E3S Web of Conferences 234, 00008 (2021)
ICIES 2020

https://doi.org/10.1051/e3sconf/202123400008

Environmental management and social marketing:
a bibliometric analysis

Nataliia Letunovska', Oleksii Lyuolyov', Tetyana Pimonenko!,” and Vadym Aleksandrov?

'Sumy State University, Department of Marketing, Ukraine
2Sumy State University, Department of Finance and Entrepreneurship

Abstract. The primary purpose of this study is to analyze the structure and dynamics of scientific
publications in the field of environmental management and social marketing in their relationship. The authors
analyzed the original keywords in the field of environmental management and social marketing. They carried
out the analysis of works in the Scopus scientometric database with the subsequent use of the analytics built
in the database, as well as modern software for bibliometric analysis VOSviewer and SciMAT. This study
included many papers published in seven languages in the field of economics and ecology (also taking into
account works from the interdisciplinary category to more fully include all possible papers). Library analysis
has revealed the popularity of the use of these categories with authors from different countries with research
over the years. Listed six clusters of a collaboration of countries by co-authorship. The journals with the most
massive citations of the analyzed categories are listed. There is a stable dynamics of the number of studies in
these categories in the subperiod 2011-2016. However, current trends until 2020 show that the popularity of
research, and most importantly, their relevance will remain at the peak in subsequent years. The study may
be the basis for further research in the use of marketing principles to deepen the theory of environmental

management.

1 Introduction

In the current realities of development, it is evident that
the process of building the country must base on the
coordination and harmonization of economic, social and
environmental components in order to meet the needs of
present and future generations. Among the areas of the
healthy development of regions, a prominent place
occupies the consideration of an environmental
management concept. The new surge of interest in
environmental issues in recent years is due to the growing
demands of society for the social responsibility of
enterprises. Existing domestic and foreign experience in
implementing the concept of environmental management
in companies focuses on promoting products with
environmental characteristics, motivating businesses to
implement a sound environmental policy in the
production and sale of their products, informing the public
about the importance of solving social and environmental
problems due to the corporate product of a particular
business entity, etc., which together is a direct subject of
research in the field of marketing.

The authors consider the concept of environmental
marketing in terms of two aspects: the formation of
consumer environmental needs (production and
promotion of environmental goods, services, recreational
products) and a particular case of regional social
marketing, which aims to analyze the impact of
environmental initiatives on people as a subject region.
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Living in an ecologically clean region, consumption of
ecologically clean regions, sufficient level of treatment,
rest in recreational places, responsible consumption — all
these are areas where the ultimate goals of activities in the
field of environmental management and a separate area of
marketing — social.

Social marketing, both in practice and in theory, is
related to environmental management. Companies that
adhere to the principles of environmentally responsible
activities fall into the category of ‘“corporate social
responsibility”. These two interrelated categories aim at
minimizing costs, strengthening the competitive position
of the company, and building trusting relationships with
contact audiences. Several advantages confirm the
expediency of following the principles of socio-
environmental marketing and management. The concept
of classifying consumers into black consumers, gray
consumers, greyish consumers, and green consumers is
becoming increasingly popular. The latter category one
can characterize by high environmental awareness and is
growing in quantitative terms.

In Ukraine, big business is the main subject of
environmental initiatives.  Positive  environmental
initiatives are often obligatory. The 2020 Environmental
Performance Index (EPI) that provides a data-driven
summary of the state of sustainability around the world.
In 2020, Ukraine ranked 60th among 180 analyzed
countries with a score 0f 49.5. However, in 2018 the score
was higher — 52.87 points [1]. The country still has a lot
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to work. From these positions, a detailed bibliometric
analysis of foreign and domestic works of scientists who
have already paid attention to the study of these categories
can be useful in developing a strategy for further action in
the field of environmentally friendly production and
consumption in Ukraine.

The purpose of this paper is to study and compare the
category of social marketing and environmental
management; analysis of subject areas of research in their
evolution.

2 Literature Review

Systematization of scientific resources shows a significant
basis for bibliometric analysis, as in the field of
environmental management and social marketing, there is
a sufficient number of works by scientists from different
countries. Some authors devoted their researches to the
study of various aspects of social marketing in the
formation of healthy behavior of the population of a
particular area [2-12]. Scientists Todua N., Jashi C. [13]
describing the general problems of sustainable social
development, consider the relevance of healthy eating
among the population and the peculiarities of promoting
this idea in general. At the same time, their research pays
attention to the theoretical and practical aspects of social
marketing. The article shows that in Georgia, there is a
problem of creating a favorable environment for changing
consumer behavior, promoting healthy eating. After all,
the population of this country due to low incomes
accustomed to eating food of low quality and questionable
origin. At the same time, healthy food is not popular
among the population because of the higher price.
Therefore, one of the ways to solve this problem, the
authors see in the use of advertising campaigns using
elements of social marketing. Luca N.R., Hibbert S., and
McDonald R. analyze how the concept of social
marketing creates opportunities for change in the healthy
behavior of individuals [14]. The study concludes that
building relationships with the community provides an
opportunity to respond promptly to social problems that
arise in the environment. Lee N.R. [15] calls social
marketing an essential tool in the management of a
particular region.

Methodological approaches to social marketing can
improve public health, warn the public about accidents,
improve the financial and economic situation in the
region, and so on. One can realize it through an influence
on the behavior of citizens. The author proposes a ten-step
program of action within the marketing approach using
the most effective tools. McKinnon R.A., Siddigi S.M.,
Chaloupka F.J. [16] consider certain aspects of social
marketing as one of the tools of the economic impact on
the environment for the formation of healthy behavior of
the local community. Michaelidou, N., Reynolds, N.,
Greenacre, L. et al. [17] propose to study the behavior of
respondents and their motivational attitudes to the proper
environmental use of marketing principles and state that
social marketing programs can positively influence the
adaptation to the correct integrated environmental
behavior.

Some authors base their researches on the use of
marketing in the activities of social enterprises.
Herbst J.M. [18] reveals the features of the strategic
management of social enterprises to increase their social,
economic, and environmental value. The author explores
the features of social marketing as a driver to achieve the
mission of sustainable development. He concluded that
social enterprises attract the target audience, using a
particular form of marketing — niche. Smith A.M.,
O’Sullivan T. [19] use marketing approaches, namely the
formation of focus groups, to build a favorable
environment in the workplace of organizations.

Some studies relate social marketing directly to the
field of environmental management [20-31]. Wood M.
[32, 33] analyzes the socio-economic prospects for the
development of social marketing. The author argues that
thanks to the tools of social marketing, it is possible to
achieve significant changes in the environmental behavior
of the environment. Naturally, he sees marketing as an
opportunity for positive social change. McKenzie-Mohr
D., Lee N.R., Schultz P.W. [34] describe in detail how
socially oriented social marketing motivates to protect the
environment, describing the experience of diverse
environmental programs.

Due to the growing popularity of the Internet in
society, a particular category of research is the work of
scientists devoted to the application of the concept of
social marketing in the electronic environment [35-38].
Pham H.C., Brennan L., Parker L, et al. [39] argue that a
comprehensive study of changes in the behavior of users
of the World Wide Web is an indispensable condition for
cybersecurity. They pay attention to the study of 7P as an
element of internal social marketing, which one can use
to study the internal environment of the business entity to
build a cybersecurity system in the future. Alhulail H.,
Dick M., Abareshi A. [40] exploring the features of
Web 2.0, consider a new form of e-commerce — social
commerce, focused on the technology of socially
consumer-oriented content. They emphasize the need for
marketing research of users in the electronic environment
to form an effective loyalty system.

In some studies, scientists consider that social
marketing is one of the approaches to the study of market
performance in various industries [41-60]. For example,
Ma L., Mulley C., Liu W. [61] state that the social
marketing and construction industry are essential starting
points for the formation of population preferences in
travel. Kennedy A.-M. [62] introduces the concept of
macro-social marketing as an integrated approach that has
a positive impact on the macro-environment of the
country and considers its essence on the example of anti-
smoking campaigns. The same goes, for example, for
marketing to promote environmentally friendly products,
such as electric cars. Researches on the conditions of
marketing activities in the field of health care occupy a
special place. Koumpouros Y., Toulias T.L.,
Koumpouros N. [63] point to the enormous potential of
social marketing in the health sector, confirming this
assertion by surveying consumers and businesses to
describe trends and perceptions. Kapoor A. and
others [64] describe the broad scope of social marketing
beyond traditional areas, noting insights into how one can
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use marketing to create a positive image of the
environment [65, 66].

Regarding the national peculiarities of the use of
social marketing in the field of environmental
management, Rudawska E. [67] explores the peculiarities
of the use of the concept of social marketing in the Polish
market, in particular how Polish companies use marketing
approaches to create a favorable microenvironment.
Similar studies are from authors from other
countries [68-70].

3 Research methods

To more clearly define the intersection of research areas,
the authors of this research used the methods of modern
bibliometric analysis [71]. They choose the scientometric
base Scopus for analysis. The search was performed on
the main keywords “social marketing”, “environment”,
“environmental management”. This search is made using
the “title, abstract, keywords” option for a complete
display of search results. The logical operator “AND” was
used to display the results only in the presence of all
search words [72]. The authors sorted the found resources
in order to find only those that correspond to the field of
research (socio-ecological-economic research).

For a more detailed analysis, including using the built-
in Scopus database operator “Analyze search results” was
used the combination of “social marketing” AND
environment OR ecological OR protection OR pollution
OR nature” with the logical connector “OR” to search for
alternative keywords related to the research topic. At the
next stage, the search results were visualized using
modern software in the field of bibliometric analysis —
VOSviewer and SciMAT. VOSviewer software made it
possible to single out research clusters according to
selected criteria. SciMAT provided opportunities to
visualize the number of documents developed by
subperiods from the beginning of research in the field of
environmental management and social marketing at their
intersection.

4 Results and Discussion

Data processing made it possible to identify the TOP-8
most cited scientific papers that contribute to the
development of research at the intersection of the subject
of analysis (Table 1).

If to analyze the number of published articles in
journals on selected topics, the leading publications are
“Social Marketing Quarterly” (Sage Publishing, USA),
“Journal of Social Marketing” (Emerald Group
Publishing, UK), “Journal of Nonprofit and Public Sector
Marketing” (Taylor & Francis, UK).

The analysis of co-authored works within different
countries makes it possible to determine which authors
from which countries have made the most significant
contribution to the study of research issues (Fig. 1). The
largest cluster is occupied by authors from the USA, Great
Britain, and Australia. Canada and South Africa are also
among the top five. The number of publications per at
least 3 per country was chosen as a clustering criterion.

The map visualizes six main clusters. The first provides
an opportunity to see the collaboration between the United
States, Isracl, Mexico, and China, along with its Hong
Kong Special Administrative Region.

Table 1. Journals with the highest citation of articles by search
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The second cluster visualizes the fruitful collaboration
of scientists from two powerful countries in this field, the
United Kingdom and Canada. A third cluster separates
cooperation between Australia, Taiwan, Portugal, and
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Iran. The fifth cluster shows cooperation between South
Africa and countries such as Denmark and Sweden. The
sixth cluster reflects the interaction between scientists
from European countries (Germany, France, Spain).
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Fig. 1. Bibliometric analysis of published works by the country

Figure 2 shows the most cited works of scientists in
the field of social marketing and environmental
management since 1969. The most influential opinion is
Kotler F., with a large number of citations. Works of the
early 2000s are also gaining some popularity. Moreover,
as shown in Fig. 3, from all spheres of the intersection of
researches on social marketing, the big cluster of
researches replenished this sphere at the intersection with
research in the field of sustainable development (cluster
of green color in Fig. 3).

Figure 4 shows the quantitative dynamics of
publishing activity in the period from 1969 to 2020 (as of
11.05.2020). In the SciMAT program, this whole period
is divided into subperiods. Furthermore, such analysis
made it possible to trace a significant set of publishing
activities of marketing research that intersects with
environmental management in 2011-2016. The number of
papers published in 2017-2020 shows that the popularity
of research topics is not declining. Additional analysis of
the frequency distribution of publishing activity by
subperiods confirms the leading indicators of the
subperiod 2011-2016 when the topic gradually gained
considerable popularity.
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Fig. 2. The most cited scientists in the field of social marketing
research in the Scopus database
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Fig. 3. Bibliometric map of keywords of researched works in
the field of social marketing
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Fig. 4. Distribution of works on the topic of research by
subperiods in the SCIMAT program

The increase in the number of scientific works of
scientists at the crossroads of research is due to the
growing popularity of the concept of environmental
marketing, which is a component of social marketing.
Despite the variety of research areas, the central part is
environmental and social marketing research, which aims
to meet consumer needs so that the ecological balance of
the environment is not disturbed and the health of the
population is not harmed, while the losses of the subjects
are reduced [73, 74].

5 Conclusions

The study analyzed the scientific works of the Scopus
database in the field of social marketing and
environmental management. The chosen field of research
related to economics, business, and management with full
coverage of all research from the middle of the twentieth
century to the present date. The obtained results, analyzed
in the software environment VOSviewer and SciMAT,
indicate a positive trend in the number of publications and
citations of works in the study area.
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The results of bibliometric analysis of the nationality

of the authors of publications, the most cited names of
scientists, and keywords in five clusters of studies are
visualized. Cooperation in research on selected topics by
authors from different countries with six separate clusters,
one of which includes the work of Tielietov O.S.,
Letunovska N.Y. (2014). Organizational and economic
mechanism of industrial enterprise social infrastructure
management. Actual Problems of Economics, 160 (1),
329-337 [75] with two citations by authors from the
Russian Federation. The results of the study can be useful
for future researches in the field of social marketing and
environmental management in their relationship with a
detailed analysis of existing work in other influential
scientometric databases.
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