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Abstract

In a globalized society, Marketing evolves with time and with various environmen-
tal factors. To be suitable for economic conditions, social, culture, technology and the
behavior of consumers that change all the time. Resulting in many businesses having to
pay more attention to creating value for consumers.The role of consumers from defensive
and see that marketers create value and consumers, the value giver, change to the role
of value creators. The changing consumer roles make marketers need to change their
views and marketing strategies, which allows you to be informed of market changes.
Creating value for modern consumers with social marketing was one way to help the
organization to become sustainable for maintaining relationships and creating value for
consumers. In the change of society in the era of globalization. Because social marketing
was the application of principles. Concept and marketing tools to design, plan, implement,
control and evaluation. Under the dimension of sustainability in 3 areas such as

economic survival, social equality and environmental protection.

Keywords: Social Marketing; Globalization Era; Corporate sustainability
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s3fasine ) uenileanaziinagnd muundAngatiuimulununiwyesduiuazuinisdases
thnagnsnsnanaiiledamsiluguiuusig 4 fail 1) mMauansnuFuliavouduiAsugia 2) N3
LARIAUTURATOUMUANSITUNAR 3) NITHAAIANUTURATBUATUNYYLNY UAE 4) NMTUARS
ANUSURAYOUAUATUTITY

masdugsialulanuisnisUAsuaaaianunso 4 FULUUTBINSHARIAINTY
Anveusodsnususiie lUusulHduuumanagnindnaugiuiioadsnuliiuguslnaly
Idnndign wumnuAamanisrandafioindadedfyflazussagmimnngvesesdns Aens
finnsantsnnudnfusazanudesnisveatmneuardweuanufisnelalituduslnangy
WhneldegneiuszAvirauasUssansnmmiondigusedulu 3 fu fai1) anudosmiauas
mmmwummaﬂm (Consumer's Want and Need) LUum’mmﬂwaqsiﬂﬂumiammaumLLav
33 uTinagninIsaInBuiioausseuiesnisiiy 2) YagUszasduesuith (Company’s
Objective) ipsnanudndunazaiudomnisvesgnniiinn gsfadessmaniianunsansy
auosnuioInIstuldfuasldUssumiogudaduuar 3) mManaunaILNagNs (Integrated
Strategy) unslinagnsfimannuanesiuduiiolussqaasimnevesgsiauazneuaussa
wanelavesfuslaa Siriwan Serirat (2009 : 24)

fegan1snaaLiladena: nsnaIndiTen

Msman@den (Green Marketing) vanefs nsdaaRundnfusininuaaniuiing
fudnnadon anunsathnduuildlval (Recyclable) wawfiuniioldlvally (Refillable) Grundey &
Zaharia (2008) lngluiandsvesyint a.a. 1980 M3ddndrfinuazanunseieIesuresuslan
Adlaludnedoulfifniuluglsuny funnuaressninoumile Sedanadounaeuiduilade
Tumsudstu Tasuwnnudavesnismaedidesemsnanaiiledanadeuidunagnifignitamun
Thjatuludingudmnsdadufuilaaildladedunndondeinnubuiiidedudlusiags
dmsundafasifidulinsiudaunndon feaunfvesuuianudanisnaiaddoriugudngn
Fuipdounneaaiinnaufesnsderesiuslnndwivauiilldlaredanndon (Belz &
Peattie, 2009) Mananddedaiunssurunsiifitugrusnandvsnavesdiidulddude
Fsnszurumsuazmsinnisenaduiiaveuresesdnsazifisifiuanudesnsliungarulddan
Felaglaiil nansznuderusnanue sy AadensIIHYR (Kumar et al,, 2012) Jam
fiAnduresmsmaindiden Aofuslnafldlaredunndeuvieduslnadiduivesnistontn s
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7. &5

9

nsALuuYeteAnsgsilugalanATniil dedinisntawasdnlanisiisuuwdad

Anduludusiag Seilugnadsuamanssuesuilng dnnisaalledaden e
Hufrnsanuagmnlunisadisnma uazduilnn fo fasrnumifinduainnisld (value-
in-Use) fifiarmuansinafumuna aniul yara wasiiddqudunisnonditifuilnagalsl
Tutagtulilauslaaiesegiafey wideiilatanmsidusiusulinveudiny nsasidndin
Tunsfunadesiiidudanadon fifussdnsgsfamsdosiunlianuaulaluFosmsnaum
msiidiugsiaviensthnagnémsnsnanauiiedsnusnuimsau eiwssundonsuiletuni
fravtmaaluladfiimuegdlivgads mawdstufunaindidaumainuansunnduuas
LLSdQGﬁ’uﬁ’UU‘%ﬁws’u’wmmaﬁﬁﬂé’qsusnagmw’u’wmﬁﬁLﬁuqiﬁaiuﬂizmmlmaaeiwiaLﬁaaLLaszmﬂ%u
nlaiAddevh nsidenldnagndvnenisnaiaiianansafianansoarsqaailiunguilanay
aansaneuaussnfisnelavesifuslaalildunnigelasnisiunsthnsmannuvhauie

daau dsdunisainauaiuilnrgalmidienisaainiiedsnuazidugaasuianslunisi
gfakUUNA LU TElerlsEnInegsRanuNMsiRLLASYgRY danu gy wasdunndouluniey
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