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UNDERSTANDING THE PROCESS OF SOCIAL MARKETING

Social marketing has been around for more than 50 years and has shown extensive
results in tackling different social problems and causes. Addressing social issues in any
community or society requires in-depth research, data collection and analysis, for
formulation of possible ways of resolution. This is the space where social marketing can help
in shifting the status of affected individuals or communities towards more stable and
flourishing conditions. The part of the process for social marketing program formulation can
be proceeded; by applying the acquired knowledge of the situation and identifying the social
problem This section of the social marketing process involves such important parts like
tailored social marketing mechanism design and selection of a relevant social marketing
framework with its respective benchmarks. Later, when all parts are in place, implementation
of the social marketing program is done. Monitoring and evaluation should be done during
the whole process of social marketing and in the end of the program to assess the impact and
identify missing points and aspects. The successful result of the social marketing program is
firmly associated to the resolution of a set social problem. In case of failure of the social
marketing program, social marketers should go over the implemented program and find out
what went right and wrong to make necessary adjustments and reimplement the social
marketing program until reaching a successful result or resolving the set social problem. The
whole process then can be used for future implementation of the tested and realised social
marketing program.

Keywords: sociology, social problem, social marketing, process of social marketing,
social marketing program, Azerbaijan

Introduction

Social marketing activities and initiatives are mostly regarded for resolution of a
particular social problem or issue in a specific community or part of society. But it is
noteworthy that application of social marketing practices and the process itself can lead to far
more beneficial result, which is behavioural change to more positive and mindful ones. It is
feasible to address various social issues in various contexts by comprehending the
fundamentals of social marketing process. With their own social marketing frameworks and
procedures tailored to the particular situation of the impacted people, groups, societies or
population, social marketing programs may be developed with use of social marketing
knowledge and data. Additionally, successful social marketing activities heavily rely on
mixed-method behavioural insights [4, p. 2], segmentation analytics [3, pp. 2-4] and
participatory approaches [8, pp. 137-139] to tailored strategies and approaches to different
socio-economic and cultural environments [7, p. 131].

Main Body. In this section the fundamental understanding of terms like “Social
Problem” and “Social Marketing”, as well as the process of social marketing process in both
successful and failure cases is described. Additionally, a possible implementation of social
marketing process in Azerbaijan is discussed.
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Terms of Social Problem and Social Marketing. The term of “Social Problem” has
been mentioned in international literature by many researchers and has seen several changes
in its opening. “A social problem is a social condition or pattern of behaviour that has
negative consequences for individuals, our social world, or our physical world and that is
widely recognised as a condition or pattern of behaviour that needs to be addressed”,
according to one definition offered by Leon-Guerrero, which also mentions the potential
declines in the standard of living of societies as a result of social issues that are occurring or
already present [6, pp. 1-4]. Any change in behaviour that is tending towards negative
direction is likely to be the first step in a potential social matter or cause within that
community or society. For this reason, it is essential to be able to recognise and detect these
kinds and forms of changes in the relevant community or society to avoid potential exposure
that may cause social imbalance. “4 social problem is a claim that a particular issue is
harmful to society and needs to be addressed”, claims Best’s more recent work, which takes a
somewhat different approach to the phrase. These claims-making exercises frequently entail
classifying a habit or condition as problematic, outlining the reasons why, and suggesting
remedies [2, pp. 3-7]. For social marketing workers and practitioners, an accurate
identification of a social problem or issue based on claims made by members of impacted
communities is essential for subsequently proposing solutions for the issue or cause inside
that society or among that demographic segment. The interpretation phase of the social
marketing process includes a number of processes, including planning, research, analysis,
execution, evaluation, and sustainability considerations for future growth. Finding the key
points in the analysis of the social problem or issue and identifying various approaches to
solving the given social problem for a chosen target group are the primary goals of every
research phase conducted by people and institutions. “Social marketing is used to develop and
integrate marketing concepts with other approaches to influence behaviour that benefits
individuals and communities for the greater social good™, according to a more comprehensive
definition of the term offered by the International Social Marketing Association (ISMA), the
European Social Marketing Association (ESMA), the Australian Association of Social
Marketing (AASM), and the Social Marketing Association of North America (SMANA).
Ethical standards influence the practice of social marketing. In order to inform the delivery of
competitive and segmented social change programs that are successful, efficient, equitable,
and sustainable, it aims to incorporate research, best practices, theory, audience, and
partnership knowledge [5, p. 1]. Social marketing is a study that looks at several sociological
topics, including economics, the environment, education, health, and sustainability. Every
study has some bearing on social marketing initiatives and comes up with significant and
effective answers for certain target audiences. The following definition of social marketing
has been proposed more recently by Baptista, Alves, and Pinho: “Social marketing is intended
to benefit individuals’ welfare or promote societal good, rather than to benefit the
organisation that promotes the marketing actions” [1, pp. 3—6]. Meeting the expectations and
objectives of executive boards and achieving the goals and objectives of the social marketing
program are the standard goals in an organisational structure. The results of the social
marketing program are then presented to the same board.

Process of Social Marketing

Understanding the process of social marketing is crucial for right approach formulation
and identification of pressing issues and its causes for a particular target audience, society or
population. Below is a visual representation of how a single social problem can be tackled
with social marketing initiatives.
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Sosial marketing prosesinin anlagilmasi

Chart 1
Social Problem Resolution Process via Social Marketing

Social Marketing
Data Collection Program
Formulation

Social Problem
Identification

Social Marketing Social Marketing Social Marketing

Mechanism Framework Program
Identification Selection Implementation

Social Marketing Future
Monitoring & Program Success = Implementations of
Evaluation Social Problem Social Marketing
Resolution Program

Source: Self elaboration.

The initial process starts with social problem identification. It is where a particular
pressing situation or matter in a community or society significantly affects the life of its
representatives. Then comes the data collection part. This section of the social marketing
initiative is crucial as all the required information regarding the specifics of social problem
and affected target audience is collected here. After all datasets are collected, the social
marketing program part comes along. It includes the sections like social marketing
mechanism identification and social marketing framework selection, part that were covered
previously. Once all parts are set, the social marketing program moves to its implementation
phase. One of the most crucial components of any social marketing campaign is monitoring
and assessment, which occurs after the program has operated smoothly. In this instance, social
marketers may take insightful notes and gain important lessons while determining what went
well and what didn't during the entire process. If the addressed social problem has been
resolved within the target audience, it can be said that the designed social marketing program
has completed itself and reached a successful result. Once the social problem is resolved, the
work of social marketers does not end here, as they look for the possible future
implementation ways of the successful social marketing program. Although, social marketing
is a powerful tool when used correctly, sometimes social marketing programs do not resolve
the social problems they were designed for. For this reason, it is important to have
adjustments and reimplement the social marketing program until successful. Following is a
visual representation of social problem resolution process in case of social marketing program
failure.
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Chart 2
Social Problem Resolution Process via Social Marketing in Case of
Social Marketing Program Failure
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Possible Implementation in Azerbaijan

Given the range of possibilities of social marketing theory and practice, its application
in Azerbaijan can be well integrated into daily life. Implementation of this practice can
significantly improve quality of life of diverse communities in the country, by creating better
habits, providing more specific knowledge, and developing a mindful and responsible society.
Social marketing can be applied to many different aspects of life in Azerbaijan and can help
in resolution of such issues like domestic violence, road rage and aggressive driving,
substance abuse, social media addiction and many more. However, for actualisation of social
marketing and its processes, first relevant knowledge should be acquired by social workers in
the country, and more specifically social marketers should be trained and developed for
tackling diverse social problems. By creating this social marketing environment and
respective social marketing institutions, resolution of most of the exciting social problems in
Azerbaijan can be realised in a very short time. Right use of social marketing will be helpful
for not only current realities but also simplify and shape more secure and sustainable future
for the upcoming generations.

Conclusion

Overall, social marketing process requires high level of attention to details, creativity
and dedication for resolution of diverse social problems and are harming different
communities or society at large. It is safe to say that in the modern world, where everything
changes so quickly, some of individuals or communities cannot timely adapt to the challenges
that the world puts them through, which leads to appearance of social problems. Thus, a data-
driven approach of social marketing can help minimise the effect of such difficulties and not
only resolve a social problem in a particular community or society but also prevent of such
cases repeating or reoccurring in the future. Following are the key takeaways from this
research:
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1) When starting a social marketing campaign, it is important to identify the social
problem and collect extensive data on it

2) Social marketing program comprises of social marketing mechanisms, that can
include information on the campaign title, its goal, target audience, core strategies and key
communication messages

3) When working on a social marketing mechanism, combining it with theoretical
knowledge can simplify the design process

4) Once the structure of social marketing mechanism is completed it is crucial to select
the right social marketing framework and relevant benchmark for ease of the actual process

5) During and after the implementation of the social marketing program, it is important
to monitor and evaluate the whole process to identify missing points and key aspects of
program for adjustment and possible future reimplementation.
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SOSIAL MARKETINQ PROSESININ ANLASILMASI
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Sosial marketing 50 ildon ¢oxdur ki, mévcuddur vo miixtalif sosial problemlorin vo
soboblorin hallindo genis noticolor gdstorib. Istonilon icmada vo ya comiyyatdo sosial
problemlorin  halli miimkiin hall yollarinin formalasdirilmas: ti¢lin dorin  tadgiqat,
molumatlarin toplanmasi va tohlili tolob edir. Bu, sosial marketingin tasirlonmis fordlorin vo
ya icmalarin statusunun daha sabit vo ¢igoklonon soraito dogru doyismosino kémok eda
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bilocayi mokandir. Vaziyyat hagqinda alds edilmis biliklari tatbiq va sosial problemi miioyyan
etmokla, sosial marketing proqraminin formalagdirilmasi prosesinin bir hissasi davam etdirilo
bilor. Sosial marketing prosesinin bu hissasi fordilogdirilmis sosial marketing mexanizminin
dizayn1 vo miivafiq meyarlari olan sosial marketing ¢argivasinin segilmasi kimi vacib hissalori
ohats edir. Daha sonra, biitiin hissalor yerinds olduqda, sosial marketing programinin tatbiqi
hoyata kecirilir. Sosial marketinqgin biitiin prosesi orzindo Vo proqramin sonunda tasiri
giymatlondirmok va ¢atismayan moqamlar1 vo aspektlori miisyyan etmak iigiin monitoring va
giymotlondirmo aparilmalidir. Sosial marketinqg proqraminin uguru miioyyan edilmis sosial
problemin halli ilo six baglidir. Sosial marketing proqraminin ugursuz olmasi halinda, sosial
marketing miitoxassislori totbiq olunmus programi nozordon kegirmoli vo lazimi diizalislor
etmok vo ugurlu naticoys gatana vo ya miioyyoan edilmis sosial problemi hall edons gador
sosial marketing proqramini yenidan tathiq etmok tiglin noyin dogru va nayin sohv getdiyini
miioyyan etmolidirlor. Bundan sonra biitiin proses sinaqdan kegirilmis vo hoyata kegirilmis
sosial marketing proqraminin galacokds tatbiqi tigiin istifads edils bilor.
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[TOHUMAHMUE ITPOLIECCA COLIMAJIBHOI'O MAPKETHUHI'A
PE3IOME

Knrouegvle cnosa: couuonorusi, conuaibHas MpoOieMa, COIUAIbHBIM MapKETHHT,
MPOIIECC COIHAIBHOTO MAapKETHUHra, IporpaMMa COLHMAIBHOTO
MapkeTuHra, AszepOaiipkan

ConuanbHbIl MapKeTHHI CYLIECTBYeT yxe Oosnee 50 JeT W IpoOAEeMOHCTpUPOBAI
3HAYUTEIbHBIE PE3YJIbTAaThl B PEHICHWH pA3IMYHBIX CONMANBHBIX TPOOJIEM U TPHYHH.
Pemenue conuanpHbIX MpobsieM B Jr000M cooOliecTBe win oduiecTBe TpedyeT yriryOaeHHbIX
UCCIIIOBaHMIA, cOOpa W aHajW3a JaHHBIX s (OPMYJIMPOBAHUS BO3MOXKHBIX MyTEH HX
pewerns. VIMeHHO B 3TOH cdepe coluanbHblii MapKETUHT MOKET ITOMOYb U3MEHHUTH MOJIOXKE-
HUE 3aTPOHYTHIX JIMI[ WJIK COOOIIECTB B CTOPOHY Ooyiee CTAaOWUIIBHBIX M OJAromnpUsTHBIX
ycnoBuid. [IprMeHsisi mosyuyeHHbIe 3HaHUS O CUTYAIMH M ONpeNeNsis COUAIbHYI0 MpolieMy,
MOYKHO TPHUCTYIMUTh K pa3pabOTKe MporpamMMbl COIHAIBFHOTO MapKEeTWHTa. JTa 4YacTh
npolecca COLMANbHOTO MapKeTHMHra BKIIOYaeT B ce0s Takue BaXKHbIE HIIEMEHTHI, Kak
pa3paboTka HHIMBUAYATLHOTO MEXaHH3Ma COLMAIBHOTO MapKETHHTa U BEIOOP COOTBETCTBY-
IOIIeH CTPYKTYpPbl COLIMATBHOTO MapKETHHIAa C COOTBETCTBYIOIIMMHU opueHTupamu. [lozxe,
KOTJ]a BCE ODIJIEMEHTHI TOTOBBI, OCYIIECTBISIETCS peaju3alisi MPOrpaMMbl COIHATBEHOTO
MapkeTuHra. MOHUTOPHHT U OLIEHKA JOJKHBI TPOBOIUTHLCS HA MPOTSHKEHUH BCEro Impoliecca
COLMAILHOTO MapKeTHHTa W B KOHIIE NPOTPAMMBI JUISI OIICHKH BO3JCHCTBUS M BBISBICHUS
HEJIOCTAIOUIMX MOMEHTOB M aCIEeKTOB. YCIeX MpOrpaMMbl COLMATBHOTO MapKETHHIA TECHO
CBSI3aH C pEIICHHEM IOCTaBJICHHOW COIMAIbHOW TpobieMbl. B cirydae Heymadwm mporpamMmbl
COLMAIBHOTO  MAapKeTHHIa COLHAJbHbIE MAapKETOJNOTH JOJDKHBI — IPOaHaIU3HpPOBATh
pEaTM30BaHHYIO MPOTPAaMMYy U BBIICHUTH, YTO OBUTO CIENIaHO MPAaBHUIBHO, a YTO HET, YTOOBI
BHECTH HEO0XOJMMBbIE KOPPEKTHPOBKH M MOBTOPHO pealM30BaTh MPOrpaMMy COILHAIBLHOTO
MapKeTHHTa [0 JOCTH)KEHHUS YCIENIHOTO pe3yibTaTa WM pPEUICHHs ITOCTaBICHHOM
couuanbHOM mpoOneMel. Bech mporecc 3ateM MoOXeT OBbITh HMCIONB30BaH JJs Oyamyluei
pean3aly MPOBEPEHHON M PeaTM30BaHHOW MTPOTPAMMBI COIIMATHHOTO MAPKETHHTA.
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