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USING SOCIAL MARKETING CAMPAIGNS TO INFLUENCE PURCHASE I

 

It is a fact that marketing communication leads to behavior change. The extent of such behavior change varies 
depending on the message and the way it is received by the audience. It prompts the user either to do something, e.g. 
action of purchase or abstain from doing something, e.g. don’t drink and drive. This bibliometric review examines 
the use of principles of marketing for profit as well as for not for profit purposes. This branch of marketing is termed 
as ‘Social Marketing’. There has been extensive research in the past two decades in the field of social marketing, 
dominantly in United Kingdom, USA and Austra
places in the world. These researches deal with impact of social marketing campaigns and some also deal with 
designing of purposeful interventions for bringing about change of behavior. The
review is to examine validity of social marketing campaign as an influencing factor on purchase decision. Efforts of 
social marketing began in India in the year as early as 1965 in the form of designing of family planning ca
The intention of this bibliometric review is to investigate researches carried out in this field and to assess how social 
marketing campaigns are used for for behavior change.
 
Keywords:  Social marketing, behavior change, consumer behavior, 
2014), intervention, impact, social behavior, social responsibility, health, sustainability
Raphaely, 2017), campaign, qualitative research.

 

Introduction 
The roots of advertising go back to Egyptian 
civilization, i.e. over two thousand years 
ago. ‘Marketing Communication’ has been 
progressively becoming difficult over the 
last century. The media which facilitated the 
evolution of advertising has exploded si
the advent of satellite TV and Internet. 
Customers are becoming increasingly aware 
and exposed to vital information. This is 
making the marketing communication, ever 
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Abstract 

It is a fact that marketing communication leads to behavior change. The extent of such behavior change varies 
depending on the message and the way it is received by the audience. It prompts the user either to do something, e.g. 
action of purchase or abstain from doing something, e.g. don’t drink and drive. This bibliometric review examines 

marketing for profit as well as for not for profit purposes. This branch of marketing is termed 
as ‘Social Marketing’. There has been extensive research in the past two decades in the field of social marketing, 
dominantly in United Kingdom, USA and Australia. Various research papers are dominantly originating from these 
places in the world. These researches deal with impact of social marketing campaigns and some also deal with 
designing of purposeful interventions for bringing about change of behavior. The intention of this bibliometric 
review is to examine validity of social marketing campaign as an influencing factor on purchase decision. Efforts of 
social marketing began in India in the year as early as 1965 in the form of designing of family planning ca
The intention of this bibliometric review is to investigate researches carried out in this field and to assess how social 
marketing campaigns are used for for behavior change. 

Social marketing, behavior change, consumer behavior, individual behavior, public health
, social behavior, social responsibility, health, sustainability(Bogueva, Marinova, 

, campaign, qualitative research. 

The roots of advertising go back to Egyptian 
civilization, i.e. over two thousand years 
ago. ‘Marketing Communication’ has been 
progressively becoming difficult over the 
last century. The media which facilitated the 
evolution of advertising has exploded since 
the advent of satellite TV and Internet. 
Customers are becoming increasingly aware 
and exposed to vital information. This is 
making the marketing communication, ever  

 
increasingly difficult task. The dominant 
challenges being ‘getting attention of the 
customer’ and ‘influencing his purchase 
intentions’.Six decades of survey data 
consistently indicate that about 70% of 
consumers think that advertising is often 
untruthful, it seeks to persuade people to buy 
things they do not want, it should be more 
strictly regulated.(Calfee, J. E., &Ringold, D. 
J.) It can be inferred that advertising is 
losing its charm in ‘influencing his purchase 
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intentions of a customer’. Obviously, 
marketers are in perpetual search for 
effective ways to connect with the 
customers. Also, ‘customer engagement’ is 
becoming popular choice for marketers. 
Till recent years, ‘Social Marketing’ was 
used only for social messages and mass 
behaviour change. In the recent years, it has 
become new way of influencing customers. 
It is often observed that when a cause is 
combined with message, it is seen in much 
positive light by the customer. For example, 
‘book a smile’ initiative on 
‘bookmyshow.com’. It is a nominal 
donation of 1 rupee per seat booked through 
the app or website. This donation is then 
used to entertain underprivileged kids who 
are not wealthy enough to buy a movie 
ticket.  
The first ever experiment in the area of 
‘behaviour change’ was accidental discovery 
by Dr. Ivan Pavlov. He was researching 
conditioned response in animals in 1928 
which went on to become famous as 
‘classical conditioning’. This research 
proved to be pivotal step in understanding 
conditioning.Marketing communicators 
have been using the fundamentals of 
conditioning to design message for their 
integrated marketing communications, e.g., 
designing of advertisements. In India, the 
first ever experiment to influence the 
behaviour using ‘Social Marketing 
Campaign’ was carried out in 1965 by Prof. 
K.T. Chandy of IIM Kolkata. He designed a 
marketing plan to implement family 
planning programme of Government of 
India .  Arguably, this can be considered as 

the beginning of social marketing in India. 
World over, several social marketing 
campaigns are woven in the marketing 
communication for influencing the 
behaviour of customers. 
 
Literature Review 
This bibliometric literature review is carried 
out by reviewing scholarly publications like 
research papers, concept papers, viewpoint 
papers and case studies published in various 
peer reviewed journals between years2006 
to 2018. The main countries of origin of 
maximum of these publications are Australia, 
United Kingdom and United States of 
America. The review also covers 
publications from few other countries. All 
the literature reviewed and referenced here 
deals with ‘social marketing employed for 
behavior change’. These papers are 
published in health-related journals as well 
as marketing related journals. The most 
cited paper, from among those reviewed was 
‘A systematic review of social marketing 
effectiveness’ (Stead, Gordon, Angus & 
McDermott, 2007). The dominant objective 
was ‘behavior change’. There have been 
other objectives like assessing role of social 
networks in social marketing campaign 
(Barrutia, Echebarria, 2013), to find out 
driving factors (Piggford, Raciti, Harker, 
Harker, 2008)and motivators for change of 
behavior (O'Cass, Griffin, 2015), periodic 
review of ongoing social marketing 
campaign (Logie‐MacIver, Piacentini, Eadie, 
2012), to find out inhibitors of behavior 
change, to assess validity and effectiveness 
of ‘branding’ in social marketing (Gordon, 
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Zainuddin, Magee, 2016)etc.Few dominant 
themes emerge from this literature review, 
which strengthen the objective for which 
this literature review is conducted. These 
themes are explained below. 
 
Theme1 – behavior change 
Social Marketing is an area of study, which 
is on the cusp of human psychology and 
marketing management. It necessarily 
makes use of principles of marketing to 
bring about a desired change in the behavior 
of intended audience. It might be something 
as simple as whether or not you handle food 
in safe manner or not. (Redmond, Griffith, 
2006)Therefore, inevitably, maximum 
number of researches deals with this theme. 
There are two types of changes in the 
behavior as explained below: 

 
Abstaining from something 
This type of change of behavior deals with 
‘not doing something’. For e.g., don’t smoke, 
don’t do drugs, don’t drink and drive, don’t 
drink excessively (Szmigin, Bengry‐Howell, 
Griffin, Hackley, Mistral, 2011) etc. It leads 
to change in behavior by not doing certain 
thing for personal as well as social good. 
(Rundle‐Thiele, Russell‐Bennett, Leo, 
Dietrich, 2013) This aspect was wonderfully 
interwoven with Budweiser Beer’s 
‘Someone is waiting for you at home’ ad of 
2014. This emotional advert with a socially 
responsible message at the core was 
wonderfully used to promote a beer. 
 
 
 

Doing something 
 
This change of behavior deals with ‘doing 
something’ which leads to betterment in 
individual or social good. For e.g., always 
wear seatbelt while driving, eat healthy food, 
exercise daily etc. (Blanchette, van de Gaar, 
Raat, French, Jansen, 2016). This theme is 
repeatedly used by sports shoes brands and 
health food brands. 
 
Theme2 – social marketing campaigns 
Awareness’ of issue is the first step in 
changing the behavior. Social Marketing 
campaign does the task of making the 
audience aware of the issue which calls for 
change of behavior. Usually social 
marketing campaigns are like any other 
marketing campaigns but they always have 
individual good or common good as one of 
the objectives. Sometimes these social 
campaigns are also utilized by governments 
to communicate government sponsored 
campaigns. (Raftopoulou, Hogg, 2010). Off 
late these campaigns are being used by the 
marketers to build brand image and 
influence the behavior of customers.Below 
are some examples of social marketing 
campaigns: 
 
Don’t drink and drive 
There have been social marketing 
campaigns going on across the world to 
educate people about the ill effects of 
mixing alcohol and driving. (Cismaru, 
Lavack, Markewich, 2009) 
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Don’t use tobacco products 
Tobacco products are a global menace and 
one of the leading causes of respiratory 
problems and cancer. India runs an extensive 
campaign against tobacco, so much so that it 
is mandatory in India to flash statutory 
warning on screen if tobacco consumption is 
shown in a movie. 
 
Exercise daily 
World over health experts agree that anyone 
who incorporates some amount of exercise 
in the daily routine lives a better quality of 
life. (Kubacki, Ronto, Lahtinen, Pang, 
Rundle-Thiele, 2017) 
 
Use less paper 
Paper is made from wood, which comes 
from trees. The jungles are quickly 
disappearing causing environmental chaos. 
It is highly recommended that everyone 
should cut down use of paper as much as 
possible.(Cole, Fieselman, 2013) 
 
Theme 3 – interventions 
Intervention is a kind of randomized 
controlled trial. (Venturini, 2016) It needs to 
be specifically designed to measure the 
impact on the intended audience. As change 
of behavior is a significant theme in social 
marketing similarly, intervention is also 
largely discussed across researches. Some 
researches only state the present behavioral 
pattern and does not include before and after 
intervention behavior patterns. To elaborate 
on this concept, every situation is always in 
the state of ‘what is’. This is ‘before’ 
scenario for any intended behavior change. 

Then there is ‘what should be’ or ‘after’ 
scenario after the intended behavior change 
takes place. ‘Intervention’ is any activity or 
set of activities which leads the ‘what is’ 
scenario to ‘what should be’ state by 
bringing about necessary behavior change. 
Intervention can be in the form of a street 
play, a series of lectures or in any other 
creative form which facilitates the behavior 
change. 
 
Research methodologies employed in 
reviewed papers 
Depending on the varied objectives, 
different researches employed different 
research methodologies. They were 
comprised of review of secondary data, 
online questionnaire, off-line questionnaire, 
telephonic interviews (Ganeshasundaram, 
Henley, 2009), personal interviews (Conway, 
Langley, 2013), focus group discussions 
(Marjan, Kalantari, Keshavarz-Mohammadi, 
Hosseini, Eini-Zinab, Alavi-Majd, 2018), 
observation and intervention. 
 
Gaps found in the reviewed papers 
Most of researches in social studies are 
journeys from ‘known’ to ‘unknown’. No 
research is complete and comprehensive. 
Every research has an opportunity or a seed 
for a subsequent research on similar lines. 
These hidden opportunities in the research 
are known as the gaps. These gaps are 
identified and further research is built on 
these. During this literature review, 
following gaps were found. There have been 
gaps in each and every research paper but 
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only the important ones are mentioned 
below: 
 
Intervention only achieved short term 
behavior change 
Social marketing expects permanent change 
in behavior of the audience. (Redmond, 
Griffith, 2006) Only a short-term change in 
behavior is insufficient. Most papers in this 
area have been able to assess the impact of 
social marketing campaigns on short term 
behavior change and additional research is 
required to explore how social marketing 
campaigns can be designed with a view to 
impacting long term, permanent change in 
behavior. This leavesroom for further 
research into designing more effective 
intervention. 
 
Impact of policy level inclusion on 
behavior is likely to be positive but needs to 
be investigated further 
When a policy level change is made or to 
put it simply, when something is made 
legally mandatory the behavior change is 
positively affected. (Pang, Rundle-Thiele, 
Kubacki, 2017) 
 
Limited number of variables 
Social behavior is always complex and it is 
dependent on many variables. (Parkinson, 
Russell-Bennett, Previte, 2018)At the time 
of research only few variables can be 
considered. This creates a possibility of 
extension of established behavior models to 
extend into more reliable models by adding 
more variables affecting behavior. (Arli, 
Rundle-Thiele, Lasmono 2015) 

 
Geographic gap 
All the literature that was reviewed for the 
purpose of this literature review was 
published outside India. All the researches 
on which these publications are based on 
were carried out in countries other than 
India. Very few systematic researches are 
conducted in the field of ‘social marketing’ 
in India. This leaves a wide-open gap to 
conduct social marketing related researches 
in India. Also, findings suggest that the 
responses vary from nation to nation. (Walsh, 
Hassan, Shiu, Andrews, Hastings, 2010) 
Therefore it is important to conduct 
experiments in the context of nation under 
research. 
 
How to create a value-laden social 
marketing message 
It is observed that people consume only 
those messages, which are of some value to 
them. (Zainuddin, Russell-Bennett, Previte, 
2013)People will ignore the message if they 
feel there’s nothing in it for them. It creates 
an opportunity to design message in such a 
manner that people will see value in it. What 
constitutes ‘value’ for people shall become 
an interesting research in itself. 
 
Research Objectives of the Papers 
Reviewed 
RO1: To assess the impact of ‘Social 
Marketing Campaign’ on behavior change. 
(To assess it parameters of behavior like 
attitude, opinion, likes, dislikes etc. will 
have to be mapped before and after the 
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exposure to the ‘Social Marketing 
Campaign’.) 
RO2: To assess if ‘Social Marketing’ affects 
‘Purchasing Decision’ or not. (For example, 
to assess the impact of ‘No smoking’ 
campaign on purchasing decision of 
cigarettes.) 
RO3: To identify the determinants of 
‘Permanent Behavior Change’. (Since one of 
the major gaps found is ‘Short Term 
Behavior Change’, it is necessary to find out 
parameters that may bring about long term 
or more preferably permanent ‘Behavior 
Change’. 
 
 
Research Questions found in Papers 
Reviewed 
RQ1: Is the message transmitted through 
‘Social Marketing Campaign’ capable of 
bringing about any behavior change in the 
behavior of the audience? 
RQ1: Is ‘Social Marketing’ capable and 
powerful enough to positively or negatively 
impact the ‘Purchasing Decision’ of the 
audience? 
RQ3: What are the parameters responsible 
for bringing about ‘Permanent Change in the 
Behavior of a Respondent’. 
 
Methodology used for this Bibliometric 
Literature Review 
Scopus database has been chosen for the 
search of relevant research publications to 
effect this literature review. ‘Scopus’ is the 
largest database of abstract and citations of 
peer-reviewed literature. It contains 
scientific journals, books and conference 

proceedings. The search term used was 
‘Social Marketing’. ‘Social Marketing’ is a 
well-established branch of study for at least 
past four decades. There have not been 
many publications from India or relevant to 
India but globally lots of nations are 
carrying out research in the field of social 
marketing. One of the ideas behind this 
literature review was to bring the attention 
of the reader to need of research in the social 
marketing field in India and in the context of 
India. Following is the complete ‘Scopus’ 
trail used for searching and shortlisting the 
research publications for this literature 
review. 
TITLE-ABS-
KEY ( social  AND marketing )  AND  ( LI
MITTO ( PUBSTAGE ,  "final" ) )  AND  ( 
LIMITTO ( DOCTYPE ,  "ar" ) )  AND  ( L
IMIT-
TO ( SUBJAREA ,  "BUSI" ) )  AND  ( LIM
IT-
TO ( LANGUAGE ,  "English" ) )  AND  ( 
LIMIT-
TO ( SRCTYPE ,  "j" ) )  AND  ( LIMIT-
TO ( EXACTKEYWORD ,  "Marketing" )  
OR  LIMIT-
TO ( EXACTKEYWORD ,  "Social 
Marketing" ) )  

 
Conclusion 
 
After the bibliometric study of these papers 
following can be concluded- 

 ‘Social Marketing Campaign’s do 
influence the purchase intentions of the 
customer. 
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 They make the marketing communication 
believable and emotionally appealing. 

 They seek attention of a customer in 
much better manner. 
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Graph 1: Output of ‘Analyze the search results’ link offered by ‘Scopus’. 
It can be observed from the above graph that the research publications have rapidly increased in 
‘Social Marketing’ in the past two decades. The drop that is seen at the end of the graph is due to 
the fact that we have just entered 2019 and there are only 20 publications listed on scopus that 
belong to 2019. This graph is sufficient evidence that there has been growing interest of 
researchers in this branch of study. 

 

Graph 2: Output of ‘Analyze the search results’ link offered by ‘Scopus’. 

It can be observed from the above pie chart that the major contribution to research 
publications is from business and management section. This itself signifies that businesses are 
impacted by rapid rise of social marketing. In the evolution of ‘Marketing’, socially responsible 
marketing is definitely on the rise and the reflection of the same can be observed from this graph. 
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Graph 3: Output of ‘Analyze the search results’ link offered by ‘Scopus’. 

It can be observed from the above bar chart that the major contribution to research 
publications is from USA, UK and Australia. Rest of the countries are little lagging in research 
about ‘Social Marketing’. This also acts as a little evidence to the imminent need of research in 
‘Social Marketing’ in India. 
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Chart 1: VOSViewer screenshot of keyword co-occurrences (minimum 5) 
The search generated output of 1,796 research publications. It was necessary to check how many 
of this were published in either A, A*, B or C ranked publications. A latest list of ABDC Journals 
was used and using the VLOOKUP function publications published in these ranked journals 
were shortlisted. Using the VOSViewer application chart of keyword co-occurrences was 
generated. Needless to say, that the chart substantiates that ‘Marketing’ and ‘Social Marketing’ 
closely linked and hence the research in ‘Social Marketing’ is needed. 
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Chart 2: VOSViewer screenshot of citations (minimum 15) 
This chart connotes link of maximum citated papers which are cited by one another. This largest 
chain contains 161 papers. There have been cases of standalone papers but they are not cited 
back and hence are eliminated in this chart. It clearly shows that the research in the concerned 
subjects started way back in 1960s but the major mobilization has happened after 2005. 

 


