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Abstract. Purpose – the purpose of this article is to present the novel model developed to measure social marketing 
impact on consumers choice for healthy lifestyle. Social marketing is very complex by aiming to promote socially 
responsible products and behavior for the benefit of the consumer and society at the same time. What is more, con-
sumers choice for healthy lifestyle is determined not only by marketing influence but other personality and external 
environment factors as well. 

Research methodology – the model presented in the article was developed based on literature analysis and secondary 
data. 

Findings – social marketing impact on consumers choice for healthy lifestyle is determined not only by the social mar-
keting, but also the consumer personality itself and the influence of the external environment on consumer. 

Research limitations – validation of the novel developed model dedicated for the measurement of social marketing 
impact on consumers choice for healthy lifestyle should be further validated with quantitative research methods. 

Practical implications – the application of the model will enable marketing specialists to determine the contents and 
other situational details of social marketing for consumers to choose healthy lifestyle and products related to it. 

Originality/Value – the value of the model is determined by its novel attitude to social marketing in parallel with other 
factors affecting consumer behaviour. 
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Introduction 

A healthy lifestyle is a particularly relevant topic these days. We are seeing more and more factors shaping healthy 
lifestyle habits in social media, outdoor advertising or everyday life, so with this trend gaining popularity, companies 
should also take this aspect into account and steer their marketing strategy and communication in this direction. As the 
trend of healthy lifestyles becomes more popular, and the society is seeking for new solutions, thus social marketing is 
rapidly expanding in the field of public health. About two thirds of the European Union’s population spends between 
2.5 and 8.5 hours a day sitting, and the majority of those who spend around 5.5 hours a day are young people aged 
15-24 (Eurobarometer, 2017). Given the data provided and the fact that we live in a world of online technology, it 
is not difficult to see that properly used social marketing strategies could help overcome deep-rooted lifestyle issues.

In emphasizing the relevance of the issue, it is important to note that many authors emphasize the importance of 
social marketing in society and distinguish different approaches to the impact of this discipline in different aspects. 
The topic of social marketing is analyzed very extensively in the scientific literature, especially in terms of the impact 
on consumer behavior and the promotion of fair consumer habits. Lee and Kotler (1971) analyzed social marketing 
as an effort focused on factors shaping consumer behavior that promote healthier lifestyles, Goldberg et al. (2018) 
viewed social marketing as a change in behavior in general, and French and Gordon (2019) examined social marketing 
as a set of ethical principles that intertwines with the general principles and tools of marketing theory.
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In the field of social marketing research, there has recently been a clear focus by researchers on social good, which 
is defined as a purposeful action done intentionally in the public interest (Shawn, 2015). Slade et al. (2017) empha-
sized social marketing as a creative, strategic, interdisciplinary, and multifaceted approach to shaping and maintaining 
social good based on common marketing principles, and Gordon et al. (2016) argued that social marketing is one 
way to drive social change and promoting social good. Based on the analysis of the scientific literature, it has been 
observed that social marketing and its impact on consumers’ healthy lifestyle choices require more in-depth research. 
The authors aimed to determine which elements of social marketing most influence consumers in choosing a healthy 
lifestyle and how consumers value and respond to social marketing. This work will help shape social marketing as 
an approach that can be effective, targeted and fair in promoting people’s well-being, healthier lifestyles and social 
well-being by providing comprehensive theoretical model for determination of social marketing on consumers in 
choosing healthy lifestyle in particular.

It is important to know that the impact of marketing on the consumer depends not only on the marketing tools 
chosen, but also on the environmental factors, personality, and attitudes that also affect the consumer. This means that 
the social marketing tools used are not universal and work differently depending on the consumers and the factors 
that affect them. As a result, sometimes some marketing tools are ineffective, and others are more effective and have 
a targeted impact on consumer attitudes. Against this background, it can be argued that it is still unclear which social 
marketing tools have the greatest impact on consumers’ healthy lifestyle choices. In the scientific literature, social 
marketing is examined quite extensively in various aspects, but after analyzing the scientific literature in-depth, it can 
be said that in today’s world the problem of not reaching a unanimous conclusion on the impact of social marketing 
on healthy living still exists.

1. Theoretical analysis of social marketing impact on consumers

The concept of social marketing

Social marketing, as a term and a field of science, is still unfamiliar to most, misunderstood, and often confused with 
other terms such as social network marketing, social media, or behavioral economics. Given that social marketing 
as a term is misunderstood, the business sector is still afraid to use it to avoid misunderstandings and misleading 
associations. So to understand the impact of social marketing on the consumer, it is worth first dispelling doubts and 
understanding what the social marketing truly is (Lee & Kotler, 2015) is. The term “social marketing” was coined by 
Kotler and Zaltman in 1971. Researchers who have studied theories of psychology, sociology, anthropology, political 
science and communication, as well as advertising, public relations and market research, define social marketing as 
“the application of commercial sector principles and methods to influence target audiences to accept, modify or reject 
behavior for the benefit of individuals, groups, organizations or society as a whole, with the aim to create positive 
social change” (Serrat, 2017, pp. 120-121). According to the authors, social marketing can be used to promote useful 
products and services or to force the target audience to avoid harmful products and services and thus promote their 
well-being (Serrat, 2017).

According to Lee and Kotler (2015), social marketing is a clear marketing discipline that has been named so since 
the early 1970s and primarily refers to efforts focused on shaping consumer behavior that improves health, prevents 
injuries, protects the environment, contributes to communities and increases financial satisfaction and stability. In 
2013, the first general definition of social marketing was developed and approved. The International Social Marketing 
Association together with the European Social Marketing Association and the Australian Social Marketing Association 
determined as follows: “Social layout aims to develop and integrate marketing concepts with communities’ perspec-
tives for the better” (French & Gordon, 2019). 

Meanwhile, Goldberg et al. (2018) define social marketing as a change in. According to the authors, social mar-
keting is not related to education or propaganda, and individuals accessing social marketing should first understand 
that the main purpose of social marketing is not to inform the public or to try to change their values. Based on these 
insights, it becomes clear that social marketing is not only a social advertising or social communications, but much 
more (Goldberg et al., 2018). Andreasen (1994, p. 110) even equated social marketing with commercial marketing, 
by stating that “Social marketing is the application of commercial marketing technologies to programs to influence 
voluntary behavior of target audiences to to improve their personal well-being and that of the society of which they 
are a part”. 

The idea of social marketing has existed in society for a long time, but only in recent years scientists have begun 
to go deeper and discover and present new paradigms, conclusions and approaches. For example, Gordon et al. (2016), 
based on other authors, defines social marketing as one of the ways in which social change takes place in society and 
promotes social good. According to the author, the goal of social marketing is to develop and integrate the concept of 
marketing together with other theories and approaches - to find out how to influence consumer behavior for the ben-
efit of individuals and communities in the name of greater social good. Thus, essentially according to Gordon, social 
marketing is a paradigm aimed at achieving greater social good and positive change in society (Gordon et al., 2016).
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Slade et al. (2017) also analyzed the concept of social marketing and social good. According to the authors, social 
marketing in the 21st century is a creative, strategic and interdisciplinary approach to facilitate and maintain social 
good based on common marketing principles. From the very beginning, social marketing has been applied to various 
issues related to health and social life of individuals, and the most important link in social marketing is society and 
each individual. Thus, the main goal of social marketing is to create social good, which brings fairer, cleaner, more 
productive, and happier life for society and the individual (Slade et al., 2017).

An interesting and exclusive approach to social marketing was outlined by Almestahiri et al. (2017). According 
to researchers, social marketing is not just advertising and communication, but a strong link between all elements of 
4P’s marketing complex: social marketing creates attractive benefits for packaging by minimizing the cost, making 
exchanges easy, whereas the strong communication message on media brings not only commercial but also social 
benefits to the target audience. The characteristics of social marketing singled out by the authors were determined 
on the basis of various studies: studies on the effects of healthy eating, alcohol consumption, childhood obesity, and 
community social marketing. 

Social marketing in theory is also defined as an intervention strategy in the areas of healthy lifestyle and health. 
This view is set out by Firestone et al. (2017) in their research on effectiveness of social marketing in health issues. 
According to the authors, social marketing uses a general marketing concept - product design, appropriate pricing, 
sales and distribution channels, and effective communication - to influence consumer behavior that benefits not only 
individuals but also community. Based on Firestone and others (2017), social marketing typically aims to ensure 
that the chosen target audience adheres to the behavior being promoted and that health care products or services 
are attractive to consumers and encourage their willingness to change. Essentially, social marketing sells behaviors: 
products that encourage certain behaviors (e.g., sporting goods) or services that directly demonstrate the aspirations 
desired by the target audience. According to the authors, social marketing is most often used as a tool for shaping 
attitudes towards health care worldwide to reach the most vulnerable target groups through health care products or 
services. However, according to researchers, social marketing alone is difficult to achieve behavioral change - even 
if social marketing can encourage people to try products or services, it is still unclear whether such behavior can 
be sustained in the long run, so researchers conclude that social marketing can only be effective in the case where 
the attitude of a person or society is influenced not only in a favorable social means, but also other factors as well 
(Firestone et al., 2017).

Table 1. Social marketing concept (source: developed by authors)

Author Factor Definition
Kotler and Zaltman 
(1971)
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The application of commercial sector principles and methods to influence the target audience 
to voluntarily accept, reject, modify, or abandon behavior for the benefit of individuals, 
groups, organizations, or society as a whole, aims to create positive social change.

Andreasen (1994) Social marketing is the application of commercial marketing technologies to programs 
designed to influence the voluntary behavior of target audiences to improve the personal  
well-being of them and the society of which they are a part.

Lee and Kotler (2015) A clear marketing discipline [...] focused on shaping consumer behavior that improves health, 
prevents injuries, protects and preserves the environment, contributes to communities,  
and increases financial satisfaction and stability.

Goldberg et al. (2018) Social marketing is defined as a change in behavior.
International Social 
Marketing Association 
(iSMA) (2013)
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Social layout seeks to develop and integrate the marketing concept along with other 
approaches to make a positive impact on consumer behavior and communities for the greater 
good.

Almestahiri et al. 
(2017)

Social marketing is not just advertising and communication, but a strong link between 
all elements of 4P’s marketing complex: social marketing creates attractive benefits for 
packaging by minimizing cost, making exchanges easy, whereas the strong communication 
message on media brings not only commercial but also social benefits to the target audience.

Firestone et al. (2017) Social marketing uses a general marketing concept - product design, appropriate pricing, 
sales and distribution channels, and effective communication - to influence consumer 
behavior that benefits not only individuals but also community.

French and Gordon 
(2019)

Social marketing is guided by ethical principles, seeking to integrate various disciplines  
and forms to design social change programs that are effective and sustainable.

Gordon et al. (2016)

So
ci

al
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Social marketing is the way how social change takes place in society and promotes social 
good.

Slade et al. (2017) Social marketing is a creative, strategic and interdisciplinary approach to facilitate  
and maintainsocial good based on common marketing principles.
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Summarizing the concepts of social marketing presented by the authors (see Table 1), it can be observed that in 
the definitions of social marketing, the authors clearly emphasize the influence on consumer behavior, integration of 
marketing principles and dissemination of social good. Researchers, in defining social marketing, agree that social 
marketing encompasses the following areas of activity: influencing consumer behavior, systematic planning based 
on marketing principles and methods, focusing on the target segment, and the benefits of social marketing to the 
individual and society rather than business (see Figure 1).

2. The concept of a healthy lifestyle

After analyzing the concept and actions of social marketing, it is worth further discussing the impact of this discipline 
on consumers’ choice of a healthy lifestyle. But before that, it’s important to define what a healthy lifestyle means 
and how it is understood.

According to the World Health Organization, the definition of a healthy lifestyle has not changed for years, so it 
can be defined as the steps, actions and strategies people use to achieve health and well-being. Healthy life requires 
a balance between responsible and intelligent health choices, proper nutrition, daily physical activity, emotional and 
spiritual stability, adequate sleep, giving up harmful substances, avoiding stress, ensuring good work and personal 
life balance (World Health Organization, 1999).

According to Kottke et al. (2016), a healthy lifestyle plays an important role in maintaining overall health, as it 
consists of a complete diet (eating natural, nutritious foods, avoiding foods high in fat), physical activity (a daily 
routine involving various forms of exercise). Promoting a healthy lifestyle can prevent most chronic diseases (cardio-
vascular, diabetes, depression, cancer), so it is important to adhere to the four principles of a healthy lifestyle: proper 
nutrition, adequate physical activity, limited tobacco and alcohol use, and excellent psychological status. It is also 
important to mention that a healthy lifestyle and a predisposition to such a lifestyle depends not only on the factors 
listed above, but also on beliefs, values, and attitudes (McGovern et al., 2018).

In sociology, lifestyle is also described as human life (Robards, 2014). Our emotions, thoughts, and behaviors 
play an important role in our health, which affects not only our daily health but also the functioning of the body. 
According to Robards (2014), today society faces more chronic diseases than ever before because people live lon-
ger and often behave not healthy. The progression or occurrence of chronic diseases is primarily determined by the 
lifestyle, which, according to the author, consists of physical activity, wholesome food, sleep quality, mental health 
and stress avoidance (Robards, 2014).

Researchers Rauf bin Ridzuan et al. (2018) conducted several studies on healthy lifestyle and its meaning for a 
person. According to the authors, there have been many campaigns on healthy living in the last years to raise public 
awareness of living healthier, but despite all efforts to encourage people to adopt a healthy lifestyle, some still do not 
follow the advice given and continue to live without care. Giving up old eating and social habits is not easy, but it 
is neither possible nor impossible (Rauf bin Ridzuan et al., 2018). According to the authors, there are many ways to 
make your life healthier. The first rule is to monitor the food you consume and its amount, exercise enough, and learn 

Figure 1. Social Marketing application areas  
(source: developed by authors based on Lee & Kotler (2015))
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to manage stress. Robards (2014) argues that one of the most important 
benefits of a healthy lifestyle is that it can help prevent chronic diseas-
es like cardiovascular disease as well as diabetes or cancer.

Summarizing the concept of a healthy lifestyle, it can be stated that 
a healthy lifestyle is a complete state of physical, mental, and social 
well-being, not just the absence of disease or disability (Ioan-Sabin 
& Pomohaci, 2018). A healthy lifestyle can be practiced by everyone, 
regardless of their gender, age and social status, and as a key to a 
healthy lifestyle, the authors single out three main things: finding a 
balance between what food and drink, regular exercise, and mental 
health (see Figure 2).

Proper nutrition. It is the most important principle of a healthy life-
style. In recent years, the concept of food has changed radically, with 
food playing an important role in maintaining health, a psychophysi-
cal state of well-being, and in preventing certain diseases (Azzurra & 
Paola, 2009). According to L. C. De and T. De (2019) a healthy diet 
depends on the food consumed and the amount of water consumed. 
A proper diet should include a liberal number of seeds, nuts, grains, 
vegetables, and fruits that provide enough of all the necessary nutrients (L. C. De & T. De, 2019).

Physical activity is one of the essential principles of a healthy lifestyle. Individuals engaged in sports activities 
can improve socialization, communication, and friendship. There is also evidence that regular physical education can 
reduce or prevent mild to moderate depression (Ioan-Sabin et al., 2018). According to Pyper et al. (2016), physical 
activity can be promoted or inhibited by parental and family behaviors and the environment. There is evidence to 
suggest that directing parents or families to certain behaviors directly, in contrast to other constructs (e.g., attitudes), 
may be effective strategies for improving physical activity in children. Pyper et al. (2016) and Barbu et al. (2019) 
agree that at no other point in history an active lifestyle had played such a dominant role in everyday life. When it 
comes to physical activity as part of a healthy lifestyle, it is important to single out the importance of physical activity 
for socialization and education: social events, sports shows, support campaigns, social marketing (Barbu et al., 2019). 
The authors distinguish that physical health is essential for a balance between mental health and positive thinking, 
as mental and emotional health can provide a rational approach to health and physical illness (Barbu et al., 2019).

Mental state. In order to prevent mental disorders, it is very important to establish a healthy lifestyle that promotes 
psychological well-being. Psychological health is affected not only by personality traits, general living conditions, 
and life events, but also by simple daily behaviors that a person can change. These can be daily activities (reading 
books, cooking), the environment (work environment, family relations, social life), and taking care of one’s well-being 
(adequate sleep, complete nutrition, physical activity). Evidence suggests that such lifestyle factors have a positive 
effect on psychological status by reducing depression and anxiety (Velten et al., 2014).

Thus, in summary, a healthy lifestyle consists of several key factors that determine a person’s well-being, namely a 
healthy diet, physical activity, and a psychological state. None of these factors can work in isolation, and their balance 
creates harmony that we can described as a healthy lifestyle.

3. Analysis of social marketing impact on consumers

After discussing the concepts of social marketing and healthy lifestyle, the impact of social marketing on consumers’ 
choice of healthy lifestyle will be discussed below.

Hastings et al. (2011) single out three principles by which social marketing is effective and impactful for the 
consumer:

1. Brand promise is consistently promoted in different elements of the marketing communication complex (e.g., 
advertising, public relations, sales promotion, etc.).

2. Supporting how one of the elements of 4P’s works purposefully together with the other elements of 4P’s - 
product, price, location.

3. The communication focus is not on providing information but on changes in social behavior and actions such 
as testing and retention.

Liao (2020) conducted a study to determine the criteria for social marketing success to improve health promotion 
outcomes using a decision-making approach. The researcher involved volunteers from Taiwan’s Buddhist charity 
Dharma, which is physically involved in promoting a healthy lifestyle through a vegetarian diet, organizing events 
and activities and chronic disease health management campaigns. Respondents who were in leadership positions or 
playing an important role in health promotion and had at least 15 years of experience in promoting a healthy life-
style were selected as survey respondents. The results of the study showed that creating an effective communication 
message is the most important factor for a successful social marketing campaign. According to the author, a social 

Figure 2. Healthy Lifestyle Balance Pyramid  
(source: developed by the authors)
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marketer should create an engaging message to draw the attention of the target audience to behavioral changes. This 
shows that effective reporting methods have a significant impact on the intentions of a health promotion strategy. 
The research data confirmed that the most important factor of social marketing is to create an attractive message 
that would encourage the target audience to promote a healthy lifestyle (Liao, 2020, p. 14). Social marketing uses 
systematic marketing techniques that motivate the target audience to change their behavior voluntarily. This strategy 
aims to encourage the behavior change of the target audience and to facilitate voluntary change and support. Allowing 
an audience to change behavior voluntarily rather than compulsively is a key goal of social marketing. Liao (2020) 
identifies appropriate media and audience orientation as equally important criteria. In order to successfully implement 
a social marketing campaign in the field of health promotion, the needs of consumer must be taken into account and 
message disseminated to engage the audience (Liao, 2020).

A study of social marketing impact has also been conducted in South America by Lorenzo et al. (2020) on alco-
hol consumption among young people. According to the authors, Latin American regions have the highest alcohol 
and tobacco consumption compared to the rest of the world. Therefore, social marketing is one of the most effective 
tools that can influence consumers to promote a healthier lifestyle. The aim of this study was to evaluate the impact 
of social marketing on reducing alcohol and tobacco use for students from the Army University ESPE in Ecuador. 
Summarizing the results of the study, it could be observed that the impact of social marketing on young people due 
to alcohol consumption was related to the influence of relatives and friends, as well as problems such as illness, 
economic instability, and inferior family (Lorenzo et al., 2020). Social marketing was also found to be moderately 
effective in influencing student behavior, and the most effective means of communication were identified as social 
networks and promotional campaigns on harmful effects as well as various messages related to ethics and values, 
alcohol and tobacco reduction actions, health and lifestyle messages. The study also found that age has a significant 
impact on social marketing effectiveness - young people pay more attention to social marketing campaigns, consider 
and apply the examples to themselves. In addition, research has shown that the effectiveness of social marketing is 
determined by the community and the values   it pursues (Lorenzo et al., 2020).

McKay-Nesbitt and Yoon (2015) also conducted a study that aimed to determine how social marketing messag-
es affect physical activity when a health organization is disclosed as a source of communication. The researchers 
conducted three studies: two of them used experimentally manipulated messages, and one used real TV advertising. 
The results of the study showed that social marketing communication messages that show an appropriate pattern of 
behavior may be more effective than fun content messages when a health organization is revealed as content producer 
compared to when the advertiser is not disclosed. This suggests that the sponsor of the information disseminated (i.e., 
the health organization as a brand) may influence consumers’ attitudes toward better physical activity (McKay-Nesbitt 
& Yoon, 2015). The results of the study suggest that health organizations can maximize the effectiveness of social 
marketing communication by depicting actual activities rather than entertaining messages. This suggests that the 
content of a promotional message must be consistent with the position or values   of disseminating organization, and 
when consumers are unaware that the message disseminator is a health organization, entertaining content messages 
are equally effective in promoting physical activity (McKay-Nesbitt & Yoon, 2015).

Another study on the impact of social marketing on consumers was conducted in Australia, examining the attitudes 
of Australian aborigines towards a healthy lifestyle and the factors that shape it. Berends and Halliday (2018) exam-
ined the effectiveness of a project for Australian aborigines after governments in Australia advocated the use of social 
marketing to promote a healthy lifestyle and address rising rates of chronic diseases. The Deadly Sport Gippland 
project was launched in 2014 on the social network Facebook, with a calendar and recordings of local events as well 
as information about a healthy lifestyle. The aim of this study was to find out what motivates the target audience to 
change their lifestyle, and to single out social marketing methods that can change consumer behavior to the desired. 
The results of the survey showed that the campaign on Facebook was effective - when asked what they thought the 
campaign was about, the majority (85%) said “improve nutrition”, and to a lesser extent (61%) “about changes in their 
food and drink diet”, and as many as 39% of respondents have actually changed their habits based on the influence 
of the campaign. When asked by respondents what determined the effectiveness of the campaign, the survey data 
showed that attitudes towards a healthy lifestyle come from family values, as well as opportunities such as financial 
status and place of residence (Berends & Halliday, 2018).

Summarizing the research conducted by researchers, it has been observed that social marketing is used to find out 
its impact on consumers in various areas of healthy lifestyle - physical activity, nutrition, substances use. The anal-
ysis of the research found that consumers are influenced and encouraged to promote healthy lifestyle by an effective 
communication message, as well as the consumers’ personality, such as age, social status and the external environment 
factors - the influence of the community and others on decision-making. Based on the results of the research anal-
ysis, a model of the impact of social marketing on consumers’ choice of a healthy lifestyle has been developed (see 
Figure 3). This model consists of three main parts, each of which, in terms of its size and the number of influencing 
factors, shows the importance and impact of the factor on the consumer’s choice of a healthy lifestyle. The influence 
of the factors of the communication message is the largest, which means that it has the greatest impact on consumers, 
slightly lower influence is from personality factor, whereas the external environment is the least influential factor. 
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The above model identifies three main groups of factors that influence consumers’ healthy lifestyle choices:
1. Communication message. It is no coincidence that this factor is depicted as the largest - according to research 

data, the communication message has the greatest impact on the influence of consumers in choosing a healthy 
lifestyle. In essence, a communication message is a means of reaching and influencing consumers at a particular 
time, place, and by certain means.

 – The content of an effective communication message meets the needs and benefits of the consumer, sets a 
good example of behavior and motivates consumers to change, adopt a certain attitude, try an activity or 
give up a harmful habit. For a communication message to be effective, it is necessary to analyze the target 
audience and find the most appropriate communication solution for the maximum effectiveness.

 – Target audience is a critical point in any communication message. In order for a communication message 
to be effective and reach the desired consumers, it must be targeted to the specific audience for which it is 
intended. This means that before taking any marketing action, the target audience segment should be deter-
mined and analyzed.

 – Communication message must provide useful and relevant information to the target audience about a par-
ticular problem, its solution or motivation for change. 

 – Consumers’ needs and satisfaction are also an important factor in determining the impact of a communication 
message. Consumer expects a certain message, in a certain place, not opposite to the values.

 – Emphasizing harmful effects enhances the effectiveness of communication message. As for most consumers, 
demonstrating harmful effects helps to get rid of harmful habits and helps to adopt new approaches to life.

 – Also, an example of good behavior affects consumers. Often, companies and organizations choose contro-
versial messages that exemplify both harmful and appropriate behavior, thus emphasizing the importance of 
their behavior and the consequences of possible actions.

 – It is important that the content of communication message would be in line with organizations’ position and 
values , which means that medical institutions should only talk about health-related topics and car manufac-
turers about cars and vehicles, not the other way around.

 – The choice of the right dissemination tool and mean is a particularly important factors while considering the 
target audience, content of the message and the effect aimed to achieve. According to the various research 
results, advertising as the mean of social marketing is the most effective.

 – The right person for communication and the match between his image and activities with promoted content 
is very important to affect the consumers. 

2. Personality. According to research data, the environment as a factor is very important but still less influential 
than the communication message when choosing a healthy lifestyle. 

 – Health and personal issues determine consumer’s reaction to social marketing. Consumers reaction to the 

Figure 3. Model for social marketing, personality and external environment impact on consumers healthy lifestyle choice 
(source: developed by authors)
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social marketing message depends on his current lifestyle. If he has health or personal problems, he can 
respond positively to a message that is relevant to him and offers a way for solution.

 – Financial instability is an important factor negatively influencing consumer decisions, as any change requires 
financial investment and commitment. 

 – The influence of the family on the life of every person is indisputable, so it is obvious that attitudes towards 
a healthy lifestyle often come from the family. The effectiveness of social marketing will be greater if the 
person comes from a family promoting a healthy lifestyle.

 – What is more, the impact of social marketing on the consumer depends also on the comfort of the consum-
er’s life.

 – The age of the consumer also has influence, as children, teens, adults, and seniors will all respond differently 
to the same message, depending on their age, lifestyle and health status.

3. External environment. This factor, according to research data, also strongly influence consumer attitudes, but 
less than personality or communication message. 

 – The influence friends and close people often determine the decisions. Some users have strong opinions and 
do not allow themselves to be affected, but for others, the opinions of friends and close people are important 
and often influence decisions.

 – Community is also an important external environment factor in determining the impact of social marketing 
on the consumer. Some communities have strong values   and encourage community members to adopt atti-
tudes that are acceptable to them.

 – Well-established values   in society also encourage consumers to respond positively to the social marketing 
message. Positive examples seen in society encourage consumers to make positive decisions and replace 
bad habits with positive ones.

Thus, social marketing is definitely an effective tool to encourage consumers to change their lifestyles to be 
healthier, but it is important to understand that not only social marketing tools have impact, but also each personality, 
values   and external environment do so.

Conclusions

The examined approaches in the scientific literature allow to conclude that social marketing is perceived as a change in 
behavior. Social marketing refers to efforts focused on factors that shape consumer behavior that improve health, help 
prevent injury, protect and preserve the environment, contribute to communities, and increase financial satisfaction and 
stability. This means that social marketing can shape consumer behavior and steer it in the desired healthier direction.

External environment factors were identified as influencing consumers’ choice for healthy lifestyle, such as the 
influence of friends and close people, community and its expressed values.

Consumer personality is also an important factor influencing healthy lifestyle choices. It has been determined that 
personal characteristics such as consumer age, attitudes towards healthy lifestyle, values, financial and family situation 
play important roles in the process of healthy life-style choice.

The impact of social marketing on consumers’ choice of a healthy lifestyle includes message-related factors, like 
selection of the effective communication message content that meets consumer needs and shows positive behavior 
examples, also the appropriate media and time for the message dissemination.
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