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Abstract

The objective of this study was to design a paradigmatic model forpromoting students’ social behaviorexcellence based on
the 7Ps of the social marketing mix. This qualitative research employed a grounded theory approach. Data were collected
through semi-structured interviews with 18 experts in behavioral sciences, education, and marketing from schools,
universities, and organizations. Sampling was purposeful and continued until theoretical saturation was reached. Data
analysis was conducted in three stages—open, axial, and selective coding—using MAXQDA software, guided by Strauss
and Corbin’s framework of causal conditions, contextual factors, intervening conditions, strategies, and consequences. A
totalof 801 raw concepts were extracted, leading to 102 open codes and 29 axialcodes. Causalconditions included positive
social interaction models, self-efficacy, education and awareness, rewards, social norms, and students’ attitudes. Contextual
factors were environmental, cultural-social, and family conditions, digital media, and school environment. Intervening
factors involved self-concept, modeling, peer interactions, teacher and manager role models, and supportive resources.
Strategies focused on stress management, family and social support, media and technology use, cultural-social development
in schools, and social skills training. Consequences encompassed sustainability of positive changes, improved educational
efficiency, enhanced psychologicaland social well-being, greaterstudent motivation and participation, enriched educational
environments, and strengthened prosocial behaviors. The study demonstratesthat socialmarketing, through the use of mix
tools, provides an effective framework for enhancing students’ social behavior excellence. The proposed model, by
integrating causal, contextual, and intervening factors with strategic actions, leads to positive educational and social
outcomes. This framework offers valuable guidance for policymakers and practitioners aiming to institutionalize prosocial
behaviors among students.
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Extended Abstract

Introduction

Social marketing has emerged as one of the most powerful approaches for influencing social behavior and
promoting sustainable development across different domains of life. Unlike traditional commercial marketing,
the primary goal of social marketing is not profitmaximization but improving individual and collective welfare
by shaping behaviors that align with social good (Christie & Villiers, 2022). The growing importance of this
discipline can be traced to urgent global challenges such as climate change, social inequality, health crises, and
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shifting consumer lifestyles, all of which demand innovative solutions for behavioral change (Udoh & Willard,
2023).

In this context, the integration of advanced digital tools has accelerated the evolution of social marketing,
particularly with the rise of social media and artificial intelligence (AI). Data-driven marketing strategies can
identify behavioral patterns, predict responses, and design interventions with higher precision and impact
(Talha, 2025). For example, Al-driven analytics allow marketers to optimize digital campaigns, making them
more efficient in reaching targeted audiences and producing measurable social outcomes. The role of social
media is equally significant, as platforms provide an interactive space where consumers and organizations can
co-create narratives, leading to greater participation and acceptance of social change (Simamora, 2025).
The literature highlights that effective social marketing strategies often depend on cultural alignment and
contextual sensitivity. Research shows that community -based initiatives designed with cultural values in mind
achieve more sustainable outcomes (Momeni Rad et al., 2024). Furthermore, identity-based approaches can
strengthen loyalty and motivate individuals to act in accordance with shared goals, such as environmental
protection, healthy lifestyles, or civic participation (Mahrokh, 2022). The mediating role of social identity in
fostering loyalty has been particularly emphasized in studies on the banking sector, where marketing strategies
that highlight shared social responsibility enhance customer trust (Shabanlou Dehnavi & Mahrokh, 2022).
Moreover, the global pandemic underscored the importance of social marketing communication. During the
COVID-19 crisis, communication strategies were deployed to foster protective behaviors, reduce resistance,
and enhance solidarity among citizens (Sadighzadeh & Unal, 2022). Social marketing provided governments
and organizations with a framework for responding to health emergencies while maintaining trust in public
institutions (Negm & Ghazal, 2022). Similarly, corporate social responsibility (CSR) has been linked to more
effective social marketing, as CSR initiatives boost the credibility of campaigns and increase public
receptiveness (Altwaijri, 2025).

At the same time, digital innovations such as viral marketing, omnichannel strategies, and immersive
technologies have expanded the toolbox of social marketers. Viral marketing, in particular, has demonstrated
the capacity to rapidly spread social justice messages across large audiences, creating a multiplier effect that
enhances the speed and scale of behavioral change (Rachmad, 2025; Salsabela & Sabri, 2024). Meanwhile,
omnichannel approaches ensure that consistent messages are delivered across multiple platforms, providing
coherence and reinforcing impact (Casais, 2023). Immersive technologies like 360-degree video and virtual
reality have also proven effective in stimulating empathy and positive attitudes toward marginalized groups
(Frechette et al., 2023).

Additionally, influencers and digital opinion leaders have become critical actors in the diffusion of social
messages, particularly among younger generations. The credibility and relatability of influencers allow them
to bridge the gap between institutions and the public, fostering stronger engagement (Rajeshwari, 2025).
Research further indicates that Generation Z is highly responsive to influencer-driven and digital marketing
campaigns, as they prioritize authenticity and social responsibility in their consumption choices (Musa et al,
2024; Putri et al., 2024).

Finally, it is important to recognize the contextual challenges of implementing social marketing in different
cultural and social settings. Studies in developing countries emphasize barriers such as limited resources,
resistance to change, and gender-specific constraints (Moshkel, 2023; Moshkelgosha, 2023). Nevertheless,
with careful adaptation to cultural norms, social marketing holds promise as a scalable solution for fostering
sustainable, prosocial behaviors globally (Coronil et al., 2023).

Taken together, these insights highlight the pressing need for conceptual and empirical models that can guide
the design, implementation, and evaluation of social marketing strategies in diverse contexts. By integrating
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causal, contextual, and mediating factors, as well as leveraging digital innovation, social marketing can become
a robust mechanism for achieving long-term social transformation (Hoseini Moghaddam, 2021).
Methods and Materials

This study adopted a qualitative research design, employing a grounded theory approach to uncover patterns
and relationships in the domain of social marketing. Data were collected through semi-structured interviews
with 18 experts in behavioral sciences, education, and marketing, drawn from schools, universities, and
organizations. Participants were selected purposefully until theoretical saturation was achieved.

The interviews followed Strauss and Corbin’s framework, which emphasizes causal conditions, contextual
factors, intervening conditions, strategies, and consequences. Each interview lasted between 35 to 60 minutes,
was recorded with participants’ consent, and subsequently transcribed. Data were analyzed in three stages:
open coding, axial coding, and selective coding. MAXQDA software was used to support the coding process.
A total of 801 raw concepts were extracted, refined into 102 open codes, and organized into 29 axial codes.

The final model was validated through expert feedback and iterative refinement.

Findings

The analysis revealed that causal conditions for shaping social behavior included positive role models, social
norms, rewards and incentives, self-efficacy, and awareness campaigns. Contextual conditions encompassed
environmental infrastructure, digital and media exposure, socio-cultural values, family context, and school
settings. Intervening conditions consisted of self-concept, peer interactions, teacher modeling, cultural
influences, and availability of supportive resources.

Strategies that emerged from the analysis included stress management, family and community support, the use
of media and technology, cultural and social development in schools, and social skills training. The
consequences of these strategies were identified as sustainability of positive behavior change, improved
psychological and social well-being, increased motivation and participation, enhanced educational
effectiveness, and enriched learning environments.

Overall, the paradigmatic model highlighted the complex interplay of individual, environmental, and
institutional factors in fostering social behavior excellence. It emphasized the necessity of integrating digital
tools, cultural sensitivity, and supportive networks to achieve lasting change.

Discussion and Conclusion

The findings of this study reinforce the idea that social marketing is a multidimensional and holistic approach
capable of shaping prosocial behaviors. The identification of causal conditions such as awareness, self -
efficacy, and positive social norms resonates with prior research that emphasized the central role of attitudes
and beliefs in promoting behavioral change (Morales-Alonsoet al., 2024). Similarly, the role of contextual
factors such as family, school, and socio-cultural environments aligns with studies that have highlighted the
importance of adapting campaigns to local realities (Momeni Rad et al., 2024).

The role of intervening factors such as peer influence and teacher modeling confirms previous findings that
identity and role models are essential in building loyalty and sustaining behavioral change (Mahrokh, 2022;
Shabanlou Dehnavi & Mahrokh, 2022). Furthermore, the strong emphasis on media and technology -based
strategies is consistent with literature demonstrating the efficacy of digital and viral marketing in accelerating
the diffusion of social messages (Rachmad, 2025; Salsabela & Sabri, 2024).

Importantly, the study demonstrates that outcomes such as sustained behavioral change and improved social
well-being are achievable when strategies are grounded in supportive networks and cultural contexts. This
finding aligns with prior work that highlighted the role of CSR and organizational responsibility in enhancing
trust and receptiveness (Altwaijri, 2025; Andarvazh, 2023). Additionally, the study confirms that social
marketing can serve as a powerfultool during crises, as demonstrated by its effectiveness in shaping protective
behaviors during COVID-19 (Negm & Ghazal, 2022; Sadighzadeh & Unal, 2022).
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In conclusion, this study contributes to the understanding of how social marketing, when integrated with
cultural awareness and digital innovation, can foster social behavior excellence. The paradigmatic model
developed provides a framework for policymakers, educators, and marketers to design interventions that not
only influence behavior but also sustain positive change over time.
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