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Research QuestionsResearch Questions

• In what ways, to what extent and to what 
effect is social marketing currently 
perceived as a means to achieving pro-
environmental behavior change in both 
theory and practice? 



Research QuestionsResearch Questions

• How are scholars of pro-environmental behavior 
change incorporating social marketing in their 
research, analysis and theories? 

• How are practitioners using social marketing in 
programs/campaigns to achieve pro-
environmental behaviors? 

• What are the relationships, connections and 
disconnections between the perceptions of 
academics and those of practitioners with respect 
to the use of social marketing as a tool for pro-
environmental behavior change?



MethodsMethods

• Literature Analysis
• Publication Trends
• Content Analysis

• Case Studies Analysis
• Implementing organization, area of 

intervention
• Social Marketing Benchmarks (Andreasen, 

2002)



Methods: Literature AnalysisMethods: Literature Analysis

• Databases: ArticleFirst, Business Source Elite,
Emerald, ERIC, Expanded Academic ASAP,
Medline, PsycINFO, Science Direct, Web of 
Science, Wilson Full Text

• Search covers >35 year period since social 
marketing was formally coined in 1970

• 62 articles



Methods: Case StudiesMethods: Case Studies

• Cases collected from 3 sources: Community 
Based Social Marketing (CBSM), Tools of 
Change, and TRACK Center for Marketing 
Public Programs

• Initially >300 cases, screening process left 
only 148

• In depth analysis of 18 cases



Results: Literature AnalysisResults: Literature Analysis

Publication by year



Results: Literature AnalysisResults: Literature Analysis

General focus: 24%

Focus on recycling: 18%

Articles by area of focus



Results: Literature AnalysisResults: Literature Analysis

Total                                                    62     23               8                             32 

Articles by field of study and by format



Results: Case StudiesResults: Case Studies

Programs/Campaigns by area of focus



Results: Case StudiesResults: Case Studies

Programs/Campaigns by organization
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Results: Case StudiesResults: Case Studies

• Mostly large-scale applications, however, that 
appears to have limited connections with 
outcomes

• Limited evaluation of programs/campaigns
• Limited focus on influencing consumption or 

lifestyles



ConclusionsConclusions

• In What Ways
• CBSM has developed as a distinctive approach 

to behavior change in the environmental field
• Problems in definitions and applications, more 

noticeable in the case studies



ConclusionsConclusions

• To What Extent
• Increasing trend in both practice and research, 

however, still not as extensive as in the health 
sector

• Practice and research of social marketing in 
environmental problems are not developing at 
a similar pace

Comparison of 
main areas of 
analysis and 
intervention



ConclusionsConclusions

• To What Effect 
• Three approaches for achieving long-term 

behavior change: permanent programs, 
upstream approach, and a focus on efficiency 
behaviors

• However, limited empirical evidence in both 
the literature and the practice

• Focus on curtailment behaviors instead of 
efficiency behaviors appears to limit the effect 
of social marketing



RecommendationsRecommendations

• Researchers should expand their scope to include 
developing countries

• Incorporate concepts, ideas, lessons from other 
fields

• Future research should focus on the upstream 
approach to social marketing (no major evidence 
in this study)



Final thoughtsFinal thoughts

Social marketing for the environment is 
still in the adolescence stage



Thank You!


