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A cognitive process




Cognitive approaches...

CONTINENTAL EUROPE

FRANCE — Grenoble School.
Réferentiels /
Policy frame of reference

/ Bruno Jobert, Pierre Muller
(1987);

ITALY — Claudio M Radaelli,
recits (2000);

Giandomenico Majone,
argument and persuasion in
political process (1989);

GERMANY —Renate Maynt,
network approaches (1993);
Gerhard Lehmbruch (1995a,
1995b),

Franz-Urban Pappi (1995),
David Knoke (1996),

Steuerungstheorie (Giraud, 2002).

UK

Andrew G. Jordan,

Jeremy J. Richardson (1983),
Singer (1990),

policy communities;
David Marsh,

Roderick A. W. Rhodes (1992),
Martin J. Smith (1993),

Keith Dowding (1995),

Mark Tatcher (1998),

policy networks;

Emery M. Roe’s (1998),
narrative policy analysis.

USA

Richard Hofferbert (1974),
open-systems frameworks;
Paul A. Sabatier (1988),

Hank Jenkins-Smith (1993),

public advocacy coalitions;
Peter A. Hall (1993), policy paradigms;

John Kingdon (1984),
Nikolaos Zahariadis (2007),

multiple streams framework;
Hugh Heclo (1978), Issue networks;

Frank R. Baumgartner,

Bryan D. Jones (1993),
punctuated-equilibrium theory
applied to political science;
Everett M. Rogers (1983),

Frances Stokes Berry,
William Berry (1990; 1992; 2007),

innovation and diffusion models .




REFERENTIEL APPROCHE
Policy frame of reference

Bruno Jobert and Pierre Muller (1987)

Institut d’Etudes Politiques
de PUniversitée de Grenoble

Alain Faure, Gilles Pollet, Philippe Warin,
Olivier Meériaux, Andrew Smith,
Jean Leca, Yves Surel,

Vivien A. Schmidt...
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Policy
reference
frame

Ideas in action



(1) Pay attention to global-sectorial reference
frames.

(2) You need good mediators.

(3) Decisions based in good research.

(4) Articulate the three cognitive dimensions
(cognitive, normative and instrumental).

(5) Create proper organizations and allocate
resources.

(6) Establish appropriate norms and standards.



(7) Promote good learning, training and
cooperation.

(8) Combine national and local levels.

(9) Promote learning demonstration sites.

(10) Evaluate and ensure evidence and insight in
people’s well-being perspective.

(11) Manage the evolution of your reference
frame.

(12) Good knowledge and policy transfer.
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Scientific publishing

Revistade
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History, challenges, and an agenda for the future
José Mazzon e Hamilton Carvalho

El problema de la exclusién social en la Unién Europea - -
Puede el marketing social resolver la situacion?

Una perspectiva a partir de la economia del comportamiento

Marco Antonio Cruz Morato, Antonio Garcia Lizana e Josefa Garcia Mestanza

“Ola! Estas a ouvir-me?”
An exploration of health information seeking and likely comprehension

of based health i ion in and English -
Stephan Dahl, Lynne Eagle e Victor Souza I “ o r u u e s e
The Easter Bilby as a counter-marketing strategy for biodiversity conservation g
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Conferences : :
International Seminar

about Social Marketing,
= Fundacao CEBI-Equal,
W HOME ABOUT US M LiSbOI‘I, 2004

EURCPEAN
SOCIAL MARKETING
ASSOCIATION

ESMA Conference,

XXI INTERNATIONAL CONGRESS ON
PUBLIC AND NONPROFIT MARKETING
IAPNM 2022

7 and 8 July 2022 | Braga - Portugal
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Courses

First Post-Gradutaion
Course, 2002, University
Institute of Lisbon

IPPS_iscee

Malrares Polticas
Publcas :

Social Marketing chair on
the Public Management
Course, 2009-2020,
Institute for Public and
Social Policy, University

Institute of Lisbon Lisbon

Social Marketing
included in several
Marketing chairs
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Communication
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marketingsocialportugal.net/

0 Marketing social, como instrumento de mudanca de comportamentos sociais nas sociedades democraticas, tem tido um
profundo incremento, mostrando a sua utilidade efectiva quando se trata de melhorar as condicbes de vida dos cidaddos, nas mais.

diversas areas, desde a satide a educacao, do civismo a prevencao rodoviaria, do ambiente a convivéncia multicuitural.
0O objectivo desta plataforma é o de divulgar o Marketing Social no mundo da lingua portuguesa, através dos mais diversos
contributos, quer académicos, quer &)s Por isso pedimos a todos os interessados quie colaborem connosco, nos enviem os
testemunhos, documentos e informagGes. Obrigado.
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Instrumental dimension

Studies (1998-2020)

56 downstream
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Instrumental dimension

Upstream
interventions

Contacts, Letters, Meetings,
Proposals:

President of the Republic
Prime Minister, Government
Minister of Health
Parliament, MPs
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Studies per Institution

Universidade do Minho

Universidade da Beira Interior
Universidade de Lisboa

Universidade Nova de Lisboa
Universidade do Porto

Instituto Universitario de Lisboa
Universidade de Aveiro

Instituto Politécnico de Lisboa
Universidade de Evora

Instituto de Estudos Superiores de Fafe
Instituto Portugués de Administracao de Marketing
Universidade Autonoma de Lisboa
Universidade Catodlica Portuguesa
Universidade do Algarve

Universidade Lusofona

Escola Superior de Enfermagem de Lisboa

Other countries' institutions
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Theoretical

Publications
per type of method

Empirical

Theoretical-empirical



Empirical studies per research methods

Case study
Survey
Interviews
Experimental
Focus Group

Ethnography

Other



Empirical studies per area
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Wildlife conservation
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Food

Wildlife conservation
Water consumption
Social responsability
Road safety

Social economy
Social marketing
Domestic violence
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Publications per Language

Portuguese

English



Papers per Journal

Journal of Social Marketing

Journal of Nonprofit & Public Sector Marketing
Revista Portuguesa de Marketing

Revista de Gestdao dos Paises de Lingua Portuguesa
PLoS ONE

The FedUni Journal of Higher Education

Social Marketing Quarterly

Revista Portuguesa e Brasileira de Gestao

Revista de Comunicacao e Marketing

Revista de Administracdao de Empresas

Marketing Intelligence and Planning

Marketing Ethics and Society

Journal Spatial and Organizational Dynamics
Journal of Marketing Management

International Review on Public and Nonprofit Marketing
Health Marketing Quarterly

Estudos Feministas

Environment and Society

Energy and Buildings

Conservation Biology

Conservation Biology

Comunicacao e Sociedade

Anais Universitarios. Série Ciéncias Sociais e Humanas
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Salazar, G.
Ruao, T.
Rodrigues, R. G.
Paco, A. M. F.
Oliveira, P.
Moreira, P.
Ferreira, M. R.
Pinho, J.
Martins, O. M. D.
Baptista, N.
Marques, S.
Proenga, J. F.
Casais, B.
Santos, C. O.
Alves, H.
Balonas, S.

Verissimo, D.

Published Authors (more than one study)

Diogo Verissimo
University of Oxford

verissimodiogo@gmail.com
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+ Interventions

Upstream
Downstream

+ Conferences

+ Public Institutions

+ A National association

+ Communication

I Courses
and Degrees

I Norms

Standards
Textbooks

+Publishing

+ International

connections
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