
Course Code: MARKSOC 
 
Course Title: Social Marketing 
 
Course Description:  
 
This course covers the basics in socia l ma rketing. It examines issues of socia l responsibility in 
businesses and how ma rketing theory and techniques may be used to promote more 
environmentally and socia lly conscious business pra ctices. Socia l Marketing is all about – using 
techniques and proven theory from the field of Ma rketing to address socia l issues ma inly through 
attempting to change behavior in ways that benefit society. Case studies will be used and students 
will implement and measure the campaigns done in class. 
 
Department: Marketing and Advertising 
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Publications. 
 
Andrea sen   (2006).  Socia l  Ma rketin g  in  the 21st Century.  SAGE  Publications.  
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