Appendix A – Social Marketing literature review's ADO-TCM framework
	Theory (T)
	Contexts (C)
	Characteristics (C)
	Methods (M)

	
	
	Antecedents (A)
	Decisions (D)
	Outcomes (O) 
	

	· Self-perception Theory
· Social Cognitive Theory 
· Theory of Reasoned Action
· Theory of Just Health Care
· Integrative Social Contracts Theory
· Theory of Planned Behaviour
· Social Comparison Theory
· Exchange Theory
· Protection-motivation Theory
· Social Movement Theory
· Social Norms Theory
· Value Theory
· Social Capital Theory
· Social Identity Theory
· Social Practice Theory
· Help-seeking Theory
· Signalling Theory
· Value-in-behaviour Theory
· Reader Response Theory
· Stakeholder Theory
· Health Belief Model
· Ecological Systems Theory
· Theory of Interpersonal Behaviour
· Systems Theory
· Cognitive Evaluation Theory
· Self-determination Theory
· Segmentation theory
· Social representations theory 
· Self-construal theory
· Institutional Theory
· Theory of Consumption Values
· Diffusion of Innovations Theory
· Expectation Confirmation Theory
· Realistic Group Conflict Theory
· Integrated Threat Theory
· Practice Theory
· Media Richness Theory
· Social Presence Theory
· Theory of Change
· General Theory of Marketing Ethics
· Paradox Theory
	Countries: 
· Canada
· Australia
· United Kingdom 
· France
· Kenya
· Belgium
· United States of America
· India
· Nigeria
· New Zealand
· Vietnam 
· Ireland
· Austria 
· Ghana
· Pakistan
· Iran
· Malasya 
· Zimbabwe
· Germany
· Switzerland
· Tanzania
· Mexico
· United Arab Emirates
· Italy
· Indonesia
· Portugal
· Finland
· Sweden 
· Philippines
· Brazil 

Application/contexts: 
· Pro-environmental consumption/behaviour
· Social marketing sponsorship 
· Obesity
· Behavioural deterrence (smoking, drinking, marijuana consumption, gambling) 
· HIV prevention 
· Responsible driving
· Water consumption
· Competition in social marketing 
· Wellness in the workplace
· Social corporate responsibility
· Social enterprise
· Children's walking behaviour
· Adolescent engagement and integration in society
· Energy efficiency
· COVID-19
· Littering behaviour
· Health-related campaigns
· Open defecation-free behaviour
· Social marketing services
· Collaborative approaches to social marketing (Community-based, partnership)
· Advertising effectiveness
· Gamification 
· Stigma
· Problematic online gaming behaviour
· Condom usage 
· Social marketing/marketeers' performance evaluation
· Breastfeeding
· Breast cancer
· Biodiversity
· Social marketing branding
· Political deterrence campaign
· Recycling
· Charitable giving (monetary or volunteering)
· Food waste
· Type 1 diabetes social programmes
· Green purchasing behaviour
· Social marketing practice
· Peacebuilding initiatives
· Policy development
· Criminal organisations
· Health service recruitment
· Organ donation or donation
· Domestic violence
· Financial behaviour
· Social marketing community
· Social marketing interventions 
· Stakeholders' interrelation
· Religiosity
· Social entrepreneurship
· Recreational dancing
· Flooding events
· Dementia
· Education and Sustainable Development Goals
· Motherhood practices
· Segmentation in social marketing
· Food consumption
· Climate change
· Non-profit marketing
· Human trafficking
· Hand hygiene in small animal hospitals
· Islamophobia in hiring practices
· Willingness to hire people with disability
· Vaccination
	Pro-environmental consumption and behaviour: 
· Social comparison
· Materialism
· Education policy
· Valuableness
· Scepticism
· Blame
· Juxtaposition
· Ubiquity
· Embeddedness

Social marketing sponsorship:
· Origination

Obesity:
· Competing collective identity
· Family unit

Behavioural deterrence:
· Precipitation
· Psychological factors
· Experiential value 
· Confidence enhancement
· Sexual enhancement expectancies
· Emic and etic perspectives
· Friendship groups
· Affiliative humour style
· Social behaviour
· Relational context
· Cognitive factors 
· Behavioural factors
· Macrolevel regulatory systems
· Sports betting usage
· Affective experiences
· Consumption practices

HIV prevention:
· Anti-retroviral
therapy
· Availability
· Accessibility
· Affordability
· Stigma
· Political instability
· Behaviour change
· Acceptability
· Faithfulness
· Brand value

Responsible driving: 
· Social distance
· Visual rhetoric style

Water consumption:
· Religiosity
· Habits

Competition in social marketing:
· Competition
· Wellness in the workplace

Social entrepreneurship:
· Socio-economic conditions

Social enterprise:
· Legitimacy 
· Tensions

Energy efficiency:
· Functional value
· Performance 
· Attention
· Working memory

COVID-19:
· Consumer appreciation

Health-related campaigns: 
· Food socialisation
· Physical activity segmentation

Collaborative approaches to social marketing:
· Mutual benefit
· Communication

Advertising effectiveness:
· Threat
· Control

Gamification: 
· Cognitive empathy

Problematic online gaming behaviour:
· Help-seeking
· Problem recognition

Social marketing services:
· Resource application
· Misuse of firm resources

Social marketing/marketeers' performance evaluation:
· Relationships
· Networking

Breast cancer
· Cultural and institutional challenges 
· Cultural and institutional opportunities

Biodiversity:
· Human behaviour

Social marketing branding:
· Brand responses

Political deterrence campaign:
· Service systems
· Oppositional discourses

Charitable giving:
· VR involvement

Food waste:
· Usefulness
· Explanation
· Exhibition

Policy development:
· Initial efficiency

Criminal organisations:
· Deontological evaluation
· Teleological evaluation
· Ethical judgement

Organ donation or donation: 
· Altruism
· Charity shocking 

Social marketing community:
· Mistakes
· Failures 

Recreational dancing:
· Subjective well-being

Flooding events:
· Autonomy
· Competence
· Relatedness

Food consumption:
· Practice

Non-profit marketing:
· Cause/brand penetration
· Volunteering
· Sponsorship
· Pro-bono work
· Event participation

Human trafficking:
· Processes
· Actors

Islamophobia hiring practices:
· Equity
· Prosperity

Identified in more than one application/context:  
· Attitude
· Awareness
· Subjective norms
· Efficacy
· Concern
· Beliefs
· Brand identity 
· Emotional drivers
· Self-construal
· Personal norms
· Risk and action drivers
· Satisfaction
· Facilitating conditions/factors
· Fear/visual/textual appeals
· Social value 
· Economic value 
· Ecological value
· Responsibility
· Knowledge
· Perception
· Motivation
· Culture
· Donation
· Advertising 
· Social support 
	Social marketing sponsorship:
· Development
· Implementation

Obesity:
· Physical activity
· Efficacy

Behavioural deterrence: 
· Smoking categorisations
· Usage location
· Persuasive appeal
· Awareness
· Image
· Loyalty

HIV prevention:
· HIV status


Competition in social marketing:
· Goal levels of influence

Wellness in the workplace:
· Workplace wellness programming

Social entrepreneurship: 
· Product
· Positioning
· Promotion

Social enterprise:
· Business needs
· Balancing stakeholder interests

Social marketing service: 
· Brand personality

Charitable giving:
· Empathy
· Guilt
· Responsibility
· Social exclusion

Food waste:
· Satisfaction with the overall programme

Type 1 diabetes social programmes:
· Identification

Organ donation or donation: 
· Compassion

Religiosity:
· Moral obligation
· Idealism

Identified in more than one application/context:  
· Intention
· Attitude
· Advertising effectiveness
· Goal framing
· Perception
· Motivation 




	Pro-environmental consumption and behaviour: 
· Sustainable marketing systems
· Ecopreneurship
· Consumer response to energy efficiency videos

Social marketing sponsorship:
· Stakeholders' involvement

Obesity: 
· Ethical judgement
· Ethical acceptance
· Social change efforts
· Healthier lifestyle

Behavioural deterrence:
· Group-level social capital exchanges
· Anxiety
· Theory usage/exchange
· Implementation and promotion of responsible alcohol management in sports clubs
· Normalisation of gambling in childhood


HIV prevention:
· Support 

Responsible driving:
· Efficacy of messages

Wellness in the workplace:
· Employee engagement

Social enterprise:
· Marketing practices

Health-related campaigns:
· Relationship with food 
· Food well-being

Littering campaigns:
· Participation and co-responsibility in cleaning their environment.

Collaborative approaches to social marketing:
· Effects on social norms
· Trust and relationship commitment


Advertising effectiveness:
· Individuals' responses to fear appeals

Gamification:
· Knowledge
· Empathy

Social marketing services:
· Termination of service
· Strategic behavioural actions

Biodiversity:
· Conservation

Social marketing branding:
· Branding process

Political deterrence campaign:
· Social change

Charitable giving:
· Donation of time and money

Food waste:
· Programme implementation
· Food waste

Social marketing practice: 
· Success measurement

Policy development:
· Community coalition performance

Criminal organisations:
· Personal involvement
· Social interest

Health service recruitment:
· Consumer coping strategies for a preventative health service

Social marketing/marketeers' performance evaluation:
· Mistakes made by social marketers

Domestic violence:
· Levels of self-construal (independent vs. interdependent)

Financial behaviour:
· Financial consumption

Social marketing interventions:
· Fail causes of social marketing programs

Stakeholders' interrelation:
· Factors facilitating or impeding farming practice change

Social entrepreneurship:
· Entrepreneurship

Recreational dancing:
· Productivity performance

Motherhood practices:
· Adoption of safe motherhood practices

Food consumption:
· Breakfast eating

Non-profit marketing:
· Competition among non-profit organisations

Human trafficking:
· Awareness of human trafficking

Hand hygiene in small animal hospitals:
· Barriers and benefits that influence hand hygiene

Vaccination:
· Attitude 

Identified in more than one application/context:  
· Awareness
· Behaviour
· Intention
· Effectiveness
· Satisfaction
· Physical activity
· Habits change 

	Method(s): 
· Experiment
· Interview
· Document analysis 
· Survey
· Content analysis
· Grounded theory
· Observation
· Focus group
· Interactive Management, a system-based methodology
· Critical incident technique
· Documentary analysis
· Case study
· Netnography
· Questionnaire
· Observation
· Hermeneutic phenomenology
· Formative research

Unit of analysis: 
· Consumers
· Stakeholders
· Young adults/adults
· Advertising campaigns
· Ex-/smokers
· Children
· Families
· Millennials
· Adolescents 
· Householder 
· Service organisations
· Social entrepreneurs
· Decision/Policymakers 
· Citizens 
· Obesity-fighting activists
· Alcohol drinkers
· Obese individuals
· Retailers
· Ecopreneurs
· Carers and parents
· Individuals with a diverse range of socio-economic backgrounds and gambling experiences
· Social marketing service consumer
· Participants who had experience using social marketing services
· Administrators from community sports clubs
· Australian Defence Force (ADF) trainees
· Residential population
· Land managers
· Community programs that utilised CBSM principles
· Ex-/Non-/Previous experience/Gamblers
· Individuals with Type 1 diabetes
· Participants involved in the energy efficiency social marketing programme
· Individuals who have never experienced gamification
· Service providers, refugees and asylum seekers
· Licenced drivers
· African American participants in a food detoxification program
· Subject matter experts 
· Peacebuilding initiatives
· Community members
· Saudi Arabian Twitter users
· Community coalitions
· Social marketing community members
· Social marketers with a minimum of 5 years' experience
· Social advertisements promoting attitudes and behaviours regarding social causes
· Muslin
· Sports events organisations and content disposable
· Disability employment service providers
· Vaccinated individuals
· Potential candidates
· Veterinary assistants
· Students
· Interns
· Senior clinicians
· Master's degree programme 
· Pregnant women
· Expectant mothers registered
· Social entrepreneurs
· Recreational dancers/ nondancers 
· Employees
· Military and mining populations

Data collection: 
· Single cross-sectional
· Multiple cross-sectional
· Longitudinal

Data analysis: 
· Bivariate data analysis 
· Multivariate data analysis
· Descriptive analysis 
· Qualitative analysis
· Structural equation modelling
· Linear regression 
· Thematic analysis
· Multi-method qualitative analysis
· Factor analysis (exploratory/confirmatory)
· Deductive and inductive coding and analysis
· Critical discourse analysis
· Social Marketing Indicator, Andreasen's Benchmark Criteria
· Multiple mediation analysis
· Cluster analysis 
· Multi-group analysis of novice
· Segmentation analysis

Software:
· SPSS 
· NVivo 
· Qualtrics




