[image: ][image: ]




MAPPING RESOURCES AND ASSETS


Purpose
Asset mapping forms an important part of planning and helps you make the most of existing resources. It enables you to: 

· Identify what services are currently available for the target audience(s)
· Find out what services the target audience(s) currently access
· Identify if the project crosses over with any other, and if resources could be drawn from other budgets
· Assess and consider the potential of commercial sector partnerships/sponsorship

How to use or apply
Use the table to map/catalogue the resources and assets that can be made available for use in developing and implementing your social marketing intervention.

Start by thinking what immediate and internal resources are available including other resource or assets that stakeholders can make available.

Don’t just think about funding and finance.  Areas to consider include:

· Finance
· People
· Facilities, infrastructure or equipment
· Information
· Communication channels

Source(s)/Reference(s)
· www.thensmc.com 



	WHO 
(Individual, organisation/service, internal, external)
	WHAT THEY CAN PROVIDE
(Resource, asset, output)

	




	




Example
	WHO
	WHAT THEY CAN PROVIDE

	Brinnington Health Centre
	Further advertising and promotion. Health days. Upstream social marketing with health professionals.

	Quit for Life Smoking Support Group
	Improve access by extending hours. Improve promotion. Welcome couples – promote further. Various activities. Include anger management for men. Copy model for other venues and times. Use past attendees for word of mouth. Train past attendees for cessation (for example Simon and Cheryl).

	Brinnington Walking Group
	Align time to be just after one of the smoking cessation group meetings (e.g. Quit for Life) so that it can be an extension of the group to make the most of self-efficacy and confidence produced during the group.

	Fit and Fun
	No smoking agenda. Mary is trained to deliver smoking cessation advice.

	Family Info link
	They have two outreach workers who go to events across Stockport handing out fliers etc. Also go to libraries, children’s centres etc promoting the service. They rarely talk about smoking cessation, although they know what services are available. This could be an opportunity for simple upstream social marketing to raise the profile.

	Yoga Class  
	This would be a great partnership venture. Yoga is good stress management. It could be part of the quit smoking package. We would need to talk to Mary to agree any partnership, but Jamie was keen. A Stop Smoking group could be adjoined to the yoga class, either before or after.

	Play time 4 Tots
	Could be ideal for upstream social marketing to care workers (to encourage signposting) and to promote the Smoke Free Homes message.

	Keep It Off For Good
	Ideal for partnership working. Mothers are concerned about putting weight on when they give up smoking so this, or another model, could be used in conjunction with a cessation group to encourage quitting, healthy eating and exercise without an increase in weight.
Smoking group could be adjoined and meet at the Lapwing just after or just before the KIOFG group.
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