I�X�U�W�K�H�U���G�L�I�I�L�F�X�O�W�\���I�D�F�H�G���Z�K�H�Q���D�S�S�O�\�L�Q�J���W�K�H���P�D�U�N�H�W�L�Q�J���P�L�[��

principle within a CBE process relates to the P elements. At present the marketing mix is 

�S�R�V�L�W�L�R�Q�H�G���D�V���D���J�X�L�G�H���I�R�U���W�K�H���µ�%�X�L�O�G�¶���V�W�D�J�H���� �K�R�Z�H�Y�H�U���3�U�R�P�R�W�L�R�Q�D�O���D�F�W�L�Y�L�W�L�H�V���D�U�H���L�P�S�O�H�P�H�Q�W�H�G��

during the Engage phase.  Other marketing elements including Price, Place and Product are 

actually built prior to an initial launch. To say then that the marketing mix is the primary guide 

for the Build stage does not help differentiate the sets of activities that are completed across a 

full marketing cycle such as Co-create, Build and Engage, nor does it explain to inexperienced 
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teams what they should do in complex and unique real-world situations. At best, the mix may 

help somewhat as a planning tool, but does not describe what activities need to be done across 

the life of a social marketing offering or how to do them.   

Following ambiguity surrounding the marketing mixes relevancy and practical use in social 

marketing, overlap between currently described social marketing benchmarks/principles exists 

that is serving to confuse practice. Consequently, given so many that identify as social 

marketers are failing to deliver true program alternatives that people value, alternative 

approaches that clarify the sets of activities undertaken within each CBE phase are needed. The 

aim therefore of this study is to showcase a social marketing program that has undergone many 

iterations over years to demonstrate the CBE phases in practice, explore and to provide 

distinction between the activities completed across Co-create, Build and Engage stages in a 

continual improvement focused cycle. In this manner, how a social marketing program was 

iterated without strict adherence to the marketing mix will be shown. One research question 

underpins this study:   

How are programs operationalised across the different CBE stages?  

The Blurred Minds program is a longstanding social marketing program that has been 

implemented for more than a decade and will soon enter its twelfth year of operations at the 

time of writing, and this paper will synthesise and reflect on the learnings of three studies 

documenting different Blurred Minds iterations to answer the above stated research question.  
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Method 

Context and application 

The Blurred Minds program (www.blurredminds.com.au/) was first implemented in 2011 

in a Brisbane school to more than 100 boys enrolled in Year 10. Blurred Minds is an alcohol 

and drug education initiative led by social marketers. Activities delivered within the Blurred 

Minds program aim to prevent and reduce alcohol consumption among Australian adolescents. 

In its first iterations, Blurred Minds was delivered face-to-face in schools as a full day program 

(Rundle-Thiele et al., 2015). A team of trained researchers delivered the program to cohorts of 

14-16-year-old high school students and observed short-term effectiveness (increase in 

knowledge, more negative attitudes to excessive drinking, maintenance of low drinking 

intentions) following program participation (Dietrich et al., 2019). Following the initial success 

of the full-day program, the team commenced the development of a two-hour Brief program 

version based on student and teacher feedback asking for a shorter and more concise program. 

Like the full-day program, the brief program achieved desired effects on all outcome variables,  

and it also served to increase self-efficacy to refuse a drink (Durl et al., 2020). To further scale 

and sustain the Blurred Minds initiative, a program solution was required that teachers could 

implement without members of the Blurred Minds team needing to be present while retaining 

the fun and engaging Blurred Minds experience. The outcome was the development of the 

Blurred Minds Academy (Durl et al., 2021a). The Blurred Minds Academy was developed 

featuring an online platform permitting activities to be delivered online and/or via in-classroom 

activities to engage students and provide teachers with time-saving planning, teaching and 

assessment resources. 

All three products sit under the Blurred Minds umbrella brand and this paper showcases 

and reflects on the development of the most recent iterations which include the evolving 
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school-based drug & alcohol workshop offering as well as the development of the Academy 

using the CBE process.   

This paper draws on the learnings of three studies. Each of the studies purpose is outlined 

first, followed by key findings and their relevance to the stages of the CBE. Then, key findings 

are synthesised relevant to the research question posed, and a discussion is held around what 

activities occur within the Build phase, including demonstrating how Build is informed by 

insights gained during Co-creation. The following section organises the studies discussed in 

this paper, as well as provides a brief contextual summary of the original iteration of Blurred 

Minds. While three core studies make up the discussion of the CBE process as applied during 

Blurred Minds continual improvement development, other associated studies are also 

referenced where relevant (see Appendix 1). 

Study 1: Effectiveness of a brief versus a comprehensive social marketing 

program 

From delivering the comprehensive day-long Blurred Minds program to thousands of 

students, feedback from teachers and students implied that a shorter, more easily adoptable 

version of the program would be desirable. It was hypothesised that a brief alternative to the 

comprehensive program would be more engaging and more feasible to adopt in school settings 

by school decision makers (e.g., year coordinators, heads of departments). One prevailing 

concern however was that outcomes would not be realised if the program was shortened. 

Further, a lack of process for developing a brief program from an existing program pushed the 

research team to develop a method for reducing, rearranging and overall shortening the Blurred 

Minds program. A content inventory was subsequently developed to reduce, rearrange, or 

remove content from the program. This involved a brief scan of relevant literature for brief 

interventions, determining key program characteristics (e.g., typical length of interventions, 
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individual versus. group sessions focus on intervention or prevention, etc). This led to a revised 

set of lessons (see figure 3) and improving program presentation with more specific and concise 

language, while ensuring that content retained fun elements of games and interactivity (Durl et 

al., 2020). The VR house party simulation was retained in this variation to the Blurred Minds 

face-to-�I�D�F�H�� �Z�R�U�N�V�K�R�S�V���� �U�H�I�O�H�F�W�L�Q�J�� �W�K�H�� �S�U�L�R�U�L�W�\�� �R�Q�� �U�H�W�D�L�Q�L�Q�J�� �W�K�H�� �S�U�R�J�U�D�P�¶�V�� �P�R�V�W�� �H�Q�J�D�J�L�Q�J��

learning activities. 

Figure 4 - Revised Blurred Minds lessons  

 

The evaluation of this program variation retained the same constructs as the comprehensive 

program to enable outcome effectiveness to be compared across program delivery modes. 

Contrary to concerns, outcomes of the Brief Blurred Minds program were retained (Durl et al., 

2020), with some improvements on specific constructs, namely that self-efficacy of participants 

to resist alcohol when in drinking settings being higher.  

In terms of specific content changes, the content inventory showed the social marketing 

team where redundancies existed and how further efficiencies with content could be achieved 

(e.g., distributing the law module across multiple lessons where relevant), as well as helping to 

critically analyse lessons. More broadly, there were no processes identified for reducing an 

intervention in length, in school contexts or otherwise. The design team relied on their 

experience from delivering dozens of Blurred Minds workshop involving thousands of 
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students, and a track record of overseeing multiple intervention designs, implementations and 

evaluations. Following this, the brief vs. comprehensive evaluation revealed that different 

constructs may be effective under different time conditions, however the nature of this 

interaction remained unclear, as generally each program modality was effective at influencing 

attitudes towards drinking, maintaining low intentions to drink and changing of social norms 

surrounding alcohol.  

Study 2: Integrating student and teacher insights to a school-based alcohol 

program through co-design 

The 7 step co-design process (Trischler et al., 2019) was applied to gain teacher and student 

insights to understand how to improve and adapt the first prototype of the Blurred Minds 

Academy. This process had previously been applied across various iterations of Blurred Minds 

program development with students (Dietrich et al., 2016a; Durl et al., 2017) and for the 

development of parent resources (Hurley et al., 2021; Hurley et al., 2018). Teachers were 

�L�Q�Y�R�O�Y�H�G�� �W�R�� �H�Q�V�X�U�H�� �D�S�S�U�R�S�U�L�D�W�H�Q�H�V�V�� �R�I�� �O�H�V�V�R�Q�� �F�R�Q�W�H�Q�W���E�D�V�H�G�� �R�Q�� �W�H�D�F�K�H�U�¶�V�� �K�H�D�O�W�K�� �D�Q�G�� �S�K�\�V�L�F�D�O��

education curriculum knowledge and personal experiences as well as for their expertise of how 

the Academy could be implemented in classroom settings. Teachers provided several 

improvements and suggestions for additional content, as well as recommendations to scale back 

as well as remove components (e.g., inappropriate content) of the BMA that they did not like 

or did not see the value in for their students. The most substantial change made to the BMA 

following teacher co-design sessions was the introduction of an additional classroom-based 

activity to complement the online module that at that point made up the core of the Academy. 

Essentially teachers suggested that a sole online module where they were less involved would 

not be desired, expressing a desire to provide a deeper learning experience for their students 

following completion of the online component. This resulted in the development of a 
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classroom-based component for each of the nine online components. Once these were 

completed, the team went to students to test the new resources in several classroom settings 

(n=88) in two schools. The aim was to get students feedback on content, structure and the 

overall BMA experience. Students then provided feedback related to the entertainment and 

relevance of content rather than implementation and curriculum concerns which was 

formulated by teachers. These sessions were also observed by health education teachers. 

Between the feedback of teachers and students, the team were able to further enhance the 

Blurred Minds Academy product, and develop a more market ready product that schools, 

teachers and students wanted to implement �± increasing the likelihood for longevity and 

sustainability of BMA.  

Study 3: The role of theory and curriculum in the design of high school 

education programs 

Following calls from within the social marketing field (Willmott et al., 2019), the 

opportunity to audit the BMA according to its featuring of and adherence to Social Cognitive 

Theory constructs was also taken at this time. Of popular theories within behaviour change 

interventions, social cognitive theory has been observed to explain up to 33% variance in 

behaviour change (Plotnikoff et al., 2013) and constructs of SCT have been used to evaluate 

previous Blurred Minds iterations (Dietrich et al., 2019). First, all content from the BMA 

modules was organised and sorted by which construct it most related to in relation to SCT. 

Constructs adopted in this process included 1) Knowledge, 2) Effects, 3) Social and 

environmental influences, and 4) Skills. Material in the BMA that did not clearly relate to one 

of these constructs was modified, removed, or moved to sit alongside other content that gave 

it relevance.  
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The curriculum audit was triggered by teacher and expert feedback, to ensure alignment 

with Australian health education curriculum requirements which in turn increase the likelihood 

of program adaption by schools and teachers (Lalor, 2016). Suitably, this audit took place 

alongside the co-design study as changes made to the BMA from the audit were then assessed 

by students in their respective co-design sessions. The curriculum audit �± drawn from 

curriculum mapping (Jacobs, 2004) - �G�H�W�H�U�P�L�Q�H�G�� �W�K�H�� �%�0�$�¶�V�� �S�U�R�J�U�D�P�V�� �F�R�P�S�H�W�H�Q�F�\�� �L�Q��

addressing specific AC: HPE (Australian Curriculum: Health and Physical Education) 

recommendations and targets relating to alcohol and other drug use. Three specific components 

of curriculum mapping drawn on for the BMA curriculum audit were involved. First, subject 

matter was compared between BMA and what was recommended of the alcohol and drugs 

�V�X�E�M�H�F�W���D�U�H�D���R�I���W�K�H���$�&�����+�3�(�����7�K�H�Q�����F�R�J�Q�L�W�L�R�Q�V���D�Q�G���F�R�Q�W�H�Q�W���R�I���%�0�$�¶�V���O�H�D�U�Q�L�Q�J���R�E�M�H�F�W�L�Y�H�V���D�Q�G��

learning tasks were compared with the cognitions and content of the relevant AC: HPE content 

descriptions. This included curriculum elements that specify what children should be learning 

within a given two-year period of schooling. Finally, cognitions and content of assessment 

�W�D�V�N�V�� �Z�H�U�H�� �F�R�P�S�D�U�H�G�� �E�H�W�Z�H�H�Q�� �%�0�$�¶�V��offerings and that of the AC: HPE achievement 

standards. By achievement standards, the curriculum specifie�V���³�W�K�H���G�H�S�W�K���D�Q�G���V�R�S�K�L�V�W�L�F�D�W�L�R�Q���R�I��

knowledge and skill students are expected to be able to demonstrate by the end of a two-year 

�S�H�U�L�R�G�� �R�I�� �O�H�D�U�Q�L�Q�J�´��(ACARA, 2016). The combination of theory mapping and a curriculum 

audit elevated the value of BMA for schools and teachers.  

Similar to the content inventory undertaken in study 1, the theory and curriculum auditing 

process served as a further mechanism to assess content with regards to redundancies and 

further improvements. Specifically, Social Cognitive Theory and the AC: HPE taxonomies 

were helpful in assisting the team to make more confident decisions with regards to content 

considerations when comparing it to the content inventory approach in Study 1. The discipline 

of social marketing encourages mixed methods in the development of interventions, and the 
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use of taxonomies such as SCT and the AC: HPE audit are valuable to assist the decision-

making process of social marketers when designing alcohol and drug education programs. 

Furthermore, by examining the intersection of practicing agents (e.g., teachers) and higher-

level recommendations (e.g., curriculum standards) additional outcome measurements can be 

introduced (e.g., alignment with student academic performance standards) to extend beyond 

typical psychographic metrics evident in social science reporting (e.g., self-efficacy, 

intentions).  

 

Specific activities undertaken  

By outlining how the Blurred Minds program has changed and been developed over 

iterations, the operationalisation of CBE in a real-world social marketing program can be better 

understood. The sets of activities undertaken across these presented studies are presented in 

table 1 below, with distinctions between activities performed in either the Co-creation, Build 

or Engage phases.  
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Table 5 �± Overview of studies and their CBE stages 

Project 

iterations 
Studies Co-Create Build Engage 

Blurred 

Minds 

workshops 

Study 1: Effectiveness of a 

brief versus a comprehensive 

social marketing program 

�x Feedback from teachers led to 
new delivery mode 

�x Evaluation surveys informed 
content inventory 

o Comprehensive 
sample of 336 students 

�x Content inventory of workshop  
�x Program content reduced from 

5-hours to 2-hour duration 
�x More cost-effective program 

modality compared to existing 
format 

�x Stable outcomes achieved, with 
improved Self-efficacy 
compared to previous iteration 
(Durl et al., 2020). 

�x 115 students participated across 
6 test schools  

Blurred 

Minds 

Academy 

Study 2: Integrating 

student and teacher insights to 

a school-based alcohol 

program through co-design 

�x Teacher stakeholder input 
o 3 Co-design sessions with 

20 HPE professionals (19 
teachers and 1 curriculum 
expert)  

�x Student stakeholder input 
o 5 Pilot face-to-face 

sessions 
o Interviews & observations 

with 120 students across 2 
schools 

�x Additional content and delivery 
considerations following 
stakeholder insights 
o 44 videos filmed for online 

modules 
o 9 online modules & 9 face-

to-face teacher modules 
�x Online learning environment 

adopted for modules 
�x Partners sourced for 

server/hosting infrastructure 
�x Team expanded to include Aus. 

Curriculum expert 
�x Program aims aligned to 

curriculum targets 
�x Developed new teacher 

resources 

�x Improved student experience 
o Pilot testing with 1602 

students across 13 schools 
and 82 teachers 

�x 8384 recorded play sessions 
with BMA modules 
o Average session duration 

of 15 minutes 
�x 64 225 page views on BMA 

web pages 

Study 3: The role of 

theory and curriculum in the 

design of high school 

education programs 

�x Feedback from teachers to align 
module content with Australian 
Health & Physical Education 
(AC: HPE) recommendations 

�x Pilot feedback indicating 
possible topic additions to 
BMA (e.g., Vaping, Marijuana) 

�x Nuanced understanding of 
context following audit 

�x Future module content 
taxonomies following SCT and 
AC: HPE alignment 
o Prior module templates 

used for 2 additional 
modules 

�x Pilot testing involved 1389 
students with an average age of 
13 years, as well as more than 
50 teachers  

�x A pre and post evaluation (3-
month follow-up) demonstrated 
significant increases in self-
efficacy, improved social 
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�x Improved marketability of 
BMA for classroom conditions 

�x Content-level outcome 
evaluations rather than 
program-level 
o Introduction of teacher 

focussed outcomes rather 
than only students. 

norms, more negative attitudes 
towards alcohol and more 
negative health beliefs about 
marijuana 
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Discussion 

The purpose of this article was to draw and reflect on multiple iterations of CBE within one 

program that has been continually improved over time. To do so, the evolution of the Blurred 

Minds program, explaining how the CBE process was applied over time in response to insights 

obtained during program evaluation and co-design implementations is presented (see Table 1). 

Specifically, this research aimed to explain CBE as a strategic process that focuses energy on 

continual improvement, and it sought to distinguish between the sets of activities performed 

with each CBE stage. This study makes three key contributions.  These are explained in turn.  

CBE is an iterative, continual improvement focussed process 

The resource constrained team have operated with a continual improvement mindset.  

Specifically, the team have been identifying and trialling approaches to scale and sustain the 

Blurred Minds program for years to come. Evaluation approaches have been applied ensuring 

program development is informed by needs in the market, and research approaches have 

focussed on identifying what schools would be willing to subscribe to. Between broad scale 

prototype testing of the BMA, as well as preliminary pilot data, the aim of a broader reach to a 

wider audience of adolescents in Australian secondary schools is being met by this new 

iteration. This paper contributes to literature demonstrating the continual improvement mindset 

that underpins marketing practice.  

CBE is an iterative and ongoing process that is clearly illustrated in this study.  In the 

Blurred Minds Academy example, the implementation of the Brief workshops in schools 

allowed the facilitating team to create a setting of drug & alcohol education in schools and 

connect with teachers in their primary work environments. Informally, teachers suggested that, 

while a 2-hour workshop was favourable to a day-long variation that was previously on offer, 

issues of being time-poor and the constant need to compile compelling and new teaching 
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resources are ever present, and more convenient �± while effective �± solutions were required. 

Interactions like these stimulated the desire to develop an online delivered solution, and the 

initial BMA draft modules were developed for co-creation with teachers as key contributors. 

The content of the workshops formed the basis of these initial module drafts, allowing the 

Blurred Minds team to present existing, effective content in an online-only mode to be further 

designed and developed alongside teachers. The way this unfolded for Blurred Minds produced 

two lessons. The first, and possible more mundane, is that while the Blurred Minds team 

attempted to produce an initial online-only offering to satisfy teachers needs as facilitators of 

students learning, teachers themselves were ultimately much more equipped to develop a 

solution to their problems. This was demonstrated most clearly in their two key (and most 

frequently mentioned) co-design suggestions of mapping the Blurred Minds program material 

to the Australian Curriculum for Health and Physical Education, and to bring a face-to-face 

element back to the prototype that utilised teachers in its facilitation. The second lesson 

uncovered from this transition, was that despite the Blurred Minds numerous years of 

development in previous iterations with multitudes of stakeholders, there remains the risk of 

�G�H�V�L�J�Q�L�Q�J�� �³�I�R�U�´�� �U�D�W�K�H�U�� �W�K�D�Q�� �³�Z�L�W�K�´�� �%�O�X�U�U�H�G�� �0�L�Q�G�V�� �S�U�R�J�U�D�P�� �X�V�H�U�V���� �7�H�D�F�K�H�U�V�� �S�U�R�Y�L�G�H�G�� �P�D�Q�\��

suggestions for how the BMA could be delivered in classes, the two above contributions being 

only two examples of many suggestions. Practically speaking, the initial prototype of BMA 

prior to teacher intervention was arguably more informed and closer to an effective and 

engaging offering than it would have been without previous years of iterations. In this way, 

�W�H�D�F�K�H�U�V�¶�� �F�R�Q�W�U�L�E�X�W�L�R�Q�V�� �H�O�H�Y�D�W�H�G���W�K�L�V�� �S�U�R�W�R�W�\�S�H���I�X�U�W�K�H�U���W�R�� �D�� �O�H�Y�H�O�� �R�I�� �V�R�S�K�L�V�W�L�F�D�W�L�R�Q�� �W�K�D�W���Z�R�X�O�G��

otherwise unlikely have been reached by the Blurred Minds team alone. 

Sets of activities performed within CBE may occur across more than one stage 

While the effectiveness of CBE has been established in first time delivery, descriptions of 

iterative application are lacking.  Clear delineation between activities performed within each 
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CBE stage is needed to assist first time practitioners to understand the sets of activities that 

need to be performed to create, build and implement programs to achieve set outcomes. Within 

co-creation activities such as co-design sessions with teachers and students, segmentation, and 

persona development are performed to deliver insights that can then be translated into a solution 

that can realise program aims. There is however a lot to consider when seeking to delineate 

between CBE stages. Examining the activities outlined in Study 2, the need to engage with 

teachers as well as students, and to return to different stakeholders (i.e., students) during 

program development (Build) serves as an important reminder that marketing is user centred 

and stakeholder informed.  Marketers do not assume they know best and therefore components 

that are built are ideally tested with intended users prior to program rollout making sure the user 

experience is delightful and the intended outcomes are achieved. This can blur the line between 

Co-creation and Build activities. Consider, that stakeholders (i.e., teachers) were sought for 

their insights, and then different stakeholders (i.e., students) were sought to test new prototypes 

from said insights. Similar methods were utilised interact with both the teachers and with the 

students, however these remain distinct between CBE stages - namely Co-creation and Build 

respectively �± given that student interactions represented prototype testing of the developed 

offering that was improved after insights from teachers were gained. While Co-creation and 

Build can be distinguished, the sets of activities (e.g., co-design) may apply in more than one 

CBE stage.  

Taking off the straitjacket: Unpacking the mix elements  

The analogy of the straitjacket to describe the marketing mix suggests that despite the mix 

being heralded as an essential concept in any marketing effort, moving from idea to application 

is challenging. Practitioners working on health change may not understand how to apply the 

traditional 4Ps giv�H�Q���W�K�H�\���D�U�H�Q�¶�W���P�D�U�N�H�W�L�Q�J�����S�U�R�P�R�W�L�Q�J�����S�U�R�G�X�F�W�V���D�W���D���S�U�L�F�H���D�F�U�R�V�V���D���U�D�Q�J�H���R�I��

different retail outlet types (places) as would have occurred in a tradition 4P application. 
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�%�O�X�U�U�H�G���0�L�Q�G�V���G�R�H�V���Q�R�W���V�W�U�L�F�W�O�\���I�R�O�O�R�Z���W�K�H���W�U�D�G�L�W�L�R�Q�D�O���0�D�U�N�H�W�L�Q�J���P�L�[���H�O�H�P�H�Q�W�V�����L���H���������3�¶s). As a 

program delivered in schools Blurred Minds is comprised of content delivered to curriculum 

standards that includes games, video and written content and a virtual reality simulation and a 

team delivering the program or a website hosting the online academy. 

Confusion surrounding the elements to include in a program may explain why there are 

numerous marketing mixes described in academic literature (e.g., Prahalad, 2012; Rafiq & 

Ahmed, 1995) as scholars attempt to build a framework covering the mixes that different teams 

are responsible for. An alternate approach may be needed to clear confusion. In the meantime, 

we recommend the marketing mix be considered as a reflexive tool, that aims to detail the 

component parts of a program.  Clear descriptions of the sets of outputs needed for a program 

and testing of the relative effectiveness of component parts provides a layer of understanding 

around why a social marketing offering did (or did not) achieve desired change outcomes (e.g., 

behaviour change, satisfaction). Looking at the relative performance of component parts as 

described in the Blurred Minds workshop (see Table 1) demonstrates how redundancies were 

identified and alterations were made by the project team. The mix was altered in response to 

feedback and testing indicated that effectiveness was maintained for a shorter workshop 

delivery format when contrasted to the initial longer program form.  

Limitat ions 

This paper does not reach the level of granularity needed to describe the full set of activities 

that social marketers may consider within program build, nor does it aim to fully replace the 

Marketing Mix. Further clarity surrounding the marketing mix will occur as research focus 

moves to the sets of activities performed by teams.  Future research that seeks to clearly report 

the sets of activities performed by project teams within the build and engage phases will assist 

the research community to move theory development focus directly onto practice. Further 
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replication and detailed inquiry into the stages of CBE, namely co-create-build-engage and the 

sets of activities performed across the full CBE cycle and within CBE stage are needed to 

further understand contextual intricacies with an overall aim of continuing to expand the 

evidence base demonstrating the sets of activities that social marketers perform to achieve the 

intended outcomes. Further evidence is lacking as to which activities undertaken throughout 

�W�K�H���%�O�X�U�U�H�G���0�L�Q�G�V���H�[�D�P�S�O�H���K�D�G���W�K�H���J�U�H�D�W�H�V�W���L�P�S�D�F�W���R�Q���S�U�R�J�U�D�P���³�V�X�F�F�H�V�V�´���R�U���Z�K�H�W�K�H�U���D�O�W�H�U�Q�D�W�L�Y�H��

activities would have been more impactful towards the delivered solution in either case (i.e., 

workshop offering and for the BMA). Documentation across contexts of activities undertaken 

and their impact on a social marketing offerings various elements and outcomes would likely 

address each of these limitations and expand the growing understanding of social marketing 

through a CBE lens. 

Conclusions 

This study sought to address ambiguity surrounding the involved activities of CBE by 

synthesising the decisions made throughout multiple iterations of Blurred Minds program 

development. The operationalisation of the CBE was for the first time outlined across a research 

and development process focussed on building a program that is scalable and sustainable.  A 

key strength of social marketing practice is the ability to design programs that people 

voluntarily participate in.  This distinguishes social marketing from other behaviour change 

practices that are involuntary, leaving people feeling manipulated and cynical.  CBE seeks to 

provide a process that can be applied ensuring users are placed at the very heart and through 

�G�H�V�L�J�Q�L�Q�J�� �µ�Z�L�W�K�¶�� �D�Q�G�� �Q�R�W�� �µ�I�R�U�� �S�H�R�S�O�H�� �S�U�R�J�U�H�V�V���F�D�Q�� �E�H�� �P�D�G�H�� �R�Y�H�U�� �W�L�P�H�� �W�R�� �L�P�S�U�R�Y�H�V�� �S�H�R�S�O�H�¶�V��

�K�H�D�O�W�K���D�Q�G���Z�H�O�O�E�H�L�Q�J�����7�K�L�V���S�D�S�H�U���G�H�P�R�Q�V�W�U�D�W�H�V���P�D�U�N�H�W�L�Q�J�¶�V���F�R�Q�W�L�Q�X�D�O���L�P�S�U�R�Y�H�P�H�Q�W���P�L�Q�G�V�H�W���D�Q�G��

seeks to clarify the types of activities performed during the build phase.  
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Appendices 

Appendix 1 

Core studies Reference 

Utilising Virtual Reality in Alcohol Studies: 

A Systematic review 

(Durl et al., 2018) 

Effectiveness of a Brief versus a 

Comprehensive Social Marketing program 

(Durl et al., 2020) 

Integrating Student and Teacher insights to 

a school-based alcohol program through co-

design 

(Durl et al., in press) 

The role of Theory and Curriculum in the 

design of High School Education programs 

(Durl et al., in press) 

Associated studies  

Maintaining or changing a drinking 

behavior? GOKA's short-term outcomes 

(Rundle-Thiele et al., 2015) 

Co-designing with young consumers - 

reflections, challenges and benefits 

(Durl et al., 2017) 

Virtual Reality in Social Marketing: A 

Process Evaluation 

(Dietrich et al., 2019) 
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Chapter 7: Discussion and Conclusion 

7.1 Introduction  

Five studies have been presented discussing implementation of various CBE elements over 

multiple iterations of the Blurred Minds social marketing offerings. The proceeding chapter 

will restate the research questions of this thesis, with discussions relating back to the series of 

studies to explore new insights gained from this PhD for broader social marketing theory and 

practice.  

7.2 Study level contributions 

In looking to develop engaging new content delivery methods (i.e., a Virtual Reality house 

party simulation) the systematic literature review in Study 1 uncovered potential gaps in 

applications to adolescent populations to shift alcohol perceptions. In study 2 these application 

gaps were addressed to a point, wherein the Blurred Minds VR house party was part of a 

comparative assessment of two school-based alcohol education workshop delivery modes 

(comprehensive vs. brief delivery format), each featuring VR. This study found that a brief 

delivery modality was preferable to a comprehensive format, without compromising program 

effects or drastically altering the program content. However, both delivery formats still required 

external facilitators to deliver the program, a major potential limitation for the dissemination 

and scalability of the program. Throughout our engagement with Australian secondary schools, 

contacts were made with teachers who we then invited to contribute to the development of a 

new Blurred Minds offering (i.e., the Blurred Minds Academy) which was not going to require 

external facilitators. The BMA was initially drafted as six online modules from the brief 

workshop content, however the nature of the content, the delivery and the volume of lessons 

changed following teacher and student involvement during co-design sessions and prototype 

testing (Study 3). Relating this back to CBE, these co-creation and build activities respectively 

showcased distinctly different insights acquired from multi-stakeholder opinions (i.e., teachers 

and students concerning a school-based alcohol program). Whilst study 3 assessed the insights 

of stakeholders through a feasibility and potential for change lens, study 4 outlined a method of 

auditing the level of theory and curriculum adherence respectively, in order to ensure the BMA 

maintained theoretical rigour and the best practice of existing education standards. Finally in 

study 5, the activities of the previous studies were discussed through a CBE lens to clarify 

�µ�%�X�L�O�G�¶���D�F�W�L�Y�L�W�L�H�V���D�Q�G���I�X�U�W�K�H�U���G�R�F�X�P�H�Q�W���W�K�H���&�%�(���P�R�G�H�O�¶�V���X�V�H���F�D�V�H���� 
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Beyond the individual level study contributions (which have been extensively discussed in 

each study), this thesis as a whole contributes to our understanding of how to use the CBE 

process in social marketing settings, the practical benefit of the model, and the role of the social 

market�H�U�� �D�F�U�R�V�V�� �W�K�H�� �S�U�R�F�H�V�V���� �&�R�O�O�H�F�W�L�Y�H�O�\���� �W�K�L�V�� �K�H�O�S�V�� �V�R�F�L�D�O�� �P�D�U�N�H�W�L�Q�J�� �V�F�K�R�O�D�U�V�¶�� �D�Q�G��

�S�U�D�F�W�L�W�L�R�Q�H�U�V�¶���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�I���&�%�(���D�Q�G���W�K�H�L�U���D�E�L�O�L�W�\���W�R���X�V�H���L�W���L�Q���W�K�H�L�U���Z�R�U�N�����(�D�F�K���R�I���W�K�H�V�H���D�U�H��

discussed in turn in the following section. 

7.3 Restating the research purpose and questions 

A lack of guidance on how to operationalise social marketing prompted this thesis and its 

studies. The CBE process was identified, aiming to provide a framework focussing social 

marketing practitioner effort on co-creating solutions with people, and working with them 

during build to develop these solutions into offerings that can successfully engage communities 

when launched and rolled out during engage. The current descriptions of CBE are limited to 

first time offerings making it difficult for some practitioners to understand how to apply social 

marketing in practice. Set within a program (i.e., Blurred Minds) that has been operating for 

more than a decade, this thesis adopted the CBE model as a lens with which to pursue a stronger 

understanding of social marketing operationalisation, clarification surrounding the various 

stages of social marketing program development, and the types of activities performed in these 

stages as well as discussing the role of the social marketer in the process. Moreover, by 

developing a social marketing offering in this way, understanding of CBE as a model for long-

term social marketing commitments was demonstrated. Through the application of CBE over 

several years and across multiple program iterations, this thesis has developed strong theoretical 

and practical contributions for the CBE process that will guide future social marketing 

researchers and practitioners. 

RQ1: How can Social Marketing be operationalised in practice using the CBE model?  

Across the included five studies, a variety of methods were employed to draw expert and 

stakeholder opinion into multiple social marketing program iterations with the ongoing 

challenge of translating insights into functional prototypes and pilot offerings (Dietrich et al., 

2022). In this way, the process of co-creation, build and engage was applied, demonstrated, and 

critically reflected upon. Over time, new elements towards social marketing offerings were 

adopted with a view to continual improvement and ensuring audiences (in this case teachers 

and students) are effectively engaged with, to achieve desired outcomes. Such outcomes include 

changes to observed psychographic measures (e.g., greater self-efficacy to refuse drugs and 
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alcohol among students) and educational outcomes (e.g., teachers enjoying teaching, and 

students developing new skills in evaluating and reflecting on health information beyond the 

Blurred Minds offering). The series of research studies showcased in this PhD research program 

demonstrate how social marketing can be conducted and effectively documented. A 

combination of models like the BUILD (van Hierden et al., 2022) and TITE (Willmott & 

Rundle-Thiele, 2022) processes for integrating theory throughout the development of social 

marketing offerings is also appropriate considering the included studies, given their respective 

values as practical and theoretically valid approaches to theory use. Specifically, similar steps 

within these processes including embedding theory in the design of offering elements, as well 

as distinct steps like planning for engagement (BUILD) and testing theory (TITE) show that 

each process is representative of real-world social marketing but through distinct 

complementary lenses. While Blurred Minds addresses a specific context of adolescent alcohol 

consumption, principles such as the social marketing benchmark criteria or the marketing mix 

that are typical of many social marketing offerings can be retroactively identified in the studies 

across the co-creation, build and engage stages. For example, the act of integrating a systematic 

literature review, past theory and stakeholder insights into new program design was 

demonstrated in studies 1, 3, and 4 respectively, whilst the marketing mix eleme�Q�W�V���R�I���µ�S�U�R�G�X�F�W�¶����

�µ�S�H�R�S�O�H�¶�����µ�S�O�D�F�H�¶���D�Q�G���µ�S�U�R�P�R�W�L�R�Q�¶���Z�H�U�H���H�[�H�P�S�O�L�I�L�H�G���L�Q���V�W�X�G�\�������Z�K�H�Q���W�K�H���E�U�L�H�I���%�O�X�U�U�H�G���0�L�Q�G�V��

workshops were delivered within Australian secondary schools. In this way, the CBE stands as 

�D�� �µ�V�W�D�Q�G�D�U�G�L�V�H�G�¶�� �P�D�U�N�H�W�L�Q�J�� �W�R�R�O�N�L�W�� �W�K�D�W�� �F�D�Q�� �E�H�� �D�S�S�O�L�H�G within any context. Distinct from the 

marketing mix and benchmark criteria however, rather than being a looser framework or 

blueprint of generic marketing activities and principles with little practical guidance, the CBE 

was applied within this thesis to be a practice-oriented alternative.  

Social marketing is a strategic and philosophical approach centred on understanding how 

to build a solution that end users want by understanding how they think, feel and behave, while 

simultaneously ensuring that relevant stakeholders endorse the solution created (Dietrich et al., 

2022). Social marketing focuses on identifying problems faced by people and organisations, 

comprehensively developing solutions to address identified problems, and then placing these 

solutions in front of those who need them in way that is accessible, enjoyable, and effective. 

This is best demonstrated in studies 3 and 4, where the Blurred Minds team spent time 

interpreting how stakeholder insights can be integrated into front- (User interface, teacher 

onboarding) and back-end (data outputs, new content development, IT infrastructure) elements 

of the Blurred Minds Academy. Since the conclusion of the included studies, stakeholders have 
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been frequently consulted following their initial participation to test prototypes or to seek 

answers to new relevant questions that surfaced (e.g., what concerns do teachers have for the 

growing phenomenon of vaping, and how could Blurred Minds help address this emerging 

health issue in its current state?). In this way, key stakeholders such as teachers are being 

retained as central and vital assets in developing new program elements (e.g., module on 

vaping) but also to ensure that existing functionalities are improved to sustain program growth. 

The long-term commitment of Blurred Minds - to reduce/prevent alcohol and drug use among 

adolescence - is therefore supported by the reiterative nature of the CBE process. 

RQ2: How can CBE be utilised for long-term strategic social marketing? 

In terms of long-term application, the CBE process has so far been described as a strategic 

process that is sequential, which requires further discussion and clarification. This thesis has 

expanded on this description by discussing specific activities to undertake across subsequent 

iterations of multiple social marketing offerings. In the original Rundle-Thiele et al. (2021) 

study, the CBE process was presented as a wheel, to showcase the general manner in which a 

social marketing offering can begin with ideation through to development and then delivery, to 

then return to its beginning (i.e., co-creation) to be re-iterated and further improved. That is not 

to say that a social marketing effort must always follow strict transitions between stages that 

prevent teams/programs from advancing (e.g., reluctance to promote a social marketing 

offering through excessive development times), or that the CBE model can only be referred to 

for efforts that are currently in the early stage/ideation period of development. In the Blurred 

Minds example, the CBE model was implemented concurrently, with the original Blurred 

Minds offering �± school-based alcohol education workshops �± described in this thesis from its 

build through engage period (i.e., transitioning from comprehensive workshops into testing 

brief alternatives). At this same time, the earliest prototypes of the Blurred Minds Academy 

program were being tested with teachers and curriculum experts (e.g., advisors to the Australian 

Curriculum: Health and Physical Educaiton) in co-design sessions. In this way, long-term as 

well as multi-offering implementation of the CBE process is feasible and can help define 

synergies between different program offerings (e.g., delivering similar content in different 

ways) or provide a manner with which to compare and align different offerings (e.g., CBE as a 

reference point to organise tasks between multiple offerings).   

Originally the BMA was prototyped as an online-only solution (see study 3) to address the 

existing needs of schools and of the field of alcohol education, which asked for cost-effective 

and engaging solutions. Further, with limited team members, an online solution was chosen to 
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allow the Blurred Minds lessons to reach a wider sample of the population and to be 

implemented in harder to reach (e.g., geographically distant, pandemic isolated schools) areas. 

Whilst this seemed to be an appropriate format for a new Blurred Minds offering (later 

becoming the BMA), it was teachers during the co-design sessions who suggested that a mixed 

mode delivery should include teachers facilitating these modules face-to-face and discussing 

their implications with students. Further, a lack of teacher interaction in an online-only format 

was suggested by teachers to be a negative element that would discourage wide-scale adoption 

in schools. Following the CBE process of adopting stakeholder insights early, re-focussed 

program efforts to an end user centric position, and identified a potential bottleneck (i.e., online-

only delivery) brought on by the beliefs of the development team. It must be stated then that 

the role of the social marketer can herein be expanded from balancing stakeholder and expert 

insights for assessment and integration into workable products/services, but also to facilitate 

communication with stakeholders across all stages of social marketing practice. When looking 

at this through the CBE lens, this means not only co-creating offerings with those of a target 

population/stakeholder group, but to also involve stakeholders in the build stage to consider 

things like implementation and usability of prototypes, and then pilot test with these people 

pri�R�U�� �W�R�� �O�D�X�Q�F�K�� �L�Q�� �W�K�H�� �H�Q�J�D�J�H�� �V�W�D�J�H���� �,�W�� �L�V�� �D�� �F�O�D�V�V�L�F�� �S�L�W�I�D�O�O�� �L�Q�� �P�D�U�N�H�W�L�Q�J�� �R�I�� �µ�G�H�V�L�J�Q�L�Q�J�� �I�R�U�¶��

�F�R�Q�V�X�P�H�U�V���U�D�W�K�H�U���W�K�D�Q���µ�G�H�V�L�J�Q�L�Q�J���Z�L�W�K�¶�����8�O�W�L�P�D�W�H�O�\�����W�K�H���S�X�U�S�R�V�H���R�I���P�D�U�N�H�W�L�Q�J���E�H�L�Q�J���W�R���D�G�G�U�H�V�V��

a need or want in a market, people must be placed at the heart of all activities and their voices 

should be involved throughout the entire experience of designing, developing, delivering, and 

evaluating social marketing offerings. In this way, CBE was a key tool in the development of 

the Blurred Minds Academy product which now can serve as a revenue generating component 

for the Blurred Minds Social Enterprise. 

 

7.4 Limitations  

CBE is new, with very little academic or industry literature available to draw on and 

implement this process (Dietrich et al., 2022). This formed a task of the current thesis and its 

included studies to build upon early iterations of the model and attempt to bring clarity for those 

seeking to adopt CBE in their own social marketing efforts. Whilst this thesis includes 

numerous studies and multiple activities undertaken to develop Blurred Minds and Blurred 

Minds Academy resources, these only cover a small portion of the overall activities undertaken 

in the programs that has been operating for a decade. This is tied to the above limitation of the 

�&�%�(�¶�V���V�K�R�U�W���O�L�I�H�V�S�D�Q���� �Ds this model is much younger than the Blurred Minds program itself, 
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and to incorporate further studies beyond those already included in the study design of this 

thesis would involve a great deal of retroactive application of the CBE to existing/fulfilled 

program efforts. For this reason, this thesis only examines some studies recently conducted or 

conducted during the development of the CBE model, that were relevant to the discussion of 

said model.  

Further, from this point forward, a research agenda can be followed for future Blurred 

Minds work that prioritises documentation of activities and outcome through a CBE lens, which 

will in turn allow for further expansion, clarity, and usefulness of the model for future social 

marketing offerings and Blurred Minds improvements. An extension of this agenda item is to 

�D�V�V�H�V�V���&�%�(�¶�V���D�S�S�O�L�F�D�W�L�R�Q���L�Q���P�X�O�W�L�S�O�H���F�R�Q�W�H�[�W�V�����D�V���Z�H�O�O���D�V���H�[�W�H�Q�G���%�O�X�U�U�H�G���0�L�Q�G�V���W�R���D�U�H�D�V���D�S�D�U�W��

from alcohol specifically, such as other drug related areas (e.g., Marijuana, vaping), or other 

adolescent health contexts (e.g., sexual health, stress & anxiety management).  

Study specific limitations were also identified and are discussed as follows.  

7.4.1 Study level limitations 

The main limitation of the systematic literature review was a shortage of studies to be 

examined given the studies purpose (i.e., to determine VR elements effective at shifting 

adolescent drinking perceptions). Given the time since this initial literature search, coupled with 

the advancements in this growing area in recent years, an updated search may be warranted to 

assess effective program elements identified in similar contexts. Further, these could be 

compared with the elements of the current Blurred Minds VR program, wherein improvements 

to Blurred Minds offering could be slated to be added to the program.  

Also relative to the VR element of Blurred Minds, the brief outcome evaluation only 

compared program modality of two program offerings that featured the BM VR house party, 

rather than evaluating the VR house party as its own program offering. Despite program 

effectiveness in offerings that the VR was included in, examining the VR in isolation as a 

standalone offering is warranted, and suitable given recent adaptations of the VR house party 

to modern technical specifications. 

A key finding from study 3 was that the separate insights of teachers and students were 

distinct but not contradictory, as well as feasible and having potential for change. However, 

through the CBE lens, teachers were mainly involved through the co-creation phase, while 

student insights related to the build phase specifically (i.e., prototype testing). As involvement 
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of teachers as well as students was seen as complementary to Blurred Minds development 

success, future design work with these groups should integrate teachers and students across all 

three stages of the CBE, rather than consulting for their insights in mainly one stage each.  

The auditing process of study 4 provided a more rigorous theoretical structure for Blurred 

Minds program offerings. However, this still represents a history for this program to be 

developed first and theoretically justified second. Future iterations to Blurred Minds can now 

benefit from theory and curriculum auditing, pursuant to better justified decisions and a long-

term view to mapping Blurred Minds program offerings to students learning experience.  

This thesis placed a strong emphasis on examining the CBE model using a real-world social 

marketing example, across multiple program iterations and a long-term development process. 

Comparison models however were not examined (e.g., the Total Planning Process framework, 

or TPP), limiting somewhat the generalisability of the findings from this thesis for the CBE 

model. Alternative models concerning developmental processes, may elucidate further insights 

into how to produce or sustain behaviour change programs, as well as identify further 

limitations or questions still unanswered in the CBE model.  

 

7.5 Future research directions 

This part of the thesis will discuss what activities are planned to enhance the Blurred Minds 

�S�U�R�J�U�D�P���D�Q�G���H�[�W�H�Q�G���N�Q�R�Z�O�H�G�J�H���R�I���V�R�F�L�D�O���P�D�U�N�H�W�L�Q�J���D�Q�G���W�K�H���&�%�(���P�R�G�H�O���I�R�O�O�R�Z�L�Q�J���W�K�L�V���W�K�H�V�L�V�¶��

findings. As the limitations section already alludes to certain future research activities, this 

section will focus on other agenda items not previously mentioned.  

7.5.1 Blurred Minds Academy waitlist-controlled trial  

At the time of writing, the Blurred Minds Academy has been used by more than 3,200 

students and 150 teachers across Australian secondary schools, with a web-infrastructure 

developed to collect and organise behavioural and psychographic survey metrics from student 

participants. With implementation fidelity being showcased, a data collection system already 

in place, and an expanding network of relationships across teachers, school administrators and 

high-level school coordinators across Australia, a waitlist-controlled trial should be conducted 

to validate the preliminary effectiveness data (as presented in Study 5). This will contribute to 

our understanding of determining the efficacy of the Blurred Minds Academy and present a 

�F�O�H�D�U�H�U�� �S�L�F�W�X�U�H�� �R�Q�� �&�%�(�¶�V�� �L�P�S�D�F�W�� �R�Q�� �S�U�R�J�U�D�P�� �R�X�W�F�R�P�H�V�� Additionally, qualitative enquiry 
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regarding teacher facilitation and satisfaction with the program has begun and will continue to 

be collected from teachers for the foreseeable future. Similar data could then be drawn from 

�V�W�X�G�H�Q�W�V�¶���H�[�S�H�U�L�H�Q�F�H�V���W�R���H�L�W�K�H�U���F�R�P�S�O�H�P�H�Q�W���R�U���F�R�Q�W�U�D�V�W���W�H�D�F�K�H�U�V�¶���Y�L�H�Z�V���D�Q�G���K�H�O�S���L�G�H�Q�W�L�I�\���I�X�U�W�K�H�U��

areas for improvement, addition, or overhaul for the program.  

7.5.2 Segmentation of behavioural and psychographic patterns, and demographics  

As a key feature of early Blurred Minds work (Dietrich et al., 2015) segmentation analyses 

of Blurred Minds Academy data are warranted to update established drinking segments of 

adolescents, namely Binge Drinkers, Moderators, and Abstainers. The ability to determine these 

distinctions would add credibility to the new Blurred Minds Academy program as a mechanism 

to monitor adolescent drinking habits, as well as identify further ways to tailor the BMA to 

ensure that individual students receive the greatest value for their own education. Similar 

distinctions to note relate to the diversity of the populations involved at the various iterations 

of the different Blurred Minds offerings. Deeper analyses of the populations socio-demographic 

and/or geographic characteristics could be conducted to determine further tailoring (if any) that 

is warranted to provide appropriate materials to a wider audience of Australian adolescents.  

7.5.3 Extending Blurred Minds offerings to difficult to reach populations 

Blurred Minds has been developed in its newest forms to be used in multi-modality; that is 

to say, between face-to-face teacher facilitation and web hosted learning components. However, 

there remains sub-�S�R�S�X�O�D�W�L�R�Q�V�� �R�I�� �$�X�V�W�U�D�O�L�D�¶�V�� �D�G�R�O�H�V�F�H�Q�W�V�� �W�K�D�W�� �F�R�X�O�G�� �Q�R�W�� �U�H�F�H�L�Y�H�� �W�K�H�� �%�O�X�U�U�H�G��

Minds resources as intended (e.g., rural or country students with low or no access to stable 

internet connections). Of these groups, sub-populations may present as uniquely disadvantaged 

(e.g., adolescents experiencing extreme hardships such as poverty, homelessness or unstable 

living & schooling situations) which may require further tailoring or warrant new as-yet non-

existent service offerings. This lack of serviceability is amplified by the implied vulnerability 

of each of these groups to drug and alcohol abuse, and other socio-economic and health 

comorbidities that are associated with extended drug use. It is therefore a set of high priority 

activities to identify any at-risk sub-�S�R�S�X�O�D�W�L�R�Q�V���R�I���$�X�V�W�U�D�O�L�D�¶�V���D�G�R�O�H�V�F�H�Q�W���S�R�S�X�O�D�W�L�R�Q���D�Q�G���H�[�W�H�Q�G��

the Blurred Minds resources to these sub-populations, with new offerings designed with, as 

well as for, these peo�S�O�H�¶�V���K�H�D�O�W�K���D�Q�G���Z�H�O�O�E�H�L�Q�J���L�Q���P�L�Q�G���� 
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7.6 Conclusions 

A range of gaps relating to school-based programs were explored in this thesis, including 

program modalities, implementation fidelity, theoretical and curriculum adherence, stakeholder 

involvement and engaging content. This PhD presented a series of studies to capture these gaps 

utilising extant literature, stakeholder involvement in design and development, workshop 

deliveries, program auditing and reflection, catalysed within the Blurred Minds program. The 

CBE model was heavily underpinned throughout this research, as an emerging model 

benefitting from application in a real-world social marketing setting, as well as benefitting the 

Blurred Minds structured and comprehensive approach to delivering tailored alcohol and drug 

education to adolescents. With the advancements to social marketing, and improvements to the 

overarching suit of offerings provided, the Blurred Minds decade spanning history is positioned 

to continue to deliver high-impact alcohol and other drug resources to adolescents in the future.  
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