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Abstract 

Aim: The aim of the study is to investigate how social enterprises can use social marketing for 

image building, and changing behaviors in the society.   

Methodology: A qualitative method was used, based on 10 interviews from two social 

enterprises in Gavle. The data was collected through face-to-face, and email interviews  

Results and Conclusions: The study explored that social enterprises are focused on relationship 

marketing and more people oriented. Major social marketing components they are using are 

word of mouth, networking, online presence, and awareness campaigns.  

Suggestions for Future Work: A quantitative study can be conducted in order to have in depth 

analysis from targeted audience point of view. Furthermore, research can also be conducted by 

asking target audience the importance of relations in social causes, and by including networks 

such as cooperation with other companies of social enterprises, or donors.  

Contribution of Thesis: This study contributes on three levels, theoretical, managerial and 

societal. Theoretically this study adds to the ongoing research in social marketing and social 

enterprises as it combines the both. Additionally this study also indicates that social marketing is 

focused on relational aspects of marketing. On the societal level this study shows how social 

marketing affects people by changing their behaviors. Managerial contribution refers to the fact 

that social marketing is an important tool, since many social enterprises are on the rise, so social 

marketing can be used in order to get more fruitful results in the social cause oriented businesses.   

Key Words: Social Enterprises, Social Marketing, Gavle, Adventure Gavle, Rapatac, Sandaga, 

Relationship Marketing, Marketing 4ps.  
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1. Introduction  
In this chapter the background of research is presented followed by the scope of the study, 

research questions, and research disposition.   

1.1. Background 

Marketing was taught as a part of applied economics and it became a separate subject of 

academic in 1900s in US universities and a few German and French universities as well 

(Tamilia, 2009). Defining marketing history is a challenging task as it demands loads of study 

and research. The evolution of market economy brought eminent changes in social and economic 

structure, it gave a new attitude towards business and this new attitude was named “Marketing”. 

Historical insight into business leads one’s mind to the conclusion that marketing has always 

existed. Marketing is essentially a means of meeting and satisfying certain needs of people. It is a 

highly developed and refined system of thought and practice characteristic of a period in the 

development of market economy. Marketing concepts existed in Western Europe from the 

twelfth century and beyond, but as a form of applied economics. And people think that the 

founding fathers of marketing were psychologists as a mainstream marketing today tries to focus 

on consumer psychology (Tamilia, 2009).  

Marketing management has undergone changes over the past three decades. Accelerating 

changes in external environments and internal developments in organizations raises important 

questions related to the survival and the future forms of the marketing organization and to the 

implementation of the marketing process. Globalization, technology, fierce competition, and 

increasing complexity in customer demand, have led to changes in marketing concepts and their 

related activities in practice (Gok & Hacioglu, 2010). Significant changes in the marketing 

theory from 4Ps (Product, Place, Price and Promotion) to relationship marketing approach, and 

the marketing is categorized in various sub sections. For instance, services marketing, experience 

marketing, as well as industrial marketing. The different business sections related to particular 

industry types choose what form marketing will be best for their business type or industry. 

Similarly this applies in the case of third sector or social economy that how the marketing 

concept specifically social marketing is utilized to its full potential.  
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Social marketing is the adaptation of commercial marketing technologies to programs designed 

to influence the voluntary behavior of target audiences to improve their personal welfare and that 

of society of which they are a part (Andreasen, 1994).  

The target audiences in social marketing are those people for whom a particular cause is 

marketed. For instance, Tobacco or Alcohol control programs are designed for people are 

directly affected by these two, so they become the target audiences while designing social 

marketing strategies.  

The origin of the word social is from Latin word socialis which means “allied” (oxford 

dictionaries, 2014a). The English word allied gives us a clear picture about the word social that 

literally means “group of people”, “community” etc… and so is the word used in different 

situations and contexts. If we just focus on the communal part of it, it pictures the idea about a 

community and its social happenings. Similarly in the business world the word social has also 

been associated with different concepts and contexts, two of those concepts are social marketing 

and social enterprises.  

1.2. Different Social Missions [NGOs, CSR, and Social Business] 
Let us also examine different social missions to have a picture in mind, and one should be able to 

distinguish the differences between those. 

1.2.1. NGOs 

According to Weker & Ahmed (2008) NGOs can be described social groups like Mensa to 

educational institutions like Harvard University. NGOs are primarily characterized by 

humanitarian or cooperative, instead of commercial objective, which pursues the eradication of 

poverty, protect the environment, provide basic social services, or undertake community 

development in developing countries. NGOs are the subset of broader nonprofit sector that 

engages specifically in international development. NGOs work both independently and alongside 

with bilateral trade agencies from developed countries. They also range in size from an 

individual to complex organization with annual revenue of $ 1 billion (Weker & Ahmed, 2008).  

1.2.2. Corporate Social Responsibility  

The concept of social responsibility proposes that a private organization has responsibilities that 

extend beyond profit making. Generally, social responsibility is a management’s acceptance for 
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the consideration of profit, consumer satisfaction, and societal well-being of equal value while 

evaluating firm’s performance. It is recognition for businesses that they must be concerned with 

the qualitative dimensions of consumer, employee, and societal benefits, along with the 

quantitative measures of sales and profits. (Potluri, Batima & Madiyar, 2010). Social 

responsibility also affects the strategic decision making and can cause questions related to the 

appropriateness of certain missions, objectives and strategies of business corporations. Managers 

have to deal with these conflicts in an ethical manner and should formulate a viable strategic 

plan. (Potluri et al., 2010). The concept of CSR is fairly an old concept, below is the table that 

summarizes what different authors have considered over the course of time period about CSR.  

Table 1: Corporate Social Responsibility Timeline.  

Authors  Corporate Social Responsibility  

Barnard (1938) Analyzes economic, legal, moral, physical, and 

social aspects of environment.  

Simon (1945)  Organizations must be responsible to 

community values.  

Drucker (1954) Management must consider impact of every 

business policy upon society  

Selznick (1957) Enduring enterprise will contribute to 

maintenance of community stability 

Andrews (1971) Firms should have explicit strategy for support 

of community institutions.  

Freeman (1984) Business must satisfy multiple stakeholders.  

 

Source: Joyner & Payne, 2002, pp: 302 

1.2.3. Social Business 

The concept of Social business is articulated by Dr. Yunus who is honored by Nobel Prize in 

2006. He reasons that poverty is the result of institutional deficiencies and not created by poor 

themselves. Yunus stresses that poverty can be eliminated from the world in a time frame, and in 

order to achieve this objective the existing socioeconomic models need to be changed to unleash 

the human potential (Sardana, 2013).   



10 
 

Yunus points out, “Social business is a cause-driven business. In a social business, the 

investors/owners can gradually reimburse the money invested, but cannot take any dividend”. 

Furthermore, he points out, that company should be able to cover all costs and make profit, and 

at the very same time company should be able to achieve the social objective for instance 

healthcare for the poor, housing for the poor, and financial services, etc in a business way 

(Yunus Centre: Social Business, 2015a). 

Yunus explains the concept in the following seven maxims:  

o Business objective will be to overcome poverty, or one or more problems (such as 

education, health, technology access, and environment) which threaten people and 

society; not profit maximization.  

o Financial and economic sustainability.  

o Investors get back their investment amount only. No dividend is given beyond investment 

money.  

o When investment amount is paid back, company profit stays with the company for 

expansion and improvement.  

o Environmentally conscious.  

o Workforce gets market wage with better working conditions.  

o Do it with joy. (Yunus Centre: Seven Principles of Social Business, 2015b; Sardana, 

2013).  

Yunus has further classified social business:  

Type1: Focuses on business dealing with social objectives only. For example, the product 

produced is for the benefit of the poor. 

Type II: Any profitable business so long as it is owned by the poor and the disadvantaged, who 

can gain through receiving direct dividends or by indirect benefits. For example, the product 

could be produced by the poor but exported to an international market while net profits would go 

towards workers benefits (Yunus Centre: Social Business, 2015c).  

1.3. Work Motivation  
As we have seen there are different social missions and the common factors that exist within 

those missions are the betterment of the society at large or the communal good. Similarly, in both 

concepts (social enterprises and social marketing) the common and the focused factor is the 

social or the communal good.  
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Social Marketing promotes social causes or to run awareness campaigns in a society or in a 

particular area which eventually results in changing behavior of the society at large (Doherty, 

Foster, Mason, Meehan, Meehan, Rotheroe & Royce, 2009). Similarly the purpose of the social 

enterprise is to use business methodologies for a communal or societal good that focuses on 

environmental, social and human justice agendas through the power of marketplace and the 

methods and disciplines of business (Bielefeld, 2009). So far, the academic research on social 

enterprise is focused on its identity, legitimacy, governance and recent developments in social 

enterprises is present in the academic literature.  The authors have concentrated either on social 

marketing or social enterprises individually, but no one has combined the concepts and 

investigated the role of social marketing in social enterprises.  

Because of that, the aim of this study is to combine social enterprises and social marketing, and 

investigate how social enterprises use social marketing techniques in order to change the 

behavior in the society. For this purpose I have chosen two social enterprise firms Adventure 

Gavle and Rapatac from Gavle, Sweden. The research questions pertinent to this particular study 

are:  

1. How do social enterprises use social marketing? 

2. How dose social marketing impacts on social enterprise?  

1.4. Disposition 
This study focuses on the exploration of how social marketing is practiced in social enterprises in 

Gavle, and how it impacts in terms of changing behavior in the society. Due to the exploratory 

research nature qualitative research method is used, and total 10 interviews are conducted from 

owners and other personnel in the two selected enterprises which are Adventure Gavle and 

Rapatac. Adventure Gavle’s aim is to eradicate the unemployment in the region of Gavle, while 

Rapatac is more focused on filling up the educational gap in the region of Gavle. The outline of 

this study is presented below:  

Chapter 1 – Introduction: In this chapter the overview of research is presented along with the 

background and important concepts. This chapter also includes the scope of the study, research 

questions, and research disposition.  
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Chapter2 - Literature Review: This chapter deals with the theoretical presentation on Social 

Enterprises and Social Marketing. Firstly the general overview of the social enterprises and 

social marketing is presented; it focuses on marketing principals of social marketing which 

results in combining the two concepts and presents a theoretical framework which becomes a 

baseline of this study.  

Chapter 3 – Methodology: In this chapter the methodological approach is described and 

discussed, the approach is qualitative that is further described with method choices such as 

interviews, and case study approach. Furthermore data collection, data presentation, and data 

reliability and analysis is also described and discussed.  

Chapter 4 - Empirical Study: In this chapter empirical evidence and findings is presented. Case 

study of Adventure Gavle and Rapatac is presented along with the interview presentation.  

Chapter 5 – Analysis: In this chapter case study and the empirical findings are analyzed in 

accordance with the literature review and the theoretical framework.  Findings are analyzed on 

the domain of social marketing and how it adds up in image building of the social enterprise.   

Chapter 6 - Conclusion: In this chapter the main research question are answered according to the 

analysis as driven by collected data. Furthermore, managerial implications are discussed, and 

future research is also suggested.  
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2. Literature Review 
The general overview of the social enterprises and social marketing is presented followed by the 

theoretical presentation. Furthermore, a theoretical framework is also presented.  

2.1. Social enterprises 
Social entrepreneurship has its origin in United Kingdom in the nineteenth century when 

industrialists and business owners show their concern for the betterment of employees by 

improving work conditions, education and cultural lives. Since this time period the concept has 

been associated with community development, education, churches, or charities. Collectively 

these organizations are also known as the third sector (Shaw, 2004).  

The concept of social enterprises has attracted practitioners, policy makers and scholars (Mair & 

Marti, 2006). For practitioners the concept is perceived to be an integral component of societal 

organizations that main focus is; to solve local, national and international societal problems. 

Similarly scholars interest can also be measured in a way that a lot of scholarly literature has 

been published in books, peer reviewed journals. However, we find few explanations on the 

concept till date (Haugh, 2012).  

There are a number of other features that can be used to help define what a social business 

actually is.  They are “directly involved in producing goods or providing services to a market” 

have “explicit social aims such as job creation, training or the provision of local services” their 

profits are “principally reinvested to achieve their social objectives” (Social Enterprise Coalition 

2003). They are characterized by their social ownership i.e. they are “autonomous organizations 

whose governance and ownership structures are normally based on participation by stakeholder 

groups…or by trustees or directors who control the enterprise on behalf of a wider group of 

stakeholders” (Hines, 2005).  

Social enterprise activities were considered to be non-profit organizations initially due the use of 

business models and gained income through regular process of doing business in order to achieve 

real mission (Kerlin, 2010). Galera & Borzaga (2009) argue that social enterprises are mainly a 

rediscovery of non-profit organizations and associations that include social service providers and 

work integration organizations. They also differ in strategy, structure; norms and values 

compared to non-profit organizations and represent a “radical innovation” in the non-profit 
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sector (Dart, 2004). The term is also used to describe a “different way” of doing business 

compared to the conventional or regular enterprises that do business in order to seek profits only 

(Galera, & Borzaga, 2009).  

There are various reasons that social enterprises are undertaken by non-profits; Firstly social 

enterprises offer a potential to develop sustainable sources of funding. Secondly, social 

enterprises are used to carry out their social missions. Thirdly, social enterprises allow a non-

profit to reduce their dependency on donations and other requested forms of financial support. 

Social enterprises also help non-profits to diversify their funding streams to include not only 

grants and fundings but also earned incomes (Smith, Knapp, Barr, Stevens, & Cannatelli, 2010).  

There are three features that distinguish social enterprise from other types of organizations:  

1. Social enterprises aim at common good, i.e. the focus of the social enterprises is to solve 

social issues and create communal good in the society.  

2. Social enterprises address an inflexible social demand by its services and products, for 

instance, social enterprises aims to eradicate unemployment in the region or society so 

they create jobs and integrate people who are either sick or no fit to the regular job 

market.  

3. Strong revenue driver is commercial activity (Mathew, 2008).  

The concept of social enterprise was rarely discussed twelve years ago, but it makes significant 

development across EU countries and the USA. Social enterprise has also gained an increased 

interest in the eastern part of Asia especially Japan and South Korea. The concept was first 

appeared in Italy in the late 1980s but it gained a momentum in the mid-1990s specifically 

through the works of European Research Network (Defourny & Nyssens, 2008).  

The idea of social enterprises was introduced to capitalize the pioneering initiatives under which 

the Italian Parliament created the legal form of social cooperative. Along with these initiatives 

across Europe the European Research Network stresses the positioning of European social 

enterprises in order to conjunct with market, public policies and civil society (Defourny & 

Nyssens, 2008). Although the concept of social enterprise was first introduced in Italy, the UK 

government defined the concept after more than a decade as:  



15 
 

“Businesses primarily with social objectives whose surpluses are principally reinvested for that 

purpose in the business or in the community, rather than being driven by the need to maximize 

profit for shareholders and owners” (Defourny & Nyssens, 2008, p: 205). 

According to this definition it is depicted that the major aim for social enterprises is the 

communal good, or do something good for the society that creates mutual harmony for instance 

by creating job opportunities for unemployed resource, by taking initiatives to avoid 

environmental pollution, women empowerment etc. The aim should not be to maximize profits 

only but to bring out what is good for the society in large.  

2.1.1. Defining Social Enterprises 
One of the major issues while conducting a research in social enterprise is to define what exactly 

it is Bull & Crompton (2006) quotes; Tyler (2005) that a lack of research has been conducted in 

order to enumerate the importance of this sector, and that is because of range of definitions and 

interpretations by company registration in various frameworks. Galera & Brozaga (2009) also 

reckon that, although a lot of development has been done in terms of research in this particular 

sector a formal definition of social enterprise is yet to be finalized. They have also presented 

three salient features of social enterprises which are:  

(1) The social goal pursued;  

(2) The non-profit distribution constraint; and 

(3) The assignment of ownership rights and control power to stakeholders other than investors 

coupled with an open and participatory governance model. (Galera & Borzaga, 2009).  

According to Madill, Brouard & Hebb, (2010) social enterprises are effective in finding solutions 

that are said to be innovative for social, economic and cultural issues.  

Elson & Hall (2012) present an operational definition of social enterprises that concludes their 

research: “a business venture, owned or operated by a non-profit organization that continuously 

sells goods or provides services in the market for the purpose of creating a blended return on 

investment; financial, social, environmental, and cultural”. Organizations have to be incorporated 

as a non-profit or wholly owned by one; they had to continuously engage in the market; and the 

market activity itself had to provide a social, environmental or cultural benefit.  
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2.1.2. Social Enterprises in Sweden 
The Swedish landscape is also characterized by the development of social entrepreneurial 

dynamics particularly in the field of personal services, for instance under the form of parent or 

worker co-operatives and voluntary (commonly multi-stakeholder) associations. The term social 

co-operative (sociala kooperativ) has become synonymous with social enterprise in Sweden 

(Defourny & Nyssens, 2008).  

The emergence of social enterprise sector took place in 1980s, and the cooperative childcare was 

the first sector and is considered to be the successful one provided 10 percent of child care 

services; other welfare services also started peaking up in 1992 (Defourney & Nyssens, 2008). In 

a response of directly affected and committed public employees the first Work Integration Social 

Enterprises (WISEs) started which eventually produced new organizational models. There were 

no specific defined working models and legal frameworks related to social enterprises in Sweden 

and everything from contract negotiation to relationship building was done locally or on personal 

level. The chance for organizational vulnerability increased due to this but it also heated up the 

innovation level. WISEs gained immense popularity at county and national level (Defourney & 

Nyssens, 2008).  

In Sweden cooperatives are the dominant organizational forms of social enterprise, as this form 

of organizational model is blended mixture of self-help, autonomy and democracy. The term 

social cooperative is considered to be a synonym with WISE. WISEs further follow two models 

one is social cooperatives proper that is considered to be a worker cooperative in which 

participants work themselves. The other is community enterprises which have a broader agenda 

and multi stakeholder governance (Defourney & Nyssens, 2008). Cooperatives are structured 

according to following principals they are:  

1) Voluntary and open membership; 2) Democratic member control; 3)Economic participation 

by members; 4) Autonomy and independence; 5) Education, training and information; 6) 

Cooperation between cooperatives; 7) Concern for community (Doherty et al., 2009, pp. 35). The 

table below summarizes the operational models that social enterprises practice in general and not 

limited to Sweden only.   
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Table2: Social Enterprises Operational Models 

Models Explanation 

Free for Service In this model enterprises commercialize their services and directly cater 

the target audience. 

Service subsidization: Enterprises sell products to external market and use the generated 

income to fund their programs (Sarpong & Davies, 2014). 

Fair trade: Enterprises encourage fair trade by paying high prices to producers or 

by giving them access to market. 

Entrepreneur support: Sell business support and financial services to entrepreneurs and self-

employed. 

Employment: By providing employment to people with barriers in the job market 

such as disabled, low skilled, rural women. 

Low-income client: Social enterprises should find low income places such as villages or 

rural areas and produce and sell them products on below commercial 

prices. (Yu, 2013).  

 

 

Source: Own Construction  

2.2. Social Marketing  
Marketing tools and techniques could be used for the promotion of social good as well as to help 

address social issues was an idea developed in 1960s and 1970, as academic elite argued that 

marketing is relevant to all organizations having social groups (Wood, 2012).  

Kotler and Zaltman (1971) propose a definition for social marketing: 

“Social marketing is the design, implementation, and control of programs calculated to 

influence the acceptability of social ideas and involving considerations of product 

planning, pricing, communication, distribution and marketing research.” (P: 5).  

This early definition shows that social marketing has initially practiced by implementing 

marketing tools such as 4Ps (price, planning, product and promotion) along with market 
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research. The major focus of the definition is on using traditional marketing approach to sell the 

products.  

Andereasen (1994) criticized the initial attempts on defining social marketing, and he argued that 

the previous definition has caused confusion; he then proposed a new definition:  

“Social marketing is the adaptation of commercial marketing technologies to programs 

designed to influence the voluntary behavior of target audiences to improve their personal 

welfare and that of society of which they are a part.” (P: 109).  

The definition proposed by Andereasen (1994) emphasizes on changing behaviors using 

marketing techniques, rather than only promoting ideas or sharing information. According to 

Wood (2012) there is general agreement that the purpose of social marketing is to change 

behaviors, yet there is no agreement that who will be the most appropriate target audience.  It has 

been now 40 years that social marketing is a widely utilized approach to increase awareness and 

focus on behavior change initiatives, campaigns and programs around the world (Beall, 

Wayman, D'Agostino, Liang, & Perellis, 2012). 

Social marketing is now an established and growing field. There are social marketing 

organizations such as; The National Social Marketing Center (NSMC) established by the UK 

Government in 2006; the Australian Association of Social Marketing; the International Social 

Marketing Association (iSMA), and an emerging European Association focused on social change 

and social marketing (Beall et al, 2012). The NSMC proposes the same definition as Andereasen 

(1994) and uses almost the same language by arguing on social marketing:  

“The systematic application of marketing concepts and techniques, to achieve specific 

behavioral goals, for a social or public good.” (Lefebvre, 2011, p: 57).  

We can conclude from the various definitions presented above, that social marketing is based on 

marketing principals. Marketing mix or 4Ps is the basic marketing tool that has been used in this 

particular field. US agency for International Development, one of the major donors for social 

marketing projects has recently written: “Social marketing is the use of commercial marketing 

techniques to achieve a social objective. Social marketers combine product, price, place, and 

promotion to maximize product use by specific population groups” (Lefebvre, 2011). 
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The idea that works for the communal good or to spread social awareness, social marketing has 

been used on various social issues in order to spread awareness in developing as well as 

developed countries. The concept has been used for tobacco control, alcohol, and mostly health 

related issues. Kotler & Lee (2008, pp. 18-21) have provided list of 50 major social issues for 

which the concept can be of vital importance.  

2.2.1. Marketing Mix [4Ps] in Social Marketing  
The concept of marketing mix was first coined by Neil Borden in 1953 during his presidential 

address at American Marketing Association, which later formalized in his article “the concept of 

marketing mix”. He describes the role of a marketing manager as a mixer of ingredients, who at 

times follow the recipe prepared by others, or the one who adapt and mix according to the 

situation, or at times invent the different ingredients that no-one has ever tested or invented 

before (Gordon, 2012). In 1960 Jerome McCarthy further enhanced the subject area and 

proposed 4Ps of marketing mix. The major elements of the 4ps were:  

Product: is a tangible object or intangible service that is produced or manufactured and offered 

to consumer in the market. Price: is the amount a consumer pay for a service or a product, 

normally an economic cost. Place: represents the location where a service or product can be 

purchased, and can be referred to as distribution channel. This can include physical stores, as 

well as virtual outlets. Promotion: represents the communication that marketers use in the 

marketplace including advertising, public relations, personal selling, and sales promotion 

(Gordon, 2012).  

The idea to incorporate 4Ps of commercial marketing to social marketing has gained a success, 

with the rise of 4Ps of social marketing it has been criticized by various academic elite such as 

Peattie & Peattie (2003), Wood (2008) and most recently, Gordon (2012) and (Tapp & 

Spotswood, 2013).  Many social marketing campaigns now revolve around the 4Ps of marketing 

(Herztong & Williams, 2007).  

Gordon (2012) argues that in order to determine a social marketing campaign, marketers should 

use all the marketing 4Ps. Social marketers have adapted and incorporated the traditional 

marketing mix into social marketing domain.  
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Table3:  The 4Ps in Social Marketing Mix 

 

Product Represent the behavioral offer made to target adopters and often involves 

intangibles such as adoption of an idea or behavior. Tangible product 

offerings such as condoms to encourage safe sex can also be present. 

Price Relates to the costs that the target audience have to pay and the barriers they have 

to overcome to adopt the desired behavior, and these costs can be psychological 

(e.g. loss of de-stressing effect from smoking), cultural, social (e.g. peer pressure 

to drink), temporal, practical (e.g. cancelling the school run to reduce car use), 

physical, and financial (e.g. cost of joining a gym to get fit).  

Place  Channels by which the behavior change is promoted and the places in which the 

change is encouraged and supported.   

Promotion Means by which behavior change is promoted to the target audience, for example 

advertising, media relations, direct mail, and interpersonal.  

 

Source: Gordon, 2012, pp: 123 

The above table shows that how the marketing 4Ps are incorporated in social marketing and also 

the notion of all the 4Ps changes when they are incorporated under the context of social 

marketing.  

2.2.2. Relationship marketing in Social Marketing   
Gordon (2012) argues that the dominant 4Ps of marketing mix are no longer fit for the purpose 

of social marketing. As the marketing concepts are growing and the focus of the firms are not 

only to record number of sales or transactions. Firms approach towards customer involvement or 

they are being more customers oriented. With the emergence of several domains of marketing 

such as services, business to business marketing, and relational marketing, the marketing mix has 

witnessed reconsideration. Gronroos (1994) discusses the importance of developing relationships 

with customer, rather than only focusing on one-off transactions. This is a criticism itself to 

traditional 4Ps model that it is short term and only focused on number of sales and transaction. 
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As Doherty et al, (2009) argue the issues of people, policy and physical evidence, are relevant in 

today’s social marketing sphere so these elements were also added in 4Ps of marketing to create 

marketing 7Ps. These three Ps are an extended version of traditional marketing 4Ps that 

emphasizes on the relational aspect of marketing, and not just transactional centered.  

People: the attitude, skills and behavior of all staff need to be consistent with the organizations 

mission and marketing; Process: an element of service that sees the customer experiencing on 

organizations offering for example delivering a training seminar; Physical evidence: the material 

part of a service – for example, the packaging, website, business cards and so on (Doherty et al, 

2009, pp – 153).  

Kotler & Lee (2008) argue, that social marketing campaigns should not only focus on 

downstream actors and factors, but it should also be used in order to influence upstream actors 

which includes; policy makers, media figures, community activists, law officers, and other 

influential individuals whose actions are needed to bring about widespread, long lasting, positive 

change in the society. For instance, in the issue HIV/Aids, the downstream social marketers will 

only focus on decreasing risky behaviors (unprotected sex) or increase timely testing. If they 

move their attention upstream and include community leaders, policy makers and influential 

persons can help them spread out the word effectively on the desired target audience. Upstream 

factors help social marketers not only focusing on the transactional side of the campaigns but it 

actually helps social marketers to implement new policies for the betterment of the society. The 

table below can help us identify major actors and influencers in downstream and upstream 

directions 
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Table4: Downstream vs Upstream Social factors.  

 Downstream Upstream 

Enactors Individual customer or customer 

group 

Policy makers  

Influencers  People close to the customer, e.g. 

peers, families, community 

People/groups with influence 

targeted at policymakers, e.g. 

media, lobby groups. 

   

 

 Source: Bennett, Wood, & Previte, 2013, pp: 225 

Several authors have empirically investigated the concept of social marketing on various social 

issues in order to increase awareness. These issues include tourism (Truong & Hall, 2013), 

church based awareness for older adults (DiGuiseppi,., Thoreson, Clark, Goss, Marosits, Currie, 

& Lezotte, 2014)., ecotourism (Perez-Mujica, Duncan, & Bossomaier, 2014)., speed control 

(Toy, Tapp, Musselwhite, & Davis, 2014) consumption reduction (Peattie, & Peattie, 2009). 

Although it has been 40 years since social marketing was first used yet we can observe the 

growing trend through the latest research conducted by various scientific authors.  

Beall et al, (2012) investigated the critical turning point of social marketing, and found that 

obesity and chronic illness top the list of areas of greatest emerging need for social marketing. 

The list also includes areas such as poverty, violence protection, education, child/youth welfare, 

disaster preparedness/relief and, injury prevention. 
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2.3. Theoretical Framework 
 

Figure 1: Impact of Social Marketing in Social Enterprises 

 

 

 

 

  

 

 

 

 

 

 

Source: Own Construction 

The basic notion of this framework is that by applying social marketing in social enterprises it 

results in a positive image of social enterprise. By positive image of a social enterprise means it 

changes the behavior in the society (Andereasen, 1994), or it emphasizes on the fact that a 

certain social cause should be followed as it works for a larger communal good. This framework 

also emphasizes on the fact that social marketing is affected by conventional marketing 4Ps 

(Lefebvre, 2011) and relationship marketing (Doherty et al, 2009). Thus social marketing is the 

combination of both elements of marketing. Although the academic debate is that social 

marketing should incline more towards relational aspect of marketing, for this study both aspects 

are mandatory to consider (Gordon, 2012).   
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3. Research Methodology 
In this chapter research methodology is presented followed by the description of interviews. 

Furthermore, data collection, data presentation, and data reliability is also discussed.  

3.1. Research strategy 
The purpose of the research is to answer the questions through the application of systematic 

procedures (Berg & Lune, 2012, p.8). This study is exploratory in nature, and a qualitative 

research methodology is used. According to Berg & Lune (2012, p.3) quality is essential to the 

nature of things; contrary to this notion quantity is elementally an amount of something. Quality 

is in lined with the exploratory nature as it refers to what, how, when, and where of a thing (Berg 

& Lune, 2012, p.3). For the data collection the primary method that has been used for this study 

is interviews. The author has interviewed the owners and the employees of two social 

enterprises, using semi-structured interview questions. The secondary data is collected from 

relevant literature like articles, and web pages. Figure 2 shows the number of research methods 

that can be used in any research. I have highlighted the boxes in blue for the data collection 

methods (primary and secondary) that I have used for this study.  
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Figure 2: Data Collection Methods  

 

Source: Adapted from Wellington& Szczerbinski (2007, p. 79) 

 

3.1.1. Case study 
Since I choose social enterprises from Gavle (Adventure Gavle, and Rapatac & Sandaga) and the 

research questions are exploratory in nature. The case study approach would be a better fit for 

this study. According to Silverman (2010, p.139) there are three types of case studies 1). 

Intrinsic case study: in which no attempt is made to generalize beyond the single case or even 

build theories, 2). Instrumental case study: in which a case is examined mainly to provide 

insight into an issue or to revise a generalization, 3). Collective case study: where a number of 

cases are studied in order to investigate some general phenomenon. Silverman (2010) further 

suggests that basic idea of one case or a small number of cases is the detailed study, using 

whatever methods seems appropriate accordingly. For this study I choose the collective case 
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study approach. According to Berg & Lune (2012, p.342) organizational case studies may be 

defined as the systematic gathering of information about a particular organization(s) to allow the 

investigator insight into the life of that particular organization. For instance, an investigator may 

be interested in undertaking a case study of an organization in order to illustrate the way certain 

administrative decisions are made in different organizations (Berg & Lune, 2012, p.342). Since it 

has been established up till now that this study focuses on questions like why, and how aspects of 

social marketing in social enterprises, organizational case study approach is a best suited way of 

gathering information.  

3.1.2. Data collection 
Data has been collected through face-to-face interviews, and though online/email by using semi-

structured interview questions. Total numbers of interviews are 11, from which 7 are from 

Adventure Gavle, and 3 are from Rapatac & Sandaga. Out of 11 interviews, 9 of them are 

conducted face-to-face, and for the 2 respondents interview questions were sent through email. 

All face-to-face interviews are recorded during the interview sessions, and transcripts for email 

interviews are saved.  

3.1.2.1. Interview 
According to Berg & Lune (2012, p.105) interviewing is defined as a conversation with a 

purpose, specifically to gather information; however they differ from other conversations by 

having a structure and purpose (Tracy, 2013, p.131). Tracy (2013) further suggests that, 

approximately 90 percent of social sciences research rely on interviews. The purpose is for 

several reasons, for instance, through interviews respondents can give their opinions, 

motivations, and experience. Berg (1998, p.59) argues that some sources only identify two 

classes of interviews i.e. formal and informal, other sources specify structured or semi-structured 

interviews. However there are at least three major categories of interviews; 1) Standardized 

(formal or structured), 2) Unstandardized (informal or non-directive), and 3) semi standardized 

(guided-semi-structured or focused). For this study I choose semi-standardized or semi-

structured form of interviews. This type contains a number of prearranged questions. Questions 

in semi-structured interviews are asked in consistent order, yet interviewers are allowed to probe 

in during the interviews far beyond the answers to their prepared and standardized questions 

(Berg & Lune, 2012, p.112). According to Wengraf (2001, p.5) semi-structured interviews are 
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designed in a way that number of questions are prepared in advance, however those prepared 

questions are designed to be sufficiently open, and the questions that follow them during the 

interview are not planned in advance but are mere improvisation in a careful and theorized way. 

The author has designed a semi-structured set of interview questions, for the owners and 

concerned respondents mainly working for marketing of Adventure Gavle, and Rapatac & 

Sandaga (See Appendix. A), these questions are then further divided into three parts.  

In part one from Q.1 to Q.3 general questions has been asked in order to obtain the information 

such as the name, major responsibilities in the enterprise. In the second part from Q.4 to Q.8 

questions related to social enterprise has been asked, such as the operational or business model of 

the enterprise, or what the major social cause they are working on is. The third and the most 

important part are the set of questions from Q.9 to Q.22 focused on the social marketing aspect 

of the enterprise. Questions related to marketing strategy, and how the strategy is effectively 

shaping up the company’s image has been asked in this part, in order to gain the in depth details.  

Owners and the managers who are working for social enterprises fall under respondent interview 

type. I have chosen respondent interviewee type, because respondents are those individuals who 

hold subjective positions and have appropriate experience (Tracy, 2013, p.141). Respondent 

interviewees relied upon to speak for themselves, or their experiences, behaviors, and motivation 

(Tracy, 2013, p.141).  

There is a disparity in the numbers of interviews between the two enterprises, since high number 

of interviews is taken from Adventure Gavle compared to Rapatac & Sandaga. That is because of 

the difference of structure between both enterprises. The other method for collecting data about 

the firm was the internal documentation that the author received from Adventure Gavle during 

interview session, as well as the online information through web pages of both Rapatac & 

Sandaga and Adventure Gavle. Flick (2006, p.24) suggests that several of the modern techniques 

like online information, online research, and email interviews are now adopted by qualitative 

research method.  
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Table 5: Interviewees Details 

Adventure Gavle 

Code Professional roles Interview 

Method & type 

Interview Date Approximate 

time 

Gender 

COOf1 Chief operating 

officer/founder1 

Face-to-face, semi 

structured 

20141113 54 mins Male 

LWf2 Legal Writer/founder2 Face-to-face, semi 

structured 

20141117 30 mins Female 

CHf3 Chairman/founder3 Face-to-face, semi 

structured 

20141117 30 mins Male 

ADP Administrator/project worker Face-to-face, semi 

structured 

20141113 49 mins Female 

PLAP Project Leader/Adventure 

Pomitite  

Face-to-face, semi 

structured 

20141126 30 mins Female 

PLAM Project Leader/Adventure 

Massage 

Face-to-face, Semi 

Structured 

20141117 38 mins Female 

PLAS Project Leader/Adventure 

Service 

Face-to-face, Semi 

Structured 

20141113 30 mins Male 

RAPATAC & Sandaga 

FO1 Founder Face-to-face, Semi 

Structured 

20141126 30 mins Male 

MP Marketing Professional Online/Email 20141128 Received  

12/10/14 

Female 

PLS Project Leader/Sandaga Online/Email 20141128 Received 

12/02/14 

Female 

 

Source: Own Construction 

The above table provides a list of interviewees from Adventure Gavle, and Rapatac & Sandaga. I 

have assigned codes for each of the interviewees by considering ethical concerns. DiCicco-

Bloom and Crabtree (2006) argues that anonymity of the interviewee in relation to the 

information share must be maintained. For instance, during the interview, the interviewee may 

share the information that may jeopardize his/her position.  

 

 

 

 

 



29 
 

3.1.3. Data presentation and analysis 
In the empirical chapter I will present the data in a following manner:  

Figure 3: Data Presentation  

 

Source: own construction 

Firstly I present the case of both Adventure Gavle and Rapatc as extracted from interviews and 

the online sources. Then I present the empirical evidence that is derived in response to the 

interviews conducted with the owners and the employees of both enterprises. Then the major 

findings will be extracted from the cases as well as from empirical evidence in order to further 

analyze the data on the yardstick of a theoretical model. Berg & Lune (2012, p.350) argues, there 

are three ways of analyzing qualitative data; 1) interpretative approach, 2) social 

anthropological approach, and 3) collaborative social research approaches. I have used 

interpretative approach in order to analyze the qualitative data. According to Berg & Lune 

(2012) this orientation allows a researcher to treat social action and human activity as text, or in 

other words human actions are seen as symbols and meanings. Interviews and observational data 

then are transcripted in to a written form for analysis and discussion, followed by further 

discussion on behavioral change and image building of social marketing, and the role of social 

marketing in social enterprises.  

3.1.4. Reliability and validity 
Reliability is the criteria of assessing a qualitative research against the background of a specific 

theory under which the study is conducted (Flick, 2006, p.369). Flick (2006, p.369) further 

suggests that researchers can go different ways in order to increase the reliability of their 

collected data and interpretations.  Contrary to reliability, in qualitative research validity receives 
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more attention (Flick, 2008, p.371). According to Silverman (2010, p.275) ‘validity is another 

word for truth.’ He also states that qualitative research demands theoretical sophistication and the 

methodological rigor. This notion is also supported by Long & Johnson (2010, p.35) as they 

mention that there is an imperative for rigor to be pursued in qualitative research, so that findings 

carry conviction and strength. Morse, Barrett, Mayan, Olson, & Spiers (2008, p.18) have given 

five verification strategies that ensure both reliability and validity of the data. 1) Methodological 

coherence, 2) sample must be appropriate, 3) collecting and analyzing data concurrently, 4) 

thinking theoretically, and 5) theory development.   

Methodological coherence aims is to ensure the congruence between research question and the 

components of the method. It is the demand of the qualitative research that the question match 

the method, which further matches the data and analytical procedures. Since this study is 

exploratory so, the method used is qualitative. The data is collected by semi-structured interview 

questions. So, it shows the congruence between the research questions and the chosen method.  

Sample must be appropriate means that the sample must consist of participants who best 

represent or have knowledge of the research topic. In this case the participants or respondents are 

considered to appropriate sample size since they hold the key positions which were required to 

be interviewed during the course of data collection. There are various projects going on under the 

umbrella of Adventure Gavle, and each project is unique and handled by different key personnel. 

Rapatac on the other hand seems to be centralized when it comes to creating marketing 

strategies, and there were lesser personnel to be interviewed for the purpose of data collection.  

Collecting and analyzing data concurrently forms a mutual interaction between what is known 

and what needs to be known. In this study the data are further analyzed according to the 

yardstick of a theoretical framework, which is derived from existing theories.  

Thinking theoretically means ideas that emerge from data are reconfirmed in new data, this 

gives rise to new ideas that, in turn must be verified in data already collected. For this study total 

10 interviews have been conducted via face-to-face and email methods. The data that was 

collected during first interview and the last interview is reconfirmed according to the questions 

asked, and both former and later are congruent with each other. The data was first transcripted 
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into empirical form and then sent to the interviewees to confirm if the text is written 

appropriately and is rightly understood by the author.  

Theory development: in this aspect the purpose is to move with deliberation between micro 

perspective of the data and the macro theoretical understanding. Through this theory is 

developed with two mechanisms: 1) As an outcome of research process, rather than being 

adopted as a framework, 2) as a template of comparison and further development of a theory. In 

this study the second mechanism is adopted to further development of the existing theory. That is 

to analyze the collected data with the existing theoretical literature in order to further enhance the 

development of the theories.  

Above is the verification strategy that has been used in this study for the reliability and validity 

of the data. As Morse et al, (2008, p.19) suggest these verification theories together contribute in 

building reliability and validity of the data, thus ensuring rigor. In order to further validate the 

data, all the face-to-face interviews are recorded, and email interviews are saved.  
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4. Empirical Evidence & Findings  
In this chapter empirical evidence and findings is presented. Case study of Adventure Gavle and 

Rapatac is presented along with the interview presentation.  

4.1. Adventure Gavle 
Adventure Gavle started in January 2014 which is fairly a new enterprise or still in its infancy. It 

started out with the mission and vision of exterminate unemployment in Gavle mainly. It was 

founded by three people COOF1, LWf2, and CHf3. Adventure Gavle initially started out to 

increase the tourism of Gavle and to employ people in this particular domain, then the idea 

shifted to towards eradicating unemployment for unemployed people. So, tourism is now what is 

considered to be one of the projects of Adventure Gavle which is yet to be initiated. LWf2 and 

CHf3 have their own individual companies running parallel along with Adventure Gavle. 

Everybody plays a significant role in order to reach out to people in the market. Their main focus 

is on those unemployed people who have been unemployed for years and are considered to unfit 

for a regular job market. According to interviewee COOf1  

“To help people that are so far away from working arena that they can’t find jobs by 

themselves, as they have been grounded from market so long”  

In this way the social cause that Adventure Gavle is focusing on is Unemployment in Gavle.  

4.1.1. Organizational Structure 

Adventure Gavle has three owners with different job roles. Owner one COOf1 is on the 

operational side of the enterprise, owner two LWf2 is on the legal contract writing, and owner 

three CHf3 is the chairman of the Adventure Gavle. In total there are 12 people working with 

Adventure Gavle under different capacities. Out of those 12 people only few are directly 

employed under Adventure Gavle. According to COOf1 they had two people started working for 

Adventure Gavle initially and got a chance to work for other companies through Adventure 

Gavle. So in this way they are also providing a resource to different companies by polishing the 

unemployed resource, which is not fit for a regular job market. 

4.1.2. Operational Model and Funding  

The question of how the enterprise is operated and how it generates the funding was asked to all 

three owners COOf1, LWf2, and CHf3. According to COOf1 usually unemployed people come 

to Adventure Gavle or the government agency such as Swedish Employment Agency 
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(Arbestformedlingen) sends these unemployed people to Adventure Gavle. It starts with the 

initial counselling session with these people; they are asked about their skills, what percentage of 

work they can do? , and for how long they have been unemployed? Etc. According to the 

owners; people are willing but don’t remember the effort it takes to work full time. And more 

often than not they are disabled and not allowed or able (by doctors) to work more than 25 % or 

50% or 75%. We usually ask people how much they can work in terms of percentage, for 

instance they can produce 25% of the work and are not willing to work more, but all of a sudden 

they increase their efficiency level to 50% or 100% in the end, just because they got the 

opportunity to work again. According to PLAS:  

‘when I first came here and I got to know more what Adventure Gavle has for me I 

started crying, as I was unemployed for almost 14 years, and now it has given me a 

foundation to start over again, and I can work now according to my skills.’ 

Under the umbrella of Adventure Gavle there are three projects running simultaneously, which 

are Adventure service, Adventure Pomitite, and Adventure Massage. All of these projects are the 

ideas and initiatives of the unemployed people who have joined Adventure Gavle recently. 

According to COOf1:  

‘When we get to know a person on what he is capable of we inject some amount of money 

as well if they want to start a particular kind of job or project.’ 

The funding or the capital generation is done by selling the services through various projects, as 

well as government pays them when they send unemployed people to Adventure Gavle. LWf2 

also mentioned that  

“We are soon planning to work with SwedBank (and other networks) in order to generate 

more funding from different companies.”  

4.1.3. Social Cause 

The social cause Adventure Gavle is focused on is unemployment. The vision of Adventure 

Gavle is to increase the employment of long-term unemployed, enhance participants' ability 

through coaching and personal development, discover their own resources and strengths, and set 

their own goals and work to achieve them. To understand the human need for meaningful 
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employment that may lead to self-sufficiency and greater social benefit. (Adventure Gavle 

Internal Document received during interview).  

4.1.4. Marketing 

Questions related to social marketing were asked to all the respondents the owners as well the 

project leaders in Adventure Gavle. Although the major responsibility lies on COOf1 yet the 

other two owners fully participate in increasing the market presence, as well as in gaining more 

projects and funding for Adventure Gavle. All the three owners mentioned that they rely on their 

immediate networks and connections in order to gain the momentum in terms of marketing 

Adventure Gavle, as well contacting companies who want to employ people. People who are 

now project leaders in Adventure Gavle also mentioned the reliability of networks and previous 

connections. They mentioned it really helped them out in gaining the pace, and to show their 

presence that they exist. COOf1 also mentioned that it is the time that we spend little on 

marketing Adventure Gavle, and not the huge of amount of money.  

4.1.5. Social Marketing  

Word of Mouth & Awareness Campaigns: Almost all of the respondents mentioned that they 

are relying on word of mouth strategy currently. According to LWf2  

“Social enterprises are very much a new idea in Gavle so not a lot of people know about 

what and how we do business. We have to tell them every time about our mission, and 

what we intend to do.”  

This was also reckoned by all the owners as well as the project leaders. Since, people don’t have 

a clear idea so we have to show them results on how we are giving back to the community in 

terms of taking care of unemployed people in Gavle, which results in changing behavior in the 

society as well. One of the project leaders PLAM mentioned:  

“There are lots of challenges involved in terms of marketing Adventure Gavle, because a 

lot of people have a preconceived notion that companies who work with unemployed 

people are only present to earn money by showing the face of unemployed people.”  

So when we tell them that we are the actual result of Adventure Gavle, it helps them in 

understanding the mission better, and our awareness campaign has helped them in understanding 

better and changing their beliefs, yet we are far away. The same challenge was also mentioned 
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by COOf1. According to him it is always better to produce results and deliver then to show what 

they are capable of. Indirect question related to social marketing was also asked that if the social 

cause is embedded with their marketing strategy or awareness campaign, and all of the 

respondents mentioned that they always mention about our mission.  

Adventure is also using online presence. They have their home page and also present on social 

media channel (Facebook). Other than that every single project is building up their independent 

web presence on Facebook. For instance, adventure pomitite has its own Facebook page where 

they interact with people and build relationships.  

Owners of the Adventure Gavle in particular agreed to the fact that building relationships is 

always important. Whether be in the form of people associated with you, or your networks and 

cooperating companies. COOf1 mentioned that: “it is the time that we spend on marketing 

Adventure Gavle and not the money.” We show our presence on the online forums like web 

page, and Facebook, along with meeting people by telling them what we do, also by trying to 

make them aware on the social cause.  

4.1.6. Image Building 

According to COOF1 and PLAM one of the real challenges they face while marketing Adventure 

Gavle is to eradicate the preconceived notions in people mind regarding the unemployed firms. 

They think that these kinds of cooperatives earn money on the name of unemployed people and 

not provide substantial results. COOf1 mentioned that the only possibility is to deliver how we 

are taking care of unemployed people in Adventure Gavle, and then project our enterprises to 

people in general. When asked about the image building through marketing, and changing 

behavior in a society, almost all of interviewees mentioned that:  

“We are fairly a new enterprise, yet we feel that we have started influencing people at 

least in our close circle in changing their views about this social cause, and about the 

enterprise in particular.” 

It was also mentioned by LWf2 that we need to influence people in the government as well to 

cooperate on this particular social issue. Since Gavleborg the whole region is considered to be a 

worst region when it comes to employment possibilities as mentioned by interviewees.  
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4.2. Rapatac & Sandaga 
Rapatac was founded 15 years ago with a mission to increase knowledge among the kids in order 

to make them grow better for a better future as mentioned by the FO1. Rapatac states that, they 

are a concept that intentions to provide a secure and meaningful growth for children and youth 

(Rapatac, 2014a). According to FO1 Rapatac is divided in three sections, one is Sandaga which 

is women cooperative and 12 people work in Sandaga, then there is activity center for kids and 7 

people work with the activity center, lastly the preparatory academy for students where around 7 

people work. Collectively Rapatac has a staff of around 30 employees. When asked about the 

business model of Rapatac FO1 mentioned that  

“What we do is, that we try to find the loop holes in the system, and try to fill in those 

loop holes, for instance, the school system in Sweden has a weak spot.” 

Rapatac directly cooperates with the junior to upper level compulsory schools, in compliance 

with principals, teachers and other related personnel. The aim is to help every student to achieve 

objectives of the course plan in school. Also the value of good education is emphasized and each 

individual is expected to study in a way that leads to best possible results (Rapatac. 2014a). FO1 

mentioned that  

“You have to have a good knowledge in order to get a job, and when you have a good job 

it makes you feel good. In my opinion job is the key for everything, you have a job you 

are happy, you have money in your pocket; you can pay for your bills. ”  

Rapatac help the kids to understand this at a very early stage, so that they can work hard.  

4.2.1. Operational model and Funding  

The funding of the Rapatac is done by different ways as mentioned by FO1, for instance  

“People buy my time and the money I give it back to the company, sometimes we have 

something that people want and we sell that to them, we also work with the companies 

who donate money to Rapatc, but the main goal of Rapatac is yet to achieve and there 

are many years to grow.” 
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FO1 also mentioned that right now they have sponsors, and donators, but they want to achieve 

that level where they will be self-sufficient and earning well enough in order to support the 

enterprise itself. 

The physical cost in case of Rapatac is also very convenient specifically for immigrant’s children 

to join Rapatac. When FO1 realized that 90% of children who are in Rapatac are foreigners and a 

large part of these immigrants live in Satra, Gavle. Rapatac also have a plan to build a facility in 

the center of Satra in order to give more ease to immigrants. Rapatac works directly in 

cooperation with schools, and particularly with teachers, principals in every possible way in 

order to help students during the course of their education. Rapatac follows a UN convention on 

child rights. Every child has a right to participate in leisure, cultural and artistic activities. Child 

should be fully prepared to live and grow individually in the society (Rapatac, 2014a).  

4.2.2. Social Cause 

According to FO1 the major social cause that Rapatac is working on to give meaningful future to 

kids in order to help them grow better, and knowledge is the key factor. Rapatac is not only for 

local Swedish children, but the immigrants’ children are also catered. Rapatac takes the 

responsibility for the children to integrate in the society so both foreign and local children can 

grow together. As mentioned by FO1 that:  

‘If kids are getting good grades that means we are achieving’ 

The social cause is the education that Rapatac is more focused on. According to FO1 schools 

didn’t think previously that schools are the most important part for a child to grow, and we 

created that “always schools first”.  

4.2.3. Marketing 

Almost all the modern marketing methods are and have been used by Rapatac such as online 

presence, social media campaigns, along with awareness campaigns. Unlike Adventure Gavle 

Rapatac is an old enterprise that has gone through different stages of marketing in the region. 

The real marketing challenge was when they were new and had to make people understand what 

they do and what their social cause is, people often used to think they were not real; it was hard 

to make people understand and believe. When the question was asked to FO1 and MP how well 



38 
 

presented Rapatac in the market both mentioned “we are the best”. According to them we are the 

best social enterprise that is working in Gavle and nobody compete with us.  

4.2.4. Social Marketing  

Word of mouth and Awareness Campaigns: According to FO1  

“In order to market yourself the first and the most important thing is to be real and 

project what is true. That is the essence of any marketing strategy as well, because if you 

show results and project the truth people surely talk about you and spread the word.”  

Apart from word to mouth awareness is also mandatory in order to spread the cause as 

mentioned by FO1 that we made schools realize that school are the most important part of child 

growth and we gave them the words “always schools first”. So it is always imperative to be in 

line with the social cause or the mission. FO1 mentioned that since he is from Africa he knows 

the importance of education, because not every child in Africa is able to study due to lesser 

chances or opportunities. But, in Sweden the situation is different, people have the opportunity 

but they don’t really care. Rapatac make them realize, that time is gone and now you must study 

and gain in knowledge in order to be competitive in a market.  

Relation Building:  People are always important as state by FO1 so it is important to take them 

on board on any particular role, whether be it your target audience, networks, donators, or your 

employees.  

‘You need to find out right people in order to be a part of what you believe in and what 

you want to deliver.’ 

So building relationships with the right set of people is always important. According to FO1 they 

don’t want money from anybody who doesn’t believe in what we believe in or what we aim to 

do.  

Both FO1 and MP also stressed on online, according to both of them online presence is 

imperative these days, because people need to know more about Rapatac when they hear about 

the cause. Rapatac have a modern web presence like web pages and social media presence. 

These are the platforms where they can project Rapatac about the activities what have done and 

what are doing now, as well to interact people. According to FO1 Rapatac also have cooperation 
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with Gavlegardarna which is a local real estate agency in Gavle, and since majority of the people 

live under this company, they support Rapatac by promoting our message to their customers.  

4.2.5. Image Building  

According to FO1 it is because of their efforts that in Gavle schools are giving importance on 

“always school first”. Since FO1 mentioned repeatedly the importance of education and the loop 

holes in the schools particular in the Gavleborg region, Rapatac worked hard in changing the 

image and behavior in the society.  

‘People had different opinions and views on the kids’ education before but with our work 

what we have done you can see our words on the Gavle Kommun home page “always 

schools first”.’ 

FO1 also mentioned that if Rapatac grows government wins because if we work to cater a social 

cause that is much needed in a society, government is earning. FO1 also reckons the fact that 

Gavleborg region is the worst among all the regions in Sweden when it comes to employment 

and he extended his statement further, that not only unemployment but the school system as well.  

4.3. Sandaga 
Sandaga is a social cooperative founded in 2012 by two women members who foreseen a greater 

need of household services in today’s society, and an opportunity for an integration through 

unemployment. Sandaga was started in cooperation with Rapatac but is now a separate entity 

according to PLS. There are currently eight employees working in Sandaga, and PLS is solely 

responsible for marketing of the enterprise. Additionally Sandaga has a working relationship 

with Rapatac, since FO1 and MP are on the board of directors of Sandaga. Major goal of 

Sandaga is to tailor the work opportunity for those individuals who are far from labor market and 

are relying on public fund, so these tailor jobs will be helpful in reducing the need for income 

through public funds (Sandaga, 2014b). Major services that Sandaga is providing are cleaning, 

catering, sewing and faxing as stated by PLS. As FO1 mentioned that Sandaga is a part of 

Rapatac, we can assume that Sandaga compliments Rapatac in order to create more job 

opportunities for people in the region. PLS also mentioned that the kind of services we offer 

gives an impression that this is a women only enterprise. However, Sandaga is not solely for 

women, anyone can be a part of it.  
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4.3.1. Operational model and Funding 

Sandaga is currently working in collaboration with Rapatac. According to PLS: 

‘Sandaga was started with no capital, but with the networks and will power.’ 

Sandaga employees people and create job opportunities for people who have a hard time in 

getting one.  

4.3.2. Social Mission 

The social mission that Sandaga aims is to create jobs for unemployed people or for those who 

are getting hard time in getting a job. This helps people in integrating in the society in a much 

better way, and reduces the income support from public funds. PLS also mentioned, that Sandaga 

also supports Rapatac for their social project in Senegal.  

4.3.3. Social Marketing  

Promotional Activities and Networking: Sandaga is more relying on promotional activities 

like flyers, logos on the cars, and recommendations. It was also mentioned by PLS that Sandaga 

has a good collaboration with local real estate agency Gavlegardarna that promotes and 

recommends Sandaga to their customers. According to PLS Sandaga is also promoting itself by 

placing their advertisement in main city cente Mall TV.  

4.4. Major Findings Summary  
The summary of the major findings from empirical data is presented below in two different 

tables for Adventure Gavle, and Rapatac & Sandaga. The breakdown of these enterprises is 

presented in terms of organizational structure, operational model and funding, social cause, 

social marketing and image building. Furthermore, it also gives the overview of the major social 

marketing components that is used by these social enterprises.  
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Table 6: Findings Adventure Gavle  

 

Adventure Gavle 
Organizational structure 1. Total number of people 12. 

2. 3 owners COOf1, LWf2 & CHf3.  

3. Three project under Adventure Gavle: Adventure Pomitit, Adventure Service, and 

Adventure Massage 

Operational model and funding 1. Swedish Employment agency sends unemployed people to Adventure Gavle. 

2. Initial Counselling with the unemployed personnel. 

3. Funding is generated through by selling services. 

4. Plan to work with SwedBank in order to generate more funding through other 

companies  

Social cause Eradication of unemployment in the region of Gavle 

Social marketing Word of Mouth and Awareness Campaigns, Online Presence, Relationship building  

Image building They influence people through awareness campaigns and by delivering what they 

promise.  

 

Table 7: Findings Rapatac & Sandaga 

 

Rapatac  
Organizational structure 1. Total number of employees collectively for both Rapatac and Sandaga 30 

2. Rapatac is divided into three divisions: Kids activity center, Youth preparatory 

academy and Sandaga. 

Operational model and funding 1. Work closely in cooperation with schools 

2. Generate funds through by selling time  

3. Additionally they have Sponsors, and donators 

4. Aim is to be self-sufficient and earning well enough in order to support the 

enterprise itself.  

Social cause Improvement in Schools; Education Sector 

Social marketing Word of Mouth and Awareness Campaigns, Online Presence, Relationship building and 

Networks  

Image building Influenced people by making them understand the importance of education 

Influenced schools in order to improve education level. 

Influenced Kommun by giving them words like ‘always school first’  

Sandaga 

Organizational Structure 1. Total number of employees 8 

Social Mission Create jobs for unemployed people 

Social Marketing 1. Promotional activities (Marketing 4Ps) 

2. Networking  

3. Recommendations  
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5. Analysis and Discussion 
In this chapter analysis and discussion is presented, data is analyzed in congruent to literature 

and theoretical framework.  

5.1. Analysis 
Social marketing is the adaptation of commercial marketing technologies to programs designed 

to influence the voluntary behavior of target audiences to improve their personal welfare and that 

of society of which they are a part (Andreasen, 1994). Considering this definition by Andreasen 

(1994) we can observe that he emphasizes on changing behaviors in the society. Changing 

behaviors mean that people start thinking and responding to a social campaign in a way to 

improve their personal welfare, and for the society they are part of. In the case of all the three 

organizations Adventure Gavle, Rapatac and Sandaga, the results show the fact that all have a 

social causes that they focus on but in different ways. The major objective of the study was how 

the social enterprises are using social marketing tools. Yet we need to figure out the fact are they 

really using social marketing?  

In simpler terms social marketing is the adaptation of marketing tools and design your 

advertisement or marketing campaign in a way that they start influencing people or the targeted 

audience in a society. Now we will analyze separately how each enterprise has effectively 

utilized marketing tools in order to change the behavior and bring out the positive image.  

5.1.1. Adventure Gavle 

With the empirical evidence that we have for this enterprise is, it is evident that this enterprise is 

focused towards one mission that is unemployment in Gavle region and specifically unemployed 

and disabled people who have long been away from a labor market. As it has been mentioned by 

the respondents from this enterprise that people have pre conceived notions about these types of 

companies and thus it becomes a real challenge for us to project an enterprise in a way that we 

are doing a legit work and not earning money on the name of unemployment. First and most 

importantly everybody agreed on the fact that marketing is necessary tool in order to promote 

and project what you have delivered and achieved in you social mission. Secondly it is important 
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to know that, whichever medium or the way you chose to project your social mission, social 

cause should be embedded in the marketing strategy (Kotler and Zaltman 1971).   

5.1.1.1. Social Marketing and 4Ps  

In social marketing the marketing 4Ps remain the same but the meaning changes due to inclusion 

of the social cause (Gordon, 2012).  

Product:  In social marketing it represents the behavioral offer made to target adopters and often 

involves intangible or tangible product offering. Intangible could be the adoption of an idea or 

behavior, while tangible could be the preventive measures in order to have safe sex (Gordon, 

2012). In the case of Adventure Gavle it is providing an intangible offering to that targeted 

community which is unemployed or disabled people, and is not considered for labor market. 

Adventure Gavle has provided them a platform where they can work according to their skills and 

can be a part of the enterprise or work independently in the future. The notion here is to engage 

these people in a positive way.  

Price: In social marketing price relates to the costs that the target audience have to pay and the 

barriers they have to overcome to adopt the desired behavior, and these costs can be 

psychological (e.g. loss of de-stressing effect from smoking), cultural, social (e.g. peer pressure 

to drink), temporal, practical (e.g. cancelling the school run to reduce car use), physical, and 

financial (e.g. cost of joining a gym to get fit) (Gordon, 2012). In the case of Adventure Gavle 

the cost that its target audience pays is the time that they can give to regain the confidence in the 

labor market. It was also mentioned almost all respondents in Adventure Gavle, that people are 

willing to work but they have long forgotten the effort it takes to work full time.  

Place: Place in social marketing are the channels by which the behavior change is promoted and 

the places in which the change is encouraged and supported (Gordon, 2012). Adventure Gavle 

have their own physical location where people come and meet, where they are taken care of even 

if they are not working yet Adventure Gavle provides them an opportunity at least to come and 

be in the atmosphere. If we consider the empirical evidence we can conclude the fact that 

adventure is providing a platform to people, by not only working on their skills, also they can 

start their own companies. For instance in the case Adventure Pomitit, Adventure Service, and 

Adventure Massage, these are the projects started by unemployed people who joined Adventure 
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Gavle. So in this way the change is encouraged and supported, and it also helps in creating more 

jobs and broadens opportunity level.  

Promotion: In the social marketing context promotion is the means by which behavior change is 

promoted to the target audience, for example advertising, media relations, direct mail, and 

interpersonal (Gordon, 2012). Adventure Gavle is a new social enterprise, and is only focused in 

catering a social mission. The results show that important tools they are using are word of mouth, 

networking and connections along with online presence. Also they need to aware people for this 

particular social business, since it is fairly a new concept in Gavle, so what matters most is that 

people should be aware of what they intend to do, and what social business is. According to 

COOf1 we don’t have big budget for marketing heavily, and the cost that we pay for marketing 

Adventure is the time we spend on it. So the most important tools they are using are word of 

mouth, networking and connections along with online presence. 

5.1.1.2. Relationship in Social Marketing  

People: The attitude, skills and behavior of all staff needs to be consistent with the organization 

mission and marketing (Doherty et al., 2009). We can conclude with the empirical evidence of 

Adventure Gavle that almost everybody is focused on the social cause i.e. unemployment. It was 

mentioned by everyone in Adventure Gavle that people are the most important aspect of the 

organization whether in the form of those who are working in the enterprise, and those with 

whom you build relationships. According to COOf1 only people stay with us who want to work 

and be a part of it. People are always important in order to create an enterprise, and in social 

enterprise they always play an important role, because social business is created for people with 

a particular social cause.  

Process: The process is of vital importance to targeted audience to experience what you are 

offering. In social enterprises which are developed on a certain social cause it is always 

imperative to give customers an ease of experience which serves them better (Mathew, 2008). 

Results show that in Adventure Gavle the process is very simple that is to create your own job 

according to your own skills, and how much work you can produce. As one of the project leaders 

PLAS mentioned that when I heard of Adventure Gavle I was happy to know that I am important 

and there is someone to take care of me. Results also show that Adventure Gavle injects some 

amount of money if they see potential in starting a new project as proposed by the unemployed 
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people they work with. This is in lined with Doherty et al., (2009) that an element of service that 

customer experience as offered by the organization. Importantly Adventure Gavle includes 

people in the process and respondents also mentioned that they are democratic and part of the 

process.  

Physical evidence: According to COOf1 it also imperative to have physical evidence so that 

people should know who you are, what you do, and what your identity is. Adventure Gavle has a 

physical evidence in terms of their logo, website, and business cards, this is not only limited to 

Adventure Gavle in particular, but every project has its own  business cards, logos as well as 

social media channels to communicate. The physical evidence’s importance can be measured in a 

way, that it is one of the ways to communicate with your targeted audience.  

5.2.1. Rapatac 

My results show that, one of the major social concerns for Rapatac is to prepare kids for a better 

future, not only kids but to encourage youth and prepare them with the mandatory skills. The 

basic level of education now is even higher than before, kids and youth must understand basic 

computer skills in order to excel, so Rapatac lies under the domain of education sector. Since it is 

what their social cause is and this they believe in to spread across the region, but in order to 

spread the word marketing is the necessary tool. To be specific social marketing is the right tool 

in order to spread the social cause rightly. I will now analyze Rapatac on the scale of social 

marketing using marketing 4Ps and relationship marketing.  

5.2.1.1. Social Marketing and 4ps 

Product: the behavioral offer that has been made by Rapatac was the idea, and the idea was the 

importance of education in building up child’s better future. Rapatac answered that in order to 

prosper well and have a good job one needs to have a good education and good foundation. In 

his own words “we gave these words, if you go to the gavle homepage you will always school 

first, this is our work”. Rapatac came up with this idea in order to promote the level of education 

in the region. Other thing which is to be vital importance is that they are also encouraging youth 

to come up with their business ideas and open new ventures. This will not only help the 

individual but the region as well in order to increase the employment opportunities. As Rapatac 

mentioned Gavleborg region is the worst when it comes to employment and education. They will 
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then complement each other by laying the foundation of a good education, and then to encourage 

participants to get a good job, or to open their own businesses.  

Price: The cost that Rapatac’s targeted audience needs to pay is in terms of physical, financial, 

and cultural. The physical cost is how easy  it is for its customer’s to visit the facility, or how 

nearby it is to its targeted audience, the financial costs thus becomes how easy and affordable it 

becomes for an audience to join the facility. The cultural cost which applies on foreign kid 

mainly is how well they behave in order to integrate in the society, not only kids but how 

willingly their parents are to let their kids out in the society for integration. The amount that is 

paid by children is very less and is not mandatory as well for joining Rapatac, but they need to 

embrace the spirit of the organization. The cultural cost is the integration and the willingness that 

the targeted audience needs to pay, cultural integration is necessary in order to kids grow in the 

community and to be a part of it.  

Place: The channels through which Rapatac is promoting a social cause are, awareness 

campaigns, word of mouth, and modern marketing tools that includes; online presence, and 

social media. Since it was a new idea when Rapatac was started, a lot of awareness was needed 

in order to spread the cause. Results also show that people don’t trust the enterprise easily unless 

they deliver what they promise. Secondly when it is a new concept that enterprise want to 

implement, people show reluctance initially. So awareness is the best tool initially, and with the 

way enterprises deliver it creates the trust among the people. And then people spread your 

message through word of mouth. It was also that trust is what makes the enterprise sustainable 

for so long. Rapatac is also using modern marketing tools like online presence, and social media 

in order to communicate with people, and for relationship building. Rapatac is building relations 

not only with their targeted audience, but with their donors, and the companies they cooperate 

with.  

Promotion: Rapatac’s goal is to improve the schooling system and to aware people as well as 

the kommun to know the importance of knowledge in building up better future. Behavioral 

change is important when your spread social cause as Andreasen (1994) argues that social 

marketing should not focus on the transactional part of marketing, but it should be the adoption 

of marketing techniques in order to promote voluntary behavior in society, to improve their 

personal welfare. Rapatac’s mission is somewhat same with what Andresean (1994) presented. 
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They mean that they need to encourage more people, as well as the kommun to be a part of it, 

also to encourage schools and teachers. This is also Rapatac’s operational model that they work 

with schools to improve the schooling system better. One of the promotional methods that they 

use is the cooperation with Gavlegardarna. This is important as majority of the people live under 

this company in Gavle. They support Rapatac by promoting their message to their customers.  

5.2.1.2. Relationship in Social Marketing 

People:  one of the most important things that Rapatac mentioned is that they need people who 

believe in what they believe in. By choosing a right set of people always plays a crucial role in 

any social enterprise or to be specific in social marketing. People are important always as they 

play an important role in spreading the cause, and to deliver accordingly. FO1 stressed a lot on 

the people that, the social causes are for the people and it is the people who take it further. So the 

importance of having good relations with your people is imperative in delivering rightly.  

Process: it is very much easier to be a part of Rapatac and anyone can be a part of it and are 

ready to help. The process is what the target audience experience when the service is offered by 

the enterprise (Doherty et al., 20009). In Rapatac the only important factor in order to be a part 

of Rapatac is to embrace the spirit of the organization. Since the service is for the children and 

the youth the process is simple to be a part of it, and willingness is required. Rapatac mentioned 

that they want to encourage youth to start thinking that they can have good jobs or to create their 

own businesses in order to create more job opportunities in the region. For this purpose they 

have a preps academy where youth comes and try to learn different skills in order to upgrade 

their knowledge and skills. 

Physical Evidence:  According to Doherty et al., (2009) it is to be of vital importance that 

people should be able to recognize, and in social marketing physical evidence is the material part 

of your identity like logo, website, and business cards. Rapatac rely on these things very much as 

in they wanted to make Rapatac a brand that people can associate with. Branding is what gives 

any organization a premier feels and it helps people understand the core of the concept, and 

something that people can relate to or feel comfortable to be a part of it.  

5.3.1. Sandaga 

Sandaga is a social cooperative and a women social cooperative which gives an impression that 

this is for women only. It is because of the kind of services that Sandaga offers are mostly female 
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oriented jobs i.e. cooking, cleaning etc. However Sandaga is not for women only, anyone can be 

a part of it. The purpose of Sandaga is somewhat similar to Adventure Gavle i.e. to decrease the 

unemployment in Gavle, but the way it is operated is different than its counterpart. FO1 

mentioned Sandaga as a part of Rapatac, and for this study we consider Sandaga as a project of 

one of the division of Rapatac which is focused on the employment part. I will now analyze 

Sandaga on the scale of social marketing using marketing 4Ps, and relationship marketing.  

5.3.1.1. Social marketing and 4ps 

Product: since it is a cooperative that provides services to its clients for instance cleaning, 

cooking, sewing etc. yet it is to be noted that one their products for a larger community is to 

create more jobs and eradicate unemployment as much as they can. In addition Sandaga wants to 

reduce public income support, so that people can start supporting themselves. So, in this way one 

of their products is the idea of eradicating unemployment for the community as well as for the 

kommun. 

Price: in case of Sandaga there is no price to be a part of Sandaga all you need is to work or to 

show what quality you can produce. People should not have any particular skill type in order to 

be a part of it, but to show willingness and quality of work in order to be employed full time. So 

in case of Sandaga it’s the will power that their target audience pays more.  

Place: Sandaga has cooperation with Rapatac and Gavlegardarna. I can conclude that their 

networks support the cause of unemployment. Gavlegardardna helps Sandaga to get more 

customers and recommends Sandaga to their own customers as a cleaning company. So Sandaga 

has an advantage of getting more and more work through networks, which helps Sandaga to 

grow more and spread the cause.  

Promotion: Sandaga promotes itself with flyers placement, and logo placement, along with an 

advertisement in the city center’s Mall TV. Sandaga also have a web presence like Rapatac and 

Adventure Gavle, as well the cooperation through which the organization is promoted.  

5.3.1.2. Relationship in Social Marketing 

Sandaga relies on network and cooperation with other organizations, we can see that it also relies 

on traditional marketing 4Ps. Sandaga is providing services to people by employing the 

unemployed resource or to those who find it hard to get in to a job market. Sandaga needs to 
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compete with other regular businesses as well in terms of price and quality as well, so they are 

more inclined on how to sell more services so to re capitalize the investment, which eventually 

help them in grow more and create more job opportunities. Their cooperation with 

Gavlegardarna shows us that they do build relations in terms of cooperation; also we can extract 

the fact that they have good relations with their customers as well since they rely on 

recommendations as well.  

Table 8: Analysis Summary 

Social Enterprise  Social Marketing 

Marketing 4ps                                                      Relationship Marketing 

Adventure Gavle Product: social cause; eradication of 

unemployment 

Place: Office facility and encourage 

people to be in the atmosphere 

Price: Time and Willingness  

Promotion: WOM, Networks  

People: unemployed people 

and donors 

Process: any one can be a part 

of the enterprise, and create 

their own job 

Physical Evidence: Office, 

Business Cards, Logo  

Rapatac  Product: Social Cause; Education 

Place: Facility 

Price: Time and Willingness  

Promotion: Awareness Campaigns, 

WOM, Networks 

People: Kids, Youth, Donors 

Process: Parents willingness 

to send their kids 

Physical Evidence: Branding, 

Logo, Business cards 

Sandaga Product: Cleaning Service 

Place: Networks/Cooperation 

Price: Skills  

Promotion: Flyers, Mall TV Advert  

People: Unemployed  

Process: Skills, Willingness  

Physical Evidence: Small 

Reception in the main city 

Mall, Flyers, Logo  

 

 

 



50 
 

5.2. Behavioral Change and Image Building  
Both in Adventure Gavle and Rapatac we can see how they have changed the behavior in the 

society by implementing a particular set of marketing mix embedded by social cause. Since its 

early conception and with various definition that has been presented by authors such as 

Andreasen (1994), Lefebvre (2011) they have emphasized on behavioral changes rather than just 

the transactional side of the marketing.  

Adventure Gavle recognized the importance of social cause in lined with the marketing strategy, 

and how significant role it plays during promotional course. Everyone from Adventure Gavle 

recognized the importance of marketing and how it is helping people to understand this new 

concept in Gavle. People always have the preconceived notions that unemployed agencies earn 

money and do nothing for this particular yet Adventure Gavle is trying to, and somewhat 

achieved in changing behaviors in the community. Majority of the respondents from Adventure 

Gavle mentioned that it is fairly a new concept in Gavle, and Gavleborg the whole region is very 

much backward in terms of embracing social enterprises, so they need to make people 

understand what they do, what is their mission. People are changing their mind, and not only 

individuals coming to Adventure Gavle for work, but there are some people who are coming to 

them with donations. Other than that the government is also supporting them by providing these 

unemployed people so they can cater more.  

Rapatac with a single cause of upgrading the level of education in Gavle as well as to provide 

meaningful help to kids and youth for the better future has indeed changed behaviors in the 

society. Not only general public but schools and the kommun are now involved along with the 

cause in order to promote this particular social cause. In Sweden people fail to realize the fact 

that how significant role it can play in shaping up a better future so Rapatac is filling that week 

spot. Similar to Adventure Gavle, Sandaga is working to provide a meaningful support to those 

people who are unemployed from a long time period who are not suitable in a regular job market 

is now paving its way.  

Social marketing has not only changed the behavior in the society, but also improved the image 

as a matter of fact, in building a positive image of these social enterprises in the eyes of their 

targeted audiences. For instance, as the results show how these social enterprises have utilized 

relationship marketing by bringing in more people to the cause either by making a smooth 
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process as argued by (Doherty et al., 2009) or pricing the service to the level where everybody 

can afford to be a part of these enterprises (Gordon, 2012).  

5.3. Role of Social Marketing in Social Enterprises  
As we have now analyzed individually Adventure Gavle and Rapatac & Sandaga on the scale of 

social marketing, we can analyze the significant role of social marketing in social enterprises. 

The inception of social enterprise is based on the social cause, and so is the social marketing. 

Both social marketing and social enterprises are cause driven which is also visible in these social 

enterprises as well. Social marketing mostly has been used for health related issues such as 

awareness campaigns for aids, or alcohol, as well as tobacco control (Kotler and Lee, 2008). By 

analyzing these enterprises we can argue that social marketing is applied in other social causes as 

well as proposed by (Beall et al., 2012).We can extract the fact, that they are using social 

marketing by embedding a social cause in their marketing techniques and tools.  

It is also to be noted that the definition of social marketing has changed over time and is more 

focused on changing behaviors in the society (Andreasen 1994). Also the focus of the marketing 

is more on people rather than to record number of sales in both Adventure Gavle and Rapatac. In 

all of these social enterprises almost all the respondents agreed on the fact that people are the 

necessary element and needs to be catered accordingly. For instance, Adventure Gavle 

mentioned that their goal is to not cater every unemployed individual and earn money on them, 

but to cater those who believe in them and their job is to provide meaningful support and work 

opportunities. Similarly, Rapatac also emphasized that people are important as the social causes 

are for people in the community, yet we need people who believe in what we do. So, people are 

important for all of these enterprises, and most importantly it is the right set of people who are 

always important in order to promote the cause as well as to grow further (Doherty et al, 2009).  
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6. Conclusion 
In this chapter the research questions are answered, followed by the managerial, theoretical and 

societal implications. Furthermore, research limitation is also discussed, and future research is 

suggested.  

6.1. Apprehension of Research Questions 
 

Q1. How do social enterprises use social marketing? 

The goal of this study was to explore the social enterprises in Gavle, how they are using social 

marketing, also how it helps in building a positive image of an enterprise. The empirical 

evidence shows that both the enterprises use social marketing effectively and it has brought up a 

positive image building for both. It has been presented in the literature review, that social 

marketing traditionally was used in health campaigns such as HIV awareness programs, or 

controlled sex. This study also relates to the research on critical turning point of social marketing 

in which Beall et al., (2012) found the major social causes such as obesity, education, youth 

welfare that needs to be catered under this marketing tool. Social Marketing is a cause oriented 

marketing in which a particular social cause is embedded; also social enterprises are cause 

driven. I believe that social marketing is the best way to excel with the cause that social 

enterprises come up with.  

My study shows that social enterprises are cause driven; and marketing is a necessary tool in 

order to reach out to the general public for a greater good, and the social cause should be 

embedded with marketing strategy. I truly believe that if social enterprises use social marketing 

with its real essence it can be beneficial to the enterprises. By real essence I mean is to embrace 

social marketing models according to the cause they are in. This study also shows the real 

potential of social marketing and how it can be used for different causes that are meant to be for 

the communal good. This research indicates the fact, that social marketing is not limited to health 

related activities but to different possible social causes. This study also indicates the facts that 

people are the necessary element in social causes, as causes are people driven, so the 

involvement of people is must. The emphasis of the social enterprises should be to get the right 

set of people, and build relationships with those who believe in the social causes, in addition to 
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this the emphasis should also be on the quality and not on the transactional side of the business. 

As by quality and truth social enterprises can convince people in what they aim to deliver.  

Q2. How dose social marketing impacts on social enterprise?  

It is also confirmed in this exploratory study that social marketing helps social enterprises in 

building a positive image. By bringing a positive behavioral change among the targeted 

audiences, they realize the importance of a particular social cause. In the case of Rapatac it is the 

education they emphasized on and now as they claim that they are the best social enterprise of 

Gavle, and schools and kommun are following their footsteps in the improvement of schooling 

system. Also in the case of Adventure Gavle they make people aware of the new concept i.e. 

social enterprises, and to take political people on board in order to have policies for social 

enterprises in Gavle specifically for unemployment. Both the enterprises falls under the category 

of influencers, as they are tackling the social causes, and emphasizing on the fact that certain 

policies are made by political incumbents to improve the education as well as the unemployment 

in Gavle. My research also indicates that social marketing is inclining towards relationship 

marketing by slightly dropping the focus from traditional marketing 4Ps. Although marketing 

4Ps are still important factor in social marketing depending on the project. But its real focus is on 

relationship approaches rather than marketing 4Ps. As I see it people, process, and physical 

evidence are necessary instead of price. Product, place, and promotion are important factors, but 

the real essence of success is the relational components in marketing. Thus this study also 

indicates that social marketing is focused towards relationship marketing.   

6.2. Implications 
Theoretical Implication: This study shows that social marketing is more inclined towards the 

relationship marketing or the relational aspect of marketing. As many in the academic elite 

discuss the inclination of social marketing towards relational aspects, this study shows how 

social enterprises focus more on relation building, networking, and cooperation. Social marketers 

should not rely only on marketing 4Ps when devising social marketing strategies, but they also 

need to consider the extended version of marketing 4Ps they are; People, Process, and Physical 

Evidence which includes location, logos, and business cards. Additionally this study shows that 

relations are important, and since the social enterprises are generally referred to social 

cooperatives in Sweden, which are democratic in nature, and demand participatory management. 
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So, building relations with the employees working in the social enterprises are important in order 

to have more ideas for improvement. It has also been pointed out in this study that relation 

building with the target audience is equally important, as one of the purposes of social marketing 

is to include people in the process. It means how social enterprises include people to be a part of 

the enterprises. For instance, social enterprises are cause driven enterprises, and they have to 

create easy processes for people or targeted audience in order to be a part of the enterprise which 

results in developing good relations with the targeted audience. One of the most important 

contributions of this study is that it incorporates social marketing in social enterprises and 

explored the role of it in social enterprises. As mostly the authors have concentrated more on 

either social marketing or social enterprises individually, and no one has combined these two 

concepts before. So this study contributes positively and addition to the ongoing research in 

social marketing as well as in social enterprises.  

Societal Implication: Since, people are the focal parts of social marketing as well as in social 

enterprises. This study shows how social marketing affects people by changing their behaviors, it 

has strong societal implication, because social enterprises are cause driven and by using social 

marketing techniques they can cater people in a positive way.     

Managerial Implication: Mangers or the owners of social enterprises can consider the fact, that 

by applying the real essence of social marketing they can achieve more fruitful results. Also it is 

now the era of social entrepreneurship; and more cause driven organizations are rising. Social 

marketing can fill in the shoes of traditional marketing tools, and give fruitful results in order to 

achieve awareness among masses, and positive image building.     

Developing trust and delivering what managers aim are the basis of social marketing. Managers 

working for social driven businesses should focus on deliver what they promise. It is not easy for 

people to understand initially what you want to do, but when you deliver and create trust, they 

are more likely to follow your social cause.  

I recommend managers to focus on getting a proper training of social marketing by learning how 

it is modeled differently depending on the nature, and the type of business. It will be easier to 

identify then what social marketing model is more likely to follow, or more suitable to their 

social business. The marketing of the investigated enterprises is handled by the owners, or 
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marketing personnel, none of them are social marketing experts. So, managers and specifically 

social entrepreneurs should focus on learning social marketing, or hire social marketing experts 

in order to get more clear results. 

6.3. Research Limitation  
This study also has some limitations. I have chosen two social enterprises from Gavle from 

which 70% of the respondents belong to Adventure Gavle, and 30% belongs to Rapatac & 

Sandaga. If more enterprises are included from Gavle and the number of respondents increases, 

there is a possibility of having different result. It wasn’t possible to include more respondents for 

this study due to time limitations, as well as the language barrier. I tried to include more 

companies from within the Gavle region, but due to language barrier constraints only these two 

were selected.   

Although there are limitations in this study, but the aim of the study is achieved by investigating 

the enterprises from Gavle. This study shows how social marketing is used and how it affects 

behavior of people in the society. This study also contributes in the ongoing research in social 

marketing as well as in social enterprises, and gives an idea that social marketing is focused on 

relationship marketing. Additionally this study also contributes theoretically by incorporating 

social marketing in social enterprises and explores how social marketing is used and it helps in 

social enterprises to change behavior in the society.  

6.4. Future Research 
This study is exploratory and is inclined towards the organizational view of social marketing, 

and how social enterprises think about the positive image and changed behavior in the society. 

We cannot confirm the fact, that based on this study it really changed the behavior as the 

managers or the owners of the enterprise think. So a future quantitative study can be conducted 

in order to have more in depth analysis from targeted audience point of view. 

A future research can also be conducted by investigating targeted audience point of view about 

what is more important to them in terms of relations in social causes, or the offerings by social 

enterprises. Furthermore, the research can be conducted by including the networks or 

cooperation, donors and by investigating their perspective on social marketing, and how it affects 

them.  
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Appendix A 

Interview Questions 

General Information 

1. Name:  

2. Responsibilities:  

3. Number of years associated with the company:  

Social Enterprise 

4. Names of the social enterprise:  

5. Operational model of the enterprise and what are the services/products they offer? 

6. Brief history of the enterprise that includes: for how long they are into a business? Mission and 

vision? 

7. What are the funding methods of the social enterprise?  

8. What are the social causes you care about?  

Social Marketing 

9. How well presented you are in the market? 

10. What marketing techniques you use?  

11. Do you think marketing is a necessary tool in order to promote social causes?  

12. Do you think marketing has also affected the image your enterprise in the society? 

13. Do you consider your marketing strategy is based on “social good” or just a regular marketing 

technique? 

14. For your service/product promotion, do you practice conventional marketing 4ps formula? Price, 

Product, Place, Promotion, people, process, physical evidence.  

15. How do you attract people to be a part of your enterprise?  

16. How has your social cause changed behavior in the society? 

17. How does it affect people in the community?  

18. What are the challenges your face in reaching out people?  

19. In your opinion how do people respond on your social campaigns? 

20. In your opinion: do people really want to associate themselves for this particular cause? 

21. Do you rely on networks or co-operations in order to promote your message/cause? 
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