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Chapter 11: Social and non-profit marketing
Journal Article 1: Almestahiri, R., Rundle-Thiele,S., Parkinson, J., & Arli, D. (2017). The use of the major components of social marketing: A systematic review of tobacco cessation programs. Social Marketing Quarterly, 23(3), 232–248. doi:10.1177/1524500417704813.
Explanation: This article is the first review of social marketing principles in interventions targeting tobacco cessation campaign. The study provides a qualitative systematic review of social marketing in tobacco cessation programmes using seven major components of social marketing. The review identified that downstream interventions remain the dominant focus in social marketing interventions targeting tobacco.

Journal Article 2: Kemper, J. A., & Ballantine, P. W. (2017). Socio-Technical transitions and institutional change: Addressing obesity through macro-social marketing. Journal of Macromarketing, 37(4), 381–392. doi: 10.1177/0276146717715746.
Explanation: Obesity, climate change and poverty are some of the most serious health, environmental and social issues of the 21st century. Although social marketing interventions focussing on individual and community are considered effective method for addressing these issues, the results of social marketing campaign however have been mixed. The study used the multi-level perspective on socio-technical transitions to further the understanding of how macro-social marketing might be used to address the problem of obesity. It also looks at the role of formal and informal institutions in the emerging field of macro-social marketing.

Journal Article 3: Singaiah, G., & Laskar, S. R. (2015). Understanding of social marketing: A conceptual perspective. Global Business Review, 16(2), 213–235. doi: 10.1177/0972150914564282.
Explanation: Social marketing is a recognised concept in non-profit context. However, the use of social marketing in India and other developing countries in the region is restricted to family planning programmes. The article attempts to look at social marketing concepts and principles that guide social marketing interventions and identify the barriers that restricts the application of social marketing framework in non-profit programmes.
