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Abstract

Due to the overuse of the environment and natural resources, our environment has suffered long-term damage
and natural disasters have been exacerbated by climate change, resulting in a significant impact on people’s
livelihood and security. People must consider saving the environment as everyone’s responsibility. Hence,
Environmental consciousness should be promoted to inspire public participation. This study used the Decision
Making Trial and Evaluation Laboratory (DEMATEL) method to identify the key success factors of social
marketing in promoting environmental consciousness. The DEMATEL method has been proven highly effective
in gathering the views of experts and thereby providing information of greater reliability in many areas. The
results of this research suggest that “Take advantage of existing successful campaign”, “Using appropriate media
channel to increase the participation”, and “Enhancing campaign success by appropriate research” are the main
strategies for promoting environmental consciousness. The findings of this study may be used in future success
factor evaluations where social marketing is compared with other measures aiming to increase the efficiency of
the campaign.

Keywords: social marketing, environmental consciousness, key success factors, Decision Making Trial and
Evaluation Laboratory (DEMATEL)

1. Introduction

There are various signs indicating that the Earth’s natural environment is changing toward unfavorable direction
for species, which is highly suspected to be connected with human economic activities (Lin & Lv, 2014). The
activities not only consume huge amounts of natural resources, but also lead to the disposal of tons of pollutants
into the environment at levels which nature can no longer absorb. This situation generates problems such as
climate change, global warming, pollution, waste production, loss of biodiversity, and many more (Chakraborty
et al., 2000). Environmental protection is a practice of protecting the natural environment on government,
organization or individual levels, for the benefit of both the environmental media and humanity
(Apichatibutarapong, 2018). Environmental conservation and protection from pollution has become a central and
important issue at the international level. Therefore, environmental consciousness has been a necessity of life,
and it must be developed for all, to adopt the future of countries and civilizations.

Environmental consciousness is the individual's understanding of the requirements of the environment and the
development of his correct behaviors towards the environment. This concept is convincing human on the
knowledge by theorizing emotion engendering that can be participator in environmentally friendly, concerns and
responsibilities with environmental impact (Krukaseta & Sahachaisaereeb, 2010). There were many researchers
work on increasing environmentally conscious behavior in individuals, business and society (Sanchez, 2010;
Hiramatsu et al., 2016; Sena at al., 2017; Moultrie et al., 2016). Several researchers also applied the social
marketing strategy to spread the concept in relate to environmental consciousness (Eagle et al., 2017; Chen et al.,
2015; Gordon et al., 2018; Perez-Mujica et al., 2014; Low et al., 2013; Evans et al., 2014). Social marketing is
the systematic application to achieve specific behavioral goals relevant to the social goal (Corner & Randall,
2011). Hence, the social marketing efforts have created high levels of environmental consciousness including
behavior change. The main objectives of this research are to identify the social marketing key success factor that
most influence the target audience in relates with environmental consciousness.

This study is organized as follow: The first section introduces the purpose of the research and the background. In
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the following section, the author reviews the materials and methods of this study such as definition and
application of social marketing, the key success factor of social marketing, the importance of environmental
consciousness and social marketing in relate with environmental consciousness. The Decision Making Trial and
Evaluation Laboratory (DEMATEL) method applied in this study will also be present in section 3. The fourth
section is the results and discussion. This research ends with the conclusions and recommendations which
include the study implication and future research suggestions.

2. Literature Review

This section discusses the review of literature for social marketing, environmental consciousness, the key
success factors of social marketing and the research participants.

2.1 Social Marketing

“Social Marketing is the application of commercial marketing technology to the analysis, planning and execution
of programs designed to influence the behavioral change of target audiences in order to improve the personal and
social welfare” (Andreasen, 2002). Furthermore, Kotler et al. (2002) defined social marketing as a “means to
influence the targeted audience to voluntarily accept, refuse, correct, or give up certain behaviors by applying the
principles of marketing and to further promote the benefits of individuals, organization, or society”. It is worth
noticing that voluntary behavioral changes are the key products offered by practitioner. Many commercial
companies, non-profit organizations, governments, and agencies, applied social marketing as the tools to
communicate in order to influence and affect the individual by spread the concept through meaningful messages
(Low et al., 2013).

Social Marketing principles and techniques can be used to benefit society in general and the target audience. This
can be done by the integration of research, evidence-based practice, and the use of social-behavioral theory
jointly with the perceptions from individuals, practitioner and society (Lefebvre, 2012). The practitioner may
apply these perspectives to design more effective and efficient strategy to enhance the success of social
marketing campaign. Recent research has identified that behavior change is influential when more key success
factors of social marketing are used (Saunders et al., 2014; Kubacki et al., 2015). Key success factors of social
marketing have been established in a variety of contexts including healthy eating (Pettigrew, 2014), alcoholism
(Dietrich et al., 2015), reducing mental health humiliation (Sampogna et al., 2017), addressing vaccine hesitancy
(Nowak et al., 2015), and fall prevention (DiGuiseppi et al., 2014) in an effort to support the research on social
marketing to understand the application of each key success factors. This research extends on reviews the
success factors of social marketing in various application.

2.2 Social Marketing Key Success Factors

Every social marketing campaign needs to be evaluated carefully in order to fit the specific situation and to a
specific targeted audience. Thus, this research proposed a social marketing framework that involves twelve main
key success factors which were concluded by Kotler and Lee (2009). These 12 factors are:

(C1) Take advantage of existing successful campaign—The benefits of social marketing can be learned from the
successes and failures of others. The used of success experience in planning social marketing strategies can
increase effectiveness and efficiency (Key & Czaplewski, 2017).

(C2) Start with most ready target audience intervention—Social marketing campaigns would be increased the
chances of success by starting with the people most ready for action. These means that the people has the want or
need to the proposed behavior; has the knowledge or information regarding the benefits of the behavior; or has
the belief that they can perform the behavior. The increasing accessibility of common tools and experienced
consultants can reassure the implementers that it is easy to make social marketing work (Andreasen, 2002).

(C3) Creating simple and determine slogan for an achievable behavior—A simple, clear, action-oriented message
is positively to encourage the target audience to adopt, reject, modify, or abandon a specific behavior. The
findings of Mitchell et al. (2017) support that a strong slogan can facilitate both initial behavior change and the
maintenance of such behavior change. Nevertheless, the slogan must be widely spread and advertised.

(C4) Promote tangible goods or services to assist the behavioral change—Introduce commercial entities or
services to help the target audience to perform the behavior. Evans et al. (2014) indicated that the campaigns
have used both individual modification and infrastructure improvement schemes to create an environment in
which behavior change can occur. Base from the study of Buyucek et al. (2016), serving water with alcohol can
reduce excessive drinking.

(C5) Emphasize costs and benefits of behavioral change—It is suggested that to highlight the benefits of change
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attractive enough, and the costs of change low enough, in order to encourage the better behavior. Pettigrew (2011)
concluded that any social marketing campaign that aims to influence dietary needs to take into account relative
cost of competing products. It is more effective when the information about the key benefits is communicated in
a meaningful way (Nowak, 2015).

(C6) Make access easy—Successful campaign provides target market easy to access, convenient locations to
acquire tangible objects and received services. Mitchell et al. (2017) proposed that simplifying the process may
be the tool for encouraging behavior change.

(C7) Developing an attractive message to reinforce the behavioral change—Applying appropriate massages to
influence or encourage public behaviors. Kataria and Larsen (2009) indicated that an effective and clear message
as the influencing instrument of battery collection campaign. Forbus and Snyder (2013) emphasized that social
marketer should consider developing messages that encourage target audience to give and receive both support
and comfort. Wymer (2010) also concluded that social marketer must spread attractive message to influence
individuals to adopt healthy behavior.

(C8) Using appropriate media channel to increase the participation—Successful campaigns used appropriate
media that effectively reach target audience with appealing sponsors, spokespersons and/or formats. Chen et al.
(2015) emphasized that public participation can be used instead of traditional communication channels. Reichert
et al. (2001) found that advertisement using attractive object were more effective in attaining target audience’s
attention. DiGuiseppi et al. (2014) highlighted that the benefits of Church-based channel that communicated
marketing message through church leaders, trained messages and printed material to prevent older adults fall.
The dimensions of mass media could be used into social marketing campaigns in order to achieve voluntary
behavior change (Esch et al., 2013).

(C9) Providing the feedback system to the audience—The feedback system gains the commitments of the target
audience to perform the intended behavior. Volunteers acted as the significant role in the successful
implementation of the campaign, and convenient response mechanisms have played an important role in
volunteer recruitment (Boehm, 2009).

(C10) Maximize the promotion of the information—An ideal campaign is to make sure that the target audience
received the message send. The social marketing should ensure that the target audience received and understands
the message (Merritt et al., 2017).

(C11) Enhancing campaign success by appropriate research—To make the campaign more efficient, the social
marketer needs to do appropriate research to answer the problems that might be encounter during the campaign.
Perez-Mujica et al. (2014) did further research to design and stimulate the behavioral social marketing campaign.
Solaiman et al. (2015) also concluded that success of social marketing dependent on customer research.

(C12) Track the results and make adjustment—Successful campaigns provide ways to monitor progress and
adjustments in order to planned strategies that support the objectives of the campaign. Aras (2011) suggests that
the social marketer must evaluate and monitor the campaign by using baseline data, then data from several points
in time after the initial campaign launch.

The most credible and reliable factors of success for the social marketing efforts is the extent to which the
campaign objectives and goals are met. These 12 factors that can contribute to achieving directed result were
proposed in this study.

2.3 Environmental Consciousness

Environmental consciousness can be broadly understood as people’s perception of their relation to nature.
Sanchez and Lafuente (2010) define environmental consciousness as a multidimensional behavior-oriented
concept can be considered to be equivalent to the attitudinal dimension of pro-environmental behavior. It is the
attitude concerning environmental outcomes of human behavior. Starting from the typical definition of attitude,
environmental consciousness is a tendency to react to environmental concerns in a certain manner (Ham et al.,
2015). It is an aspect of one’s individual system of beliefs and values on a part of social conscious.

Environmental issues have an increasing popularity among researchers. Recent research evaluated and
investigated environmental consciousness in different circumstance. Moultrie et al. (2015) employed
environmentally-conscious as the tool to design of medical device. Deniz (2016) concluded the importance of
environmental consciousness education as crucial factor to acquire knowledge through the view point of
sustainability. losifidi (2016) determined that environmental consciousness has a significant effect on green labor
supply. Umuhire and Fang (2016) proved that enhancing public ocean environmental consciousness will lead to
increased public support for ocean environmental protection. Kotchen and Moore (2007) indicates that
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environmental consciousness essentially affects the choice of green power for domestic use. Therefore,
promoting environmental consciousness is the way to enhance an environmental steward and participate in
creating a feasible living surrounding for the humanity.

2.4 Social Marketing in Relate with Environmental Consciousness

Social marketing is one of the approaches for promoting environmental consciousness to the public. In early
research, Maibach (1993) explored that mass media can be used in communication campaigns that seek to
develop solutions to environmental problems. McDaniel and Rylander (1993) also supported that social
marketing is one of the business strategies, and that the increasing environmental consciousness makes it
incumbent on consumer marketer to lead the way in environmental programs. Barr and Prillwitz (2014)
recommended social-marketing approach of increasing individuals’ environmental consciousness to promote
greener consumption. Eagle et al. (2016) analyzed the role of social marketing in prompting behavioral change
and encouraging a transition to renewable energy. Dollatabady et al. (2012) also suggested that the integration of
social marketing principles in community programs aimed at dealing with environmental issue. Thus, Social
marketing is an adaptable approach, increasingly being used to achieve and sustain behavior relevant to a range
of social issues such as environmental consciousness. This research proposes social marketing as important
strategy in promoting environmental consciousness to the target audience.

2.5 Research Participant

Tzu Chi Foundation Taiwan was established in 1966. The mission of the foundation beginning with Charity and
extended into Medicare, Education, and Humanistic Culture. The foundation later added the efforts in Bone
Marrow Donation, Environmental Protection, Community Volunteerism, and International Relief. In the case of
Environmental Protection, the Tzu Chi volunteers was inspired by the founder that environment protection is a
way to care for the earth and a way to cultivate the mind. In practicing recycling, the volunteers serve as
gardeners of the earth. Therefore, the foundation promotes this environmental consciousness to the public and
hoping to influence more people to join this earth loving practices and behaviors.

This research selected several Tzu Chi volunteers whom were recommended by the board of the management
with at least 10 years’ experience in practicing recycling activities to answer the survey. With their expertise in
promoting environmental consciousness to the society, the researcher expects to gather their opinions in order to
identify the influential key success factors of social marketing that promotes environmental consciousness. The
evaluation process will be presented in following section.

3. Research Method

DEMATEL approach was developed by Science and Human Affairs program of the Battle Memorial Institute of
Geneva from 1972 to 1976. This approach is a comprehensive method for analyzing and designing structural
models of causal relationships between complex factors (Wu & Lee, 2007). DEMATEL method shows the
relationships among factors and prioritizing the criteria based on the type of relationships and severity of the
effects on each other (Gandhi et al., 2015). This method assists in capturing the contextual relations between
elements in the system and defines the strength of the interrelationship (Wu, 2008). DEMATEL helps to analyze
the factors by classifying them into cause and effect group and illustrates the interrelationship between them
through causal relationship diagram. This scientific approach could improve understanding of the complex
structure of the specific problem and contribute to identification of relationships between factors, workable
solutions by a structural model (Tzeng et al., 2007). The significance of DEMATEL is to assist decision makers
of organization to distinguish the relationships among key factors and to clarify the essential elements of an
existing problem (Zhou et al., 2011; Zhou et al., 2017).

Scientists and Researchers applied DEMATEL approach in the field of marketing and environment protection. In
the case of marketing, Altuntas and Yilma (2016) used DEMATEL method to evaluate the dimensions of
marketing resources. Gholamil et al. (2015) developed risk management marketing strategy using DEMATEL
techniques. Kumar and Dash (2016) constructed influential network relation map of consumer decision-making
in e-marketplace applied DEMATEL method. In relate with environment protection, Goyal et al. (2019) analyzed
environment sustainability enablers using fuzzy DEMATEL. Tsai et al. (2015) used the Fuzzy DEMATEL to
Determine Environmental Performance. Kaur et al. (2018) investigates barriers in green supply chain
management based DEMATEL approach. Ershadi and Ashtiyani (2019) examined the factors affecting
environmental risks using a hybrid approach of DEMATEL. In this research, the social marketers need to
construct the best strategy in order to promote the behavioral change to the target audience. Thus, DEMATEL is
the suitable method to construct the causal network structure among all factors of social marketing to promote
environmental consciousness.
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The flow diagram of formulating DEMATEL is presented in Figure 1. And, the procedure of DEMATEL would
be summarized in the following steps based on Horng et al. (2013) and Muhammad and Cavus (2017):

Defining decision group and finalizing the
evaluation factors

\
Construct direct assessment matrix based on
the judgment of expert

\
Calculate the initial direct relation matrix and
average matrix

\J

Obtaining the normalized direct relation
matrix

Y

Calculate the total relation matrix

Y

Prominence and relation of each relation for
causal diagram

Figure 1. The flow diagram of formulating DEMATE

Step 1: Define decision group and evaluation factors. Critical literature review is required in this initial step to
explore and gather relevant information and data. The decision group is necessary to form for discussion on the
issue to archive the objective. The probable key success factors associated with social marketing are selected and
finalized based on the information gathered and expert opinion.

Step 2: Calculate the original average matrix 4. Each expert was asked to evaluate the direct influence of any
two factors according to their experience. The scale of integers ranged from O to 3 [“No influence (0)”, “Low
influence (1)”, “Medium influence (2)”, and “High influence (3)”’]. The experts selected the higher score when
they believed that the factor of attribute i exerted a stronger possibility of direct influence on the inability of
attribute j. Each respondent would produce a direct matrix. The matrices of E1, E?, E3. . .EP is the measure
score from p experts. Let the (i, j) element of matrix £ is denoted by e;;, and e;; represents the pair of degree of
effect on i factor effects j factor. The average matrix A can be constructed as

p
A=(aylun=2) ek M

Plg=1
Where eikj represent each expert’s evaluation and p is the number of experts.
Step 3: Calculate the initial directly affected matrix Z (i.e., Z = [Z;j]nxn). The matrix Z = [z;j]nun = [@ij/Slnxns
which Z can be obtained by normalizing average matrix A and s can be represented as s = max ( max; Y.i.; Cj;,

max; Y,7—, C;;). Each element in matrix Z falls between zero and one, and all principal diagonal factors are equal
to zero.

Step 4: Calculate the total relation matrix T (i.e., T = [t;j]oxn). When limy_o Z K = [0],xn. The T is represented
as T= Y, Z%=Z(I-7)"', where I is the identity matrix The row sum of the ith row of matrix T'is calculated as
D = [d;]nx1 = [X7=1tij Inx1, Which summarize the direct and indirect impact of factor i on the other factor.
Similarly, ;denotes the column sum of the jth column of matrix 7 and can be represented as

R=([n),) =(Zatyl,,) @



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 12, No. 2; 2020

This shows the direct and indirect effect the factor j has received from the other factor based on experts’
perspectives. In addition, when i = j (i.e., the sum of the row and column aggregates), d; + r; refers to
“prominence”, which shows the total effects of factor i and indicates the level of importance for the whole
evaluation system. On the contrary, the difference of d; — r; refers to “relation”, which represents the net effect
between a pair of factors; if the value is positive, this means the factor is a net cause. The factors are net
receivers or result when the values of d; — r; are negative.

Step 5: The causal diagram is paired as (d; + r;, d; — ;) with the horizontal axis as D + R and the vertical axis
as D — R which providing valuable insight for making decisions. The network-relationship map helps social
marketer to decide which factor is most important and to identify the cause and effect factors.

4. Results and Discussion

This study applied the DEMATEL method to construct a cause and effect model for the 12 key success factors of
social marketing. The proposed model steps are as follow:

Step I: Calculate the original average matrix A

After calculating the aggregation value of subjective judgement from the opinion of 10 experts of the influence
from C1 on C2 equals to 2.5, C1 on C3 equals to 2.2 and so on. The result presents in Table 1.

Table 1. The DEMATEL initial direct relations matrix

initial A C, C, Cs C, Cs Cs C, Cs Cy Cio Cu Ci

C 0.0000 2.5000 2.2000 2.0000 2.4000 2.4000 2.3000 2.2000 2.3000 2.4000 2.3000 2.1000
C, 1.7000 0.0000 1.7000 1.7000  2.4000 1.9000 1.8000 2.0000 1.9000 1.9000 1.4000 2.2000
Cs 1.2000 1.7000 0.0000 1.0000 1.3000  2.1000  2.2000 1.1000 1.6000 1.2000 1.3000 1.3000
Cy 1.3000 1.6000 1.0000 0.0000  2.3000 1.9000 1.2000 1.3000 1.4000 1.0000 1.3000 1.4000
Cs 1.5000 1.2000 1.3000 1.2000  0.0000 1.7000 1.3000 1.3000 1.3000 1.1000 1.1000 1.4000
Cs 2.2000  2.4000 2.2000 2.3000  2.0000 0.0000  2.1000 2.2000 1.5000 1.3000 1.3000 1.4000
C, 1.5000 1.9000 2.1000 1.7000 1.5000 1.7000 0.0000 1.3000 2.0000 1.6000 1.5000 0.9000
Cs 2.0000  2.2000 1.9000 2.3000 2.2000 2.2000  2.0000 0.0000 1.5000 1.9000  2.0000 1.7000
Co 2.0000 1.9000 1.7000 1.8000  2.0000 1.4000 1.2000 1.3000  0.0000 1.1000 1.1000 1.9000
Cio 1.7000 1.9000 2.2000 2.0000  2.2000 1.9000 2.2000 2.0000 1.3000  0.0000 1.1000 1.2000
Cp 2.0000  2.2000 2.3000 2.3000  2.1000  2.3000  2.3000 2.2000  2.5000  2.3000 0.0000 2.3000
Cp 1.5000  2.1000 2.1000 1.7000  2.2000  2.0000  2.0000 2.0000 1.6000 1.5000 1.7000 0.0000

Step 2: Calculate the initial directly affected matrix Z (Normalization)

The sum of each intersection value is divided for the maximum value of the sum of rows and the sum of columns
from initial direct relation matrix. The maximum value after calculation is 25.1. The normalization direct relation
matrix is explicit in following Table 2.

Table 2. The initial directly affected matrix Z

Z G G G Cy Cs Cs G Cs Gy Cio Cu Ci

C 0.0000  0.0996  0.0876  0.0797  0.0956  0.0956  0.0916 0.0876  0.0916  0.0956  0.0916  0.0837
C, 0.0677  0.0000  0.0677  0.0677  0.0956  0.0757 0.0717 0.0797 0.0757 0.0757  0.0558  0.0876
C; 0.0478  0.0677  0.0000 0.0398 0.0518 0.0837 0.0876 0.0438 0.0637 0.0478 0.0518  0.0518
Cs 0.0518  0.0637  0.0398  0.0000 0.0916  0.0757 0.0478 0.0518 0.0558 0.0398 0.0518  0.0558
Cs 0.0598  0.0478  0.0518 0.0478  0.0000 0.0677 0.0518 0.0518 0.0518 0.0438 0.0438  0.0558
Ce 0.0876  0.0956  0.0876  0.0916  0.0797  0.0000 0.0837 0.0876  0.0598 0.0518 0.0518  0.0558
C; 0.0598  0.0757 0.0837  0.0677 0.0598  0.0677  0.0000 0.0518 0.0797 0.0637 0.0598  0.0359
Cy 0.0797  0.0876  0.0757 0.0916  0.0876  0.0876 ~ 0.0797  0.0000  0.0598  0.0757  0.0797  0.0677
Cy 0.0797  0.0757 0.0677  0.0717  0.0797 0.0558 0.0478  0.0518  0.0000 0.0438 0.0438  0.0757
Cio 0.0677  0.0757 0.0876  0.0797 0.0876  0.0757 0.0876  0.0797  0.0518 0.0000 0.0438  0.0478
Cn 0.0797  0.0876  0.0916  0.0916  0.0837 0.0916 0.0916 0.0876  0.0996 0.0916  0.0000 0.0916

Ci 0.0598  0.0837  0.0837 0.0677 0.0876 0.0797 0.0797 0.0797  0.0637  0.0598 0.0677  0.0000

Step 3: Calculate the total relation matrix T
The limit of Z*k is [([0]) _(12x12) as k approaches infinity. Total relation matrix is acquired from the
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generalized direct relation matrix. The matrix is shown in Table 3.

Table 3. The total relation matrix

T C, C, Cs C, Cs Cs C; Cs Cy Cio Cu Ci

C,; 0.2732 0.4037 0.3810 0.3644 0.4146 0.3994 0.3832 0.3566 0.3603 0.3408 0.3216 0.3383
C, 0.2888  0.2581 03112  0.3031 0.3581 0.3279  0.3136  0.3015 0.2977  0.2789  0.2492  0.2961
C; 0.2249  0.2685 0.1972  0.2290 0.2627 0.2811 0.2769  0.2228  0.2411 0.2112  0.2045 0.2196
C, 0.2243 0.2596  0.2301 0.1858  0.2942  0.2697 0.2363 0.2259  0.2291 0.2000  0.2011 0.2201
Cs 0.2191 0.2325 0.2283 0.2189  0.1948 0.2492  0.2275 0.2137  0.2137 0.1928  0.1840  0.2082
Cs 0.3091 0.3498 0.3315 0.3273 0.3482 0.2620 0.3278 0.3114 0.2881 0.2617 0.2495 0.2718
C; 0.2516 0.2939 0.2918 0.2708 0.2901 0.2864 0.2137 0.2460 0.2717 0.2404 0.2258 0.2221
Cg 03139 03558  0.3341 0.3400 0.3688 0.3556  0.3370  0.2429  0.2995 0.2932  0.2831 0.2930
Co 0.2660  0.2908 0.2744  0.2710  0.3053 0.2733 0.2564  0.2438 0.1948 0.2206  0.2105 0.2553
Cio 0.2775 03158 03162 03016 0.3375 0.3159  0.3159 0.2898  0.2660  0.1984  0.2293 0.2499
Cp 0.3427 03889 03798 03704 0.3995 0.3913 0.3786  0.3521 0.3629  0.3330 0.2340  0.3411

Ci 0.2799  0.3332  0.3230 0.3009 0.3483 0.3294 03188 0.2994 0.2860 0.2634 0.2580 0.2135

Step 4: Calculate the D and R value and obtaining the causal diagram

The sum of rows and sum of columns are separately denoted as D and R to figure the causal effect. The
“prominence” and “relation” were in turn calculated by D+R and D-R and the result (Table 4) were used to plot the
causal and effect diagram (Figure 2)

Table 4. The D and R value and the network-relationship map

D R D+R DR
4.3369 3.2710 7.6079 1.0660
3.5840 3.7505 7.3345 -0.1665
2.8395 3.5987 6.4382 -0.7592
2.7763 3.4833 6.2596 -0.7070
2.5827 3.9220 6.5047 -1.3393
3.6382 3.7411 7.3794 -0.1029
3.1042 3.5857 6.6899 04815
3.8169 3.3058 7.1227 05110
3.0623 3.3108 6.3731 -0.2485
3.4138 3.0345 6.4483 0.3793
4.2743 2.8505 7.1248 1.4238
3.5538 3.1290 6.6829 0.4248
150 T
Cy?
'S
100 + C
050 + + C.*
c? Co 8 C
D-R oo : : © |
6.40 o 650 7.00 *® 75 8.00
Co 2
050 T ce
Ce s
4 C,
-1.00 + =
-1.50 + C5. D+R

Figure 2. The cause and effect diagram
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D+R Value

D+R represents the importance of the key success factors. If the value is high, then that factor is considered
important. In this study, the five important factors are C1, C2, C6, C8 and C11, which the values of these factors
are greater than the total average value (6.8305).

D-R Value

The value D-R divides the key success factors into cause group and effect group. When the value of D-R is positive,
it means that the factor is in the cause group, and if the D-R is negative, it means that the factor is in the effect
group. The decision maker should analyze the values of D+R to determine the factor that should be given highest
priority, and D-R to understand which factors have an effect on each other. In this research, the causal diagram
shown in Figure 1, the factors are separated into the cause group, which includes C1, C8, C10, C11 and C12. The
effect group includes C2, C3 C4, C5, C6, C7 and C9.

The result of this research can facilitate the social practitioner to analyze and evaluate the appropriate factors in
order to communicate with the target audience efficiently. Base from the finding, several implications were
obtained. It would be necessary to pay attention to the cause group factors beforehand. This is because the cause
group factors suggest the meanings of the influencing factors, whereas the effect group factors signify the
meanings of the affected factors (Wu, 2008). According to the result of the total relation matrix, the evaluation
factors of causal relationships among the key success factors selected from DEMATEL method can be the
indicator in environmental consciousness promotion.

5. Conclusion and Recommendation

This research provides the social marketer to make appropriate decision in order to persuade the target audience
to improve environmental consciousness. The result of total matrix and the causal diagrams signify as follow:
First of all, the social practitioner needs to attain high degree performance in the effect factor. It would be
suggests paying more attention to the “cause factor” previously. The components of “Take advantage of existing
successful campaign”, “Using appropriate media channel to increase the participation”, “Maximize the
promotion of the information”, “Enhancing campaign success by appropriate research”, and “Track the results
and make adjustment” are the influencing key success factors which influence.

Secondly, the social practitioner must be applied effective strategies to capture the attention of the target
audience. Base from the result, the factors “Take advantage of existing successful campaign”, “Make access
easy”, “Start with most ready target audience intervention”, “Enhancing campaign success by appropriate
research”, and “Using appropriate media channel to increase the participation”, which these values are greater
than the total average value are more important than the others.

Lastly, this research concludes that “Take advantage of existing successful campaign”, “Using appropriate media
channel to increase the participation”, and “Enhancing campaign success by appropriate research” are generally
important and belong to the cause group. The social practitioner must devote more effort to these factors before
planning the social marketing strategy as for engaging the target audience to be concern about environmental
protection. To make a social marketing campaign successful, these approach needs to be implementing
systematically and comprehensively.

Using existing successful experience campaign is an important social marketing mix that encourages effective
behavior change (Low et al., 2013). When planning the social marketing campaign, the designer may learn the
successes and failures from the past experience in order to come up with an innovative and cost effective strategy.
Base from the existing campaign, it is possible that the social marketer will discover the appropriate ideas or
materials for creative implementation.

It is important to explore cases of prior related campaigns and what has directed to the success or failure when
planning the environmental consciousness activity. There is a need for more research and guidance on better
practices. According to the conclusion of Solaiman et al. (2015), customer research help to achieve the success
of social campaign. The objectives of social marketing should be considered in recommending which strategies
to apply, and how to research and evaluate the campaign.

Various communication channels have been applied in many social marketing interventions aimed to foster the
desired behavior change, such as Evans et al. (2014) claimed that print and electronic media were useful in
disseminate hygiene-related massage. Corner and Randall (2011) emphasized that advertisement through video
storytelling urging individuals to response to energy efficiency social marketing. Hermsley and Dann (2014)
provided a social marketing perspective on ways that facilitated communication is presented and discussed on
social media platform. Key and Czaplewski (2017) also concluded that using precise channels will maximize the
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impact of social marketing campaign. Publishing magazines and books, at the same time through radio,
television, and the internet, Tzu Chi foundation enhance the moral concept, environmental consciousness into
daily life. Through these media, thousands of Tzu Chi environmental volunteer, regardless of age, class,
background, everyone involves in the street and practice resource recycle. These are consistent with the final
result of “applying appropriate media to enhance the participation of the audience”.

The result also determined that successful social campaigns provide target audiences easy ways to access and
convenient locations to perform the desired behavior. Effective social campaigns establish ways to monitor
progress and make important adjustments to support the objectives. This effort is obviously important when there
is still time to plan. As well as, social marketing campaign increase chances of success when it starts with target
market most ready for action.

The author anticipates that the outcomes of the research can be beneficial for social marketer to design the best
strategy through these key success factors in the case of environmental consciousness. However, Social
marketing is wide domain. It can be applied in any situation in which a socially individual behavior needs to be
addressed for the public (Andreasen, 2002). This research recommends that the researcher in the future may
develop other systematic methods in order to measure the effectiveness of these factors in other fields, such as
health promotion, public policy, community service, emergency management or many others. In addition, the
future researcher may also apply Fuzzy DEMATEL or modified DEMATEL to measure the same social
marketing factors to compare the result of these methodology.
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