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Social Marketing for Capturing Consumers in the Changing Era
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Abstract

Management changes occurring around the world today. Whether it's social, economic and
political environment, including both manufacturing and information technology. All these factors make
the task of corporate and private businesses were required paradigm shift of business to meet the needs
and satisfaction to consumers without Borders and the situation changes.

The business will have a strategy other than the usual focus on the quality of product and service
development. Those are focusing on the quality of product and service development. Also be used as
a strategic social marketing are implemented concurrently with a focus on strategies to capture
consumer mind. Paradigm Social marketing is a popular and widely used today that focus on the importance
of being part of helping to solve social and business organizations, both directly and indirectly. Activities
for social responsibility can be prepared in various forms as a community, national and international
level. And Social Development of the business as a strategic and creative business that will make

conducting business a competitive and sustainable business practices.
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