
Mendongkrak Pencapaian
SDGs dengan Pemasaran Sosial
Resensi Buku Social Marketing and 
Sustainable Development Goals (2023)

J a l a l
Disampaikan dalam diskusi

Social Investment Roundtable Discussion ke-56 [SIRD #56]
“Stand Out in Business through SDG Integration” 

Jakarta, 24 November 2023



Keterangan Buku

• Judul buku: Social Marketing and Sustainable Development Goals 
(SDGs): Case Studies for a Global Perspective

• Penyunting: M. Mercedes Galan-Ladero dan Helena M. Alves

• Penerbit: Springer, Cham

• Jumlah halaman: xiii + 376

• “This book presents high-quality cases on different social marketing 
campaigns that have been developed by NGOs, Public Administration, and 
businesses. They will be specifically focused on achieving, or contributing 
to achieving, the different Sustainable Development Goals (SDGs) by The 
United Nations, and how these campaigns can raise awareness and 
contribute to achieving the SDGs. This book takes an international 
approach, gathering cases developed in different countries and cultures 
around the world.”

• Dapat dibeli melalui tautan https://link.springer.com/book/10.1007/978-
3-031-27377-3 dengan harga EUR 96,3 (elektronik) atau EUR 120 (cetak).  
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https://link.springer.com/book/10.1007/978-3-031-27377-3
https://link.springer.com/book/10.1007/978-3-031-27377-3


Tentang Penyunting

M. Mercedes Galán-Ladero is an Associate Professor (Prof. Contratado Doctor) in 
the Department of Business Management & Sociology, at the University of 
Extremadura (Spain), where she teaches marketing courses. She is currently 
engaged in innovative research in the areas of social marketing, cause-related 
marketing and CSR, as well as ethnocentrism, local food products and their 
internationalization. 

Helena M. Baptista Alves is a full-time Professor in the Department of Business 
and Economics, University of Beira Interior (Portugal), where she teaches at the 
Graduate, Master and Doctoral levels. She is a researcher at the Centre for 
Research in Business Sciences. Her areas of expertise are Social Marketing, 
Services Marketing, Educational Marketing, Student Satisfaction, Public 
Marketing, and Relationship Marketing.
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Tautan: https://link.springer.com/book/10.1007/978-3-031-27377-3#affiliations 

https://link.springer.com/book/10.1007/978-3-031-27377-3#affiliations


Buku Lain dari Kedua Penyunting
(Alves dan Vasquez [eds.], 2013; Galan-Ladero dan Alves [eds.], 2019; 

Galan-Lader dan Rivera [eds.], 2021; Galan-Ladero, Galera-Casquet, 
dan Alves [eds.], 2021; Bianchi, dkk. [eds.], 2023)
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Buku-buku Mutakhir Lainnya tentang Pemasaran Sosial
(Bhattacharya, dkk. [eds.], 2022; Hastings dan Domegan, 2023; Lee dan 
Kotler, 2023; Lee, Kotler dan Colehour, 2023; Quoquab dan Mohammad 
[eds.], 2023)  
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Artikel Mutakhir tentang Pemasaran Sosial
dan SDGs (Delvaux dan Van den Broeck, 2023; 

Pinto dan Casais, 2023; Rodriguez-Sanchez, 2023; Vilmar, 2023) 

Tautan: https://link.springer.com/article/10.1007/s12208-023-00372-8; https://link.springer.com/article/10.1007/s12208-023-00375-5; 
https://link.springer.com/article/10.1007/s12208-023-00385-3; dan https://link.springer.com/article/10.1007/s12208-023-00364-8 
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https://link.springer.com/article/10.1007/s12208-023-00372-8
https://link.springer.com/article/10.1007/s12208-023-00375-5
https://link.springer.com/article/10.1007/s12208-023-00385-3
https://link.springer.com/article/10.1007/s12208-023-00364-8


Pengetahuan Ilmiah atas Pemanfaatan Pemasaran Sosial
untuk Pencapaian SDGs (Delvaux dan Van den Broeck, 2023)
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Tautan: https://link.springer.com/article/10.1007/s12208-023-00372-8

https://link.springer.com/article/10.1007/s12208-023-00372-8


Daftar Isi
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Definisi Pemasaran Sosial

“The design, implementation and control of 
programs calculated to influence the acceptance of 

social ideas and implies considerations of product 
planning, price, communication, distribution and 

marketing research.” (Kotler & Zaltman, 1971)

“Social marketing tries to encourage a certain 
social behavior, foster a specific value, promote a 

specific attitude, facilitate a conduct, or try to 
accept a certain idea, all of which are considered 
beneficial for society, or for a part of it; or, on the 
contrary, it can also try to discourage or stop that 

behavior, attitude or idea that is not socially 
desirable, because it is considered harmful.” 

(Galan-Ladero & Galera-Casquet, 2019).
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Perkembangan Pemasaran Sosial
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Beragam 
Aplikasi

Pemasaran
Sosial
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Tiga Arus dalam Pemasaran Sosial

“Donovan and Henley (2010) propose 
that “the goal of social marketing is 
not just to encourage individual 
voluntary behavior and modify the 
environments that facilitate such 
changes, but also trying to influence 
and transform the social structures 
that will facilitate individual 
changes.” This will mean “targeting 
the individuals that have the power 
to change policies and legislation” 
(Alves & Galan-Ladero, 2019: 3).” 
[hal. 12]
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Beragam Pendekatan
dalam Pemasaran

Sosial

“Social marketing is characterized by the 
coordination of different complementary 
approaches, to achieve the realization or 

modification of ideas, attitudes, or 
behaviors (Alves et al., 2021): a legal 

approach (based on regulations, sanctions, 
rules, laws, etc.), a technological approach

(using innovations to facilitate the desired 
behavior), an economic approach (reducing 

the cost of carrying out the desired 
behavior, or increasing the price to 

discourage unwanted behavior), an 
informative approach (focused, above all, 

on persuasive information), and a 
relational approach (based on 

interpersonal interactions and the impact of 
social behaviors and experiences).”

[hal. 14-15]
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Strategi Marketing Mix dalam Pemasaran Sosial

• Product – The core product is intangible: an idea, belief, cause, 
attitude, or behavior. But it can also involve supporting products 
(e.g., a tangible support—goods , or even another intangible 
support—services).

• Price – Price can be monetary (the costs for the promised benefits—
although many times they are offered for free or subsidized ) and/or 
non-monetary (e.g., waste of time, effort, sacrifice, embarrassment, 
diminished pleasure, psychological hassle, or psychic discomfort, etc.) 
in social marketing, for achieving the wanted behavior, or changing 
or abandoning the behavior. That is, there can be monetary and non-
monetary incentives and disincentives.

• Place – Place focuses on providing appropriate distribution and 
response channels to trans-form motivations into actions (e.g., 
physical location where achieving the desired behavior … to consider 
its location, accessibility, comfort, operating days and hours, 
decoration, cleaning, among others).

• Promotion – Promotion is the most visible part of the marketing mix. 
Communication with the audience is essential in order to encourage 
them to adopt the desired behavior, or to persuade them to change 
or abandon it.

[Hal. 17-19]
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Contoh Pesan dalam 
Pemasaran Sosial SDGs

• SDG 1 (No Poverty): “Fight poverty not the poor,”“We fight against poverty, do you 
join us?”

• SDG 2 (Zero Hunger): “Share food, save lives,”“Feed our future,”“If you can’t feed a 
hundred people, then just feed one.”

• SDG 3 (Good Health and Well-Being): “Be a donor, be a hero,”“Stay home. Save 
lives,”“How many cigarettes a day does your child smoke?,” “Fast food, fast death,” 
“Every time you get drunk, you get a little dumber.”

• SDG 6 (Clean Water and Sanitation): “Save water, save life,”“Every drop counts!”, 
“Water is priceless.” 

• SDG 7 (Affordable and Clean Energy): “Lighting up lives,”“#Endthedarkness.”

• SDG 11 (Sustainable Cities and Communities): “Healthy mobility. Walk, pedal, enjoy 
your city,” “Safe mobility. Less cars. Less accidents.”

• SDG 13 (Climate Action): “Fighting climate change, an intergenerational challenge,” 
“You can stop the countdown,” “Recycling is everyone’s business.”

• SDG 15 (Life on Land): “overcoming droughts together,” “The land is valuable. Invest 
in it,” “Forests are our home,” “Stop wildlife trafficking.”

[Hal. 20]
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Proses dalam 
Perencanaan
Pemasaran Sosial

“The importance of social marketing in 
achieving the Sustainable Development 
Goals (SDGs) is unquestionable. Social 
marketing, by influencing people’s beliefs, 
attitudes, values, and behaviors to promote 
social change and value creation, is a key 
instrument to engage all stakeholders 
(individuals, communities, governments, 
companies, NGOs, political parties, etc.) in 
the challenge of achieving the SDGs.”
[Hal. 21]
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Kasus: Ilunion Hotels dan 
Inklusi Penyandang Disabilitas
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Kasus: Promosi One Health
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Kasus: Penghematan Air di 
Lokasi Tujuan Wisata
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Beberapa Komentar
1. Salah satu dari setidaknya 5 buku pemasaran sosial yang terbit di tahun 2023, yang

secara langsung menegaskan bahwa pemasaran sosial bisa, perlu dan sangat penting 
dipergunakan untuk mencapai SDGs.

2. Memberikan kerangka teoretis yang memadai, walau bukan yang paling komprehensif, 
terkait pemasaran sosial dan Pembangunan berkelanjutan/SDGs.

3. Setiap bab—kecuali bab pertama yang berisi kerangka teoretis—dibuat dengan urutan
yang sama: tujuan belajar, pendahuluan, uraian kasus, kesimpulan, pertanyaan untuk 
diskusi, catatan untuk fasilitator (termasuk kunci jawaban), dan referensi; menjadikan
buku ini sangat baik sebagai buku pegangan untuk mata kuliah pemasaran sosial di 
tingkat sarjana maupun pascasarjana (termasuk pascasarjana bisnis). 

4. Kasus-kasus yang tersedia sangatlah beragam, kaya data, sehingga berhasil
memberikan gambaran bagaimana pemasaran sosial memang bisa dimanfaatkan untuk 
pencapaian beberapa Tujuan dan Target SDGs sekaligus dalam satu projek.

5. Akan lebih baik bila pembagian bab disandarkan pada 5P, agar lebih sesuai dengan 
SDGs, dengan tetap menekankan pada interdepensi dan kesalingterkaitan antar-Tujuan 
dan Target.

6. Belum secara eksplisit menunjukkan konflik kepentingan antar-aktor, maupun trade-off
antar-Tujuan SDGs—yang sesungguhnya penting untuk menjadi bahan pelajaran.

7. Bagaimanapun, buku ini sangat direkomendasikan untuk siapapun, dari sektor apapun,
yang ingin memanfaatkan pemasaran sosial untuk memercepat pencapaian SDGs.   
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SALAM LESTARI.
TERIMA KASIH!

J A L A L
Chairperson of Advisory Board – Social Investment Indonesia

jalal.csri@yahoo.com; +62-811-8814488

mailto:jalal.csri@yahoo.com
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