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Abstract: In this study, the concerns, knowledge, attitudes, and behaviours of individuals 

towards marine pollution are discussed from the perspective of social marketing. Research data 

were obtained from individuals living on the Black Sea coastline of Turkey (n=304). Data were 

collected using questionnaires. The hypotheses were tested with the structural equation model. 

As a result of the analysis, it has been determined that social marketing for marine pollution 

positively affects concern, knowledge, and attitude. Therefore, it has been concluded that concern 

and knowledge about marine pollution affect attitude, and attitude affects behaviour. 

1. Introduction

It is stated that around 80% of marine pollution worldwide is land-based (UNESCO, 

2022). The seas are exposed to heavy metal pollution from intense industrialization 

(Tunca et al., 2018). It is also under many urban and rural pollution sources, such as 

accidental pollution (Yıldız et al., 2021), anthropogenic wastes, agricultural flows, air 

emissions, and the improper disposal of plastics. Although marine pollution is a critical 

problem globally, it is also vitally important in Turkey. Turkey provides significant 

economic benefits from the sea, such as maritime transport and trade, coastal tourism, 

and fishing. It also has many cities along its sea coastline. Therefore, anthropogenic 

activities cause significant changes in the Black Sea ecosystem and other parts of the 

country (Bat et al., 2018). In particular, the mucilage experienced in recent years has 

been a concrete indicator. In addition to environmental and health problems, marine 

mucilage causes economic issues such as tourism and fishing (Zingone et al., 2021; 

Ergül et al., 2021). Domestic, industrial, agricultural, ship, and marine wastes are 

expressed as factors that cause pollution and mucilage formation (Oztürk et al., 2021). 

Carrying out environmental research with an interdisciplinary approach positively 

contributes to the field (Geller, 1989). 

Marketing is a discipline that plays an active role in the life of society and constantly 

updates itself in parallel with technological developments. Marketing, defined as the 

process of exchange between individuals or organizations, offers better methods to 

perform this process (Ayvaz and Torlak, 2016). In social issues, marketing discipline is 

needed to change society's thoughts and behaviours (Bayraktaroğlu and İlter, 2007; 

Mucuk, 2010). Marketing, a social activity beyond commercial products, is a discipline 

constantly developing its principles and methods. One of these developments is the 

concept of social marketing. The first study on social marketing was the article by Wiebe 

(1951), in which he suggested the idea that marketing techniques could be used to 

improve behaviour towards social issues. This study asked, "Why can't we sell 

brotherhood and rational thinking like we sell soap?" emphasizing that marketing 

methods and techniques could also be applied to social areas (Wiebe, 1951). It was 

conceptualized by Kotler and Zaltman (1971). The international social marketing 
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association explained social marketing as aiming to bring behaviours that benefit 

individuals or communities by integrating marketing concepts with other approaches for 

more significant social benefit (ISMA, 2021). This concept is also expressed as a 

marketing strategy emphasizing social welfare and health (Tokay Argan and Akyıldız, 

2010; Bozpolat and Cömert, 2016). Social marketing aims to change behaviour for the 

better (Lahtinen et al., 2020). 

For this reason, it can be said that the emergence of environmental issues since the 

1980s (Çabuk and Nakıboğlu, 2013) has influenced many other disciplines and currents 

of thought (Gordon, 2012). Furthermore, through voluntary participation, social 

marketing can provide a higher level of community support (Ranci and Arlotti, 2019), 

through voluntary participation (Andreasen, 2002). Therefore, it is applied in many areas 

directly related to natural disasters, addiction, and human health (Fox and Kotler, 1980; 

Boora and Saini, 2013; Dietrich et al., 2015; George et al., 2016). Therefore, it can be 

said that there has been an increase in academic interest in studies related to social 

marketing, especially in areas such as garbage, food waste, energy, and water 

consumption (Lowe et al., 2015; Almosa et al., 2017; Gordon et al., 2018; Pearson & 

Perera, 2018; Kim et al., 2020). 

It is known that the main threat to the marine environment is predominantly land-

based. Therefore, human behaviour needs to be examined to eliminate or reduce the 

threat to the marine environment (Lyon et al., 2018). Thus, the social marketing 

approach related to individuals' awareness, and behaviour on a particular subject can be 

explained by the Theory of Planned Behaviour and Social Cognitive Theory (Chin and 

Mansori, 2018). Social cognitive theory, which explains how cognitive and psychological 

factors such as the environment interact to promote an individual's behaviour change, 

can be applied to social marketing (Fraze et al., 2007). Mass media and various 

campaigns can help individuals' environmental awareness (Woo, 2020). Boubonari et al. 

(2013) found that pre-service teachers got the most information about the marine 

environment from the mass media. It is also stated that individuals with environmental 

knowledge have more concerns (Varela-Candamio et al., 2018; Sultan et al., 2021). 

Latinopoulos et al. (2018) evaluated the effectiveness of public information campaigns 

in their study. The study determined that there were significant differences between 

those who participated in the campaign and those who did not participate in protecting 

the marine environment. In this context, it is stated that informing the public can 

contribute to protecting the marine environment (Gkargkavouzi et al., 2019). A high 

level of environmental knowledge has been reported to increase environmental 

awareness, and this sensitivity affects environmental attitude action (Sultan et al., 

2021). It is stated that sponsorship in social marketing campaigns also affects 

environmental attitudes (Manika et al., 2019). Considering that ecological problems 

result from people's bad behaviour toward the environment (Mei et al., 2016), awareness 

about this issue emerges as an issue that should be given importance to minimize the 

effects of the crisis (Liu et al., 2020). In this context, social marketing can be applied to 

the problem of marine pollution to promote long-term behaviour change (Lyon et al., 

2018). The current study assumes that social marketing will increase individuals' 

environmental concerns, knowledge, and, as a result, their perception and sensitivity. 

Therefore, the following hypotheses are proposed: 

 

H1: Social marketing positively influences concern for marine pollution. 

H2: Social marketing positively influences knowledge of marine pollution. 

H3: Social marketing positively affects the attitude towards the marine environment. 

 

Increasing consumers' knowledge about the environment will cause them to develop 

responsible behaviour (Gkargkavouzi et al., 2019; Woo, 2020). Environmental 

promotions significantly impact consumer purchasing behaviour (Delafrooz et al., 2014). 

Environmental concern is closely related to environmental attitude (Verna et al., 2019). 

Guiding people to engage in sustainable behaviours is also based on relational values 
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such as concern (Engel et al., 2020). Therefore, it is reported that environmental concern 

positively affects environmental attitude (Sultan et al., 2021). Environmental knowledge 

of individuals positively affects their environmental attitudes and behaviours (Liu et al., 

2020). Owens (2018) found that the experiential learning course for environmental 

problems significantly increased students' knowledge, attitudes, and behaviours. If 

people know about environmental issues, they will develop awareness and be motivated 

for environmental awareness (Levine and Strube, 2012; Wynveen et al., 2015) because 

the connection with the environment develops depending on the previous knowledge of 

the individuals (Lee and Jan 2015). Manika et al. (2019) reported that environmental 

attitudes positively affect environmental and behavioural intentions. Therefore, 

knowledge and concern are variables used to predict environmental behaviour. In line 

with this information, the following hypotheses were determined: 

 

H4: Concern for marine pollution positively affects attitudes towards the marine 

environment. 

H5: Knowledge of marine pollution positively affects the attitude towards the marine 

environment. 

H6: Attitude towards the marine environment positively affects the behaviour 

toward the marine environment. 

The research model created in line with those mentioned above conceptual and 

theoretical information and suggested hypotheses are shown in Figure 1. 

 

 

Figure 1. Research Model 

The current study connects with Social Cognitive Theory, which seeks to 

comprehensively understand why and how people change their health behaviours and 

the social and physical environments that affect these behaviours. This theory assumes 

that human behaviour is a product of the dynamic interaction of personal, behavioural, 

and environmental influences. It also considers the individual's ability for collective 

action (Bandura, 2001). In addition, there are studies investigating marine pollution 

regarding individuals' learning, attitudes, and behaviours (Boubonari et al., 2013; 

Gkargkavouzi et al., 2020; Engel et al., 2020; Ankamah-Yeboah et al., 2020). However, 

as far as we know, very little research examines the issue from a social marketing 

perspective. In the literature, it is seen that social marketing has been intensively 

researched on issues that directly concern the health of individuals. However, it can be 

said that there is not enough interest in this issue because most of the marine pollution 

is land-based, and its results cannot be seen immediately. Therefore, the current study 

is essential in examining individuals' concerns, knowledge, attitudes, and behaviours 

towards marine pollution from a social marketing perspective. 

 



PESD 2022, 16, 2 28 

2. Materials and Methods  

2.1. Sample and data collection 

The population of this research is the individuals living in the cities of the Black Sea 

coast of Turkey, Ordu, and Giresun (the distance between the towns is about 40 

kilometers). Marine pollution is the type of environmental pollution that occurs due to 

the spilling or mixing of chemical, industrial, agricultural, and domestic wastes into the 

sea. For this reason, awareness and positive behaviour toward marine pollution is not 

only the responsibility of individuals living in coastal areas. People can directly or 

indirectly cause marine pollution. Therefore, marine pollution concerns the whole society. 

However, coastal people can now see the sea compared to those in the interior. There 

are also time and cost constraints for this research. For this reason, the research sample 

consists of individuals living in the coastal areas of the relevant cities who participated 

in the survey. The online survey was administered in Spring 2022. Individuals living in 

the coastal regions of the cities related to the convenience sampling method participated 

in the survey. In this context, data were collected from 310 people. Outliers were 

removed, and 304 questionnaires were included in the analysis. There are 19 phrases 

for the five variables of the research in the questionnaire. Therefore, considering the 

number of variables or expressions (Stevens, 2012; Tabachnick et al., 2007), the 

research sample is sufficient for the application (Hair et al., 2017).  

2.2. Measures 

In this study, a five-point Likert scale was used. (1=strongly disagree-5=strongly 

agree). The scales were adapted from the scales approved in the literature. There is not 

much research on the marine environment and social marketing in the literature. For 

this reason, the social marketing scale for the environment was developed by Davis et 

al. (2011) and Kaplan (2020). The social marketing scale relates to promotions and 

informative activities for the marine environment. The scale of knowledge about marine 

pollution, attitudes, and behaviour towards the marine environment Boubonari et al. 

(2013), and the Concern for Marine Pollution scale was adapted from Sultan et al. 

(2021). The scales of the study are shown in Table 1. 

Table 1. Scale of the research 

Variable  Measures 

Concern 

for Marine 

Pollution 

EC1 I'm concerned about the environmental protection of coastal areas. 

EC2 I care about the impact of my living habits on the natural habitats of the 

coastal region 

EC3 People are seriously abusing the coastal environment 

Knowledge 

on Marine 

Pollution 

K1 Garbage in the sea (discarded nets, plastic bags, etc.) harms living things 

in the marine environment 

K2 Fish, marine mammals, etc. are severely affected by the presence of 

chemicals in the marine environment 

K3 Pesticides are leaked from arable areas and transported to the sea by 

rivers 

K4 Chemicals used in agriculture are essential pollutants in the marine 

environment 

Social 

Marketing 

for Marine 

Pollution 

SM1 I'm interested in promotions for the marine environment 

SM2 Promotions about the marine environment are essential against marine 

pollution 

SM3 Introductions to the marine environment inform me 

SM4 I consider the warnings that the authorities will make about the marine 

environment with various means of communication 
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Attitude 

towards 

Marine 

Pollution 

A1 I take care to protect the marine environment for the protection of nature 

A2 I care about protecting the marine environment to live a healthy life 

A3 Cleanliness of seas and oceans is essential for human life 

A4 I have a responsibility to protect the sea for future generations. 

Behaviour 

towards 

Marine 

Pollution 

B1 I'll brief the authorities on marine environmental issues 

B2 I collect things that other people throw on the beach. 

B3 I read articles or watch programs about marine conservation 

B4 I buy environmentally friendly products (organic or recyclable packaged 

products, etc.) 

 

The survey applied within the scope of the survey also includes statements regarding 

the participants' demographic information. Therefore, the demographic findings of the 

study are given in Table 2. 

Table 2. Demographic Information About Participants 

Educational Status N % Gender N % 

Elementary education 9 3.0 Female 142 46.7 

High school 80 26.3 Male 162 53.3 

College/University 193 63.5 Marital Status N % 

Postgraduate 22 7.2 Married 136 44.7 

Age N % Single 168 55.3 

18-25 143 47.1 Living City N % 

26-33 54 17.8 Ordu 160 52.6 

34-41 53 17.4 Giresun 144 47.4 

42-49 39 12.8 Profession N % 

50+ 15 4.9 The Worker 22 7.2 

Knowledge Platform N % Officer 40 13.2 

TV 169 55.6 Student 97 31.9 

Social Media 135 44.4 Teacher 63 20.7 

Total 304 Other 82 27.0 

 

As it is seen in Table 2, approximately 47% of the participants are women, and 53% 

are men, and their marital status rates are close to each other. It is seen that 88% of 

the participants in the study are university graduates and most of the participants are 

between the ages of 18-25. Another result of the demographic analysis of the research 

is that approximately 56% of the participants have information about TV and 44% about 

mucilage from social media platforms. 

3. Results 

Research data were processed into the IBM SPSS Statistics 24 package program, 

and descriptive statistics were applied. Varimax rotation was used for explanatory factor 

analysis. Then, confirmatory factor analysis was applied. CB-SEM was used because the 

data were normally distributed (Hair et al., 2017). IBM SPSS AMOS 21 package program 

was used to test the structural relationships in the research model. In statistical studies, 

data should be normal or close to normal. In the study, firstly, mean, standard deviation, 

skewness and kurtosis analysis were applied (Huang et al., 2004). As a result of the 

analysis, it was determined that the kurtosis and skewness values were between -1.5 

and +1.5. (Byrne, 2010). The overall Cronbach's alpha (CA), showing the internal 

consistency of the scales, is 0.856. It can be said that it is at a reasonable level (Cortina, 

1993). As a result of the factor analysis, the KMO value was 0.848 and was accepted as 

perfect (Kaiser, 1974). Bartlett's test of sphericity (p=.000) showed that the relationship 

between the measurement items was sufficient and suitable for factor analysis. The self-
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total value of each variable is greater than 1 and is grouped under a single factor. In this 

process, "K1" was excluded from the analysis with a factor load of less than 50%. 

Therefore, cumulative variances (minimum 50% threshold) are acceptable. Factor loads 

are above the threshold value (50%) (Hair et al., 2010). The findings are shown in Table 

3 and Table 4. 

Table 3. Descriptive statistics - Normality test results 

Variable Question Mean 
St. 

Deviation 
Skewness Kurtosis 

Concern for Marine 

Pollution 

(CMP) 

EC1 4.07 0.982 -0.840 0.029 

EC2 4.05 0.943 -0.687 -0.276 

EC3 3.82 1.080 -0.497 -0.666 

Social Marketing for Marine 

Pollution (SMMP) 

SM1 3.95 1.135 -0.966 0.212 

SM2 4.16 0.973 -1.128 0.959 

SM3 4.05 0.967 -0.856 0.178 

SM4 4.24 0.947 -1.207 0.835 

Knowledge on Marine 

Pollution 

(KMP) 

K1 4.08 0.911 -0.652 -0.146 

K2 3.99 0.897 -0.456 -0.469 

K3 3.82 0.998 -0.526 -0.251 

K4 3.93 0.971 -0.580 -0.276 

Attitude towards Marine 

Pollution 

(AMP) 

A1 4.05 1.049 -1.146 0.995 

A2 4.10 1.028 -1.128 0.883 

A3 4.16 0.913 -0.790 -0.119 

A4 4.07 1.074 -1.055 0.566 

Behaviour towards Marine 

Pollution 

(BMP) 

B1 3.87 1.037 -0.527 -0.541 

B2 3.81 0.986 -0.553 -0.236 

B3 3.59 1.052 -0.108 -0.924 

B4 3.86 1.026 -0.765 0.221 

Table 4. Validity analysis results of the scales used in the study 

Variable Factor Load Eigen Variance % 

Concern for 

Marine Pollution 

(CMP) 

EC1 0.697     

1.289 6.783 EC2 0.752     

EC3 0.687     

Social Marketing 

for Marine 

Pollution 

(SMMP) 

SM1  0.834    

5.372 28.271 
SM2  0.786    

SM3  0.795    

SM4  0.615    

Knowledge of 

Marine Pollution 

(KMP) 

K2   0.734   

1,096 5.769 K3   0.564   

K4   0.755   

 

Attitude towards 

Marine Pollution 

(AMP) 

A1    0.790  

1.454 7.653 
A2    0.657  

A3    0.639  

A4    0.690  

Behaviour 

towards Marine 

Pollution 

(BMP) 

B1     0.807 

2.237 11.773 
B2     0.754 

B3     0.763 

B4     0.736 

KMO:0.848 
Bartlett's Test of Sphericity: df: 171 Sig: 0.000 Approx. Chi-

Square: 1847. 498          Total Variance: 60,249 
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Table 5 shows CA, composite reliability (CR), average variance explained (AVE) and 

correlation between variables. AVE is an indicator of the convergent validity of 

structures. CR indicates AVE and its square. In all variables in this research model, AVE 

was 0.50, and CR was above 0.70. These results were above the specified threshold 

values (Hair et al., 2014). There was also a positive correlation between variables. 

Table 5. The construct reliability and correlations of the scales used in the study 

Variable Mean SD CA CR AVE CMP SMMP KMP AMP BMP 

CMP 3.978 0.768 0.646 0.756 0.712 1 0.388* 0.271* 0.325* 0.358* 

SMMP 4.102 0.814 0.822 0.846 0.758  1 0.339* 0.492* 0.185* 

KMP 3.913 0.716 0.631 0.728 0.684   1 0.371* 0.293* 

AMP 4.092 0.781 0.768 0.789 0.694    1 0.309* 

BMP 3.782 0.814 0.804 0.850 0.765     1 

* Correlation is significant at the 0.01 level (2-tailed) 

3.1. Structural model tests results 

The structural model is the equation that measures the relationship between latent 

variables. The most substantial aspect of SEM is that it facilitates the discovery of 

relationships between variables and can be examined to reduce the error in the model. 

Therefore, this method helps model structures at a higher level (Hair et al., 2014). This 

study tested the general fit of the SEM with the conceptual model and hypotheses. The 

structural model and fit indices are shown in Figure 2 and Table 7. 

 

 

Figure 2. Structural model output 
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Table 7. Research Model fit indices 

Fit Indices P CMIN/DF 
RMSEA 

GFI CFI IFI TLI 
LO90 HI90 PCLOSE 

Structural 

model 
0.000 1,714 

0.049 

0.922 0.945 0.945 0.934 
0.037 

0.05

9 
0. 575 

 

It is stated that χ2/df used in evaluating the fit between data and model should take 

a value below 2.5 if the sample number is less than 250. Otherwise, it is recommended 

to be below 5. The value is between the recommended level (χ2/df: 1.033). The RMSEA 

value is 0.049. Especially in AMOS, it is recommended to use a 90% confidence interval 

to confirm this value. Table 6 shows that the RMSEA confidence interval lower bound is 

0.037 and the upper bound is 0.059. PCLOSE is 0.575 (p> 0.50). Thus, it can be said 

that the model fits the data well (Byrne, 2010). Also, other goodness of fit values is GFI: 

0.922, CFI: 0.945, IFI: 0.945, TLI: 0.934. The researcher may use a few goodness-of-

fit indices or prefer to use all of them (Schumacker, 2006; Yeniçeri and Yücel, 2009). 

The structured model's data fit was at the recommended level (Hair et al., 2010). 

Table 7. Hypothesis test results 

Hypothesis Direction 
Standardized 

Effect 

Standard 

Error 
P-value 

H1 
Concern for 

Marine Pollution 

 
Social 

Marketing for 

Marine Pollution 

0.507 0.100 0.000 

H2 
Knowledge of 

Marine Pollution 

 
Social 

Marketing for 

Marine Pollution 

0.469 0.103 0.000 

H3 

Attitude 

towards Marine 

Pollution 

 
Social 

Marketing for 

Marine Pollution 

0.387 0.130 0.000 

H4 

Attitude 

towards Marine 

Pollution 

 Concern for 

Marine Pollution 
0.199 0.114 0.019 

H5 

Attitude 

towards Marine 

Pollution 

 Knowledge of 

Marine Pollution 
0.262 0.130 0.002 

H6 

Behaviour 

towards Marine 

Pollution 

 
Attitude 

towards Marine 

Pollution 

0.404 0.074 0.000 

 

Table 7 shows the relationships between hidden variables considered significant at 

the 0.05 significance level. Social marketing for marine pollution was found to positively 

affect concern, knowledge, and attitude about marine pollution. It was concluded that 

concern and knowledge of marine pollution were effective on attitude, and attitude on 

behaviour. Therefore, the proposed hypotheses were supported. 

4. Discussion 

The oceans provide people with vital ecosystem services such as food, energy, and 

cultural services (Ankamah-Yeboah et al., 2020). However, plastic, one of the most 

durable materials, does not ultimately deteriorate. Still, microplastics constantly increase 

in our oceans, causing marine species' extinction and human health deterioration 

(UNESCO, 2022). Therefore, people's knowledge and awareness of marine 

environmental problems, both in the coastal and inland areas, is of vital importance for 
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the prevention of marine pollution. It is seen that activities that benefit the society in 

terms of informing people and increasing their awareness levels are adopted with the 

social marketing approach. However, there are not enough studies in the literature on 

marine environmental awareness, which is so vital for human life. It is also seen that 

the studies carried out from the perspective of social marketing are more directly related 

to health, the results of which are reflected concretely today. Before more concrete 

indicators of marine pollution occur globally, it is necessary to determine society's 

awareness levels and conduct theoretical and practical studies in this field. Therefore, 

this study contributes to the literature by evaluating the relationship between marine 

environmental knowledge, concern, attitude, and behaviour towards the marine 

environment of individuals living in the Black Sea coastal regions of Turkey from a social 

marketing perspective. 

Findings obtained within the framework of the research sample showed that social 

marketing for marine pollution significantly affects individuals' concern, knowledge, and 

attitudes. It has been concluded that concern and knowledge about marine pollution 

affect attitude and attitude on behaviour. This finding was reported by Sultan et al. 

(2021). Social marketing activities are effective on individuals' environmental attitudes 

(Manika et al. (2009). Gelibolu and Madran (2013) found that social marketing is 

effective on wastepaper recycling behaviour in their study in Turkey in an experimental 

setting. Individuals with more information about environmental pollution may be more 

worried (Varela-Candamio et al., 2018; Sultan et al., 2021). Social marketing activities 

help to increase the knowledge and awareness of individuals. In this context, it can be 

said that social marketing activities about marine pollution significantly increase the level 

of concern and knowledge of individuals about it. As a result of this situation, individuals 

are expected to be motivated against marine pollution (Wynveen et al., 2015) and to 

perform attitudes and behaviours (Liu et al., 2020). However, the current study includes 

individuals living in Turkey's Black Sea region on the Ordu and Giresun coasts. 

Conducting future studies with a larger sample and different research methods will be 

beneficial in terms of conceptualizing and operationalizing the relevant variables. Marine 

pollution is caused by the direct or indirect dumping of chemical, industrial, agricultural, 

and domestic wastes into the sea. Therefore, it is an issue that concerns the whole 

society. For this reason, it is recommended to conduct research that will cover the 

broader universe in the future. 

5. Conclusions 

Marine pollution can be expressed as an environmental problem caused by mixing 

chemical, industrial, agricultural, and domestic wastes into the sea. Marine 

environmental problems have not been a concrete threat seen by society. Since it occurs 

cumulatively, it is not an environmental problem that society is generally aware of. 

However, today's mucilage has been a concrete indicator of this problem. Especially 

those living in coastal areas can see the marine environmental problems more concretely 

than the population living in the interior. Therefore, specific segments of society have 

seen the mucilage problem experienced recently both concretely and have been informed 

in the media. However, taking precautions or raising public awareness after a disaster is 

not a logical process. For this reason, the importance of adopting the social marketing 

approach emerges. 

Social marketing can be expressed as adopting thoughts and behaviours that benefit 

society. Social marketing is a critical tool for changing the target audience's behaviour. 

Its success in achieving specific behavioural goals is also empirically supported. 

However, social marketing activities need to be carried out collectively. In this regard, 

policymakers and non-governmental organizations must adopt a social marketing 

approach. Embracing the social marketing approach will help provide public benefit and 

increase the quality of life of individuals. Awareness, knowledge, attitude, and behaviour 

towards marine pollution are vital. In this context, social marketing theory offers a 
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perspective on a sustainable marine environment. A compelling and easy-to-understand 

message will be essential in raising awareness of marine pollution. In addition, the 

education of the target audience is vitally important. Informing the public can contribute 

to the protection of the marine environment. Therefore, attitudes and behaviours 

towards marine pollution can be evaluated as a developmental process. The social 

marketing approach can contribute to this development process. 
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