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[bookmark: _Toc39240234]Introduction
	 In the age of high competition, marketing has emerged as a useful technique for product or service promotion that helps the business to grow and attract new customers. According to Philip Kotler, who is referred to as the father of marketing, defines marketing as a human activity that focuses on the "facilitating and consummating exchanges". The main motive of marketing is to create and maintain the exchange relations in such a way that the client is satisfied (Baker and Hart, 2016). Marketing is mainly a customer-oriented approach that is centred on the exchange of mutual understanding between two or more parties. In this context, the exchange is generally referred to as the products or services that are brought with the money. A good marketing strategy is where every party believes that they have received good value. The main motive of marketing is to fulfil customer requirements effectively and efficiently. Based on the perspective of organisational management, marketing techniques should be developed in such a way that it helps its potential customers to know what to expect from the products or services offered by the organisation (Masterson, Phillips and Pickton, 2017). In the alignment of the aforementioned context, this report focuses on critically analysing a theme, identified as social marketing, which is one of the marketing techniques. The report also evaluates the marketing industry and further discusses the impact of social marketing on the selected marketing company. In the later part of the report, recommended strategic response has been provided based on the findings of the report. 
[bookmark: _Toc39240235]Critical Analysis of Social Marketing
	Social marketing is defined as commercial marketing techniques in which the marketing campaigns is created in such a way that it targets on the improvement in the personal behaviour of its audiences belonging to the society in which they are present. In the age, where sustainability is in focus, social marketing has emerged as a marketing tool to bring changes in the customer orientation towards the product or services. Marketing communication with the aim of bringing social change in society is referred to as social marketing (Lowe, Lynch and Lowe, 2015). In addition, Since the inception of social marketing during the 1970s, it has led to a significant impact on bringing positive outcome on the social issues that have been identified in the society such as environment, public health and community development issues. Some of the popular social marketing campaigns emphasised on prevention of malaria, stopping the spread of HIV/AIDS, eradicating polio, alcohol consumption, ensuring compulsory wear of helmets while riding a bike, eliminating bullying and promoting recycling. In this relation, social marketing is identified as a marketing process that takes into consideration of the marketing principles and then works on bringing changes in the society along with the individual by bringing changes in their behaviours (Lee and Kotler, 2019). Social marketing main focus has always been on bringing improvement in society and initiating social marketing campaigns that led to health and safety promotion. Over the years, social marketing has been used as a tool to offer a value exchange in relation to the product and service offering (Kubacki et al., 2015).
In the beginning, social marketing was only focused on the health promotion, but later it is being applied in all the disciplines such as environmental protection and educational opportunities (Goldberg, Fishbein and Middlestadt, 2018). In comparison with the commercial marketing whose goal is to gain financial benefits, social marketing aims to bring behaviour changes in society. In commercial marketing, target audiences are selected based on the profitable sales from that segment whereas, in social marketing, the target audience is chosen based on the presence of the social problem and audience ability to eradicate that said problem (Lee and Kotler, 2019). However, there are issues associated with social marketing when compared to commercial marketing. Social marketing can only work if the barriers that facilitate social change is available with ease for everyone. For example, if the social marketing is focusing on bringing changes in the individual eating behaviour, it is necessary to ensure that infrastructure is already built for the same so that people have easier access to healthier foods. Further, the healthier foods that are sold at the restaurants are quite expensive, that may restrict the individual choice to eat healthy foods as less healthy foods are relatively cheap. In addition, the people belonging to a lower-income category and staying in “food desert” area is likely to purchase the vegetables and fruits from nearby stores, that has less chance of selling fresh fruits and vegetables. It then becomes important to eliminate such barriers and create an infrastructure before initiating an effective social marketing campaign so that social changes can be brought with ease (Basil, Diaz-Meneses and Basil, 2019).
[bookmark: _Toc39240236]Evaluating the Marketing Industry
	In a fast-paced global environment, marketing industry continues to remain as an effective part in the economic integration of the world. With the emergence of globalisation, there has been an increase in the international business and has also compelled the companies to expand their operation in other parts of the world. The increasing global trade has forced the companies to develop marketing strategies and includes it in their corporate strategy (Agarwal and Wu, 2018). In this context, it has been identified that the main goal of the marketing industry is to help the companies to communicate with the targeted customers in such a way that they purchase their products or services. The marketing professionals in the marketing industry has a role in bridging the gaps that are existing between the companies and their customers. In the US alone, the marketing consultant industry is worth 43 billion dollars that supports more than 198,000 businesses. The marketing company employs marketing professionals to its companies so that they can advise the business to improve their financial performance in alignment with the customer needs and demands (Vault, 2020).
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Figure 1 - Global Spending on Marketing Services From 2012 to 2018 (Source: Guttmann, 2019)
As highlighted in the above figure, the marketing industry has continued to experience growth during the period of 2012 to 2018. As of now, the worth of marketing industry amounts to over 450 billion dollars. Marketing services in this industry focus on public relations, healthcare, direct marketing and sponsorship. In the marketing industry, direct marketing is responsible for the largest spending, with around 75 per cent of the global share of spending in 2018. North America is the biggest market for the marketing industry as 35 per cent of the global share of advertising expenditure is generated from this region. Further, in North America, Direct marketing contributes to the largest share of spending in the marketing industry. North America also observed the highest number of mergers and acquisition activity in the marketing industry. In the US, the marketing industry was worth 240 billion dollars in 2018 (Guttmann, 2019).
[bookmark: _Toc39240237]Critical Evaluation of Social Marketing Impact on Company
	Omnicom Group is a marketing and advertising company that is based in New York, US. The company was founded in 1986, and as of now, employs over 70,000 people (Forbes, 2020). The group has many subsidiaries and offers advertising, communications and corporate services. It provides a variety of services in the fields of advertisement, health services and consumer relations. Company services involve advertising, marketing, content marketing, social responsibility consulting for corporate enterprises, crisis communication services, design publishing, database analysis, digital or direct marketing, digital transition, entertainment marketing, field marketing, enterprises-to-business promotion, graphic arts or digital imagery, healthcare services (Yahoo Finance, 2020). As the company is involved in providing marketing services to various sectors, complying with social marketing will help the company to garner more positive outcomes through marketing techniques. Social marketing will allow the company to bring relevant positive social changes in the context of collaboration theory with its client in society. The strategically based marketing techniques have the potential to incorporate marketing policies in such a way that it is successful in influencing the communities, groups as well as the individuals (Gordon, Zainuddin and Magee, 2016).
The group offers advertisement, marketing and communication services to its client globally. Branded networks and agencies of the organisation operate across the world markets and deliver a variety of services that are divided into four main segments, that are, specialist communications, advertising, consumer relations management as well as public relations. The business operates in many sectors of the industry, such as food and drink, consumables, pharmaceuticals, healthcare services, financial sector, the technology sector, travel industry, entertainment industry, telecommunications industry and retail sector (Reuters 2020). According to the World Advertising Research Center (WARC), out of the top five most creative network in the marketing industry, three creative networks were of the Omnicom Group. BBDO Worldwide, one of the Omnicom Group network, secured the first rank and is continuing to do over the last 13 years consecutively (Omnicom Group Inc, 2020). As the company has a global presence, complying with social marketing tactics will help the company to bring positive changes for the people. The main motive of social marketing is to sell the ideas and behaviours in such a way that it leads to improvement in the well-being of an individual or society. In the context of commercial marketing, social marketing takes one step ahead and plays a significant role in influencing the behaviour of the individual as well as a society for their welfare (Nowak et al., 2015). Social marketing will help the company to eradicate social problems by complying with the collaboration theory, and its large network will provide a platform for bringing relevant positive changes in society.
[bookmark: _Toc39240238]Conclusion
	It can be concluded from the above findings that social marketing is described as commercial marketing strategies in order to establish marketing campaigns to enhance the personal behaviour of the people for the betterment of society. Social marketing has been used over the years as a means to provide useful exchanges in the context of offering goods and services. Social marketing is a marketing technique that has emerged as a marketing tool for shifting the attention of consumers on goods or services towards social value. However, social marketing will only work when the barriers to social change are readily accessible to everyone. As social marketing focuses on improving individual behaviour, it is necessary to ensure the infrastructure has already been built for the same in order to make it easier for people to gain social benefits.
[bookmark: _Toc39240239]Recommendations
	On the basis of the above findings, the recommendations are outlined below:
· As identified from the above findings, before incorporating social marketing, it is important to ensure that sufficient infrastructure is available in the region for bringing social changes. Before bringing changes for the welfare of society, it is highly important to create an infrastructure that will help in allowing the companies to bring changes for the individual and society. In this context, it is recommended to develop a well-sustained infrastructure that allows for enabling change. It is also necessary to change the attitude of individuals as a whole society so that they are motivated to undertake the relevant changes. Social marketers have the responsibility to ensure that before initiating social marketing campaigns, they examine the necessary or required infrastructure in the context of economic, social and environmental factors so that social changes are brought with ease (Basil, Diaz-Meneses and Basil, 2019).
· Social marketing is more about the behavioural change rather than that of providing education to the individual or group about the changes. However, there are issues associated with social marketing such as it can offer an immediate benefit to the customers if they have adapted to the proposed behaviour. Sometimes, it also becomes tough for social marketers to convince people, particularly youths, about the side effects of any product. In this relation, it is recommended to adopt a rigorous and systematic process in social marketing that focuses on the immediate benefits that can be achieved through the use of particular products or services. Systematic planning will also allow for establishing clear objectives that inspires the individual and society to attain social benefits (Goldberg, Fishbein and Middlestadt, 2018; Lee and Kotler, 2019). 
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[bookmark: _Toc39240241]Part 2: Personal Reflection
	When I began preparing for writing the report, there were several thoughts that were running in my mind whether I will be successful in completing this report. I tried to relax my minds and began focusing on selecting the theme on which I am going to write the report. I began searching on the internet so that I can get a general overview of the themes allowing me to decide on which theme I should begin my work. After brief research, I selected the “social marketing” theme for this report as it appeared to be unique for me in terms of my knowledge enhancement. In order to get relevant information regarding social marketing, I searched the relevant contents through journals, books and online sources.  I took the help of Google Scholar and Google Books to fetch relevant materials for the report. Based on the findings, I learnt that social marketing is not a new marketing concept and is in place over the years. I also learnt that social marketing is highly beneficial in generating positive value in society. Further, I found that social marketing can only be implemented effectively if there is an infrastructure established for allowing to incorporate relevant changes in society. In the completion of the report, I learnt that in addition to commercial marketing, companies should also focus on adapting the social marketing techniques so that it can lead to value creation in the society for the individual as well as group.
1

image1.jpeg
PRIFYSGOL CYMRU

Y Drindod Dewi Sant
UNIVERSITY OF WALES

Trinity Saint David

SWANSEA - ABERTAWE





image2.png
arketing-spending/

DOWNLOAD
600
Qm mxu m mm
s00
as7.07
as263
42665
409.79 Source
e 3892
L0 ssae — Show sources information
b — Show publisher information
2 500 Release date
£ December 2017
H Region
& 200 8!
- Worldwide
Survey time period
100 2012t0 2016
Special properties
includes PR, data investment management. direct,
0
2012 2013 2014 2015 2016 2017 2015 healthcare and sponsorship

Supplementary notes
* Forecast.

atista 2020 W

@ Additional Information Show source @





