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Abstract - The origin of social marketing can be credited to Philip Kotler and Gerald Zaltman, whose article in 1971 is 
viewed as the building obstruct for social marketing. Inspite the way that Kotler and Zaltman began the adage social 
marketing they ascribed the utilization of business systems in social battles to G. D. Wiebe. Wiebe's question about selling 
brotherhood like soap was a help as it incorporated social crusade with business, subsequently making the previous more 
fruitful. The social marketing was isolated into three stages. The main stage was from late 1960 to 1970s and its focus was 
on early social marketing improvements. This phase did suffer lack of clarity along with identity crisis due to its evolution 
from commercial marketing and other ethical issues This stage concerned creating hypothesis and contemplating rehearse 
alongside handy utilization of social promoting in various territories however was somewhat confounding in regards to the 
conceptualization of marketing. 
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I. INTRODUCTION  
 
Tena (1988) stated that social marketing was more or 
less like a management technique and did extend to 
general principles of marketing keeping certain key 
elements in deliberation like the extension of 
marketing, social marketing nature as a social 
process, the concept of exchange and the marketing 
mix. There were some definitions of social marketing 
which emphasized on promotion of social causes or 
ideas. Lefebvre & Flora, (1988) stated that “social 
marketing is distinguished by its emphasis on non-
tangible products like ideas, attitudes, and lifestyle 
changes”. They stated that social marketing tries to 
influence a particular audience through a medium 
hence making them adaptable to a given idea or 
practice and it is the result of it is a social change 
management strategy that translates scientific 
findings into action programmes (Ling et al, 1992). 
Kotler and Zaltman (1971) initially exhibited the 
expression "social marketing" in an article depicting 
the utilization of showcasing tenets and practices to 
build up a social impression, cause or conduct. It 
outdated social communication as a system for 
achieving social change by blending into 
economically determined ideas, for example, 
statistical surveying, item development, and the 
arrangement of spurs (Fox & Kotler, 1980). 
The utilization of social marketing in reference to the 
rise of "maintainability" is outstanding. Different 
social marketing efforts go for conveying overall 
advantages for keeping up the idea of sustainability. 
Since the primary days of social marketing, the 
concerned projects have been evolving towards issues 
like environment cleanliness, in this manner 
promoting practices, like recycling. Other than this, 
social marketing have been highlighting on group 
based campaigns for promoting education related to 
environment. In a review directed by McKenzie-
Mohr and Smith (1999) the principle accentuation 
was on group based social marketing efforts for 

manageability. In spite of the fact that their approach 
was limited to one issue it spoke to a world with the 
possibility to advance any type of supportability 
within societies (Zikmund & Stanton, 1971). 
The inception of social marketing can be credited to 
Philip Kotler and Gerald Zaltman, whose article in 
1971 is considered the building block for social 
marketing. In spite the fact that Kotler and Zaltman 
coined the phrase social marketing they attributed the 
application of commercial strategies in social 
campaigns to G. D. Wiebe. Wiebe’s (1951) question 
about selling brotherhood like soap was a boon as it 
integrated social campaign with commercial, thus 
making the former more successful. The social 
marketing was divided into three phases. The first 
phase was from late 1960 to 1970s and its focus was 
on early social marketing developments. This phase 
did suffer lack of clarity along with identity crisis due 
to its evolution from commercial marketing and other 
ethical issues (Tena, 1988). This phase concerned 
developing theory and studying practice along with 
practical application of social marketing (issues such 
as family planning) in different areas but was a bit 
confusing   regarding the conceptualization of social 
marketing (Fox & Kotler, 1980). 
 
II. LITERATURE REVIEW  
 
Social marketing is based on positivist approaches 
composed on social exhibitions with the ordinary 
based reality of advancing. According to (Andreasen, 
2002) asking for alteration to more feasible incarnate 
arrangements is complimenting a dominating subject 
in public sphere.  Besides this, when individuals as 
specific individual or at association level are made an 
appeal regarding alteration of their conduct, they are 
requested to alter their respective individual 
character. Therefore, demanding change in behaviour 
is a major request. Individuals are not lucid, 
somewhat they are poised. They like to act inside the 
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comfort of their own revered framework (Kelly, 
1955). 
Stimulus for conduct related change is more 
legitimate than objective. Every general public has a 
multifaceted and adaptable structure. In this way, 
social marketing review should focus on embracing 
arrangements centred on and around people character. 
For this a social structural system may be a useful in 
introductory establishment. Social structures being 
perplexing in nature, the results are subject to 
numerous factors. From this time forward, organized 
behavioural change may be practiced by developing 
in a progressive demand. Subsequently, to change the 
conduct of people more than one approach is 
required. As demonstrated by social marketing 
programs they must be centred on managing a 
complex adaptable money related structure 
(Glouberman and Zimmerman, 2002). 
It is fundamental to understand the individual or the 
group and their identity to know the social issues and 
propose an answer using social marketing approach. 
The periods of a change framework suggest that 
people travel through periods of examination, 
arranging, movement and support. They recommend 
that depending on transit of the overall population it 
should be slanted to. They additionally call attention 
to that after change in the favoured behaviour it may 
be difficult to tolerate it. There is continually a shot 
of relapsing back to the old undesirable propensities. 
In New Zealand a crusade flopped in a provincial 
town close to a noteworthy city. In the said villa 
people were all around fulfilled upper working class. 
Their reality was jeopardized by the expected 
establishment of supersized overhead powerlines. To 
get agreement of individuals the powerline 
organization offered budgetary affectations. The 
organization disregarded the social conditions of the 
occupants and neighbourhood setting of the village. 
The accentuation was just on financial repayment. 
The push to change the conviction of the occupants 
was messed up since the organization neglected to 
reverberate with uniqueness of the inhabitants 
(Conroy & Lee, 2006). 
According to (Rose & Dade, 2007) in environmental 
movements the impact of values in driving behaviour 
and rising awareness are successful which consider 
the local conditions. Success of programs designed 
considering the local conditions are more in 
comparison with global solutionsGrier and Bryant, 
2005: Social marketing in public health include 
programs like increase in physical activity, increase 
in fruit and vegetable consumption, smoking 
cessation, and sexually transmitted disease prevention 
etc. For success of social marketing, several 
commercial marketing strategies may be applied. 
These may be social exchange theory, audience 
segmentation, the four Ps (price, place, product, and 
promotion), consumer orientation, and evaluation of 
the marketing campaign. 

Social marketing is inspired by positivist 
methodologies (Tapp & Hughes, 2008) coordinated 
social marketing with the everyday based reality of 
promoting. As per (Andreasen, 2002) requesting 
modification to more viable incarnate plans is 
complimenting a predominant subject in the public 
arena. Be that as it may, when individuals as 
individual or at association level are made a request 
to change their conduct, they are made a request to 
change their character. Consequently, requesting 
change in conduct is a major query. Individuals are 
not coherent, rather they are balanced. They like to 
act inside the solace of their own esteem framework 
(Kelly, 1955). 
Motivation for conduct related change is more logical 
than rational. Each society has a multifaceted and 
versatile framework. In this manner, social marketing 
practice ought to concentrate on endorsing provisions 
dealing with focus on individuals character 
(Resnicow & Page, 2008). Individuals roll out 
developments over the long haul that works for them. 
For this a social frameworks methodology might be a 
helpful in initial foundation stage. Social structures 
being confounding in nature, the consequences are 
dependent on many variables. Henceforth, arranged 
behavioural change might be accomplished by 
ongoing well-ordered in a successive request. 
Consequently, to change the conduct of individuals 
more than one approach is required. As indicated by 
social marketing programs must be focused on 
dealing with a complex versatile financial framework 
(Glouberman & Zimmerman, 2002). 
It is basic to comprehend the individual or the group 
and their personality to know the social issues and 
propose an answer utilizing social marketing 
approach. The phases of a change system propose 
that individuals move through phases of examination, 
planning, activity and support. They propose that 
relying on the way of the general public it ought to be 
inclined to. They also point out that after change in 
the preferred behaviour it is tough to bear it. There is 
constantly a chance of relapsing back to the old 
unwanted habits. Consequently, to preserve a new 
behaviour essential policy has to be occupied in time. 
In New Zealand a campaign failed in a rural village 
near a major city. In the said hamlet individuals were 
well accomplished upper middle class. Their 
existence was endangered by the anticipated 
institution of supersized overhead powerlines. To get 
consensus of people the powerline company offered 
financial inducements. The company overlooked the 
social circumstances of the inhabitants and local 
setting of the hamlet. The emphasis was only on 
economic reimbursement. The effort to change the 
belief of the residents was botched since the company 
failed to resonate with individuality of the residents 
(Conroy & Lee, 2006). 
According to Rose and Dade (2007) in environmental 
movements the impact of values in driving behaviour 
and rising awareness are successful which consider 
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the local conditions. Social marketing in public health 
include programs like increase in physical activity, 
increase in fruit and vegetable consumption, smoking 
cessation, and sexually transmitted disease prevention 
etc. For success of social marketing, several 
commercial marketing strategies may be applied. 
These may be social exchange theory, audience 
segmentation, the four Ps (price, place, product, and 
promotion), consumer orientation, and evaluation of 
the marketing campaign. 
 
III. OBJECTIVES OF THE STUDY  
 
The purposes of this research paper to exhibit the 
historical background and conceptual framework of 
social marketing, which has been evolving through 
many years since its inception.  
 
IV. UNDERSTANDING SOCIAL MARKETING  
 
In a study during the early 70’s, it was expressed that 
social marketing was a blueprint, execution and 
control of activities figured to affect the pleasantness 
of social considerations and included thoughts of 
thing orchestrating, esteeming and communicating 
exploration. Along these lines it is the unequivocal 
usage of exhibiting capacities to help translate 
bringing social movement into a more satisfactorily 
arrangement and bestows programs that motivate 
unreal group response. Toward the day's end, 
demonstrating methods are the scattering over 
frameworks between the essential responsibility for 
and the socially significant use of what realizing 
grants (Kotler & Zaltman, 1971). 
Social marketing is concerned with two basic factors, 
customer presentation and exchange. Customer’s 
presentation is the key segment of a wide range of 
advancement, recognising it from offering (Kotler et 
al 1996). In social marketing, the customer around 
whom change is based, the social advertiser tries to 
build a relationship with the concerned target 
purchasers after some time and their information is 
searched for at all stages in the change. Exchange on 
the other hand is concerned with satisfying needs 
(Houston & Gassenheimer, 1987). 
There are numerous implications of social marketing. 
It has been characterized as the plan, usage, and 
control of projects intended to impact the ampleness 
of social thoughts and concerning item improvement, 
estimating, correspondence, conveyance and 
promotional study (Kotler & Zaltman, 1971). Social 
marketing has also been considered as the use of 
business advertisements towards innovations in 
examination, advancement, execution, and valuation 
of projects intended to impact the intentional conduct 
of target groups of onlookers with a specific end goal 
to enhance their own welfare and that of society 
(Andreasen, 1994). Social marketing has been 
characterized as the utilization of advertising 
standards and practices to impact an intended interest 

group to energetically concede, dismiss, conform, or 
forsake a conduct for the advantage of people, 
gatherings, or society all in all (Kotler, et al., 2002). 
Social marketing is a buyer driven way, to deal with 
intentional conduct modification in a noteworthy 
piece of populace (Grier and Bryant, 2005). 
Social marketing is the procedure that identifies with 
showcasing methods of insight and strategies to 
make, interface, and convey an incentive so as to 
influence target group of audience practices that help 
society and in addition the objective populace 
(Kotler, Lee and Rothschild, 2006). It is the precise 
use of advertising together with different thoughts 
and systems to accomplish particular behavioural 
finishes for social welfare (National Social Marketing 
Center, 2006). Kotler and Lee (2008) characterize 
social marketing as the procedure that identifies with 
promoting principles and techniques to make and 
convey motivation measures, keeping in mind the end 
goal to impact target audience. 
Beginning of social marketing is known to have 
advanced in parallel with commercial. In 1951, 
Wiebe posed the question about offering the 
brotherhood like cleanser. Philip Kotler, in later 60’s 
utilized the term societal marketing in his book by 
which he implied socially reliable marketing by 
organizations. In 1971 Kotler and Zaltman circulated 
the primary article utilizing the term social marketing. 
In the concerned article they clarified that there is a 
division of marketing related practices that 
advertisers and general public can acknowledge to 
accomplish social persistence as opposed to money 
related increment (Kotler & Zaltman, 1971). 
From an article publishes in early 70’s, Kotler and 
Zaltman formally presented the idea of social 
marketing. Amid the essential stage the accentuation 
of social marketing was about behavioural related 
studies. This was a stage when social advertisers were 
slanted towards conduct not disposition. At the 
second stage accentuation moved towards building up 
a procedure perspective of social marketing plan. The 
third stage was worried with three levels of social 
marketing rehearses that were named downstream, 
midstream, and upstream (Kotler & Zaltman, 1971). 
There are many definitions of social marketing 
authors. Social marketing have been defined as the 
design, implementation, and control of programs 
designed to effect the adequacy of social ideas and 
concerning product development, pricing, 
communication, delivery and marketing study”, 
(Kotler & Zaltman, 1971). Social marketing has also 
been defined as the application of commercial 
marketing technologies to the examination, 
development, implementation, and valuation of 
programs designed to influence the voluntary 
behaviour of target audiences in order to improve 
their personal welfare and that of society of which 
they are a part of (Andreasen, 1994). Social 
marketing has been also defined as the use of 
marketing principles and practises to effect a target 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-1, Jan.-2018 
http://iraj.in 

Social Marketing:  Perception and Past 
 

49 

audience to willingly admit, reject, adjust, or abandon 
a behaviour for the benefit of individuals, groups, or 
society as a whole (Kotler, et al., 2002). Social 
marketing is a consumer-centric, research focused 
approach to support voluntary behaviour alteration in 
a significant part of population (Grier and Bryant, 
2005).  
Social marketing is the process that relates to 
marketing philosophies and techniques to create, 
connect, and deliver value in order to affect target 
audience behaviours that assist society as well as the 
target population (Kotler, Lee & Rothschild, 2006). 
Social marketing is the methodical application of 
marketing together with other ideas and techniques to 
attain specific behavioural ends for social welfare 
(National Social Marketing Centre, 2006). Kotler and 
Lee (2008) define social marketing as the process that 
relates to marketing doctrines and methods to create, 
communicate, and deliver value in order to effect 
target audience behaviour that benefit society which 
relate to public health, safety, environment and 
communities as well as the target audience.  
Through an article, “Social Marketing: An approach 
to planned social change” (Kotler & Zaltman, 1971) 
formally introduced the concept of social marketing. 
During the primary phase the emphasis of social 
marketing was on behaviour. This was a phase when 
social marketers were inclined towards behaviour not 
attitude. At the second stage emphasis moved towards 
developing a process view of social marketing design. 
The third stage was concerned with three levels of 
social marketing practices that were named 
downstream, midstream, and upstream (Andreasen, 
2005).  
 
V. SOCIAL MARKETING CONCEPT 
 
Andreasen (1995) proposed that to create a successful 
communication movement related to alteration of 
behaviour, knowledge of the perceptions and needs of 
target groups is vital. A message outlined and created 
must be in a way that suits the requirements, 
concerns, and interests of the intended interest group 
(Lundgren, 1994). For success of communication 
efforts must be made for knowing how much target 
audience are aware of the related subject along with 
their expectations (Jardine, 2003). 
 Covello (2003) recommended procedures like 
interview, group discussions, information exchanges, 
toll free numbers, and surveys to comprehend what 
individuals think and what they need to think around 
an issue. To make the communication influential, 
knowledge and awareness of public on the subject 
and level of impetus concerning it must be resolute. If 
people certainly know about the facts or the 
information that is not relevant, than the complete 
thrust of communication process would be 
squandered. Thus, before communication great 
understanding of the focused group is required. 

The key to effective message development is the 
recognition that, individuals are unique and each 
individual respond to a message using his or her own 
filters of knowledge and experience (Lundgren, 
1994). McDermott et al. (2003) suggest the 
communicators to define the target audience so as to 
suggest appropriate channels for communication. 
World Health Organization (2002) has observed that 
specific needs of a target audience are met by 
selecting specific media preferred by that audience. 
Acceptance of message by an individual depends 
upon the source of information. Hence, audience 
should be reached through trusted channels of 
communication (freimuth et al., 2000). A study by 
Buzby and Ready (1996) indicated that 40% of the 
respondents did not trust the information received 
from government publications and food labelling on 
food safety as reliable. Rather people relies more on 
the information available in cookbooks. 
The way to influential message development is the 
acknowledgment that, people are one of a kind and 
every individual react to a message utilizing his or 
her own particular channels of information and 
experience (Lundgren, 1994). In a study it was 
proposed that communicators or marketers should 
identify so as to suggest appropriate channels for 
communication (McDermott et al., 2003. 
Acknowledgment of message by an individual relies 
on the source of data, thus the target group should be 
reached through trusted channels of communication 
(freimuth et al., 2000). In a study it was demonstrated 
that 40% of the respondents did not believe the data 
they got from government distributions about food 
safety as reliable rather than they relied more on 
cookbooks (Buzby and Ready, 1996). 
A social marketing campaign contains a mixture of 
certain elements. A customer is the most essential 
component and is considered as harbinger of progress 
in social marketing. The social advertiser or strategist 
looks to build up a connection with the client after 
some time taking their contribution at the vast 
majority of the phases in the advancement of a 
program through developmental, prepare and 
evaluative research. The customer driven approach of 
social marketing is an endeavour towards figuring out 
how to comprehend the client in a better way (Kotler 
et al 1996). 
 
Exchange is give and take of specific assets or values 
between at least two gatherings including a few 
advantages. At the point when an exchange happens 
some kind of need gets fulfilled. This may 
incorporate trade of merchandise for cash or different 
things instruction as a by-product of expenses or a 
vote as an end-result of lower assessments. Social 
marketing plays the exchange as an accentuation on 
deliberate conduct. So as to encourage the exchange 
social marketing bring to the table individuals 
something that they truly need. Throughout the years 
it has been approved that advertising does not happen 
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unless there are at least two gatherings including 
some exchange (Kotler & Zaltman, 1971). 
 
Social marketing depends on long haul approach of 
planning. The planning capacity has been given 
extensive significance throughout the years by 
different creators on social marketing. The long haul 
arranging methodology depends on situational 
examination of the inside and outside condition. It 
begins with characterizing the issue, setting 
destinations for the program and the plan of the 
showcasing procedure. The components of the social 
marketing are then created and pre-tried, before being 
actualized (Kotler, 1972). 
Behaviour can be affected by social marketing. Being 
concerned with gatherings, associations and social 
orders, the behaviour alteration or change should be 
possible through social marketing. In addition, it's not 
just the individual customers but rather the whole 
condition which can get impacted by social 
marketing. There can be six overlay arrangements of 
the sorts of change sought in social marketing, two 
measurements of time and three measurements of 
concerned levels at various social spheres (Levy and 
Zaltman, 1975). 
The social marketing process in concerned with 
certain steps. Choosing a right behaviour is the first 
step which concerns two stages. Initially, the 
behaviour is divided on the premise of non-divisible 
and end-state variables. Secondly, identifying barriers 
and benefits which related to the development of 
effective behavioural change and is based on 
knowing what barriers exist. Revealing barriers and 
benefits comprises a blend of techniques which may 
include literature searches, past barberries, 
observations, focus groups and surveys. Thirdly, 
certain strategies have to be developed. Research in 
the social sciences has recognized a number of tools 
that can be developed to nurture behavioural 
variations. This may concern tools such as 
commitment, prompts, norms, goal setting, and 
convenience, which are carefully selected for 
addressing barriers and benefits. Fourthly, group 
based social marketing procedures are pilot tested 
before getting executed on more extensive scale. This 
unquestionably is critical for deciding their adequacy 
in changing conduct and furthermore for their cost-
viability. Lastly, evaluation is done which includes 
straight estimations of changes in conduct and other 
related assets. These estimations are favoured over 
self-reports of behavioural change or evaluations of 
changes in methodologies. Assessment additionally 
gives the prospect to a stage to be recognized to 
improve its viability (Mohr & Schultz, 2014). 
 
RESEARCH GAP & CONCLUSION 
 
The present study is an attempt towards the pertinent 
pool of literature, thereby focusing on a topic which 
has not been discussed previously. Moreover,   it can 

be stated that previous studies on the same topic were 
not sufficient enough to understand the social 
marketing inception and conceptualisation. From this 
study it can be also recognised that more study is 
essential to understand the consequence of various 
appeals in social marketing. Combining opinions 
from unlike fields like, commercial marketing and 
social science, the social marketing may be 
acknowledged as conventional tool for the benefit of 
the humanity in a sustainable and profitable way. 
Social marketing is an emerging field. For many 
years speculations have been created yet less 
information is accessible on its application. The 
principles of commercial marketing are linked in 
social marketing. The core emphasis of social 
marketing has been lifted from behaviour alteration to 
change in outlook of target audience. Through 
consolidation of web-based social networking, social 
marketing entered another stage. But in this present 
world there is technology gap. Thus, social marketing 
needs to concentrate on the intended interest group 
living outside the digitalised world to address their 
social issues. 
Social marketing is an expanding field. For a long 
time theories have been made yet less data is open on 
its application. The principles of commercial 
marketing are followed in social marketing. The main 
accentuation of social marketing has been lifted from 
conduct adjustment to change in standpoint of target 
gathering of people. Through solidification of online 
person to person communication, social marketing 
entered another stage. In this way, social marketing 
needs to focus on the planned intrigue bunch living 
outside the digitalised world to address their social 
issues. 
Social marketing is an emerging field. For many 
years speculations have been created yet less 
information is accessible on its application. The 
principles of commercial marketing are linked in 
social marketing. The core emphasis of social 
marketing has been lifted from behaviour alteration to 
change in outlook of target audience. Through 
consolidation of web-based social networking, social 
marketing entered another stage. But in this present 
world there is technology gap. Thus, social marketing 
needs to concentrate on the intended interest group 
living outside the digitalised world to address their 
social issues. 
 
REFERENCES 
 
[1] Anderson, A. (1994). Social marketing: Its definition and 

Domain. Journal of public policy and marketing, 13, 108-114. 
[2] Anderson, A.R (2002).Marketing social marketing in the 

social change market place. Journal    of public policy and 
marketing, 21, 3-13. 

[3] Andreasen, A.R. (2006). Social Marketing in the 21st 
Century, Sage, London. 

[4] Conroy, D. M. & Lee, K. C. C. (2006). Imposed Change and 
Social Sustainability. International Journal of Environmental, 
Cultural, Economic and Social Sustainability, 2 (4), 64-70. 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-1, Jan.-2018 
http://iraj.in 

Social Marketing:  Perception and Past 
 

51 

[5] Covello, V. (2003). Best practices in public health risk and 
crisis communication. Journal of Health Communication, 8, 
5-8. 

[6] Fox K.F. & Kotler P. (1980-81). Reducing cigarette smoking: 
an opportunity for social marketing, Journal of health care 
marketing, 10, 8-17. 

[7] Fox KFA and Kotler P (1980). The marketing of social 
causes: The first ten years. Journal of Marketing, 44, 24-33. 

[8] Freimuth, V., Linnman, H. W. & Potter, P. (2000). 
Communicating the threat of emerging infections to the 
public. Emerging Infectious Diseases, 6, 337-347.  

[9] Glouberman, S. & Zimmerman, B. (2002). Complicated and 
Complex Systems: what would successful reform of 
Medicare look like? Commission on the Future of Health 
Care in Canada, Ottawa, 8. 

[10] Grier, S. & Bryant, C. (2005). Social marketing in public 
health. Annual Review Public Health, 26, 319-339. 

[11] Houston, F. & Gassenheimer, J. (1987). Marketing and 
exchange. Journal of Marketing, 51(October), 3-18. 

[12] Jardine, C. G. (2003). Development of publication 
participation and communication protocol for establishing 
fish consumption advisories. Risk Analysis, 23, 461-471.  

[13] Kelly, George A. (1955), The Psychology of Personal 
Constructs. Norton: New York 

[14] Kotler, P., Armstrong, G., Saunders, J. & Wong, V. (1996). 
Principles of Marketing, the European Edition. London: 
Prentice Hall 

[15] Kotler, P. &Armstrong, G. (2008). Principles of Marketing. 
12th Edition. Upper Saddle River: Pearson Education Inc.  

[16] Lefebvre, R.C. & Flora, J.A. (1988). Social marketing and 
public health intervention. Health Education Quarterly, 15(3), 
299-315. 

[17] Kotler, P. & Zaltman, G. (1971). Social marketing: an 
approach to planned social change. Journal of    Marketing, 
35 (July), 3-12. 

[18] Kotler, P. (1972). The generic concept of Marketing. Journal 
of Marketing, 36 (April), 46-54. 

[19] Lefbvre, R. &Flora, J. (1988). Social marketing and public 
health intervention. Health Education Quarterly, 15(3), 299-
315. 

[20] Levy, S.J. & Zaltman, G. (1975). Marketing, society and 
conflict. Englewood Cliffs, New Jersey: Prentice Hall. 

[21] Ling, J.C., Franklin, B.A.K., Lindsteadt, J.F. & Gearion, 
S.A.N. (1992). Social marketing: its place in public health. 
Annual Review of Public Health, 13, 341-362. 

[22] Lundgren, R. (1994). Risk Communication: A handbook for 
communication of environmental safety and health risks. 
Columbus: Battelle Press.  

[23] McKenzie-Mohr, D., & Schultz, P. W. (2014). Choosing 
effective behaviour change tools. Social Marketing Quarterly, 
20(1), 35–46. 

[24] McKenzie-Mohr, D., & Smith, W. (1999). Fostering 
sustainable behaviour: An introduction to community-based 
social marketing (2nd ed.). Gabriola Island, British 
Columbia, Canada: New Society 

[25] Resincow, K., & Page, S. C. (2008). Embracing Chaos and 
Complexity: A quantum change for public health. American 
Journal of Public Health, 3, 273-283. 

[26] social change”, Journal of    Marketing, 35 (July), 3-12. 
[27] Tena, M.A.M. (1988).  El marketing social: una 

aproximación teorica, ICE Tribuna de Economia, 774. 
Tobacco or health: a global status report.Geneva: World 
Health Organization, 1997. 

[28] Wiebe, G. (1951). Merchandising Commodities and 
Citizenship on Television. Public Opinion Quarterly, 15 
(winter), 679. 

[29] Zikmund, W. G.& Stanton, W. J. (1971). Recycling solid 
wastes: A channels-of-distribution problem. Journal of 
Marketing, 35 (3), 34-9 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 


