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Abstract

Social marketing means designing and implementing of programs so that social ideas may
beinfluenced.Itinvolvesconsiderationssuchasproductplanning,communication,pricing.Itcanbesaid
to be a purpose driven platform which aims at bringing improvement in the targeted
society.Itisdifferentfromotherformsofmarketingbecauseherein,thesocialmarketerseekstoinfluence
behaviournotforhisownbenefitbutforthebenefitofthesocietyingeneral. A major problem here is that
often  marketers are unable to keep their eye on what is called
thebottomlineofsocialmarketing. Theythinkthat alltheymust
doisprovideinformationorchangebeliefs.Often,theyareoftheopinionthattheirgoalisto" getthewordo

ut"orto"changeattitudes"without asking whether either of these activitieswill actually lead to the
desired behaviour. However, the goal is bigger than that. The emphas is should be on behaviour
andtheactualchange,socialmarketersmustmovetoadoptafanaticalemphasisoncustomerwhoisultima
tely,theking. The emphasis on behaviour also pushes marketers to have an appropriate evaluation
criterion forevery decision they make. Marketers can attempt to influence behaviour
throughbehavioralshapingorreinforcementstrategiesbut,ultimately,consumersdohavethechoicenot
tobuy.Thus,themajortalentofmarketersliesininfluencingvoluntarybehaviour,andthesearethetalentst
heymustalsoapplytosocialmarketing. Havingsaidthis,itisalsoimportanttounderstandthatsocialmark

eting need not necessarily involve behaviour change- the aim is to adopt, modify,
abandon,ordiscourageacertainbehaviour. Thispaperisanattempttostudytheconsumersideofthestoryi
nsocialmarketing,tounderstandtheirattitudesandopinionsandtheirperceptionofsocialmarketing. Var
ioustoolsofanalysishavebeenusedtostudytheimpactofsocialmarketingonconsumerbehaviourandthe
samehavebeenrepresented through charts and graphs. The paper also provides recommendations
that marketerstodaycanadopttoensure thattheirmarketingeffortsdonotgetmisdirected.
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Introduction
Today, as the various economies around the globe are advancing at a quick pace, the world
findsitself caughtin aweb of social issues.Mishandlingof

substances,drugandliquorabuse,destitution,andpracticesassuchhavebeenresponsibleforincreasingt
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herateofwrongdoing, therate of illness as well as the death rate in the society while also reducing
education,
increasingunemployment,andadverselyaffectingthelevelofprogressionintheeconomy.Additionally
,theworldis facinganecologicalurgencyanditislargelyaresultofourlifedecisionsandchoices.

Social marketing is a set of marketing theories which is essentially an adaptation of
commercialmarketing, and its aim is not to maximize profits but to achieve an impact in the
behavior of thetarget audience and influence the same for the benefit of the society. It is important
to
understandthatthedefinitionattemptstoemphasizeoninfluencingbehaviourasopposedtoobtainingac
hangein attitudes or an increase in knowledge. It recognizes that behavior change is voluntary
andtherefore does not force the audience to act in a certain manner, as laws do. At the same time,
itdoes not restrict itself to mere sharing of information as in case of education. What it seeks is
tomotivate behavioralchangebyeffective applicationofthe principlesofcommercialmarketing.
While businesses compete with one another in terms of profits, revenue and market share,
socialmarketinghasprovedthatpublicinterestscannotbeavoided,andtheirsatisfactionistheonlywayto
achieve social welfare. It has been recognized as the one way to bridge the gap of
interestsbetweenbusinesses andthesociety.

Behaviour can be said to be the end point of social marketing. However, it has been noticed
thatmany a times social marketers fail to keep this in mind. They often think that their work is
tospread the word or provide information without considering whether their actions will lead to
thedesiredbehaviour.Thisnegligencecanactuallyleadtowastageofscarceproductiveresources.

The emphasis on behaviour enables marketers to focus on their customers. It enables them
tounderstandhowtheirstrategieswillaffecttheiraudience.Besides,marketersareforcedtoengagein
deep and informative market research to understand their customers before they can launch asocial
marketing programme. The focus on consumer behaviour has the advantage of
preventingmarketersfromdiverting awaytothefieldsofeducationand propagandawhich
isnotthebasisofsocialmarketing.

Research Gap
Socialmarketinghas,foralongtime,beenanemergingfieldandhasinvolvedseveralspeculations.Yet,le
ssinformationisavailableaboutconsumerinterpretationofsocialmarketing. Theprincipleofcommerci
almarketinghasbeenappliedtosocialmarketingandthefocusofsocialmarketing has moved from
behaviour alteration to hanging the outlook of consumers. The worldis changing rapidly, and social
marketing has now entered another stage. While its efforts
atachievingbehaviourchangecontinue,itisimportantthatsocialmarketersrememberthatconsumeristh
eking. Thispaperstudiestheneedforsocialmarketingtobecome morecustomercentricanddo go a step
forward to understand how consumers perceive social marketing and how socialprogrammes are
positioned in the minds of consumers. The main concern of social marketing is
toachievebehaviourchange.Alotofresearchhasgoneintoassessingthesuccessandaccomplishment of
a social marketing campaign but there has been little to no emphasis on
theconsumer’stakeonthesame.
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It has been observed that the available research is mostly based on the scope and effectiveness
ofsocial marketing. The field has been viewed in isolation to include only the impact of
socialmarketing on consumer behaviour and no substantial study has been conducted to determine
howconsumers respond to social marketing campaigns and/or perceive social marketing
programs,whether they affected by social marketing, whether such campaigns stimulate them to
contributetothesociety,whethertheiractualpurchaseisimpacted,whethertheyfavoursocialmarketing
overcommercialmarketingtechniques.

This has been identified as the research gap and this paper aims to bridge this gap by
throwinglightonthecustomersideofthestorytoestablishconsumerperceptionasanintegralpartofsocial
marketing.

Literature Review

Andreasen,(2002)in hisarticle, “MarketingSocial Marketingin theSocial
changeMarketplace”,issuedin theJournal of PublicPolicy andMarketing,postulatesthatchanging to
sustainable living patterns is becoming an important issue in the society andaskingpeopleto
changetheirbehaviour isinaway,askingthemtochangetheiridentities. He found
thatinsocialmarketingthereareseveralbarrierstogrowth becausethereisnoproperunderstanding of
the field and what role it plays in relation to other instruments of socialchange. However,itis
possible toachieve growth by increasing the share of socialmarketing at subject matter,
intervention, brand, and product levels.He has proposedspecialsocialmarketingbranding
campaignsforthepurposeofadvancing

thisfield.ResnicowandPage,(2008)inhisarticle, “EmbracingChaosAndComplexity: AQuantumCha
nge For Public Health”, issued in the journal of American Public Health
Association,heldthatinthelongrun,peoplemakechangesthatsuitthem. Ausefulstartingpointwouldbe
a social system approach. Social systems are complex in nature and their outcomesdepend on
several factors. In order to achieve behaviour, change in a planned manner, astep-by-step
proceeding should be adopted. Changing the behaviour of people will thus,require more than one
single approach.

Glouberman and Zimmerman, (2008) in the article, “Social marketing: Perception andPast”,
postulated that managing a complex adaptive socio-economic system is like raisinga child. What
is in our hand is raising the child and not its assured success. Just as everychild is unique, every
community too, is unique. The meaning is to say that the outcomealways remains uncertain and
interventions with the community may fail in the course oftime. Hence, it is important to
understand the community, the groups, and the
individualsaswellastheiridentitysoastounderstandthesocialproblemclearlyandtocomeupwitha
solution through social marketing. Organized behaviour change may be practiced
mydevelopinginaprogressivedemand.ConroyandLee,(2006)inthearticle,“Socialmarketing: Aconce
ptualframework”,issuedin the International Journal of Research and Analytical Reviews”,
described the failure ofa campaign in a rural village in New Zealand. In this village, people
peacefully co-existedand were well educated and also upper middle class. Their existence was
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terrorized by theintroduction of ground power lines which were super-sized. The power line
companyofferedtothepeopleseveraleconomicincentivesinordertogaintheirconsentbutdidnottake
into account the social conditions and the local environment of the villagers. Theefforts of the
company ultimately failed because it failed to give regard to the identity ofthe villagers. Grier, and
Bryant, (2005) in their article, “Social Marketing in Public Health”, publishedin the journal,
Annual review of Public Health postulated that social marketing in
publichealthincludesprogrammeslikeincreasingvegetableconsumption,engaginginphysical
activity,stopsmoking,preventingsexuallytransmitteddiseases. Accordingtothem,socialmarketingm
ay apply principles of commercial marketingas well such as the 4Ps,segmentation of audience,
consumer orientation and others. There are several challengesthat stand in between the effective
and efficient working of social marketing and thesechallenges are faced by public health
professionals. Public health professionals mustunderstand the value of community-based
approaches too social change and must takesteps to deal with problems threatening social change.
Social marketing must be adoptedasacentralvalueinorganizationculture.Ville Lahtinen, Timo
Dietrich, and Sharyn Rundle- Thiele (2020) in their article, “LongLive The Marketing Mix-Testing
The Effectiveness Of Commercial Marketing Mix In ASocial Marketing Concept” published in
the Journal Of Social Marketing studied whethera 4P marketing mix is more effective thana 1 P
marketing in relation to increasing fruitintake by children of 6-13 years. The intake was observed
to have increased in the schoolfollowing the 4P model, in case of the 1P model schools, the intake
had increased onlyslightly, breakfast, lunch and dinner combined. He concluded in his research
that the fullmarketing mix strategy proved to be more fruitful as compared to the only
promotiontechnique.

Objectives of the Study

1. Toascertainwhetherconsumersareresponsivetosocialmarketing.
2. Todeterminetheirattitudesandopinionstowardssocialmarketing.
3.

Todeterminewhethersocialmarketinghasanimpactonconsumerdecisionmakingandactualpu
rchase.
4. Toascertaintheappropriateplatforms forsocialmarketing.

Research Methodology

For the purpose of study, both descriptive and analytical study has been adopted. Subjective aswell
as quantitative information has been collected.Target population refers to the collection of
individuals who are analyzed with reference to thefactors under study. This study is based on the
city of Kolkata, West Bengal, India. The samplesizeforthestudyis 200+ respondents.

The study is explorative and empirical in nature. The explorative part is based on
secondarysourcesofinformationsuchasmagazines,journals,dailies,periodicals.Informationhasalsob
eenextractedfromspecialsurveys,interviews,conveniencesamplingandavailablequestionnaires.

The primary data has been collected through the questionnaire method which was circulatedamong
people so as to understand the overall consumer perspective. Based on the
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informationcollected,appropriatestatisticalandanalyticaltools has been
usedforinterpretationandanalysisofdata.

Analysis

RELIABILITY TEST

As the first step, the Reliability test was carried out to measure the stability and consistency ofthe
datacollectedthroughthequestionnaire.

The value of Cronbach alpha was obtained to be .802. The value was found to be in line with
thegeneral rule of thumb value of Cronbach alpha (>=0.7) and based on this, the data was
concludedtobereliable.

Cronbach'sa

scale 0.802

Relationshipbetweenawarenessandgender

FrequenciesofGender

Levels Counts Offotal Cumulative
%
FEMALE 129 63.2% 63.2%

MALE 74 363% 99.5%
OTHER 1 0.5% 100.0 %
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LINEARREGRESSION ModelCoefficients-Awareness

Predictor Estimate  SE t p
ModelFitMeasures Intercept? 1.5194 0.0766  19.830 <.001
Gender:
Model R R?
MALE — FEMALE 0.0617  0.1269  0.486 0.627
1 0.122  0.0149
OTHER-FEMALE 1.4806  0.8736  1.695 0.092

@ Representsreferencelevel

It was observed from the above Chart of demographic data analysis that female respondents were
almostdouble the number of male respondents.To determine whether there existed any
relationshipbetweengenderandawareness,regressionanalysiswas carriedout.

The wvalue of R, which represents correlation between the two variables (gender and
awareness)wasobtainedas(.122.Thevalueobtainedsatisfiesthemathematicalmeasurementsofcorrel
ation.

Itwashoweverseenthatthevalueofp,whichrepresentsthelevelofsignificancewasfoundtobe
>.05withrespecttogender. Thisshowedthattheresultwasnotsignificant.

It was concluded that there was a weak positive correlation between awareness and gender basedon
the sample collected but with respect to the population, there was no sufficient evidence thatthe
positive correlationbetweenthetwovariables wouldholdtrue.

Relationshipbetweenageandimpactofsocialadvertisements/campaigns

To determine whether there was any association between age and the impact which a
socialmarketing message has on the respondents, Chi-square test was carried out. Chi-square test
is astatistical hypothesis test to show a relationship between two categorical variables. Herein, a
Chi-square TestofIndependencewas performed.

Hypotheses:
The‘nullhypotheses’mightbe—

HO—Age isnotassociatewithimpact
Andan‘alternativehypotheses’mightbe—
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H1-Age isassociatedwithimpact

*Tests

Value df p

v 162 130 0.030
N 204

From the table above, Pearson Chi-square statistic, X2 = 162 and p < .005 i.e., a very
smallprobabilityofthe observeddata underthe nullhypothesisofnorelationship.
Thenullhypothesisisrejected since p <0.005.

It can be concluded that age and impact of social advertisements and/or campaigns are
related.Majority respondentsin theagegroup of 18-24havebeen seen tofallinthecategory
ofrespondents who watch and support social campaigns but do not take any action in furtherance
ofthe same. The respondents of the age above and below this range have been seen to respond
tosuchadvertisementsbytakinganactiontowardsthesame. Itis
inferredthattheyoungpopulationlagsintakinga consciousactiontowards socialmarketingcampaigns.

Findings and Observations

To justify the first objective, it was observed that majority respondents were aware of social
marketingand had come across a social advertisement at some or the other point. Itwas also
observed that majority respondents considered social marketing tobe informative because it makes
the larger population more aware. A
smallportionoftherespondentswereseentoignoresocialmarketingadvertisements,buttheirnumberwa
sfoundtobeinsignificant. Therelevantobjectivewasthus,satisfiedanditwasfoundthatconsumersareres
ponsiveto social marketing which as was apparent from their awareness. An effortwas also made
to determine the relationship between gender and awarenessto justify the disparity in number of
male and female responses. It
washoweverinferredthatthecorrelationbetweenthetwowaspositivebutweakandnot
significantenoughtorepresent theentire population.

To justify the second objective,
itwasobservedthatmajorityoftherespondentsconsideredsocialmarketingtobeuseful. Averysmallseg
mentoftherespondentswasindifferenttotherelevant question and only a negligible number
considered it as wasteful.Majority respondents were seen to believe in the common good and
thosethatdisbelievedinthesamevaryonlyanegligiblenumber.
Theresponseoftherespondentsonacertainsocialadvertisementpropagatingsmallbusinesswas found
to be highly supportive and the number of those who felt therewas no need for the same was, in
fact, very small. On a similar note, theresponses obtained on a certain advertisement propagating
sustainabilitywas obtained in favor and only a negligible number of respondents votesagainst the
same. It was thus, concluded that the attitudes and opinions
ofconsumerstowardssocialmarketingwassupportive,positive,andfavorable.
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To justify the third objective, It was observed that the respondents were divided into
twocategoriesnamely  thosewhotakeconsciousactionstosupportsocialmarketingcampaigns and
those who, though supportive of such campaigns, do
nottakeaconsciousactiontosupportthesame. Thetwocategorieswerealmostequally divided with a
small proportion of those who chose to ignore it.Furthermore, there were only a handful of
respondents who were greatlyinfluenced by any social endeavor and the majority respondents
could becovered under an average ‘degree 3’ level of influence. It was also noticedthat the number
of respondents that actually purchased a product and/oradopted a certain habit influenced by a
social advertisement and/or tosupport a social cause was considerably lower than those who did
not. It thus, was clear that while the respondents stood ahead in supporting andbracing social

marketing efforts, there existed a wide gap between
theirthoughtsandpurchasedecisionmaking,aswasapparentfromtheirrefrainment from executing
actual purchase. Efforts were also made

todetermineiftherewasanyassociationbetweenageandimpactandifthetwowerefoundtobeassociated.
To justify the fourth objective, It was observed that most respondents had come across social
marketingthroughsocialmediaplatformsandthroughword-of-

mouthpublicity. Therewereveryfewsuchrespondentswhohadlookeduporsearchedaboutsocialmarke
tingdriven bypersonalstimulus.

This meant that consumers don not generally take an  interest in
makingthemselvesawareaboutsocialmarketingandhere,socialnetworkingplatforms have played an
indispensable role in transporting the idea ofsocialmarketingtothe audience.Hence it could be
concluded that the most appropriate platform for
socialmarketingwassocialmedia.Further,thepowerofword-of-
mouthpublicitycouldbeusedtodisseminatetheideaofsocialmarketingfarandwide.

Recommendations

0 Marketers should conduct more real-life campaigns and organize programs in
comparisonto simply focusing on advertisements, wherein consumers can participate to be
a part ofand support a social cause. Consumers who participate in social issues and have a
closeeye view of them will be more likely to take a conscious action upon watching a
socialadvertisementinfuture.

Sincesocialmediahasbeenfoundtobethemostappropriateplatformforsocialmarketing, marke
ters should focus all their energy in using social media efficiently to communicatesocial marketing
messages and to capture a larger audience. Further, word of mouthpublicity couldprove tobe a
strongdrivingforcein determiningthefate of socialmarketing.
Hencemarketersshouldbecarefulaboutthetypeofmessagetheywanttobringout as this could have
both positive and negative consequences and this would almostwhollydependonthe
consumerswhopassaheadtheirexperience.
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. Alargenumberofconsumershavebeenseentobepositivelyimpactedbysocialadvertisements
and some have even shown behaviour change based on the same.
Hence,thenumberandfrequencyofsuchadvertisementsshouldbeincreasedtowidenconsumersexposu
re.

. Theoverallfocusonsocialmarketingshouldbeincreasedtobringalotmorepeopleunderitsambit
. Social marketing should be made a universal business policy and its observance in part
orin full must be mandated and made into an umbrella legislation so as to bring
businessesandmarketersofalltypes underits cover.

Conclusion

Social marketing has been an ever-growing discipline and yet it has not been established full-
fledged. Social marketing requires better assimilation of the theories of commercial marketing inits
own way and developits own matters. Thiswillenablesocial marketers
todistinguishthemselvesfromotherdifferentformsofmarketingsuchasCSR.

Social marketing must prove that it is capable of better outcomes than what is visible. The
keychallenge here is for marketers to develop a program that enables them to deliver its message
tothetargetgroup.

Along with its thrust on the promotional aspect, social marketers should also concentrate on
theproductpricingandplace.
Bringingbehaviourchangeisthetoughestjobinvolvedinsocialmarketingandthisisaccompanied by a
huge cost, both financial and psychological. Hence, the promotional campaignshould be so built
as to help the target group understand that the benefits of changing
behaviouraregreaterthanthecosts. Thisexchange,only,canbring thedesiredbehavioralchange.

It is now the role of social marketers which will ascertain what the future of social marketing
willbe and if they are able to play a constructive role, it will be possible to establish social
marketingasthemostpotenttoolwhichwillbringaboutsocialchange.
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