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Abstract 

Social brands are meant to address the most pervasive issues faced by consumers. Such issues relate to 

consumers’ wellbeing and their relationship with the society. In developed countries, social brands are 

already playing a vital role in addressing issues prevalent in the society which have deep-rooted effects on 

consumers’ wellbeing. Although the role of social services in developing countries is significant, it needs to 

be explored further, so that such services may create an identity among the consumers in order to be a 

social brand. As a prerequisite, the various dynamics of the consumer-society relation and the social 

concerns therein should be studied through some interactive research approach. In this regard, social 

marketing is a key strategy adopted by service organizations to gear themselves towards effecting social 

change and sustainable change in behavior. In developing countries, social issues are ubiquitous, being 

pervasive because of the incapacity of governments to respond cogently. In such scenario, private social 

services which do exist have considerable social impact and are seen to create a sense of affiliation among 

the stakeholders involved; which is characteristically similar to the phenomenon of brand-identification. 

Exploring the phenomenon of branding in social services, this research used grounded theory approach to 

unveil the process of a social brand. The main source of data was focus group discussions conducted with 

the stakeholders of a social service. The focus groups were the recipient and beneficiaries of a social 

service. Their experience with the social services tend to bring about a finding if a social service can be 

regarded as a social brand. The findings of the study indicate that given a service platform, the social 

services’ agenda is implemented through stakeholders’ shared participation, interaction, and engagement 

encapsulating value co-creation as social brand phenomenon. Value co-creation help social services 

develop trust, commitment, deliverance and relationships, factors considered vital for a social brand. The 

study contributed to social marketing theory by introducing eight key factors which represent social 

services activities and processes that lead them to be a social brand. 

 

Keywords: Social Marketing, Social branding, Value Co-creation, Social Service, Grounded Theory. 

 

 

Introduction 
 

The idea of branding social services has been inadequately addressed in social marketing. Though branding 

has a central role in conventional marketing, its role in social marketing has yet to be seen. Social services‟ 
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branding may be advanced by and large, by using social marketing in addition to conventional marketing. 

This will fairly advance the concept of social marketing and its practices which have barely come to fruition 

to meet the core objectives of social marketing on the one hand and to bring efficacy to practices of social 

marketing in social services setting on the other. The study underscores this issue by taking into account the 

practices of a social service organization as baseline data to aid social marketing to develop its own tools 

and techniques. 

 

In order to see the process that how a social service becomes a social brand, the interaction with the 

stakeholders of a social service is assumed to be significant which is practically established through the 

association of people with the service (Ranjan & Read, 2016). This social interaction has emerged to be a 

quite attention seeking phenomenon in the realm of services that involves reciprocal and shared acts of 

people. The phenomenon may bring about fruitful results for further progression of the field of marketing 

in terms of meaningful advances and transformation in long term business and social relationships. Such 

advances embody experiences and actions of the stakeholders which are meaningful transformational 

actors particularly for a service business. Due to such experiential activities, marketing has skewed towards 

service orientation with the idea of value creation rooted in exchange of acts. Such basis have been 

provided under dominant logic in terms of integrating tangible resources with intangible resources through 

stakeholders‟ activities Vargo et al. (2017). 

 

The study aimed to explore the applicability of social marketing to social service branding as a part of 

social marketing strategy that may help marketers find the process for social services branding. In 

marketing literature, research on branding explicitly discusses that consumer values and socio-cultural 

contexts are vital to understanding consumer centric perspective which are socially constructed (Pappu, 

Quester, and Cookse, 2006). Using focus group discussion in social service context might introduce the 

process of social service branding and simultaneously identify the factors for social services branding. 

Generally social services by incorporating certain methods of social marketing have shown a 

significant amount of potential to effectively address social causes in terms of refining gross behavior 

(Hastings, 2007). Social marketing has been quite instrumental to reinforcing social pioneering 

initiatives of beneficiaries at community level (Bryant et al., 2014). The literature has some support for 

such social marketing campaigns which focused on conceptualizing and exploring the value 

creating phenomenon eventually moving towards social brands (Chapleo, 2015; Stride & Lee, 2007; 

Underwood, Bond, & Baer, 2001).  

 

Generally branding in both for-profit and non-profit organizations has been the cornerstone in the twenty 

first century that helped them differentiate from one another (Berry, 2000). The process of social 

branding has barely been studied. By exploring the process the research has attempted to answer the 

questions such as how social services transform into brands and why do they become social brands? 

Moreover, what is the importance of social brands in a dynamic economy? The study also progressed in 

knowing the grounds which help stakeholders of social services differentiate between social 

services. In nutshell, the study explored the factors that help social marketers to transform social services 

into social brands. While exploring the process, the concept of social marketing became crystallized for 

better conceptualization of its implementation and control in a social brand‟s context 

(Degnegaard, 2014). There are multifarious actions taken by the stakeholders of social services which social 

marketing tend to address in terms of strategy. Social marketers‟ connivance towards such actions belong to 

supporting donors while performing donation related activities with regard to social causes. As a result of 

that, the growth of donors has not only substantially increased but also there has been an explicit change in 

beneficiaries‟ involvement and feedback. The Charity Aid Foundation (2013) offered a quite holistic view 

about the growth of donors and it is expected that the domain of donations is likely to increase to 

$233bn by 2030. Such an increase in donations is based on the actions of general public that they get 

reinforced and amounts to bring about strong behavior change. The other sources of donations have also 

increased due to such activities of organizations and groups which tend to co-create value amounting to 

(21%) followed by the membership fees (17%) (Charity Commission, 2013). Thus donors are increasingly 
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vital stakeholders which spend time, effort, and money and make difference among other stakeholders. 

The study finds that emphasizing on the activities of stakeholders i.e. donors and beneficiaries and 

facilitating them by enhancing their communication skills and designing fundraising tactics for them may 

be proved quite instrumental. Such efforts as social marketing strategy may increase the level of confidence 

of the stakeholders and reinforce them to co-create value (Stride & Lee, 2007). 

 

However,  it may be observed from such actions of stakeholders of social services that yet the gross behavior 

of public towards addressing social causes is dismal (Dann, 2010). Despite the efforts being made by 

some good social brands for creating social good among the society members, people have yet to 

structure their actions in light of social marketing. This requires social marketing to focus on such areas 

which might promote a voluntary behavior to bring about positive change in society. Social marketing as 

value driver may see improvement in social issues due to aggregate engagement and interaction of the 

members reflected through their behavior. Hence, a framework is required which could possibly be 

established using social marketing to see the efforts that align the activities of people with the social causes 

in society. Social marketing has proved to be quite an effective strategy to aptly address social issues 

(Andreasen, 1995). 

 

Literature Review 
 

Branding of social services needs to be researched more for conceptualization (Spotswood, 2011). The 

reason being multiple stakeholders exist for social services and their activities are not observed in relation to 

their association with social service – albeit evaluating brand building is dependent on perceptions, ideas 

and beliefs of service beneficiaries (Cayla & Arnould, 2008). Concepts and ideas for branding or service 

branding may not be directly applied on branding of social services due to the fact that social service 

segments‟ expectations are somewhat different from conventional consumers (Irwin & Baron, 2001; Barone, 

Norman & Miyazaki, 2007). 

 

On the contrary, it is however, desirable that social service brands should be examined as one, collective 

entity – because consumers experience social services as a „complete package‟ and, therefore, require a 

more holistic and analytical approach. In research, there are various methods to explore the experiences of 

people in relation to branding of social services, however, grounded theory approach has been selected in 

the present study to explore the phenomenon of branding in social services. Classifying qualities and 

characteristics that are synonymous with a social service brand will better provide directions to the 

stakeholders of social services how to strategically adapt and furnish their experiential services in a befitting 

manner that refines the process of branding in social services (Brakus, Schmitt & Zarantonello, 2009). 

 

Spotswood (2011) has emphasized the need for exploration of branding in social marketing in relation 

to cultural mores and understanding consumers preferences through their experiences and firms‟ marketing 

activities (Andreasen, 2002). Similarly Schroeder (2009, p. 124) highlights the importance of branding in 

social context by exploring brands in relation to cultures: “…if brands exist as cultural, ideological, and 

sociological objects, then understanding brands requires tools developed to understand culture, ideology, 

and society, in conjunction with more typical branding concepts, such as brand equity, strategy, and value”. 

This study contended to conceptualize from baseline the branding of social services as a need for creating a 

meaningful link between the cause and people actions that tend to associate with the service. Social 

brands are built on a deep understanding of how beneficiaries experience it in a given context. This 

further tends to build brand equity for the social service sector (Keller, 1993), and brings novelty and 

growth for the field of social marketing. This approach has been adopted to avoid a typical managerial and 

functional view that marketing scholars adopt on branding issues (Cayla & Arnould, 2008). Moreover, this 

study has been conducted considering group dynamics approach pioneered and developed by by Kurt 

Lewin. The premise for keeping this approach proved be to be an antecedant that may create an integration 

among various resourses (Azmat et al., 2015). It is, however, believed that the participation of stakeholders 

will allow the study to produce an organic outcome about how social services are actually perceived as brands 
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by people. Furthermore, while undergoing the process of assessing social brands, emotions, 

meanings and feelings of social services‟ stakeholders are likely to surface (Park & MacInnis, 2006). 

 

Branding in marketing has gained attention of many marketing scholars because it reflects deep 

reflections of consumers‟ emotions and feelings associated with product or service. Therefore, in academic 

research particularly, there is a strategic importance of branding and its effectiveness. It is important to 

study tangible and intangible assets being used by the stakeholders of social services that draw their 

interests and trust (Berry, 2000). Notwithstanding the fact that branding in marketing has critical 

role in establishing long term relations of customers with the product or service, however, the concept of 

branding in social services has scarcely been witnessed (Samad, 2010). The extant researches have 

accentuated to identify the factors that help social services become enduring social brand. 

 

Research Propositions 
 

P1: Participatory and interactive orientation (Beneficiaries‟ experience, engagement and interaction) 

positively reinforce social brand awareness. 

P2:    Relational orientation of service stakeholders is reinforced as a result of intangible resources. 

 

Methods 
 

This research used mixed method and primarily grounded theory approach to examine the process, and the 

contents that transform social services into a meaningful and strong brand (Boddy, 2016; Glaser & Strauss, 

1999; Mahrer, 1988). Furthermore, the research aimed to identify to what extent stakeholders in this process 

support in creating value by using ingredients to transform stream of value activities into a brand. This 

way an effective and useful theory or framework of social marketing might be developed for branding 

of social services. This research inquiry could have been appropriately examined empirically while 

exploring the phenomenon. The research design entailed early literature review followed by identifying a 

social service that revealed actions which are participative, interactive and interpretive. This process 

attempted to generate a relatively generalized case for social marketing using the platform of a social 

service (Eisenhardt & Graebner, 2007). 

 

The data collection was conducted in a manner to comprehend the phenomenon of branding in social 

services that further tended to explore various dimensions of research (Ghauri, 2004). Stake (2006) 

explained that such kind of inquiry may be better entertained by selecting a case through which that 

phenomenon could be assessed. Pauwels and Matthyssens (2004) also supported this approach to reach a 

generalizable outcome. This helped to produce the outcomes related to the actions of people which are 

proposed for branding of social services (Miles & Huberman, 1994; Yin, 2009). 

 

The study considered stakeholders of a social service which perform certain services for a given amount 

of time period and develop their association with the social service. The stakeholders of the social service 

were the unit of analysis who were supposed to provide the insights about their experience with the social 

service. Purposive sampling method was used which facilitated the data contextualization enriching the 

research method (Collis & Hussey, 2014). Corbin and Strauss (1990) identified the reasons for opting for 

purposive sampling in this sort of research study which helps to produce an in-depth inquiry for building a 

theory. A case selection for in-depth information indeed directed to explore the phenomenon under 

research (Shah & Corley, 2006). The source of information in the study was semi-structured in-depth focus 

group discussions which were conducted with the stakeholders of a social service. Four focus groups 

comprising five participants in each focus group as social service‟s stakeholders participated in 

focus group discussion. The dataset was compiled ensuring equal participants in four focus groups i.e. 

one manager, three beneficiaries and one donor. All participants of focus groups had reasonable 

amount of understanding about the matters pertaining to the social service.  
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Discussion lasted for about 90 minutes with all focus groups, recorded and transcribed verbatim 

subsequently. Analysis included techniques such as qualitative coding comprising open, axial and selective 

coding (Miles and Huberman, 1994). Besides, constant comparative method was used. The techniques 

helped to uncover the factors that were considered to be the part of process that unravels social 

brand (Mackey & Gass, 2011). 

 

Qualitative Data Analysis (Study 1) 
 

Shaukat Khanum is a social service organization which provides health services in the country. The 

organization is known for its quality health care with special focus on impoverished segments of society. 

The organization primarily relies on donations and other marketing campaigns which aim to raise 

awareness about the importance of donations. These campaigns partially intend to reflect strategies 

which are market focused. Hence, organization‟s activities in the study were explored with a view to 

assess the phenomenon of social brand process. The premise of social brand process comprised 

interactive, participatory and relational orientation of stakeholders. In order to analyze such 

stakeholders‟ orientation, a thematic analysis was conducted. Constant comparison method was used 

to support and develop themes on the basis of focus group discussion. Thematic analysis 

methodically explained the nature of activities performed by the stakeholders. Furthermore, data 

categorization, theme identification and aggregate theoretical dimensions were conducted to develop an 

insight of the process (Braun & Clarke, 2013). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 1 Socially Responsible Behavior Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

Social, functional and emotional aspects of the activities of stakeholders were interpreted. These aspects 

are considered to be instrumental to interpret a responsible behavior (Crilly et al. 2008). Activities 

reflected through interactions, participation and engagement manifested some social, functional and 

emotional implications. Orchestrating participants‟ responses and their shared insights propose some 

meanings for responsible behavior. The stakeholders of the social service appeared to possess high 

perceived value that reinforced as a result of interactive process. Converging three aspects of the 

social service interpreted as socially responsible behavior. Valor and Carrero (2014) proposed such 

activities as socially consumed acts which he termed as determinant of socially responsible behavior. 

The study suggests socially responsible behavior to be a promising part of the social brand process in 

the ambit of social services. Stakeholders‟ behavior revealed characteristics which have association 

with shared values and shared responsibility to be strengthened as socially responsible behavior. (Han 

& Stoel, 2016). 
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Fig 2   Perceived Social Progress Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

Focus group discussion produced outcomes such as freedom of beneficiaries‟ action on the platform 

of the social service, self-recognition, and shared values as second order theme. The service facilitated 

the actions of its stakeholders by establishing online portals where the stakeholders freely and 

independently process their information related issues in their capacity. This shows the act of 

strengthening stakeholders‟ joint decision making with the management and gives them a sense of 

belongingness. The participants of focus group discussion explained these experiences as increased self-

reliance and selflessness promoting shared values for social progress. 

 

Marketing literature refers social progress as shared contribution of all stakeholders of a service adding to 

social wellbeing of society (Lefebvre, 2012). The study relates it to a social marketing strategy aiming to 

improve gross behavior of communities. The study further proposes and empirically  justified in line 

with literature Perceived Social Progress as a key determinant of social brand in social marketing (Heinonen 

et al. 2013). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 3 Social Capacity Building Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 
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The participants had a view that they have meaningful exchanges produced due to collaboration between 

the social service and its stakeholders. The discussion produced some ideas appeared as second order 

themes such as Resource Sharing and Building, addressing capacity constraint, and intervention through 

Outreach Programs. These themes are much synonymous with the research proposition of the study. Social 

Capacity Building has surfaced as a relevant and appropriate factor for social marketing. The factor of social 

capacity building reinforced due to resourcefulness that social service‟s beneficiaries value and experience. 

It was further expressed by the participants in relation to shared information and interventions that that they 

developed due to participation which in turn increased the probability of knowledge and learning capacities. 

Shared resources are likely to increase capacity building of service beneficiaries and also increase their 

association with the cause (Merino et al. 2012). Social services may pinpoint the issues faced by the 

stakeholders in light of the framework of capacity building and propose solutions using social marketing 

(De Vita & Fleming, 2001). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 4 Social Service Experience Themaic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

The responses illustrated personal experiences of the participants which marketing literature has referred 

to as Customer Experience. This construct has been highlighted by marketing scholars in relation to 

service and product (Homburg et al. 2015). Customer experience is based on experiential, 

interactive and relational activities of stakeholders of the service (Holbrook, 2006). 

 

Though in marketing context, the construct has drawn the attention of scholars and practitioners alike but 

it needs a succinct explanation in relation to social marketing. Homburg, Jozic, and Kuehnl (2015) 

defined it in terms of people joint actions and engagements. It has been further operationalized while 

utilizing the service and developing social recognition, replication, social referrals, and social learning 

(Padgett & Allen, 1997). 

 

The participants of focus group discussion credited some factors important for service progression. These 

factors have been identified as knowledge sharing, sense of connectivity and equality, perceived 

access and perceived participation that increases tendency of engagement of the stakeholders. These 

factors as drawn by the participants of focus group are practically associated with emotions for products 

or services (Spinelli et al., 2014). 
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Fig 5 Emotional Bank Account Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

These factors emerged due to interaction process on behalf of the social services (Meiselman, 2013). In 

marketing literature, brand love has appeared to be symbolically related to customers‟ emotional attachment 

with the product (Carroll & Ahuvia, 2006). The basis for brand love were found to be related to 

experiences that customers have association with products and which they develop as part of their 

perceived expectations. Some intangible resources are knowledge, skill, motivation and confidence 

building enhance their liking and feelings for the service (Ranjan & Read, 2016). Cases show such 

attributes as influential and explicit which decrease customers‟ dissatisfaction (Batra, Ahuvia, & Bagozzi, 

2012). 

 

In entirety, these factors have produced positive emotions of people with the service (Kozinets, 2014). In 

relation to social marketing, these factors altogether formulate Emotional bank account on behalf of the 

stakeholders. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 6 Social Volunteering Behavior Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

The primary goal of social services is to form pro-social behavior which might work even on 

voluntary basis. The participants of focus group discussion pointed out their enduring commitment in 
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executing health service deliverables. The service encouraged participation of the stakeholders to 

determine voluntary participation (Lestari, Kakina, & Kakinaka, 2015). Reasons identified by the 

participants are identical in marketing concept that emphasize value to be created identifying needs. Such 

needs ought to be explored by the stakeholders of the service. The participants viewed equity and equality 

being exhibited at the platform of the social service, commitment and involvement being shown by the 

beneficiaries of the service, and spirit of volunteerism as necessary to develop social volunteering 

behavior. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 7 Social Service Innovation Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

Risks are inherent features of businesses. Nonprofit organizations are also exposed to risks which tend to 

increase or decrease their performance. Social services are likely to minimize potential risks due to 

participation in community programs (Rexhepi et al. 2013). As the engagement level of social service‟s 

stakeholders is increased, social brands are more likely to innovate (Jeremy, 2016). The focus group 

discussion highlighted the fact that the stakeholders of the social service as a result of communication 

produced solutions that are productive in nature. This strategy may prove the social service as a social 

brand when social change is likely to be experienced by allowing initiatives to be taken by 

stakeholders. Moreover, the stakeholders propose solutions to the service which act as an agent of 

social change and encourage social innovation. These collaborative acts engaging stakeholders in the 

process create solutions for social issues and act as vital sources of innovation (Barkley, Cross & Major, 

2005). 

 

Institution theory supports the concept that individual and group actions are dependent on their 

respective norms and values which in turn derive innovation among groups. The theory also 

enlightens the process of social pioneering initiatives (social innovation) that backs social change aligned 

with the culture of communities (Cajaiba-Santana, 2014). Communication has been accredited as one of 

the most important aspects that adds value to the framework of value co-creation in social services. 

Communication among groups occurs as a  result of collaborations, and relational activities. The 

participants of focus group discussion ascribe shared nature of communication as extremely valuable 

which helps stakeholders maintain quality relationships between each other and with service (Ballantyne & 

Varey, 2006). In the literature of marketing, communication is moderately dependent on collaborations, 

relations and engagements of service beneficiaries thus the scholars have referred it to as 

Collaborative Communication (Meek et al. 2011). 
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Fig 8 Sustained Collaborative Communication Thematic Coding 

Source: Developed by the Author using Comparative Contrast Method 

 

The literature designates collaborative communication as a source of knowledge sharing which 

enhance groups‟ organizational learning process (Hajro, Gibson, & Pudellko, 2017). Amount of trust 

shown by the stakeholders and their commitment towards the cause of service are credited as the most 

accepted consequences of collaborative communication. Collaborative communication occurs in the 

presence of high tendency of information sharing due to steady interactions of stakeholders (Ballantyne & 

Varey, 2006). People with free and fair interaction also feel a sense of equality and equity and less social 

prejudice which further creates sustained collaborative communication. 

 

Quantitative Data Analysis (Study 2).   

 

Introduction 
 

This section comprises sample characteristics, research instrument and analysis. A pilot study was 

conducted in this section. Exploratory factor analysis was used to evaluate the factors. 

 

Sample and Data Collection 

 

The data was collected in this section using convenience sampling. The respondents were briefed and 

engaged about the purpose of research. They were encouraged to provide independent feedback that 

represented their fair observation. The research was done in three sections comprising a period of two and a 

half months.  

 

The first section involved administering the instrument to twenty five people. Here the aim was to assess 

the reliability of the items.  

 

The second section involved distributing the instrument to three hundred respondents.  

 

The third section entailed distribution of instrument to fifty respondents in order to validate the instrument. 

All three sections of study 2 aimed to ensure the efficacy of construct value co-creation (Yi & Gong, 2013). 
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Table 1Descriptive Statistics 

Demographics                                                                           Frequency                                          

Percent 

Occupation                                     

                                                               Student                                      87                                           

23.2 

                                                               Job holder                         243                                           

64.8 

                                                               Business                             16                                              

4.3 

                                                               Retired                                16                                              

4.3 

                                                               Self-employed                     13                                              

3.5 

Age                                                        20 – 30                                                                          97                                            

25.9 

                                                               31 – 40                             186                                            

49.6 

                                                               41 – 50                               76                                            

20.3  

                                                               51 – 60                               14                                              

3.7 

                                                               61 – 70                                 2                                              

0.5 

Education                                              Intermediate                                                                 13                                              

3.5 

                                                                Bachelors                         128                                            

34.1 

                                                                Masters                             211                                           

56.3 

                                                                MS/PhD                              23                                              

6.1 

Gender                                                   Male                                                                          213                                            

56.8 

                                                               Female                             162                                             

43.2 

 

Construct Reliability 

 

Construct reliability was established on the basis of the items of the scale to further perform internal 

consistency of the scale (Hair Jr. et al., 2006). The research followed the process of scale development of 

Churchill's (1979) and De Vellis (2012).  

 

Reliability of the items is represented by Cronbach‟s alpha given in the table 6.2. Overall, the values of 

Cronbach alpha in the present case were between 50 and 65 indicating relatively low estimates of the 

measures but as there is no universal rule available for the minimum acceptable score criteria. Thus with 

reference to social science context such scores have relative proven acceptability (Bonett & Wright, 2014). 
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Table 2 Cronbach alpha Social Service Experience 

Items                                                                                                               Item-to-total correlation   

People generally want to help others in solving their problems                                                       .60 

It has been observed that people are in search of good organizations                                              .56 

which are engaged in community service 

People are satisfied with such organizations which take part in social                                            .58 

Services 

Organizations with trained staff would not perform better social services                                      .62 

People use social media to get access to social services                                                                  .60 

Government and institutional support to organizations performing social                                      .57 

services ensure change in behavior 

While following government regulations, it becomes difficult for                                                  .63 

organizations to bring about social change 

 

Cronbach’s alpha                                                                                                                           .61 

 

Source: The Author 

 

Table 3 Cronbach alpha Perceived Social Progress 

Items                                                                                                               Item-to-total correlation  

It becomes difficult for people to cooperate with organizations that                                             .58       

give social services without the support of government 

People engage in social service when they are empowered to                                                       .50 

participate in the organization‟s decision making 

It has been observed that educational and vocational institutes have                                            .43 

a role in increasing people‟s awareness about their basic social rights 

Organizations which believe in group work tend to give solutions to                                           .49 

social problems 

 

Cronbach’s alpha                                                                                                                         .53 

Source: The Author 

 

Table 4 Cronbach alpha Social Capacity Building 

Items                                                                                                                Item-to-total correlation  

When there is government and institution support, social services                                             .55 

do not become effective 

When people use their time rightly, they bring about social change                                           .54 

People do not use their competence to bring about social change                                               .58                     

Social events are a source of relationship building                                                                      .59 

Social events promoting social issues do not enhance the effectiveness                                     .48 

of social service 

Social events are a source of resource wastage                                                                            .47 

Social events are a source of brotherhood                                                                                    .55 

Communication becomes meaningful when people are kept informed                                       .59 

It has been observed that organizations with weak infrastructure deliver                                   .53 

social service 

A social service is not effective when it depends on donations and                                           .50 

resources of people 

 

Cronbach’s alpha                                                                                                                        .57 

Source: The Author 
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Table 5 Cronbach alpha Social Service Innovation 

Items                                                                                                              Item-to-total correlation  

Shared information is considered to be a source of solution for social problems.                     .50 

Shared responsibility among people improves the social problems                                           .45 

It has been observed that organizations manage to seek solutions when they                           .49 

mutually work with their stakeholders 

It has been observed that people have unfavorable attitude towards the                                   .62 

organizations that believe in change process 

It has been observed that organizations which involve people in their processes                     .50 

are successful 

Cronbach’s alpha                                                                                                                     .59 

Source: The Author 

 

Table 6 Cronbach alpha Social Volunteering Behavior 

Items                                                                                                            Item-to-total correlation  

Making visits to localities under their charge does not help social                                          .53 

service to perform better  

Being open and transparent is important for social service to be                                             .43 

accepted by people 

It has been observed that there are more volunteers for organizations                                    .51 

which allow people to participate in their decision making 

It has been observed that engaging people in workshops and training                                    .49 

sessions bring about social change 

Cronbach’s alpha                                                                                                                   .62 

Source: The Author 

 

Table 7 Cronbach alpha Sustained Collaborative Communication 

Items                                                                                                         Item-to-total correlation  

It has been observed that people give attention to social causes on social media.                  .58 

It has been observed that social service is valued because of its Leader                                 .58 

People think that social media has brought about social change in Society.                           .63 

It has been observed that people do not share problems with                                                 .64 

organizations involved in social service 

People feel confidence in using social media to communicate social                                     .60 

issue because it removes social and communication barriers 

Cronbach’s alpha                                                                                                                   .65 

Source: The Author 

 

Table 8 Cronbach alpha Socially Responsible Behavior 

Items                                                                                                        Item-to-total correlation  

It has been observed that people devote time and efforts to eliminate social problems.              .61 

An organization offering social service with focused policies is perceived to be effective.        .59 

It has been observed that organization with weak procedures cannot offer social service           .58 

Social problems such as poverty can be reduced if people cooperate with each other                 .59 

Most health services in country follow ethical practices                                                              .60 

Responsible behavior originates from one‟s personality and values                                            .60 

It has been observed that people show responsible behavior when                                              .61 

there are more regulations 

Cronbach’s alpha                                                                                                                        .61 

Source: The Author 
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Table 9 Cronbach alpha Emotional Bank Account 

   Items                                                          Item-to-total correlation  

It has been observed that people do not feel sense of ownership                                            .48 

while they participate in social work 

People find social service to be functional when it is nearby physically                                .36 

It has been observed that organizations which fail to address social                                      .39            

issues are considered trustworthy 

It has been observed that organizations which use social media have                                    .41 

progressive social service 

A social service‟s use of online sources has no effect on its credibility                                 .38 

Success in addressing a social issue does not necessarily mean that                                      .42 

more people will engage with the service 

People are dissatisfied with organizations doing more social work                                       .38 

Cronbach’s alpha                                                                                                                  .63 

Source: The Author 

 

Table 10 Summary of the factors after reliability and factor analysis 

Source: The Author 

 

Construct Validity – Exploratory Factor Analysis. Construct validity was determined using exploratory 

factor analysis. Maximum likelihood method employed as a measure of the dimensions of variables. This 

was performed in SPSS 20. Items with low loading below .4 were deleted. The standard deviation of the 

items was also tested causing deletion of the items with low scores. This helped finalize the instrument.  

 

Table 11 Factors Correlation 

Variable SSE PSP SCP SSI SVB SCC SRB EBA 

SSE 1.00        

PSP 0.45 1.00       

SCP 0.15 0.19 1.00      

SSI 0.17 0.18 0.06 1.00     

SVB 0.32 0.24 0.13 0.32 1.00    

SCC 0.27 0.19 0.19 0.20 0.10 1.00   

SRB 0.05 0.02 0.08 0.17 0.05 0.08 1.0  

EBA 0.14 0.07 0.12 0.11 0.32 0.06 0.00 1.00 

Source: The Author 

 

PROMAX Rotation and Deleted Items. In exploratory factor analysis, promax factor rotation is performed 

to evaluate factor loadings that identify the variables to be finally included in study. The analysis suggested 

that factor loading of 0.3 or 0.4 be removed and 0.5 be considered aptly significant (Hair et al., 2010). Thus, 

items with 0.4 were finally deleted. Bartlett‟s Test of Sphericity and Kaiser-Meyer-Olkin (KMO) were used 

to have the suitability of data as well as goodness of fit of the data. Significance level of the test i.e. 

(P<0.05) indicated correlation between the variables. Chi- square value of 8279.666 in Bartlett‟s test of 

Factors/Variables                                           No of Items                            Cronbach’s Alpha 

Social Service Experience (SSE)                            7                                                     0.61 

Perceived Social Progress (PSP)                             4                                                    0.53 

Social Capacity Building (SCB)                            10                                                    0.57 

Social Service Innovation (SSI)                              5                                                     0.59 

Social Volunteering Behavior (SVB)                      4                                                    0.62 

Social Collaborative Communication (SCC)          5                                                   0.65 

Socially Responsible Behavior (SRB)                    7                                                     0.53 

Emotional Bank Account (EBA)                            7                                                     0.63 
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sphericity with p value of 0.000. KMO measured adequacy of sample. KMO produced the value of 0.732 

indicating an adequacy of sample in factor analysis. 

 

Results of KMO 

 

Table 12 KMO and Bartlett‟s Results 

KMO and Bartlett’s Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy                                       .732 

                                                                               Approx. Chi- Square          8279.666 

Bartlett’s Test of Sphericity                                                        df                  3240                                        

                                                                                                       Sig.               .000 

Source: The Author 

 

The dataset was finally evaluated conducting Bartlett‟s Test of Sphericity and the Kaiser-Meyer-Olkin 

(KMO). Bartlett‟s Test of Sphericity was significant at χ2 = 8279 (p<0.000, df=3240). KMO produced a 

value of 0.732 (Hair et al., 2010). 

 

Discussion 
 

This study aimed to analyze how social marketing approaches in social services organizations specifically 

devise social brands. The significant contribution of this study is developing a phenomenon of social branding 

on the basis of interaction and experience that stakeholders of the service encounter. Branding has been the 

core construct in marketing so far but its social relevance and implications have hardly been addressed. Some 

notable authors have emphasized the importance of social brands and the way such brands are managed and 

experienced (Naidoo & Abratt, 2017). Moreover, the prominent feature of the study is that it has employed a 

mixed method approach using both qualitative and quantitative methods. The qualitative method aimed to 

gain the ground reality that social brands experience while the quantitative method empirically verified the 

insights which were obtained in the early part of study. These two methods sought stakeholders involvement 

and their relevant experiences which occur while interacting on the platform of social services (Lemon & 

Verhoef, 2016). These two parts of study unraveled an insight that the main dynamic is stakeholders‟ 

knowledge and skills that emerge as part of social marketing strategy and help social services to be a social 

brand (Baron et al., 2014).  

 

The study viewed group dynamics as a premise for social marketing that my produce a platform of system 

having dynamism for creating value for all the stakeholders. The group dynamic approach is most suitable 

for generating interventions which are likely to generate an environment where the stakeholders 

collectively propose meaning to the service (Saunders & Truong, 2019).  

 

Conclusion 
 

The study aimed to investigate social marketing approaches that social services employ and create viable 

solutions for the problems that social services are supposed to grapple. In order to explore the phenomenon 

of social brand by understanding the process, the study adopted a grounded theory approach which 

aimed to grasp the insights through data emanating from the given platform. The study unveiled factors 

which are instrumental to the process of social brand development. A few proposed propositions based 

on literature provided directions to accomplish the study in a gratifying manner. The study produced 

key theoretical and practical findings which indicate that social services employing social marketing 

facilitate a process that help social services become a social brand. Moreover, such process proves to be 

a dynamic orientation for the stakeholders of a social service. Social marketing as an indispensable and 

non-fabricated marketing approach may increase their credibility and credential for social branding. 

Collective participation and engagement of the stakeholders tend to develop sense of association, sense of 
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ownership and social identity which are instrumental to give sustainable solutions for social issues. 

Moreover, through interactive communication social credibility and resourcefulness are likely to emerge 

which provide intangible assets to social services. 
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