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Abstract: Social marketing, or the socialization of 

marketing as a business function, is based on the 

application of commercial marketing techniques 

aimed at influencing target groups to improve both 

their personal well-being and societal welfare. It 

relies on traditional marketing principles and tools 

to drive behavioral changes that address people’s 

needs and desires while solving social issues. 

Professionals in the domestic market lack 

sufficient knowledge and practical experience in 

managing social marketing effectively. Initially, 

attention is directed toward clarifying the concept 

of social marketing. Subsequently, the distinction 

between traditional and social marketing is 

examined. This is followed by an analysis of the 

most critical factors in the implementation of 

social marketing. Finally, the interpretation delves 

deeper into the role of social entrepreneurs in 

social marketing activities to achieve societal 

benefit.     
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1. INTRODUCTION 

The term social marketing was first introduced in 

1971 in the scholarly article “Social Marketing: An 

Approach to Planned Social Change” by Philip 

Kotler and Gerald Zaltman. The paper analyzed 

how marketing principles could be applied to solve 

social problems. In its early stages, social 

marketing was used in the United States to 

promote healthy lifestyle changes for preventing 

cardiovascular diseases. 

The first book on social marketing, “Social 

Marketing: Strategies for Changing Public 

Behavior,” was published in 1989 by Kotler and 

Eduardo Roberto. Five years later, in 1994, the 

first issue of the academic journal Social 

Marketing Quarterly was released. In the following 

year, author Alan Andreasen published a book that 

integrated behavioral change phases into the social 

marketing process, which significantly contributed 

to the field's development. As the domain evolved, 

the first World Social Marketing Conference was 

held in 2008 in England. Today, social marketing 

is employed for a broad range of activities, 

including health promotion, environmental 

protection, injury prevention, and addressing 

various community issues. Understanding the role 

of social marketing requires research across 

diverse social sciences and medicine. It is a 

multidisciplinary field closely connected to 

disciplines such as marketing, psychology, 

sociology, and communication studies. The 

scientific and professional community today has 

access to extensive literature in this domain. The 

application of social marketing enhances the 

effectiveness of nonprofit organizations, enabling 

them to achieve their mission and goals more 

successfully. Additionally, the integration of 

marketing practices within nonprofit organizations 

positively impacts their overall operations, 

contributing to more effective solutions to societal 

problems. In this way, social marketing supports 

the improved functioning of society as a whole. 
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2.  DEFINING SOCIAL MARKETING 

Social marketing has demonstrated its potential 

across various sectors, including health, 

communication and transportation, environmental 

protection, sustainable development, tourism, and 

more. The first definition of social marketing was 

provided by Kotler and Zaltman: "Social 

marketing is the design, implementation, and 

control of programs aimed at influencing the 

acceptance of social ideas. (Kotler & Zaltman, 

1971., p. 5.) It involves consideration of product 

planning, pricing, communication, distribution, 

and market research."  Kotler primarily views 

social marketing in the context of promoting 

socially responsible behavior, such as emphasizing 

the importance of improving health, preventing 

injuries, protecting the environment, contributing 

to the community, and more recently, advocating 

for citizens’ financial security. (Kotler & Lee, 

2008., p. 30) 

 Author Smith advocated the view that social 

marketing is a proces that influences human 

behavior using marketing principles for social 

benefit rather than commercial profit. (Smith, 

1999.) 

Brown argues that social marketing emerged under 

the influence of several factors: 

1) the growing need for nonprofit organizations 

to market their services, 

2) the emphasis on the negative impact of 

marketing on society, 

3) the emergence of exchange theory, 

4) the development of social marketing 

orientation theory, 

5) and the decline of consensus-oriented 

perceptions of social reality. 

Authors Kotler and Roberto advcocate the position 

that social marketing is an organized effort 

conducted by one group (the change agent) 

intending to persuade others (target adopters) to 

accept, modify, or abandon certain ideas, attitudes, 

practices, and behaviors. (Kotler & Robert, 1989.) 

Andreasen proposed the following definition of 

social marketing: “Social marketing is the 

adaptation of commercial marketing technologies 

to programs designed to influence the voluntary 

behavior of target audiences to improve their 

personal welfare as well as that of 

society.”(Andreasen, 1994. p. 3.). Social marketing 

develops and applies marketing concepts and 

techniques to create value for individuals and 

society. Approaches linked to changes among 

individuals, organizations, social networks and 

norms, communities, businesses, markets, and 

public policies are used to enhance societal well-

being. (Lefebre, 2012.) The primary difference 

between traditional and social marketing lies in the 

focus: social marketing is centered on society and 

societal welfare. Individuals engaged in social 

marketing, being oriented toward societal benefits, 

can implement marketing strategies that consider 

society as a key element where market segments 

are identified. 

According to Meler, social marketing can be 

defined as:  

"The application of marketing in achieving social 

goals, where the primary or derivative outcome is 

not profit but the fulfillment of needs with a 

general societal or social character." (Meler, 1994., 

p. 71.) Based on the above, social marketing can 

be interpreted in two ways: 

а) As marketing applied within nonprofit entities 

engaged in social activities, and 

b) As marketing implemented by society, 

specifically its institutions and associations.  

The autor French states that it is social marketing 

seeks to develop and integrate marketing concepts 

with other approaches to influence behavior that 

benefits individuals and communities for greater 

social good. (French, 2022.) 

The direct benefits of applying marketing in 

nonprofit organizations largely depend on the 

specifics of each particular organization, (Pavičić, 

2001.) such as: 

1) better opportunities (methods) for researching 

the needs of target groups and ways to meet 

them, 

2) better opportunities (methods) for organizing 

financial, human, and other resources for 

operations, 

3) better opportunities (methods) for planning, 

organizing, implementing, and controlling the 

overall activities of the organization directed 

towards target groups. 

Social marketing is often used as an intervention 

strategy in global health. It employs marketing 

concepts such as product, design, pricing, sales, 

distribution, and communication to influence 

behaviors that benefit individuals and 

communities. The activity of social marketing 

aims to encourage the target audience to adopt the 

promoted behavior. Social marketing supports 

markets by making health products and services 

attractive and accessible to healthcare providers 

and consumers. Social marketing programs sell 

behaviors. This often involves subsidizing 

products that support the behavior and making 

them available in commercial outlets. In low- and 



 

  77   

middle-income countries, these programs may sell 

subsidized products through advertising (e.g., 

pharmacies distribute products at an appropriate 

price to the poorest populations), provide health 

services through social franchising, or promote 

behaviors that do not rely on products or services. 

(Firestone et al, 2017.)  

3. THE DIFFERENCE BETWEEN 

TRADITIONAL AND SOCIAL 

MARKETING 

In understanding marketing as a scientific 

discipline, it is important to distinguish between 

traditional (profit-oriented) and social (nonprofit) 

marketing. While traditional marketing is far more 

prevalent and widely recognized, nonprofit 

marketing, whose primary goal is not profit, also 

has its advantages. A significant segment of 

nonprofit marketing is green or sustainable 

marketing, which has become particularly relevant 

in recent times. Commercial and social marketing 

share similarities and differences in their 

operations. The following table presents individual 

elements characteristic of the functioning of both 

types of marketing.  

 

Тable 1. Difference between traditional and social marketing 

 

 Тraditional marketing Social marketing 

1. Can we sell the product? Should we sell the product? 

2. 
Does the product meet the company s 

objectivities? 
Does the product meet the goals of society? 

3. Are we making profit? Will society benefit from the product? 

4. How can we reduce costs? 
How can we improve environmental 

performance? 

5. How is profit on investment? What is the benefit for society? 

6. Is the product legally compliant? Is the product desirable for society? 

7. 
Does the product enhance the business 

perspective? 
Does the product improve the quality of life? 

8. 
Is the relationship between the product and 

shareholders fair? 

Is the relationship between the product and 

society fair? 

9. 

What wffect does the product have on the 

profit market share and salves of the 

company? 

What are the long-term effects of the product 

on future generation? 

 

Source: Meler, 1994. 

 

Traditional marketing bases its business approach 

on profit, return on investment, and focuses on the 

marketing mix. Social marketing, however, adopts 

a slightly different approach, especially concerning 

society, acting in a socially responsible manner 

toward people. Its mission is to ensure people's 

satisfaction, and its purpose is to serve humanity 

over the long term. 

The first difference between business and social 

marketing lies in their goals. The goal of business 

marketing revolves around the question: Can the 

product be sold? In other words, will the 

consumer, despite any shortcomings in the 

product, choose to make a purchase? Social 

marketing, on the other hand, asks a slightly 

different question: Should the product be 

purchased? The primary aim of this approach is for 

the product to be socially acceptable, of high 

quality, and to have no adverse effects on people 

and society. 

The second distinction pertains to whether the 

product meets the objectives of the company—

whether it is designed, packaged, and branded 

according to the organization's preferences. Social 

marketing, however, prioritizes society, posing the 

question of whether the product, with its 

characteristics, fulfills societal needs. For example, 

does the public transportation service satisfy 

societal expectations in terms of cleanliness, 

orderliness, seating comfort, and so on? The third 

point, “Does it generate profit?”, highlights the 

most significant difference between traditional and 

social marketing. Traditional marketing focuses on 

profit generation, while social marketing 
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emphasizes whether the product will benefit 

society. The fourth difference lies in the perception 

of costs. Traditional marketing aims to maximize 

profit with minimal costs. In contrast, social 

marketing seeks to improve the environment's 

functioning and well-being. 

The fifth point relates to return on investment. For 

traditional marketing, the focus is on the monetary 

return from investments. For social marketing, the 

focus shifts to societal benefits. For example, 

consider glass bottles: traditional marketing aims 

to maximize financial return on investment, 

whereas social marketing highlights the societal 

advantages of using glass bottles over plastic ones. 

Social marketing also aims to encourage society to 

use more glass bottles and recycle them. The sixth 

point addresses legal considerations. Traditional 

marketing aims to ensure products are legally 

compliant. However, in pursuing competitive 

advantage or creating a new product, traditional 

marketing might sometimes risk legal ambiguities. 

In contrast, social marketing ensures the product 

aligns with societal expectations, emphasizing 

transparency about the materials used and the 

product’s composition. 

The seventh point is about perspective and focus. 

Traditional marketing targets the company’s 

perspective, promoting the product to attract 

consumers and outperform competitors. Social 

marketing, on the other hand, seeks to influence 

the behavior of societal segments, creating a 

tangible difference in the product's impact on 

society. 

The eighth point focuses on shareholder relations. 

Traditional marketing may prioritize shareholder 

benefits, potentially offering them higher-quality 

products than those available in the market. Social 

marketing opposes this, advocating for equal 

access to the product for all, ensuring fairness 

across society. Finally, the ninth point addresses 

the effectiveness of promotion. In traditional 

marketing, promotion involves advertising, 

marketing strategies, online campaigns, and so on. 

For social marketing, promotion is society-

oriented, asking whether it meets societal 

standards. As in traditional marketing, promotion 

plays a crucial role in social marketing, but with a 

focus on societal well-being rather than purely 

commercial success. 

4. THE MOST IMPORTANT FACTORS IN 

IMPLEMENTING SOCIAL MARKETING 

The main characteristic of social marketing is its 

use of commercial marketing principles to address 

social and health-related issues. The most common 

factors in social marketing include collective 

behavior change, segmentation, and 

communication strategies. Just as there are factors 

contributing to the success of social marketing 

campaigns, there are also common barriers or 

factors leading to their failure. (Akbar et al, 2021.) 

Authors Cook and others identify three primary 

reasons for the failure of social marketing  

campaigns: "poorly developed strategy," "external 

influences," and "poorly structured programs with 

behavioral goals." (Cook et al, 2021.) 

Poorly developed strategy refers to an 

overemphasis on raising awareness and education 

rather than focusing on actual behavior change. 

External influences are defined as key factors in 

the failure of a program, requiring additional 

research to understand how these external factors 

interact with the mistakes made by those 

implementing social marketing. Poorly structured 

programs or behavioral goals can lead to failure 

due to overly ambitious objectives, which limit the 

program's clarity and effectiveness by spreading its 

focus too thin. 

Key factors or benchmarks for implementing 

social marketing include:  

• behavioral change, 

• consumer research, 

• segmentation and positioning, 

• marketing mix, 

• exchange and 

• competition. 

The key characteristics of social marketing are as 

follows: 

• Voluntary behavior change: Social marketing is 

not about coercion; it relies on individuals 

willingly adopting new behaviors.  

• Application of exchange principles: The 

approach seeks to encourage behavior change by 

offering perceived benefits or value to individuals 

in return for adopting the desired behavior. 

Ultimate goal: Unlike commercial marketing, 

which prioritizes organizational benefits, social 

marketing aims to improve the well-being of 

individuals and society as a whole. 

Social marketing emphasizes a deep understanding 

of the target audience whose behavior is intended 

to change. The foundation of all programs and 

planning decisions lies in considering the desires 

and needs of the consumers. Consumer research 

is employed to gain insights into their needs, 

aspirations, values, and perceptions, including 

their views on the products, benefits, costs, and 

other factors (e.g., perceived threats, self-efficacy, 

social influences) that either motivate or deter 

them from adopting the recommended behaviors. 
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Research also provides critical information about 

various subgroups within the population and the 

social or cultural contexts in which behavioral 

decisions are made.. 

Segmentation is a crucial process in identifying 

the target group for interventions. Intervention 

strategies are tailored to the selected segments. 

Marketing distinguishes populations into segments 

or subgroups with similar needs, desires, lifestyles, 

behaviors, and values, which are expected to 

respond similarly to the marketing strategy. For 

example, in health-related campaigns, experts have 

identified population differences based on 

ethnicity, age, and demographics as a basis for 

identifying subgroups. In social marketing, 

segmentation can also be based on: Current 

behavior patterns, future intentions, readiness for 

change, product loyalty, psychographic 

characteristics (e.g., lifestyle, values, personality 

traits). Social marketing pays special attention to 

segmentation, focusing on identifying one or more 

priority segments. This ensures that the target 

group receives precedence in program 

development and the design of various marketing 

strategies. 

One of the fundamental concepts adopted from the 

commercial sector is the marketing mix (product, 

price, promotion, and place). These key elements 

of social marketing are essential for planning and 

implementing an integrated marketing strategy. 

The product refers to the set of benefits associated 

with the desired behavior or use of a service. When 

it comes to commercial marketing, „the marketing 

mix represents a set of tactical marketing tools –

product, price, distribution and promotion –that 

companies use to achieve their marketing gioals in 

the target market.“ (Terzić, Vojinović, 2024.) 

Kotler differentiates between the core product (the 

benefits people receive when they change 

behavior) and the actual product (the desired 

behavior itself). Additionally, he uses the concept 

of the augmented product, which includes any 

tangible items and services that facilitate behavior 

change. In social marketing, the product must offer 

solutions to problems that consumers find 

important or provide value or benefits. Research is 

often conducted to understand people’s aspirations, 

preferences, and other desires, identifying the 

benefits that are most appealing to the target 

audience. For example, in one study, physical 

activity was positioned as a way to have fun, spend 

time with friends, and gain recognition from peers 

and adults, rather than merely as a means to 

prevent obesity or chronic diseases. 

Price refers to the transaction, involving a sacrifice 

exchanged for the promised benefits. This cost is 

always viewed from the consumer’s perspective. It 

often includes intangible costs, such as reduced 

satisfaction, shame, time loss, or psychological 

discomfort, especially when changing deeply 

rooted habits. When determining the appropriate 

price, it is important to understand whether 

consumers prefer to pay more for a “value-added” 

benefit or feel the price outweighs the perceived 

benefits. 

Place involves the distribution of goods and the 

locations where services are offered. In social 

marketing, place can be interpreted as "where the 

target market will perform the desired behavior, 

acquire any associated tangible items, and receive 

related services. Place refers to the physical 

location, attractiveness, comfort, and accessibility, 

such as parking and public transportation 

availability. It also includes intermediaries, 

organizations, and individuals who can provide 

information, goods, and services and perform other 

functions that facilitate the exchange process. 

Promotion is often the most visible component of 

marketing. It involves communication used to 

promote the product, services, pricing, and more. 

A promotional strategy is a carefully crafted set of 

activities aimed at influencing behavior change. It 

typically includes: specific communication 

objectives for each target group; an effective 

message designed to capture attention; appropriate 

communication channels to ensure the message 

reaches the intended audience. 

Social marketing aims to influence voluntary 

behavior by explaining the consequences or 

incentives within the environment associated with 

voluntary exchanges. Exchange theory analyzes 

consumers who primarily act out of self-interest, 

seeking to maximize value by doing what offers 

the greatest benefit for the least cost. Unlike 

commercial exchanges, where consumers pay to 

receive a product or service, in social marketing, 

there is rarely monetary compensation for adopting 

healthy behaviors. Instead, the theory of exchange 

in social marketing emphasizes that benefits must 

be offered to the consumer. Often, consumers bear 

intangible costs, such as time or psychological 

discomfort associated with behavior change. 

Similarly, all participants in the exchange, 

including intermediaries, must receive valuable 

benefits in return for their efforts. 

In commercial marketing, competition refers to 

products and companies vying to meet customers’ 

desires and needs. In social marketing, the term 

"competition" relates to competing behavioral 

options that challenge recommended practices or 

services, such as those promoted by public health 

initiatives. Social marketers must highlight the 

benefits that best differentiate healthy behaviors 

from competing options, creating a sustainable 



 

80 

competitive advantage that enhances the appeal of 

their "products" to consumers. Assessing the 

competition can also help determine which 

behaviors are most appropriate to promote and 

which target segments to prioritize. (Gier & 

Bryant, 2005.)  

5. THE ROLE OF SOCIAL 

ENTREPRENEURS 

Social entrepreneurs are individuals who combine 

social and economic goals by developing 

economically sustainable solutions to social 

problems. The authors advocate the position that 

social entrepreneurship has envolved as a research 

domain of great significance for firms and 

researchers. Social acts as a catalyst for social 

change, and social entrepreneurs do not expect 

direct monetary benefit from their social ventures. 

(Gupta et al., 2020.) 

Social entrepreneurship differs from traditional 

entrepreuneurship in its primary mission of 

creating social value rather than generating private 

economic gains. (Bedi & Yadav, 2019; Santos, 

2012; Mair et al., 2012.) Furthermore, Mair and 

Marti defined a social enterprise as an organisation 

engaged in business activities for achieving social 

goals (e.g. Narayana Hrudayalaya Ltd., an Indian 

public limited company offering affordable and 

highly-subsidised medical services to poor people. 

(Mair & Marti, 2006.) 

Social entrepreneurs have the potential to address 

persistent social issues and enrich the community 

and society by adopting innovative strategies and 

creative solutions. They generate profit from 

market activities, which is used for the benefit of 

disadvantaged groups.Fowler describes social 

entrepreneurship as the creation of sustainable 

socio-economic structures, relationships, 

institutions, organizations, and practices that 

deliver and sustain social benefits.  

Additionally, some authors argue that social 

entrepreneurship is essentially the innovative 

creation of social value and activities that can 

occur within or across the nonprofit, business, or 

government sectors. This activity is represented as 

a combination of commercial objectives with 

social impacts aimed at creating enterprises that 

achieve social purposes. Social entrepreneurship 

acts as a catalyst for social transformation, 

producing small changes in the short term and 

larger changes in the long term. 

CONCLUSION 

The concept of social marketing emerged more 

than 40 years ago. Although it is not particularly 

prevalent in domestic practice, it has been 

embraced by numerous researchers over the past 

two decades, as evidenced by the extensive 

literature on the subject. Thus, it holds a 

significant position both in marketing theory and 

in contemporary marketing practice. Social 

marketing can be viewed as an advanced 

developmental stage of marketing or as the 

socialization of marketing as a business function 

aimed at solving various social problems. In this 

context, social entrepreneurs play a particularly 

important role. These are individuals who combine 

social and economic goals by developing 

economically sustainable solutions to social issues. 

It employs the techniques and principles of 

traditional marketing to promote socially 

responsible behavior and enable community well-

being.  

Social marketing aims to expand towards 

recognizing and identifying broader societal needs, 

cultural values, and norms. This type of marketing 

seeks to leverage traditional marketing theories to 

draw attention to socially significant topics, such 

as environmental conservation strategies, public 

health protection programs, investments in 

implementing "green" programs, and more. 

Social marketing has its advantages and 

disadvantages. The advantages include promoting 

positive changes that improve the quality of life, 

health, and social relationships. It also helps 

address global and local issues such as poverty 

reduction, education improvement, environmental 

protection, and more. Additionally, a positive 

feature of this activity is its potential to bring about 

lasting behavioral changes (e.g., reducing 

smoking, increasing recycling, etc.). Considering 

the growing importance of social media, public-

private partnerships, community engagement, and 

corporate social responsibility in the form of 

socially responsible behavior, the coming period is 

expected to see the development and expansion of 

activities in the field of social marketing. 

REFERENCES: 

[1] Аkbar, M., B., Foote, L., Lawson, A., 

French, J., Deshpande, S & Lee, N.R. 

(2021). The social marketing paradox: 

challenges and opportunities for the 

discipline. International Review on public 

and Nonprofit Marketing, 1-23.  

[2] Andreasen, A.R. (1994). Social marketing: 

Its definition and domain, Journal public 

policy & marketing, 13 (1), 108-114. 

[3] Bedi, H.S. & Yadav, M.N. (2019). Social 

Entrepreneurship: A Conceptual Clarity, 

Our Heritage, 67 (10), 1006 – 1016. 

[4] Cook, J., Lynes, J., & Fries. S. (2021). 

Exploring mistakes and failures in social 

marketing: The inside story, Social 

Marketing Quarterly, 27(1), 13-31.  



 

  81   

[5] French, J. (2022). Social Marketing Theory, 

In The Palgrave Encyclopedia of Social 

Marketing, Cham: Springer Internatioanal 

Publishing. 1-9. 

[6] Firestone K., Rowe, C.J., Modi, S.N., 

Sievers D. (2017). The effectiveness of 

social marketing in global health, Health 

Policy and Planning, 32 (1), 110-124. 

[7] Gier S., Bryant C. (2005). Social marketing 

in public health. Annual Rev. Public 

Health, 26 (1), 319-337. 

[8] Gras, D., Lumpkin, G. T. (2012). Strategic 

foci in social and commercial 

enterpreneurship: A Comparative Analysis, 

Journal of Social Enterpreneurship, 3(1), 6-

23. 

[9] Gupta, P. Chauhan, S., Paul, J., Jaiswal, 

M.P., (2020). Social entrepreneurship 

research: A review and future research 

agenda, Journal of Business Research, 113, 

209-229. 

[10] Kotler, P. & Roberto, E.L. (1989). Social 

marketing: Strategic for changing public 

behaviour.  

[11] Kotler, P., Lee, N. (2008). Social 

marketing, Influencing behaviours for 

good, Sage Publication. 

[12] Lefebre, R.C. (2012). Transformative social 

marketing:co-creating the social marketing 

discipline and brand., Journal of Social 

Marketing, 2 (2), 118-129. 

[13] Mair, J. & Marti, I. (2006). Social 

entrepreneurship research: A source of 

explanation, prediction, and delight. Journal 

of World Business, 41 (1), 36-44. 

[14] Mair, J., Battilama, J. & Cardanas, J. 

(2012). Organizing for society: A typology 

of social entrepreneuring models. Journal of 

Business Ethics, 111, 353-373. 

[15] Meler, M. (1994). Društveni marketing, 

Ekonomski fakultet.  

[16] Pavičić, J. (2001). Ishodišne determinante 

strateškog pristupa marketingu u 

neprofitnim organizacijama: teorijska 

razrada. Ekonomski pregled, 52 (1-2), 101-

124. 

[17] Santos, F.M. (2012). A positive theory of 

social entrepreneurship. Journal of business 

ethics, 111 (3), 335-351. 

[18] Smith, B. (1999). Social Marketing Where 

There is No Product. Social Marketing 

Quarterly, 5 (1), 10-13. 

[19] Terzić S., Vojinović, D. (2024). Marketing, 

Saobraćajni fakultet. 

 

 

 

This work is licensed under the Creative 

Commons Attribution-NonCommercial-

ShareAlike 4.0 International License 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  


