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The bedrock of social marketing practice is “a commitment to under-
stand consumer needs and to produce products, programs or practices to
enable them to better solve their problems” (Bryant and Lindenberger
1992:1). Consistent with an anthropological perspective, social marketers
study the socioculrural context in which change occurs and attempt to learn
as much as possible abour the people whose behavior they want to change.

Because the social marketing process requires skills and viewpoints that
are part of being an anthropologist, we find anthropologists working in all
stages of the social marketing process, especially those requiring research.
Social marketing uses qualitative and quantitative research during its early
planning phases and for careful testing of marketing strategies and pro-
motional materials before an intervention is implemented. Social marketers
also rely on careful monitoring and evaluation to make mid-course adjust-
ments and assess program impact. Good ethnographers bring many useful
skills to the process including the “creative interpretation of research into
ingenious message design” (Manoff 1988:4). The attitudes of social mar-
keters about research are highly consistent with those of ethnographers.
Both have a strong commitment to the “native” viewpoing and an appre-
ciation of respecting people’s values, norms, and beliefs.

In this chapter social marketing is illustrated by a national breastfeeding
promotion program developed by Best Start Social Marketing, Inc. This
project began in the late 1980s as an effort to increase breastfeeding among,
low-income women in the southeastern United States. After conducting
consumer research in the southeast, program materials were developed un-
der the direction of anthropologists Carol Bryant and Jim Lindenberger,
and the program was implemented in the early 1990s {see van Willigen
1993 for a descriprion of the initial Best Start Project). More recently, a
second phase of the program, called Loving Support Makes Breastfeeding
Work, was funded by the U.S. Department of Agriculture’s Food and Nu-
tricion Service (FNS) and implemented nationally. This follow-up project is
described later in this chapter.

While social marketing draws heavily from commercial marketing, there
are differences (Academy for Educational Development 1987:70). First, the
changes called for in commercial marketing are often less complex than
those aspired to through social marketing. For example, it is less compli-
cated o persuade people to switch cigarerte brands than to scop smoking.
Second, the new behavior or product may be more controversial, The pro-
motion of safe-sex practices is made difficult because of public modesty
standards. Third, the new products or practices advocated in sacial mar-
keting may be less satisfying to people. In the case of smoking, for example,
present gratification is exchanged for future health improvements. Fourth,
often the intended audience of social marketing has fewer resources and
cannot easily act on their new information. Many times the target popu-
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perience with the specific project. Thar is, if a part of the strategy is not
- working, the team will go through a phase of the process again. As chey
* say, the process is irerative. You change what you do, based on what you
- fearn.

Audience analysis starts with a review of recent literature on the problem
and examination of existing programs thar deal with cthe problem. Often
staft of exemplary programs are interviewed and marerials produced by
their program reviewed. A team of program planners may make prelimi-
- nary decisions about possible audience segments, hehavioral recommen-
dations, and the factors they may have to address to bring about change.
Formarive research is then conducted to obtain the information needed to
segment the andience and to gain an understanding of how a segment per-
ceives the product’s benefits and costs, identify the most appropriate places
to reach each segment, and determine the best promotional tactics for
bringing abourt the desired change. ldentification of program partners in-
cluding collaborating agencies occurs in this phase. Research makes use of
in-depth interviews, focus groups, and surveys of various types, creating a

. foundation for the project.

Formative research includes preliminary research on the community and
agency context of the project. Social marketers need to know the nature of
the organizations and persons with whom they will be working. These
people need to achieve consensus on the nature of the problem. It is this
consensus that makes things work. It is very important to identify the “real
players™ rather than the formal leadership as depicted in the organization

chart. When the concerns of the cooperating professionals are not under-

stood and addressed, projects fail.
Characteristically, formative research identifies the tar

get population’s
advantage of a particular innovation and the community itself needs to be

perception of the problem and the nature of resisrance points. When work-
motivated to act on a particular situation.

ing in areas that have not been explored previously, marketing research
typically has a very large qualicative component designed to identify the
factors that motivate and deter people from adopting the target behavior.
Formative research also requires the identification of the primary, second-
ary, and tertiary targer audiences with the appropriate segmentations.
Staff identify media that are available for the project. Just what the target
audience listens to, watches and reads are important questions, In devel-
- oped countries this information is often readily available from media our-
lets. In less developed countries it may be necessary to research the question
of media exposure, This information is necessary for the development of
an effective media plan.
During this early phase the team carefully establishes necwork ties with
organizations that may be interested in the project’s problem. These can be
private voluntary organizations, religious organizations, commercial organ-

_.Nmao:mqmzaélccm moswn::gm:m:cﬁmm:_.wmn__omm.ﬂ:.mno:m_uoh.mao:é%
back up the media camnaion Oiroaniratinmal momemadoin. 0 4 . 1

THE SOCIAL MARKETING PROCESS

The social marketing process consists of a _o:m-ﬁnmﬂ. _un.omnmmd_ 0 Eommmﬁw
sustainable changes in a clearly defined set of _umrmﬁcam%% a large MMME
lation (Academy for Educational O.rém_og,:m:n mw.mn"u&.m here M,Mwmﬁmmwm:
conceprions of the process in the literature on social BFM: mmswmmo. reaser
1995; Coreil et al. 2001; Fine .Gmf Kotler and Ro ummmo 5 ; anor
1985}, I based the discussion of process on the one developed in
Start project (Bryant and Lindenberger 1992). ) e

The social marketing process has mé.ﬁr.mm.m.m according to ! m,nﬂa_ﬂmé
Lindenberger. These are audience analysis (initial planning an :M ﬂn_,.:m:-
research), strategy formation, program am.é_n%:._mﬂp v:wmw.m:.__uﬁmn,:n o
tation, and program monitoring and revisions (1992). Whi et nm ¢
~lmcme in mracries cthe different stapes are repeated depending on the ex
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tiply the impact of messages, to obtain feedback from mﬁmwmro._mmﬁmu m:a. to
decrease interagency comperition. The second stage in the m.oDm_ marleting
process, strategy formation, is done in planning sessions with staff and key
advisors, who are often representative of stakeholders and program part-
ners. The first step in strategy formation is to select specific audience seg-
ments to reach. Once the audience has been identified, the social markerting
teamn determines the most appropriate behavioral recommendations or ow
jectives for the project. Thesc objectives are expressed in measurable acrion
terms that relate to goals of the project. Objectives need to be measurable,
expressed in terms of “required input, desired output, and a time frame”
(Manoff 1985:106). Manoff warns that they can be “roo broad, too vague, -
too unrealistic, or ‘off-targes’ ” {1985:106). It is important to have meas-
urable objectives so that evaluation of performance 1s possible.

The strategy formation stage is concluded with identification of the prod-
uct benefits to be promoted, the costs thas must be lowered or made more
acceptable, the best place to distribute products or information, and H.rm
“actics and activities to facilitate change, ¢.g., legislative change, policy
development and organizational change, professional mmmm:ﬁm. peer coun-
selor programs, curriculum development, consumer mn_:nmﬂ.o:u.w:v:n re-
lations, direct marketing, advertising, face-to-face communication, &wﬁm_m
advocacy, and grass roots advocacy”(Coreil et al. 2001). These n_mm,m,o:
are summarized in a written social marketing plan. The third stage is pro
gram development, a stage often carsied out with the r.m:u of an advertising
agency or other creative team. Program development includes message %
sign and marerials development. The entire program development stage 1s
directed by the social marketing plan. Media planning includes :U.R@mmm-
tion of drafc or prototype materials; materials testing; final ﬁnmunm:nﬁo: and
progeam inauguration” {Manoff 1985:111). The actual Emn.&.m can be .n_m-
veloped “in-house™ or they can be purchased from advertising agencies.
Prototype versions of public service announcements, pamphlets, instruc-
tional tapes, advertisements, and other messages are prepared, nm_.m?_:.
pretested, and revised. Pretesting is done to &nwmnaw:m.; the Em.ﬂn:m_m are
comprehensible, culturally refevant, believable, persuasive, emotionally ap-
pealing, memorable, and free of annoying or offensive &Ed.m:wm. H..u_.oa:ﬂ
development includes decisions about product names, mmn_mmm_jm, price, m.:a
supportive prometion and sales materials. All this requires .Hrm Fw.n_::nm_
skills of persons trained in media. The anthropologist will bring skills that
will support the development of the product through ﬁmmmmﬂn.r.

After pretesting, messages and materials enter final _umon_znmo:..,;m ream
makes presencations of the project to public officials and community groups
for approvat and guidance. The presentation will include supporting re-
search results thar can guide their decisions about the effects of the mate-

rials. )
Aam vt nf bl Aavralamment craae ic dentification of “primary. second-

_ary and tertiary audiences and their component segments” (Manoff 1988:
~3). Persons and institutions that can advocate the desired change are iden-
tified, and if necessary, research is conducted to understand how to moti-
vate them to participate in the program. The team looks for opinion leaders
in the community or any person that would “enhance credibility” of the
messages thus increasing the chances for change in behavior. The last com-
. ponent of the strategy development stage is the determination of the media
use patterns of the population.

Channel analysis continues as part of the program development phase.
In channel analysis researchers identify the pathways through which mes-
- sages, products, and services can be delivered to a population (Lefebvre
~and Flora 1988:305) and how these pathways complement and compete.
In the social marketing framework this can include everything from elec-
tronic and print media to secial networks and opinion leaders. It is nec-
“essary to inventory all the places where a person encounters messages and
these in turn become possible channels to use in the marketing process.
-Lefebvre and Flora speak of the identification of “life path points™ that
~they exemplify from an American urban setting as laundromats, groceries,
-restaurants, and bus stops. In channel analysis the researcher not only
knows what channels the population is exposed ta but what are most in-
fluential and important. For example, for certain health behavior changes,
‘mass media does not present credible informacion and personal nerworks
~da.

. The fourth stage is program inmplementation. This phase includes imple-
- mentation of policy changes, training of professionals, and distribution of
educational materials. Also the public information program may be
“launched. Many social marketing projects require 6 to 18 months to reach
the implementation phase, making social marketing incompatible with
many planning cycles thar expect funds to be spent and programs launched
‘within a single fiscal year. Although coordination is important for any pro-
gram, social markering projects require managers to balance an unusually
large number of staff, consultants, subcontracrors, and other stakeholders
simultaneousty. Careful timing of multiple program components, such as
 legislative advocacy, service improvements, professional training, materials
distribution, and communications activities is critical.

The last phase of the social marketing process is program: monitoring
and revision. This has two components, formative and summative. The
formative evaluation determines strengths and weaknesses of project com-
ponents so that the project can be improved. The team incroduces improve-
ments in process to increase effectiveness, Summative research finds out the
actual impact of the project. Much of the summarive research consists of
 studies to identify knowledge, attitudes, and practices of the project’s prod-
ructs by potential consumers. These are repeated, with uniform measures
" and sampline. so that the resnlts ran he compared wave afrar wmwra ea
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answer questions like, “What does the target audience know and do be-
cause of the project?” These may be supplemented with qualitative data
collection to get ar meanings that cannot be investigated with surveys.

SOCIAL MARKETING AND FOCUS GROUPS

A research rechnique often used in designing the social marketing plan
is the focus group ar group depth interview. Sociologist Robert K. Merton
developed focus group technique, while doing research on German prop-
aganda films done during World War II, 1o provide an interpretive frame-
work for the quantitative data collecred from propaganda film viewers to
try to find out why they answered questions the way they did about their
psychological responses to propaganda films (Merton and Kendall 1946;
Merton 1990). Examples of the use of focus group research can be found
in many areas, including social action programs (Schearer 1981), family
planning (Folch-Lyon, Macorra, and Schearer 1981), vitamin supplement
use (Pollard 1987), and educational evaluarion (Hess 1991).

A foeus group is a small group discussion guided by a moderator to
develop understanding about the group participants® perceptions of a des-
ignated topic. While it can be argued that data collection efficiency is im-
proved Dbecause you are increasing the number of interviewees being
interviewed at one time, more important are the effects of the interaction
of the participants being interviewed. Morgan states this clearly when he
says, “The hallmark of focus groups is the explicit use of the group inter-
action to produce data and insights that would be less accessible without
the interaction found in a group” {1988:12). While the interaction deals
with the content specified by the moderator, the interaction should be in-
formal and lively. Morgan deseribes it as being like a conversation between
neighbors or friends.

The composition of focus groups is carefully planned to produce repre-
sentative informartion about the population. The difficulty and cost of re-
cruiting participants can vary considerably with the nature of the research
problem. When a highly specialized population is being researched, it may
be expensive to find gualified participants. The number of group partici-
pants is typically berween six and eight, although sometimes the groups are
larger (Morgan 1988).

Smaller groups involve more interviewee participation and are more sus-
ceptible to the impact of domineering persons. Larger groups require more
moderator participation. Unless you are investigating the life of a small
organization, it is unlikely that your research results will be statistically
aeneralizable. It is best to over-recruit participants so that persons that are
inappropriate can be casily replaced. The sessions usually do not last more
than two hours. It is importane to be very aware of the problem of bias in
mmrtirimant colactinn Tt ic alen imnortane to screen the parsicipants carefully
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50 Mrmﬂ you are sure they do share the relevant attributes. As Morgan states
+ it, “participants must feel able to talk to each other, and wide gaps in social

background or life-style can defeat this™ (1988:46). Gender, ethnicity, age

. - . B . ?
m.:n_. &m.mm may influence willingness to discuss a topic. While participant
m_ﬂm_m:»w Is importan, it is berter if the interviewees do not knew each
other.

The number of focus groups completed is an important consideration

methodologically and practically. The increase in the number of types of

._uE.:n:um:nmu of course, will lead to an increase in the number of groups
For example, if urban and rural differences are important v\o.: will :mni.
groups for each type. . u

. An important part of quality dara collection is the creation of a permis-
sive, nonthreatening atmosphere, conducive to revelarion and disclosure
Amwwm:r Lazarov, Light, Bailey, Coreil, and D’Angelo 1989:19), ?momwmnmno.n
skill .m_:g group homogeneity are important factors in establishing these
conditions. Moderator involvement varies with the purpose of the research
As Morgan states it, “If the goal is to learn something new from tmnmnm..

- pants, then it is best to let them speak for themselves™ {1988:49), High

involvement may be called for when it is necessary to ger the discussion

- back on the topic, when the group loses energy, when minerity positions

are ma:mn_u. when domineering individuals need to be shur down, and when
some participants need to be encouraged (Morgan 1988:51). Kmoﬁmm: en-
courages low involvement through a process he calls group “self-
Em:.mmmEm:m.: To a large extent this involves simply giving the focus group
participants expectations of their own behavior through instruction that
will lead them in the desired direction. For example, you might tell them
to expect that if they get off track a member of the m.wocb will pull them
vmn_ﬁ Other practitioners of the rechnique may more directly intervene. Tt
is also possible to intervene more at the end of the session to help Em._,.m

. sure that i : C i i
: the ground is covered. In any case, the interviewer “must develap

the Em._nmnm of continuously assessing the interview as it is in process” (Mer-
ton, Fiske, and Kendall 1990:11).

Like other techniques, focus group interviewing has both strengths and
weaknesses. The technique is practical because it can be done quickly and

il i : .
- easily. Morgan says, “when time and/or money are essential considerations,

it is often possible to design focus group rescarch when other methods
would be prohibitive” (1988:20). A focus group-based research project
does not require large teams of interviewers, Kumar estimates that a _uﬂ.o_.mnm
based on 10 to 15 interview sessions can be carried our within six weeks
under normal conditions (1987:6). .

Focus groups are most useful for the initial discovery of factors that must

be add i i rleti i i
ressed in social marketing projects, such as perceived benefits and

costs. They arc not appropriate, however, for collecring quantitative data
needed to determine which factors have a statistically cionifirant imnace an
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behavior. Unfortunately, some social marketing researchers have relied too
extensively on focus groups and attempted to quantify results, and as a
result, their indings have been misleading. Focus group research also re-
quires careful planning, facilitation skills, and interpretation. The approach
may not work well on topics thar are highly private, and it is sometimes
difficult to ger all persons in the group to participate equally. It is imper-
ative to note that an important principle in ethical research practice is that
the researcher does not share information obtained from one informant
with another. While this is the essential fearure of the focus group ap-
proach, people can choose not to talk. While this goes far to solve the
ethical problem, it raises considerable methodological issues. Privacy and
confidentiality may go far to encourage talk.

States were breastfed in the hospital and 21.6 percent at six months post-
partum, in contrast to only 46.6 percent and 12.7 percent respectively of
infants enrolied in the WIC (Ryan 1997).
© Aware of the potential to reach millions of pregnant women enrolled in
WIC, Best Start Social Marketing presented a proposal to the U.S. Depart-
~ment of Agriculture, Food and Nutrition Service (FNS) in September 1995
‘requesting support to develop a national breastfeeding promotion project.
- Specific goals for the project were to increase breastfeeding initiation rates,
“increase breastfeeding duration rates among WIC participants, increase re-
ferrals to WIC for breastfeeding support, and increase general public sup-
port for breastfeeding.

Social marketing was used because it had already proven effective in Best
Start's earlier work in the southeastern region while more traditional, clinic-
- based approaches had relarively poor results.

BEST START: A BREASTFEEDING PROMOTION PROJECT—
A CASE 5TUDY

Best Start Social Marketing is a nonprofit social marketing firm that be-
gan as a clearinghouse for materials related to Bryant and Lindenberger’s
first breastfeeding promotion project in the southeastern United States. The
company soon expanded into a social marketing firm, specializing in public
healsh program design and materials development. Its most recent breast-
feeding promotion project, called Lowing Support Makes Breastfeeding
Work, is a comprehensive, national program for promoting breastfeeding
initiation and duration among women participating in the Supplemental
Food and Nutrition Program for Women, Infants, and Children (WIC) and
other economically disadvanraged families in the United States. Breastfeed-
ing offers considerable advantages over bottlefeeding. Mothers benefit be-
cause it offers a quicker recovery from childbirth, stronger bonding with
the infant, and an emotionally satisfving activity. The infants are better off
because it offers the best nutrition for normal growth and development,
protection against disease, especially ear infections and gastrointestinal il-
ness, and decreased risk of alergies. There are significant societal benefits.
Breastfeeding results in stronger family bonds, increased self-esteem of
women, decreased cost of infant formula in food subsidy programs and
decreased health care costs for infants (Bryant et al. 1989:11). Because of
these advantages the U.S. Department of Health and Human Services’ na-
tional health objectives include the goal of increasing breastfeeding initia-
fion to 75 percent of mothers at hospital discharge and 50 percent at six
months (http:/fwww.cde.gov/breastfeeding/policy-hp2010.htm). That is, in-
creasing breastfeeding is a matter of national pelicy in the United States.

In spite of the advanrages of breastfeeding and considerable investment
in public health education programs, the rate of breastfeeding among ec-
onomically disadvantaged women enrolled in WIC remained low. When
this project was initiated in 1995, 39.7 percent of infants in the United

Audience Analysis

During the audience analysis phase, Best Start staff met with FNS rep-
resentatives and members of their Breastfeeding Promotion Consortium to
- finalize program obijecrives, select states to serve as pilot sites for the pro-
ject, and gain a berter understanding of current breastfeeding promotion
activities and challenges within the WIC program {Lindenberger and Bryant
2000). The primary target audience for the program was comprised of
pregnant Anglo-American, African-American, and Hispanic-American
women who were enrolled in the WIC program and those income-eligible
10 participate (i.e., income below 185 percent of the U.S. poverty guide-
lines). Secondary audiences, people who influence the primary targer pop-
ulation, included pregnant women’s mothers and husbands or boyfriends,
WIC nutritionists and clerical staff, and prenatal health care providers. The
general public was also designated as an influenrial rertiary audience be-
cause social norms related to breastfeeding, especially in public settings, are
known to influence women’s infant feeding decisions. Ten states were se-
lected to serve as research and demonstration sites for the project. These
states provided the research team with access to a representarive sample of
research subjects.

Because social marketing demands a thorough understanding of consum-
ers and the people who influence their decisions, the formative research
phase requires a far more in-depth analysis of consumers’ beliefs, values,
and behavior than is typically accomplished in program needs assessments.

Research objectives were to:

» identify WIC participants’ perceptions of breastfeeding and bostlefeeding;

+ identifv the facrors that influence WIC narricinanse’ infant feeding dacicinne.
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» identify effective information channels and spokespersons for promoting breast-
feeding among WIC participants;

+ identify sccondary audience’s (WIC employees, WIC participants” mothers and
husbands/boyfriends and other prenatal health care providers) perceptions of
breastfeeding;

« identify the factors that motivate and deter secondary audiences from encouraging
wamen ta breastfeed.

A review of published literature, program reports, previous research con-
ducted by Best Start Social Marketing researchers and other existing data
sources provided the research team with an understanding of factors shown
to influence infant feeding decisions among economically disadvantaged,
minority, and other special populations similar to the target audiences. As
a result researchers decided to focus their research efforts on the women’s
perceptions of breastfeeding’s benefits and costs, self-efficacy as breastfeed-
ers, and the impact of kin and health professionals on infant feeding choice.
The need to gain a betrer understanding of WIC nutritionists” and clerical
staff members™ perceptions of breastfeeding promotion was also identified.

Formative research relied on a mix of qualitative and quantitative meth-
ods to collect data from WIC participants, their family members, WIC
employees, and other health care providers. Participant observation was
conducted in a variety of urban and rural clinics in five states. Approxi-
mately 200 in-depth interviews and 13 focus group interviews were con-
ducted with WIC participants, and telephone interviews were conducted
with fathers and grandmothers of the WIC babies. Interviews were con-
ducted in health departments and other places where the women usually
received health or social services. Interviews involved from five to nine peo-
ple plus a moderator and assistant. The moderator introduced topics, asked
questions, and guided the discussion, while the assistant meonitored audio
recording equipment, took notes, and assisted with logistical concerns. Fo-
cus group interviews lasted from one to three hours; individual interviews
were usually much shorter. Often participants expressed satisfaction about
participating in the process because of the opportunity to help develop a
national program and learn from their peers.

Qualitative data analysis emulated Krueger’s “chronological sequence of
analysis” and made use of ideas expressed by various other researchers
(Glaser and Straus 1967; Krueger 1988; Miles and Huberman 1984). After
each session the moderators prepared short summary statements on various
topics. They also identified themes concerning breastfeeding constraints and
motivational factors that might stimulate change. Differences between par-
ticipants were noted. Researchers considered the way these women spoke
about the topic. This information often influenced the questioning process
in subsequent sessions. The moderator’s techniques and the interview suc-

ceas were pvalnated.
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Researchers processed each interview with the help of a qualirative data

- analysis computer program. This program allows the coding, indexing, and

subsequent reerieval of portions of the interview transcript. The program
was used to sort transcripts by coded topics. All material filed by each topic
was read by at least two researchers. Recurring themes and the range of

-diversity in responses were identified, summary and interpretive statements
“were developed, and passages worthy of quotation were flagged. When

computers are mentioned, some might assume that the analysis is a me-
chanical exercise. This software serves only as a more efficient and complete
means for shuffling through and reading all the field notes. It is still nec-
essary to think it through and interpret the meaning.

Qualitative research results were used to identify areas that merited fur-
ther exploration and develop a 53-item survey instrument administered to
292 WIC participants in 12 WIC or prenatal clinics selected to represent
urban, suburban, and rural communities in one state.

Major Research Findings

Research results showed that most WIC participants knew and believed
breastfeeding offered important benefits to them and their babies. Breast-
feeding was viewed as a way to realize families’ goals to have healthy babies
and enjoy a special time with their newborns, Compared with infane for-
mula, breast milk was considered by most to provide optimal health ben-

efits and a closer maternal-infant bond. For many women, the enjoyment

they expected to experience and the special fime they associated with
breastfeeding were breastfeeding’s most important benefits.

Consistent with their earlier findings, Bryant et al. {1989) found that
teenagers viewed motherhood as an opportunity to come of age, to gain
positive attention from friends and family, and to establish a long-term
relationship with their child. They also thought that breastfeeding was a
sign of maturiry and responsibility and a certain adventurousness that can
set one apart from her peers. These mothers were also concerned about
their children becoming too attached to the others that often provide child
care. They felt that breastfeeding can help prevent the child from becoming
too attached to these other people.

Despite being attracted to breastfeeding’s emotional and other benefits,
many women were deterred by the sacrifices they would have to make if
they breastfed.

They worried that breastfeeding would create many embarrassing moments in pub-
lic siruarions or open them to criticism from friends or relatives who viewed breast-
feeding in a sexnal light. Some women worried that breastfeeding would conflict
with wark, school, or social life; and some women worried thas their close social
network would feel “left out™ of the feeding experience and fail o bond to
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theis baby. Other “costs™ associated with breastfeeding were pain, changes in di-
etary and health practices, and anxiety about their ability to produce the required
quality and quantity of breast milk. In addition to the unfavorable ratio berween
benefits and costs, women’s infanr-feeding decisions reflected their lack of self-
confidence as porential breastfeeders and a lack of support from relatives, friends,
and some health praviders. (Bryant and Lindenberger in press)

Research also idensified the babies’ fathers and grandmothers as impor-
rant secondary audiences and health professionals as powerful information
channels for reaching them during the prenatal period. Many women re-
ported learning about breastfeeding from WIC employees but were con-
fused by the lack of information provided by their obstetrical providers.
Many women also reported having difficulty initiating breastfeeding in the
hospital, and many said they stopped lactating before they had planned
because they had little or no support once they returned home from the
hospital.

Finally, in contrast to the late 1980s, most WIC nutritionists and many
clerical staff were supportive of breastfeeding promotion. Because of their
commitment to “make a difference” in the lives of their clients, they were
fruserated when their clients did not breastfeed. Many WIC employees said
they would welcome more effective promotional strategies and materials.

STRATEGY DEVELOPMENT

Drawing on these findings, Best Start Social Marketing and FNS staff
developed a social marketing plan organized around marketing’s 4 Ps
(product, price, place, and promotion). The producr strategy focused on
the close, loving bond and special joy that breastfeeding mothers share with
their babies. Although breastfeeding’s health advantages were mentioned
in program materials, the emotional benefits were emphasized because they
most clearly distinguished the product from its competition—bortle-
feeding. Breasefeeding was defined as a way families can realize their
dreams of establishing a special relationship with their children, and the

campaign brand symbol—*Lowving Support Makes Breastfeeding Work”™—

and program materials emphasized the role the support nerwork of family
members, friends, and the general public play in a mother’s ability to
breastfeed. This strategy is consistent with Best Start’s earlier work and
represents an important departure from traditional public healch ap-
proaches in which breastfeeding has been promoted as a medical choice
rooted in health benefits.

The pricing strategy was especially important in the Loving Support pro-
ject. As noted above, many women were unwilling to pay the price for
breastfeeding benefits. Therefore, a major goal of the project was to lower -
the price of breastfeeding by teaching health providers to use a three-step
counseling strateey to auickly identify the perceived costs and help mothers
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dations, Best Start’s Executive Director, Jim Linden berger, is serving on the
U.S. Breastfeeding Commirtee and board of directors for the Baby Friendly
Hospiral Initiative,
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tant role in both conducting the formative research upon which culrurally
appropriate program strategies can be built and recommending effective
culeure change strategies. Social markering organizations turn to anthro-
pologists because of the discipline’s holistic approach, mastery of qualita-
tive research methods and understanding of culture change” (Bryant et al.
2001:244).

SUMMARY

Social marketing applies the conceprs of marketing and marketing re-
search to the task of cultural change. Tt is mostly used in the public health
arena. It is quite different from the other approaches presented in this vol-
ume in that it almost always starts with some sort of expert evaluation
concerning a particular issue. That is, someone decides thas smoking is bad
and seat belts are good. The task of the social marketer is to figure out
how to reach people with carefully designed messages so that they change
their behavior. The anthropologist’s strength in this process is her or his
capacity to tap the meanings associated with a particular useful behavior
and to collaborare with “message designers” to produce useful ads, public
service announcements, brochures, and other kinds of promotional content
to achieve the goal.

Part I

Policy Research in Anthropology

FURTHER READING
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Chapter 11

Anthropology as Policy Research

The purpose of policy research is to provide information to decision makers
in support of the rational formulation, implementation, and evaluation of
policy. Policies can be thought of as strategies of action and choice used to
achieve desired goals. Mostly we think of policy in the context of various
kinds of formal organizations like social agencies, educational institutions,
business firms, and governments ar all fevels. There are many different
kinds of policy, We use terms like public policy, social policy, food policy,
employment policy, industrial policy, foreign policy, and others to desig-
nate the strategies of action and choice used by governments and other
organizations in various aspects of life in complex societies. These terms
reflect rather different situations in content and scope, ver all relate to the
same set of basic issues. That is, ali policy is concerned with values. Policy
formulation involves specifying behavior which is to resulr in achieving a
valued condition. In a sense, a policy is a hypothesis about the relationship
berween behavior and values. It takes the form: if we want to be a certain
way, we need to act this way. At a basic level, policies involve allocation
decisions—decisions to spend money and time to achieve something. The
“something™ can be quite diverse, including increases in gross national
product, decreases in uremployment, decreases in the relative cost of food
staples in urban areas, decreases in the number of teenage pregnancies, or
increases in fairness in the allocation of housing. These large-scale national
toncerns can be matched with smaller-scale, local concerns, like increases
- in public input in the planning of the construction of g dam, the determi-
-~ mation of the usefulness of a particular development project, or the iden-
tification of local needs for a certain kind of educational program. Policy
rescarch can occur on both sides of a nalice icea and e £ 1 o
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i c it oint
Community groups can carry out policy rescarch as a political counterp
to research done by the government.

POLICY PROCESS

i ic Cess 15
Policy should be thought of in terms of a process. ,Du,m policy ?.crw i
very mo.E_u_mx. Stating the process in the simplest possible rerms, we ca
say thar the process consists of the following stages:

1. Awareness of need

~F

2. Formulation of alternacive solurions

Evaluation of alternative solutions

el

. Formulation of policy

. Implementation of palicy

SN

. Evaluarion of implementations
This process is carried out in the political arena w.: é_:.ﬂ_r ﬁrmm_m.w %a:uwwﬁ%
competition for resources. Thus érm.ﬁ would appear in a mm %:EOHW nww:mmn
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hidden motives, and blunt applications of political power.’ nm 1s mw.:o:w
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careful allocation decisions. The complexity of the competition creates op
itics for policy researchers. o
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ipants in the policy arena so that it is no:.z_,.:.EEH brought no_mmﬁ. ow.n_u mow.
problems without actually being commissioned for a specific policy ﬂ.nr
mation purpose. In these cases we can mm.mmw of mo__n%_.nmmw,\u:ﬁmmmwm omm“
There are many different points in the policy process ,ﬁnﬂwn _..w_mm h cone
by cultural anthropologists can be used. ?Hom.ﬁ _‘mmmm:.rv ‘ one OWm om._.n<
pologists in this arena involves Hmmmnnr that is done nrmz_mm 2 w _u.o
rather than to derermine what policy should ._um. Hu._.omnm:,_ c<m|:mﬂ” ) Hﬂ MM:
of rescarch commonly done by m:n_:ovo_om_mﬁ.mu is a good S&Em% of this.
Some may want to contrast policy research with program :_wmomF fm ould
In any case, this is not new ground for anthropologists. In facr, mm\.:_,.rno-
argue that policy research needs accelerated the &mww_owam:.ﬂ w:.nrmm >
pology as a discipline in H.rm nineteenth century. M:M. <_m_<< o_m m_om .
QS?.Q 2 on the history of the mm«n_o.ﬂ;.:m:ﬁ of applie mnnm.% m; mmwﬁc:n-
thropoloey as an organized discipline in many national traditions
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- tion of policy research needs associated with colonial administration, both

mternal or external. At the beginning, this took the form of doing basic
ethnography in unknown areas or doing troubleshooting concerning inter-
culturat relationships.

As carly as 1895, James Mooney carried out research which had as irs
goal the determination of whar the U.S. Department of War should do in
. response to the Ghost Dance as practiced among certain Plains Indians
{(Wallace 1978).

The appointment of the early faculty of anthropology at the great English
universities was based on the need ro train colonial administrators.

In spite of this time depth, anthropology’s experience as a policy science
is quite limited. It was not until the 1970s thar anthropologists hecame
involved more extensively in policy rescarch efforts. As stated in Chapter
2, this involvement relartes to both push and pull factors. The push factor
is the collapse of the academic job marker. The pull factor is the increase
in policy research efforts because of federal legislation. This last factor, of
course, is most important in the United States.

As a corollary to the policy research function,

anthropologists have, to
some ¢xtent, become

policy makers. This function is rare and very poorly
documented. One interesting example is the work of anthropologist Robert
Textor in the Peace Corps. Textor participated in the development of the
so-called in-up-and-out personnel policy of the Peace Corps which re-
stricted the Jength of employment in the Peace Corps so as ro maintain a
- higher rate of innovation and what might be called “organizational youth”
{Textor 1966). My own experiences in development administration in-
volved small-scale policy formulation in response to a community devel-
opment effort done for a Native American tribal government. One cannot
- overlook the cases where anthropologists have assumed high-level admin-
istrative positions in federal and state government. Some noteworthy ex-
amples are Philleo Nash who served both as Commissioner of Indian

Affairs in the U.S, Department of the Interior, and Lieutenant Governor of
the state of Wisconsin (Landman and Halpern 1989); Aguirre Beltran who
_served as Director of the National Indian Institute of Mexico; Jomo Ken-
vatta who was the first Prime Minister of Kenya; and Nirmal Kumar Bose

- who was appointed Commissioner for Scheduled Castes and Scheduled

Tribes for India (Sinha 1986). In all cases these people were intimately

mvolved in policy formation. There are, of course, a number of knowl-

“edgeable applied anthropologists who have very eloquently argued against

such involvement. A good example is Homer G. Barnett who did extensive

rapplied work in the Pacific following World War II. He argued that our

effectiveness as applied anthropologists would be reduced if we took over

administrative functions.

F.&QnmmmuEomn_.:,\o?m:ﬁ:na anthropologists in the policy arena is
“as researchers. In this framework thev ars caid rn ln aenne L.t S
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lacal level (Chambers 1977); or, when they work at the level of national
policy formasion, they function best in large multidisciplinary research
teamns {Trend 1976). Both Chambers and Trend seem to be arguing from
the same ground, which is that the traditional, holistic, participant-
observation based research methodology works best in smaller scale con-
texts. While this is probably true, there are ways of escaping the effects of
the constraint. One is to learn other research techniques.

Policy research is not a menolith, There are many different rypes. For
example, each stage in the policy process is associated with different re-
search needs. There are many different types of current policy research
practice that see anthropological involvement. Anthropologists do evalua-
tion research, needs assessment, social impact assessment, social soundness
analysis, cultural resource assessment, as well as various other kinds of
policy research. In addition to the research carried out in support of the
development, implementation, and evaluation of specific policies, there is
also research that is referenced to general areas of social concern. This can
be referred to as policy relevant research. In regard to this distinction, it is
possible to speak of anthropology in policy, and anthropology of policy.
This follows a contrast originally made by the medical sociologist Robert
Straus (1957), who spoke of researchers serving in support of medical care
as opposced o researchers who study medical care. The first was referred
to as sociology in medicine, and the second is the sociology of medicine.
DeWalt applied this distinction to his analysis of agricultural anthropology
(1985). Both are very important. It is, however, important to recognize the
distinctions berween the two kinds of work. All the policy anthropology
that we refer to here is of the “anthropolegy in policy™ type.

All the different types of policy anthropology represent important kinds
of research activity for anthropologists in many different employment sit-
vations. Further, if one considers all the different purposes and funding
mechanisms for research done by anthropologists, one finds that the con-
trast berween applied and basic research becomes reduced. We have, on
the one hand, research thar is specified, bought and paid for by clients to
meet some practical need, and, on the other hand, research planned and
carried out by researchers referenced only to their curiosity and sense of
the direction of the discipline. What exists berween these polar types is a
product of a mix of personal inclination and many different incentives. For
example, many programs that fund basic research will fund that basic re-
search in terms of a set of priorities that are derived from general policy
questions. These specific economic incentives come to be converted to “hot
topics” and short-run rendencies in research topic selecrion. Under certain
circumstances research produced for specific applied purposes can begin to
appear in print as if it were basic research. This then influences rescarch
topic selection in vet another way, The point is that the contrast between
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- applied and basic is rather weak. Further, there is a great deal of flow
between the two realms.

mog‘mOGNWMZHjﬂmmOmmOHmOw\Wmmm}WOE
© PRACTICE

The types of policy research discussed here range from standardized re-
search methods geared to specific policy issues, to large and generalized
_.m.mmmn_n_w orientations applicable in a wide variety of situations. The con-
:..:E:o: of anthropologists to the development of the methods and tech-
niques used varies from a great deal to very little, Except for a few cases
the anthropologist involved in the use of these pracrices needs to _Soﬂw
mm:m_.m_ social science research methods in addition to those more _Hum_.-
m_omm:%. associated with anthropology. As is mentioned in Chapter 13 on
evaluation, one needs an integrated research methodology in which the
:wmmm._.nrm_i is capable of drawing on a variety of &Dﬁmnmzﬁ.ﬁmnrzﬁzmm de-
pending on the problem at hand. To give you a glimpse at the various types
of policy research, a listing is provided below. As suggested above, some
of these types have specific technical meanings, other categorics are mm,wmam_
and include a wide variety of research functions.

Evaluation

- In mﬁ;:.m:oz. research is done with the goal of determining the worth
- of something, such as a project, program, or set of training materials. The
process can involve a wide variety of research designs from highly struc-
E:.wn_ experiments with control groups to descriptive mﬁr:omqm_urmm.m. Eval-
uation can serve many purposes. Many evalutions are done to determine
the .m‘mnﬁ.w of a specific project or program. Evaluation can also be done to
© see if some activity is working as expected, with the goal of improving it.
- Evaluators can use a wide variety of data collection techniques. Evaluation
can be used to test the feasibility of wider application of innovations. Re-
. .momﬁnw can be used to evaluate alternatives in the design process. mﬁ:ﬁ.io:
is one of the most important types of policy research done by the applied
anthropologist. B

g dgmmm is currently more interest in the use of ethnography in evaluation.
. ﬂm_nm ﬁ_.:m approach, the task becomes one of finding out what is going on
0 a specific situation rather than technical determination of effeces. The
. chapter on evaluation includes case studies of evaluations which involved
~anthropologists. Anthropologists working in evaluation often use case

study Enﬂrcm&cm_mm. In some cases they serve as ethnographers studying
Jarpe-scale nraiecre ac mart nf el diesinli . e
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Social Impact Assessment

In social impact assessment, research is done which is geared toward
predicting the social effects of various kinds of projects. Usually the process
involves the examination of unplanned effects of major construction pro-
jects on families and communities before the project is built. In this limited
sense, social impact assessment is a kind of effect study. Social impact as-
sessment is especially important in the design process. Usually the process
nvolves the consideration of the effects of various design alternatives. So-
cial impact assessment often involves the use of secondary data. This is an
important kind of policy research for cultural anthropologists. An entire
chapter is given to social impact assessment in this text. It is worth noting
here that often the research methodologies used in sacial impact assessment
are mandated by the contracting agency. In the United States, various kinds
of impact assessmesnt research is done in compliance with a number of
different federal laws, including those which are concerned with protecting
the environment.

Chapter 11 contains an expanded discussion of social impact assessment
with a case study of a specific assessment project. You will find that social
impact assessment, in part, resembles the traditional anthropological/soci-
ological community study, except that it places emphasis on the use of
secondary data. The use of secondary data is encouraged because of the
need for speed and standardization between different project assessments.
While social impact assessment can be done in many different settings, it
is specifically geared to use in conjunction with the planning of projects in
the domestic United States. It is used in a wide variety of settings involving
the projection of the effects of everything from dam construction to fisheries
management policies. This kind of research is done to evaluate design al-
ternatives prior to implementation,

Needs Assessment

In needs assessment, research is done which determines deficiencies that
can be treated through policies, projects, and programs. It is done as part
of the planning process and is sometimes thought of as a kind of evaluation.
Sometimes, needs assessment takes the form of large-scale survey research
projects which serve to identify and rank preferences for certain develop-
menes. Such surveys usually require two waves of standardized data col-
lection, one to identify and one to rank. Needs assessments can also be
based on existing census data used as social indicators. Many factors that
are targeted by policy can be measured this way, such as education and
income levels, number of violent deaths, and disease rares. Working in
smalfer scale contexts, the needs assessment process may involve the use of
community meetings of various kinds. Obviously, needs assessment occurs

Antlropology as Palicy Research 167

early in the policy process and can set the scene for a variety of different

kinds of policy research procedures. The operation of many intervention

Strategies may involve needs assessmenrs of various lkinds. The identified

nﬁmmmm often were used in program monitoring and evaluation at subsequent
stages.

- Social Soundness Analysis

- Social soundness analysis is used to determine the cultural feasibility of
development projects. This generalized approach to project assessment
came to be used by researchers working for the U.S, Agency moa,?ﬁn._.nm-
ttonal Development starting in the mid-1970s. The approach, in large pare
was developed by the anthropologist Glynn Cochrane Ewmmv. muomnrwm:m
had done assessment work for various development agencies, including the
zdolm. Bank and the British Ministey of Qverseas Dmémouﬁmzr ¢
>3. important element in social soundness analysis is the identification of
.nrm different beneficiary groups associated with the effects of a specific pro-
ject or o.ﬁrmn activity. This is important because of the policy framework
of American international development efforrs which, since the amend-
ments made to the Foreign Assistance Act in 1973, had a mandate ro direct
their m.Qmmaoz to the needs of the “poorest of the poor.” This required a
commitment to what Cochrane called social mapping. Social mapping mnm
vmm_mm.:v\ a process of ethnography which requires the collection of data on
E.:.En_@, social organization, belief systems, wealth forms, patterns of mo-
bility, and access to basic human needs. The approach is mc.:.msm_% used in
the Cm Agency for International Development project planning process in
conjunction with other research approaches, ,

Technology Development Research

In an .m.muo_.ﬂ to help assure the appropriateness of technology developed
for use in less developed countries, a number of agencies have wmnonEm
committed to the use of social science ro inform the technology develop-
ment process. This is well developed in farming systems research and mm-
tension (DeWalt 1989, Hildebrand 1976; McCorkle 1989), ﬂmﬂd_._w
systems research is geared roward linking farmers with those who do mrm
development of agronomic technology. Part of this linkage is the provision
of noﬂm_..mrm:m:ﬁ accounts of the farming system. The concept of farmin
system is focused on the analysis of the production and consumption m%
cisions of farm households, In this research, attention is paid to ﬂ.rm iden-
tification of development constraints and opporrunities. One way that
technology development research can operate in the agronomic context js
through wrm on-farm research. This involves the actual _.Bm_mﬁm:mm:.olm of
agronomic research on the farms rather than in the experiment stations. In
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knowledge. The advice is intended to be general enough to cut across the
various research rypes.

In dealing with the question of utilization it is important to be neither
naive nor cynical. It is necessary to recognize that our research, however
sound, may not affect the situation, Alsa, in many situations decision mak-

ers may be poised to act on the basis of the knowledge provided them
through policy research.

FRAMEWORK FOR PUTTING KNOWLEDGE TO USE!

Gerting our research used may be the most important issue facing applied
and practicing anthropologists. Sometimes research just happens, but usu-
ally applied researchers have to work hard at it. The framework presented
here, developed by Barbara Rylko-Bauer and me, has ideas that are useful
for increasing the impact of anthropological research. You could think of
it as a theory of research effectiveness,

Before discussing the framework, some basics need to be established.
First, because we can control our own actions, we need to think primarily
about what we do rather than what others do. T say this because often
researchers blame the agency for not making use of the research. While
this may be true to some extent, it is more preductive to focus on what we
can do to improve the potential for getting research used. Second, we need
to treat knowledge use as something that needs ro be planned into the
design of projects. Research designs guide research projects. Applied re-
search should include a knowledge utilization design or plan, The frame-

- work suggests elements that can be included in such a plan, Third, we need

to think realistically abour our goals and look ar utilization broadly. Re-
searchers in this area point our that a narrow conception of utilization

overfooks the complexity of policymaking and fails ro recognize thar re-
- ducing uncertainty, clarifying issues, and providing new understanding of

how programs work are also real effects (Beyer and Trice 1982; Caplan
1977; Patton 1986; Weiss 1977, 1981). More significantly, research “can
gradually cause major shifts in awareness and reorientation of basic per-

spectives” without seeming to be directly and immediately applied (Weiss
1981:23).

Knowledge Utilization Factors

The framework includes factors to be considered in developing a utili-

zation design. The context of a research situation will determine which
~knowledge utilization factors have more relevance,

- This section was wrirten by Barbara Rylko-Bauer and John v:

an Willigen. It is derived from
A Framework for Conducring Utilization-Focused Palicy Research in Anthropology,” a chap-

..:._::n_mmcn:: .w.ﬁmﬁ_s,:.m%m _.ln:m:hmnc\ﬁﬁo:é.... Communication, Collaboration and Adro-
cedev. commiled by Thavid A4 Taee .
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Collaboration Factors

The most significant factor in getting research findings used is collabo-
ration berween researcher and clients (Alkin 1985; Glaser, Abelson, and
Garrison 1983; Leviton and Hughes 1981; Parton 1986; Rothman 1980).
Collaboration means involving decision makers and ocher potential stake-
holders (e.g., community members) in the research process. Carefully work-
ing with people to identify their information needs and ways they can use
the research will increase their commitment to the application of the re-
search. It is important to foster an identifiable individual who personally
cares about the project and the information it generates. Patton refers (o
this as the “personal factor™ {1986).

Because of the value of the idea of stakeholder, it is useful to review the
idea here, The concept was developed by evaluator Michael Quinn Patton
(Practical Evaluation 1982:55). The stakeholders associated with a project
consist of the individuals, groups, or organizations that perceive that their
interests will be affected in some way by the project. The category includes
project beneficiaries, the funding agency, and all the others who are im-
pacted by it. It is uscful ro do a stakeholder analysis prior to project im-
plementation as part of the planning process.

We will see fater that federal law in the context of social impact assess-
ment and cultural resousce management requires a consultation with what
are, in effecr, stakeholders.

User participation also presents some potential ethical dilemmas. Fre-
quently norted is coopration of the researcher, which may occur if decision
makers shape the research to provide results that support preferred or al-
ready existing policies and acrions, and that do not challenge their role
within the organization (Ballard and James 1983; Beyer and Trice 1982
Dawson and D’Amico 1985). Selecting stakeholders involves a judgment
about whose questions will guide the research (Mark and Shotland 1985)
creating potential for a different sort of cooptation, the preempting of crit-
icism of the project by the inclusion of stakeholders who might have been
fikely ro do so. Finally, if the researcher does not provide stakeholders with
the necessary information for effective and knowledgeable collaboration,
then user participation can become a form of “pseudoempowerment”
(Mark and Shotland 1985:143-144).

Models of collaborative research are well developed in anthropology
(c.g., Stull and Schensul 1987) and evolved from a value orientation that
recognizes the validity of self-determination as a major force in sociocul-
tural change. Recently the idea of user participation has been explicitly
suggested as a strategy for increasing the use of anthropological knowledge
(Davidson 1987; Schensul 1987; Stern 1985; Whiteford 1987).
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Communication Factors
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Community and Political Factors

Always be aware of the potential impact of research findings, and en-

deavor to understand the relationship that exists between the client apency
and those individuals, groups, or communities that may be affected. Often,
the client may be in a position of relative power vis-d-vis the community,
and the agency’s values and bureaucratic needs may conflict with those of
community members (van Willigen 1986), Recommendations perceived as
threatening by those outside the agency may enable a community to mo-
bilize public support to defeat such action. Conversely, the agency may
decide not to act on recommendations perceived as going against its best
interest, even if they are beneficial to the community that it serves. Research
based in an established community institution with political clout has
greater likelihood of having an impact and bringing about desired social
change (J. Schensul 1987).

Research Process Factors

Research needs to be designed, from the onset, with utilization in mind
(Patton 1986). There are three features of research that increase the poten-
tial for use.

Diversity of research methods, in particular the creative combinarion of
quantitative and gualitative methods and analysis, can provide an insight-
ful, valid, and convincing representation of social reality, while meeting
time constraints, as well as criteria of reliability and generalizabilicy that
policy makers often expect (Beyer and Trice 1982; Ferterman 1989; J.
Schensul 1987; Trotter 1987).

Use is directly related to the credibility of the research process {Caplan
1977; O’Reilly and Dalmar 1987; Weiss and Bucavalas 1980; Whiteford
1987). This includes perceived accuracy, fairness, understandability and
validity of research design, and methods (Patton 1986). Research quality
issues become more important in situations of political debate, where the
policy maker cannot afford to have the research discounted due to uncer-
tain methodology {Weiss and Bucuvalas 1980).

The potenrial for use also increases if the research focuses on variables
that can be acted upon, that are accessible to control {(Gouldner 1957}, We
call this applicability. Several studies suggest that decision makers are more
likely ro use findings if recommendations are feasible and the results con-
form to users’ expectations or existing knowledge (Caplan 1977; Leviton
and Hughes 1981; Weiss and Bucuvalas 1980).

Time Factors

Policy research often has a short time frame, and recognition of this has
fed to many develepments by anthropologists doing policy research (van

Tis “rapid assessment procedures,”
“and improving primary health services (Scrimshaw and Hureado 1987),
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Wiiligen and DeWalt 1985). Perhaps most notable is the development of

- problem-focused, short-term research technigues such as focus groups and
rapid appraisal (van Willigen and Finan 1991). One example is the infor-

inal or reconnaissance surveys done in farming systems research. In these

cefforts there is a heavy reliance on key informant interviewing, judgmental

sampling, use of secondary data, and on-site observation. Another example
" such as those developed for evaluating

ADVOCACY FOR RESEARCH FINDINGS

Promoting one’s research findings and recommendations also can im-
prove the prospects for use (Barber 1987; Jones 1976; Rothman 1980;
Siegel and Tuckel 1985). Advocacy works best from inside the syseem. One
way of personally ensuring that research is used is to become one of the
decision makers. It is such harder to influence the policy process from the
outside, and increasingly anthropologists encourage direct involvement in
program management and policy making (Cernea 1991b). In whatever role,
you have to be committed to change.

Clearly there are many variables that influence whether or not research
is used. It is impertant to once again emphasize that the policy researcher
include in his or her research a knowledge utilization design that reflects
actions that will increase the probability that research be used (Rylko-Bauer
and van Willigen 1993).

SUMMARY

Anthropologists provide a wide variety of research services in response
to various needs associated with the process of policy formation, imple-
mentation, and evaluation. More detailed charting of the policy process
would no doubt produce more different types of applied or policy research.
While anthropologists bring certain methadological and conceprual ten-
dencies to these research efforts, the content of these approaches is defined
in reference to the policy process itsell as well as other discipiines. The
major types of applied research done in reference ta the policy process are
evaluation, social impact assessment, needs assessment, social soundness
analysis, technology development research, and culrural resources assess-
ment. Certainly other specific types will emerge in the future. The differ-
ences between these research methods are not so much based on technique
and design but purpose and intent. Further, in some sertings the research
technique used is really geared toward being appropriate to specific admin-
istrative requirements. It is clear that preparation for involvement in policy
research calls for broad preparation in social science as well as preparation
in the eraditions of ethnographic research.
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FURTHER READING

van Wiiligen, John, Barbara Rylko-Bauer, mun.bz.: McElroy, eds. ?F\ﬁ.mm O“_H.
Researcl Useful: Case Studies in the Utilization owb:l:‘cﬁﬁo@.nﬁm .CE:.
edge. Boulder, Colo.: Westview wnmmm., 1989. Presents a variety o_ case ex-
amples of anthropologists having an impact through their research.

Chapter 12

Social Impact Assessment

Social impact assessment (5IA) is a kind of policy research frequently done
by cultural anthropologists, While the term is applied to a variety of policy
research activities, it usually entails the collection of sociocultural dara
about a community for use by planners of development projects. The data
are usually intended to help project planners understand project impacts
and to help them decide whether a particular project should be built or
how it should be modified so as to mitigate negative impacts, Considered
in its most narrow context, SIA is done as part of the environmental impact
assessment process carried our under the mandate of the National Envi-
ronmental Policy Act and other federal starures in the United Stares.

SOCIAL IMPACT DEFINED

A useful general definition of social impact is provided by a committee

organized by the U.5. National Marine Fisheries Service. The committee
defined social impact as

the consequences ro human populations of any public or privare acrions thar alrer
the ways in which people live, work, play, relate to one another, arganize to meet
their needs and generally cope as members of society. The term also includes cul-
tural impacts involving changes to the norms, values, and beliefs that guide and

rationalize their cognition of themselves and their sociery, (

Interorganizational
Committee 1994:1)

This definition covers a range which includes the highly structured research
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SIA can be done in reference to a variety of potenrial actions and in
many different settings. Actions consist of both physical project construc-
tion and policy implementations. Examples of projects that may require an
SIA may involve mining; oil and gas drilling; hazardous waste disposai;
construction of power plants, reservoirs, airports, highways, pipelines, sew-
ers, warerways; and building construction (Burdge 1994:107). An mmmz%_m
of a policy action for which an SIA is appropriate suo.c_& be a change ina
policy for the management of ocean fish stocks. This could r.m<m major
consequences on communities whose economy is Ummmﬂ on .mm_:mm. Other
policies are changes in land use designations and designations of sacred
sites. .

STAs can serve many different purposes. The most appropriate to our
interests here is the use of SIA in conjunction with the planning of major
governmental projects. In this setting the social :ﬁumnﬁ. assessor is called
upon to provide projections about future effects which _:*o:d .m: the par-
ties involved in the project, including planners, designers, _uw_mznm_ _nmg.mmm.
and the public. Often this involves assessing a number of m_?m.:w:n project
options. For example, an interstate highway could be 2:.5& in a variety
of ways, have interchanges in various locations, and vary in oﬁr.ﬁ. mmm:::‘m.m
of design. Usually one design alrernative considered is “no .ﬁ_.o_nn_“..e This
rype of SIA project will often require a number of annmﬂﬂ_:msosm.om impact
as the project becomes redefined. Tn addition ro the dara nommnﬂ.o: mm@.ﬁ
the social impact assessor may also be involved in the process of informing
the public about the project and the findings of the research.

Work by anthropologists in social impact assessment can take 092
forms. Some have worked in research and development leading to new SIA
methods. These may be expressed in the form of agency regulations and
guidelines as well as in general field research manuals.

NATIONAL ENVIRONMENTAL POLICY ACT (NEPA)

NEPA was signed into law by President Richard Nixon in .Gmw.. ﬁﬂm
faw required that projects that involved federal land, money, or jurisdic-
tions had to be evaluated in terms of their impact on the environment and
reported in an environmental impact statement (EIS). In addition to impact
analysis, the law also mandated mitigation of impacts and mm_ummncm:m mon-
itoring (Burdge 1995). In addition, NEPA also serves as an important foun-
dation for cultural resource assessment (King 1998).

The most practical component of NEPA for anthropologists m:.a.owrmﬁ
social scientists is paragraph (c) of section 102. This paragraph enjoins all
agencies of the federal government to

include in every recommendation or report on proposals for legislation and other
maior federal actions sienificantlv affecting the quality of the human environment,
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a detailed statement by the responsible official on {I) the environmental impact of
the proposed action, {II) any adverse environmental efects which cannot be avoided
- should the propesal be implemented, (H1) alternatives to che proposed action, (TV)
the relationship between local short-term uses of man’s environment and mainte-
nance and enhancement of long-term productivity, and (V) any reversible and ir-
retrievable commitments of resources which would be involved in the proposed
- action should it be implemented. (1.5. Congress 1971:853)

This portion of NEPA has led to the emergence of environmental impact
assessment practice and a new form in the literature of science, the envi-
ronmental impact statement {Burchell and Listokin 1975:1). Social Impact
assessment is often an aspect of environmental impacr assessment.

As is typical with federal law of this significance, NEPA stimulated a
tremendous quantity of interpretative literature around ir. This included
general federal administrative guidelines, case law, specific agency guide-
lines, various commentaries from the academic communiry, as well as the
EISs themselves. In addition, the law served as a progenitor for substantial
parailel legislation at the state and county level. Following the development
of this practice in the United States, environmental impact assessment has
become important in domestic policy of ather countrics (Carley and Bustelo
1984:2) and in international development work (Derman and Whiteford
1985). The U.S. Agency for International Development developed social
soundness analysis which is a kind of SIA (Burdge 1994). Conceprually
related activities are done ar the World Bank and the World Health Or-
ganization.

Although it is clear that section 102 (c) of NEPA requires the EIS on
“major federal actions significantly affecting the quality of the human en-
vironment” (U.S. Congress 1971:853), it is not always possible to deter-
mine where an EIS is required.

In addition, ir is not apparent from NEPA what constitutes an appro-
priate method for determining impact, nor is the relative importance of
social impact as opposed to environmental impact indicated. Further, there
is a great deal of variation in methodologies used in social tmpact analysis.
The extent to which the social dimension is considered is often limited,
although social impact assessment would scem to be part of the require-
ment of an adequate environmental impact assessment. The inclusion of
SIA in EIA emerged through the years as a product of political process,
case law, and changing regulation. SIA was not clearly present when the
NEPA was implemented in 1970,

THE ENVIRONMENTAL IMPACT STATEMENT

According ro federal regulation, agencies of the federal government are
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was to view the act as supplementary to its own authorization. A wide
range of “actions” are included under the provisions of the act. These in-
clude all “new or continuing projects and program activities: directly un-
dertaken by federal agencies; or supported in whole or in part through
federal contracts, grants, subsidies, loans, or other forms of funding assis-
tance . .. or involving a federal lease, permit, license certificate or other
entitiement for use” (Council on Environmental Quality 1973:20551}.

In order to be reviewed, projects of the types indicated above must be
“major” and be capable of “significantly affecting the quality of the human
environment.” The responsibility for making the determination is in the
hands of the specific agency that must consider the “gverall, cumulative
impact.” A number of related small-scale projects may be subjected to this
analysis if the projects taken as a whole have significant impact. The sig-
nificance of a project may relate as much ro the locarion as project design.
That is, “the significance of a proposed action may also vary with the
setting, with the result thar an action that would have lictle impact in an
urban area may be significant in a rural setting or vice versa” {Council on
Environmental Quality 1973:20551). The agencies were instructed to de-
termine guidelines which would in some way define “significance.”

NEPA and its related regulations require that individual agencies develop
their own guidelines in carrying out their charge. This means that EIS’s
done for individual federal agencies should follow specific defined sets of
practice, many of which are derived from the more general NEPA expec-
rations. In addition, certain agencies, such as the Army Corps of Engineers,
are subject to the requirements of their own “NEPAs.” In the case of the
corps, there is section 122 of the River and Harbor and Flood Control Act
of 1970 (Public Law 91-611}, which provided for economic, environmen
tal, and social assessments. This law requires that “the Chief of Engineer

.. shall . .. promulgate guidelines designed to insure that possible adverse
economic, social and environmental effects relating to any proposed projec

have been fully considered in developing such projects” (U.S. Congres
1972:1823). Section 122 of the law goes on to specify a number of advers
effects which must be assessed. These include (1) air, noise, and water pol
lution; {2) destruction or distuption of man-made and natural resources

esthetic values, community cohesion, and the availability of public facilities

and services; (3) adverse employment effects, and tax and property valu

meo_u_d\mmnm_ data, it is quite apparent th
~.-the EIA process has developed in a significant way

Guidelines and Principles for
tional Committer 1994)

: ‘ and Rabel J. Burdge’
.,moﬁ_..ﬁq Impact Assessment (1994). HM is <E..Wm rmoreane
Impact assessment methodology
 review of any project will vary
- criteria for evaluating S1As,

mﬂ%om..mm:nm of a specific social imp
¢ S .
¢ project itself has a lot to do with the design of the SIA. The type, scal

) . pe, scale,
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It must b i

ooy s mMEmmm clear that environmental Impact assessment {EIA) and

mE;.S::M..:H _H;mmmm:.umzﬁ are not the same thing. The original Council g

el SM Quality (CEQ} guidelines that respond to NEPA do :.ON

g 5 i >

e o_._.m_:ﬂ,_:o: :.mwm the onr: component of the total impac of a project
F » although at times vague, i istic .

_ g 2 is more holi ial i

he o r . stic. Soc :

are part of n.rm total “package” of effects to be reviewed o npacts

M<m ::m:w think of social impact assessment as :

o a portion ire EL/ : ,

mm_.mmﬂmmm m:omm.m:w mﬁm:.m EIA process. Even z cursory reading of the CEQ

m_m:%:d.:w:. n.w.mn.m the importance of the social component in total im m
on. 1nis orlentation is made even more explicit in EQMZ o%n_m.

In this context
a term which is applicable

developed agenc ideli
y guidelines. For ex: 2, the Engi
bt T Buide brocien xample, the Army Corps of Engineers

guidance documents for preparin
_m_um_.m@ social impact assessments,
SIA is an official concept.

hat have led to the publication of various
| i .
%_wn_ contracting for what are explicitly
us in the context of certain agencies
3
Although igi
gh the EIA procedure originally seemed to be oriented toward
3} C ar
at the role of the social scientist in

METHODS AND TECHNIQUES

The discussi
ussion of method and technique will be primarily based on

Social Impact Assessment (Interorganiza-
‘ I Approach to
i~ Important to note that social
3y 15 highly variable. The social component
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act assessment. Of course, the nature of
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losses; {4) injurious displacement of peopie, business, and farms; and (3
disruption of desirable community and regional growth. The River and
Harbor and Flood Control Act is especially noteworthy because of ifs ex
plicit treatment of social variables. Other legislation includes the Housing
and Community Development Act of 1974; the Magnuson Fishery Con-
servation and Management Act of 1976; Nuclear Waste Policy Act of 1982
and the Superfund Amendments and Reauthorization Act of 1986, amon
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that focuses on culture change is retrospective in narure. Yet we must predict
the future in SIA. Even standard trend analysis is difficult to apply because
the “trearment™ that we are trying to assess hasn’t vet happened. The most
basic studies of culrure change attempt to identify baseline data with which
to compare postchange data so as to determine the extent of change.

The primary task of the preliminary phases of SIA is the jdentification
of the relevant populations and the assimilation of as much information as
is possible concerning the group. Details as to the scope of the area of
impact can often be determined from an analysis of the technical specifi-
cation of the project.

Following an initial assessment of the project and project area, the re-
searcher must develop some notion of who he or she will he attempting to
draw into the research activities. In certain kinds of projects, it is necessary
to supplement the rescarch team with special expertise. Special experts may
include other social scientists, community members, and “lead” dgency per-
sonnel who might have special knowledge of the design of the project. Some
agencies require multidisciplinary teams. As understanding of the project
develops, it is necessary to comprehend how the particular project is jus-
tified in legislation. For the social scientist the important factors are the
specific laws and regulations that govern social impact assessment. This
knowledge will strongly affect the methodology selected,

It is beyond the scope of this work to delineate the complexities of the
methodology selection process, bur it is necessary to assert that there is not
a “right” methodotogy for this type of analysis. As indicated above, the
process is influenced by many factors.

The selecred research design may be continually refined. This recognizes
the impact of the research on the researcher who will redefine approaches
as an understanding emerges. This indeterminate discovery process is im-
portant because it will increase the chances of understanding the diversity
of the project and its porentially changing nature.

Projects can be thought of as having stages. Different stages will have

they can benefit from 3 mMajor construction project. The value of busine
q:ﬁm_.ﬁmmnm.nr.mﬁ would appear to henefir from the project may m:nmm mm:_nmw
.A&Onmzm: 1s involved, people may defer maintenance op :E,_.W I ‘m W
litical alignments of those in favor or against a project may onnwamm. >

Oommmacnﬁm_onhaimﬁnmMmm.on

. This stage starts once the decision is made to proceed w
~The process may start with land-clearing and the building of access ro ds
- Often, Projects result in in-migration of construction labor m:n_o_m:_ “mzm.
n.OEB::EQ is forced to deal with the fieeds of a new ﬁo_u:_.mm_.om of Lot
m_.n?qm who may have different values and different seakes i1t the .
nity. It can be quite a problem resulting in “newcomer” and “| e tot
resident”™ conflicr and resentment, Oo:mz‘r:n:.o: may _.BE.En nm_ommﬂwwnwwu

location i . S
Awr,z._o.: 18 a4 stress producer for individyals, Ar the community level it can
result in loss of needed leadership and skills.

ith the project,

Operation/Maintenance
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different impacts. It is important to distinguish stages in doing SIA and
discuss impacts differentially in terms of the different stages. The project
stages or steps used in Guidelines are (1) Planning/Policy Development, (2)
Construction/Implementation, (3) Operation/Maintenance, and (4} Aban-
donment/Decommissioning.

Planming/Policy Development

This stage refers to the activities that occur between project conception
and implementation. The period of talk and planning is nowhere near be-
nign. As soon as a project is proposed, change occurs. Take for example a
proposal to build a reservoir. People almost immediately incorporate the
project in their marker decisions. Land speculators may buy land so that

steps are:

-t The foundation for this
“Principles for Social Tntpact Assessien (1994)

" Environmentaj Quality guidelines.

“problem,

3 . L
When doing an SIA, it is important to be aware of the differentia| impacts

associ i i
: nr,:.mm with :.:w stages and focus on those particular stages where the
mpact is most critical,

: STEPS IN THE SOCIAL IMPACT ASSESSMENT PROCESS!

SIA involves 10 logically sequenced, sometimes overlapping steps. These

discussion is of anizari i
the Inrerarganizational Committee™s Guidplines and

. See rﬂﬁ..\}ﬁﬁe.mm:.mcq\n bs/pticall-in/sia-

ride.htm, The ; : ideli
i ¢ steps used here are from these puidelines. These were derived fram Council on




