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Abstract

Social marketing is a common strategy in global health and its goal is to ensure
the improvement of knowledge and reform attitudes in society to establish
behavior change to improve public health. The purpose of this study is to use
social marketing mix to measure advertising messages in the direction of
improving community health. This research is applied in terms of model
presentation and descriptive-survey in terms of purpose. The data collection
method in this study is a combination of quantitative methods. The statistical
population of the research for the model test consists of young people under 25
years old in Mazandaran province who smoke. Using the Cochran's formula, the
number of samples was equal to 385 people who were examined. Quantitative
data were collected using three questionnaires. Quantitative modeling of
structural equations using PLS software was used to analyze the data. The results
of the first hypothesis showed that the characteristics of the advertising message
affect the respondents' perception of the social marketing mix. Also, the results
of the second hypothesis show a positive and significant effect of the
characteristics of the advertising message on the normative system of
consumers. Finally, the results of the third hypothesis showed that the consumer
normative system affects the respondents' perception of the social marketing
mix.
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1. Introduction

Community health development is
considered as a prominent and important
concept on social inequalities (Wilkinson &
Pickett, 2010) for the governments and
policymakers. Social marketing is an
approach directed towards achieving
health at individual, collective, and social
levels. Social marketing, relative to other
approaches, involves creation,
development, and  application  of
marketing theories and concepts that
affect individuals, communities, and
structures, and societies to bring about
positive social changes (Issock et al., 2010).
Social marketing approach is a kind of
common strategy in the world health with
a general purpose of ensuring knowledge
promotion and attitude correction in the
audience to become the founder of
behavior change and maintain health in
both individual and society (Mahparvi &
Nameghi, 2020).

Considering the complexity of many
social issues to which social marketing is
applied (such as obesity, cigarette
smoking, alcohol drinking, climatic
changes, car accidents, pregnancy, AIDS,
...) and considering that these issues often
involve multi-beneficiary social changes,
much attention has been paid to the ways
of influencing the condition of social
change (Gordon & Gurrieri, 2018). The
component “behavior change” is referred
to as the main element of social marketing
definition, and the organizations and
governments’ inclination to creating
positive behavioral changes made them
aware of social marketing. Social
marketing is a concept which can be used
everywhere in the community to reduce
social harms, and still there are countless
issues which can be studied in this area.

Therefore, in this study, we seek to
examine the impact of advertising on
social marketing and thereby to measure
the degree to which people’s behavior
changes in terms of community health
improvement.

2. Methods

This applied research is a descriptive
survey using a combination of quantitative
methods. The quantitative data were
collected from three questionnaires. The
items of social marketing mix and
normative system were adapted from Pang
and Kubacki (2015) and Issock et al (2020),
respectively. In addition, in this research,
the data related to advertisement were
collected using the questionnaire
constructed by Dunn and Nisbett (2020).

For the data analysis, the quantitative
method of the Structural Equation
Modeling (SEM) was used in PLS Software
environment as a special causal structure
between a set of observed and
unobservable (latent) constructs. In the
present study, this method served to
answer the main research question. The
research statistical population consisted
of the youth under 25 years old in
Mazandaran Province who smoked
cigarette. Among this population, a sample
of 385 respondents was selected using
Cochran formula.

3. Results

The standardized coefficient (path
coefficient) for the relationship between
the two variables (advertisement and
social marketing mix) was f3 = 0.429 and the
Sig. coefficient (t-statistic) between the
two variables wass found to be 8.896 (t =
8.896) which was greater than the absolute
value 1.96, indicating that this effect is
significant. Hence, the null hypothesis (Ho)
is rejected and the alternative hypothesis
(Hi) is accepted. Therefore, it could be
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concluded that advertisement has a
positive and significant effect on social
marketing mix. As a result, the first
hypothesis was confirmed.

The standardized coefficient (path
coefficient) between the two variables
(advertisement and normative system) was
found to be 0.320 (8 = 0.320) and the Sig.
coefficient (t-statistic) for the two
variables was 5.773 (t = 5.773) which was
greater than the absolute value 1.96,
indicating that this effect is significant.
Hence, the null hypothesis (Ho) was
rejected and the alternative hypothesis
(Hi) was accepted. Therefore, it could be
concluded that advertisement has a
positive and significant effect on
normative system. As a result, the second
hypothesis was confirmed as well.

The standardized coefficient (path
coefficient) between the two variables
(normative system and social marketing
mix) was found to be 0.320 (8 = 0.320) and
the Sig. coefficient (t-statistic) for the two
variables was 7.777 (t = 7.777) which was
greater than the absolute value 1.96,
indicating that this effect is significant.
Hence, the null hypothesis (Ho) was
rejected and the alternative hypothesis
(Hi) was accepted. Therefore, it could be

concluded that normative system has a
positive and significant effect on social
marketing mix. As a result, the third
hypothesis was also confirmed.

4. Conclusion

The results on the third hypothesis
indicated that the consumers’ normative
system has an impact on the respondents’
perception of social marketing mix.
Therefore, marketing practitioners can
manipulate the consumers’ perception of
social marketing by shaping their ethical
norms. In addition, the nature of social
marketing is so that individuals pay special
attention to the views of their peers. Thus,
marketing practitioners may also create a
condition to improve the consumers’
perception of social marketing by
influencing the peers of their target
audience and through the strategies of
peer pressure and peer support.
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