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Abstract

Social marketing campaigns often fail to achieve their behavioral change
objectives because they treat audiences as homogeneous masses. This paper
examines how audience segmentation contributes to campaign
effectiveness through a qualitative literature study approach. The analysis
synthesizes theoretical frameworks and empirical findings from social
marketing, communication studies, and behavioral science. Four
mechanisms explain segmentation's contribution to effectiveness: message
relevance, resource allocation efficiency, channel selection optimization,
and barrier identification. Effective segmentation requires quality data,
analytical capacity, and organizational commitment to evidence-based
practice. Ethical considerations demand that segmentation respects
audience autonomy and avoids stigmatization. The findings suggest that
segmentation functions as a strategic foundation that integrates all
elements of the social marketing mix. Campaigns that implement
segmentation properly show more significant behavioral outcomes
compared to uniform approaches. The paper concludes that segmentation
is not merely a technical activity but a fundamental strategic approach that
enhances social marketing effectiveness. Practical implications include the
need for capacity building in data collection and analysis, while future
research should focus on developing practical segmentation tools for
resource-constrained settings.
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Introduction
Changes in social behavior represent the primary objective of various
programs designed to improve community welfare. Diverse interventions
have been launched by governments, non-governmental organizations, and
international institutions to address public health issues, environmental
preservation, and other social concerns. The approaches utilized are
frequently general and target the population broadly without paying
attention to differing characteristics among community groups.
Consequently, the delivered messages are not always relevant to every
individual or group, causing the level of acceptance toward those messages
to vary. This condition triggers questions regarding the effectiveness of
uniform approaches in altering the behavior of highly diverse
communities. Various program evaluations indicate that interventions
employing a onesize-fits-all approach frequently fail to achieve expected
behavioral change targets. This failure generates significant financial losses
and resource waste that should otherwise have been allocated to other
programs (Goldberg & Gustafson, 2025). Such waste is frequently
exacerbated by weak coordination among functional areas within program-
implementing organizations, causing human resources, marketing,
production, and finance not to move in the same direction (Darmawan et
al., 2013). Uncertainty resulting from structural changes within society
further renders programs designed without accounting for such conditions
vulnerable to losing their impact (Gardi & Darmawan, 2024). More
targeted and specific approaches are beginning to be regarded as more
promising alternatives in efforts to address complex social problems.
Social marketing emerges as a scientific discipline adapting
commercial marketing principles for the purpose of social behavior
change. Unlike commercial marketing which aims to increase profits,
social marketing focuses on enhancing individual and societal well-being
(Kotler, 2022). This approach has been applied in various fields such as
tobacco control, HIV/AIDS prevention, traffic safety campaigns, as well as
maternal and child nutrition and health programs. Its application similarly
reaches worker groups with different work situations, ranging from
professional workers to informal workers, each facing distinct challenges
in achieving work well-being (Eddine & Darmawan, 2021). The success of
social marketing heavily depends on the program designer's ability to
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understand the audience targeted for intervention. This understanding
encompasses demographic, psychographic, geographic, and behavioral
aspects of the community groups being intervened. Positive psychological
factors play an important role in fostering audience attachment to the
messages and calls for change conveyed (Darmawan & Mardikaningsih,
2022). Without comprehensive understanding, transmitted messages will
fail to reach audiences effectively and will not generate sustainable
behavioral change. Various studies indicate that effective social marketing
requires different approaches for different audience groups. Differential
responses to social campaign messages indicate that internal and external
audience factors influence the process of receiving and adopting new
behaviors. This condition demonstrates that segmentation is not merely a
methodological choice, but a necessity in social marketing.

Audience segmentation in social marketing constitutes the process of
dividing a large population into smaller groups with similar characteristics
and needs. This process enables program managers to develop messages
and strategies tailored to the specific needs of each group (Banga, 2024).
In practice, segmentation can be performed based on various criteria such
as age, gender, education level, income, geographic location, cultural
values, and stages of behavioral change readiness. Social stratification and
lifestyles likewise shape the ways individuals express their status and
consumption preferences, meaning that groups with different social strata
tend to respond to campaign messages differently as well (Sinambela &
Halizah, 2023). Interactions among groups with diverse cultural
backgrounds within a single region also demonstrate that cultural values
can serve as a relevant basis for segmentation (Aisyah, 2023). Selecting
appropriate segmentation criteria is crucial to ensuring that the formed
groups are genuinely homogeneous in terms of responsiveness to campaign
messages. Effective segmentation allows for more efficient resource
allocation by focusing interventions on groups most in need or most likely
to change their behavior. This approach also assists in identifying specific
barriers faced by each group in adopting desired behaviors. Interventions
can be designed to overcome those barriers more precisely and
purposefully. Various behavioral change theories emphasize the
importance of tailoring strategies to individuals' stages of readiness to

SISI - Vol. 6 No. 1, 155-184 @EY)




Studi Ilmu Sosial Indonesia

change. Segmentation facilitates this tailoring by grouping individuals
according to their level of readiness toward change.

The effectiveness of social marketing campaigns is heavily
determined by the extent to which segmentation is applied in the design
and execution of interventions. Campaigns that properly implement
segmentation tend to generate more significant behavioral changes
compared to campaigns utilizing uniform approaches (Petrescu et al.,
2021). This is caused by segmentation's capability to identify specific
values, beliefs, and motivations for each audience group. Brand
personality and the level of audience trust toward it have been proven to
shape certain preferences, allowing similar approaches to be applied to
build audience affinity with social campaign messages (Dewi &
Darmawan, 2023). Messages relevant to audience values are more easily
accepted and internalized, thereby increasing the likelihood of desired
behavioral changes occurring. Furthermore, segmentation enables the
selection of the most effective communication channels to reach each
target group. The utilization of consumer behavior data allows for the
delivery of personalized messages through digital channels most suited to
audience habits (Fared & Darmawan, 2021). Optimizing program
visibility on search engines also constitutes a technical consideration so
that campaign messages can be reached by target groups online (Arifin et
al.,2021). Different groups may possess different media preferences,
meaning the use of appropriate channels can increase the reach and
frequency of message exposure. Segmentation also facilitates the
development of more personal and contextual interventions for each
group. This personalization enhances the perception of message
relevance in the eyes of the audience, which ultimately drives higher
engagement. Segmentation is not merely a technical tool, but a strategic
foundation for overall social marketing campaigns.

Various practical experiences indicate that the implementation of
segmentation in social marketing faces a number of complexities that need
to be addressed. These complexities arise from the diversity of community
characteristics, data limitations, as well as resource and time constraints in
program execution. Segmentation that is too simple may yield groups that
are too heterogeneous, while segmentation that is too complex can
complicate intervention execution (Carins et al., 2022). The balance
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between segmentation depth and operational practicality poses a distinct
challenge for program designers. Moreover, continuously changing social
dynamics demand segmentation to be adaptive and responsive to
contemporary developments. Evolving cultural and organizational norms
likewise influence the ways communities interpret specific values,
requiring segmentation criteria built upon those norms to be periodically
reviewed (Eddine & Darmawan, 2022). Shifts in social values, behavioral
trends, and economic conditions can alter audience characteristics over
time. Static segmentation that fails to account for these changes can
become obsolete and lose its relevance. The sustainability principle applied
in industrial resource management provides a lesson that strategies
designed adaptively will be more resilient to changing field conditions
compared to static strategies (Mardikaningsih & Nuraini, 2022).
Segmentation must be viewed as an ongoing process rather than a one-
time activity at the beginning of a program. Periodic evaluations of the
utilized segmentation are required to ensure that the program remains
relevant to continuously evolving audience conditions.

The failure to optimally integrate segmentation in social marketing
campaigns frequently stems from limited understanding of audiences and
the approaches employed. Many program designers still utilize top-down
approaches that establish messages and strategies based on general
assumptions about audiences (Dibb & Dibb, 2017). This approach ignores
the reality that communities consist of groups with differing values, norms,
and behaviors. Consequently, delivered messages may fail to align with the
audience's framework of thought and fail to trigger behavioral changes. On
the other hand, segmentation based on empirical data about audiences
enables the design of more grounded interventions. Marketing strategies
designed to overcome the adoption barriers of an innovation illustrate how
understanding a specific group's unique obstacles can serve as a basis for
formulating more targeted interventions (Mardikaningsih & Darmawan,
2026). This data can be obtained through various methods such as surveys,
secondary data analysis, and exploratory studies to understand audience
characteristics more comprehensively. The use of data in segmentation
helps reduce bias and unfounded assumptions. Community groups facing
dual demands in daily life, both within the workplace and other household
responsibilities, demonstrate that the needs of each audience subgroup can
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be highly specific and cannot be approached in the same manner (Evendi
et al., 2023). Data-driven segmentation also enables the identification of
audience subgroups that might be overlooked in conventional approaches.
Community subgroups with certain statuses who are entitled to basic
service access represent examples of audiences easily escaping the attention
of programs designed based on general assumptions (Fajar et al., 2022).
With this approach, interventions can be designed to reach the most
marginalized groups or those most difficult to access by previous programs.

The primary problem emerging in social marketing segmentation
practice is the gap between segmentation theory and its field
implementation. ~ Various  theoretical =~ frameworks  concerning
segmentation have been developed by academics, yet their application
frequently encounters significant practical constraints. This gap is reflected
in the lack of clear operational guidelines on how to conduct segmentation
systematically and effectively. Program designers frequently struggle to
determine which segmentation criteria are most relevant for specific
program objectives. The readiness of human resources to face new
generations growing up alongside digital technology also constitutes a
distinct issue, as practitioner capacity does not necessarily align with
continuously changing audience characteristics (Gani & Darmawan,
2023). They also face difficulties in integrating various segmentation
criteria into a coherent framework. Furthermore, limited data concerning
audiences renders the segmentation process suboptimal and frequently
based on intuition rather than empirical evidence. The principle of
prioritizing the interests of the most vulnerable parties in decision-making
should properly serve as a reference when program designers determine
which audience groups require the most attention (Fajar et al., 2021). Data
regarding audience characteristics, especially psychographic and behavioral
ones, is frequently difficult to obtain due to the costs and time required
for its collection. This limitation results in generated segmentation failing
to reflect audience realities accurately. This problem is exacerbated by a
lack of technical capacity among social marketing practitioners in
executing valid and reliable segmentation. The accumulation of these
various constraints prevents segmentation's potential to enhance campaign
effectiveness from being optimally realized.
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Demographic segmentation such as age, gender, and income is
indeed easy to measure and widely available. However, demographic
characteristics are frequently insufficient to explain differing responses to
social campaign messages. Two individuals with identical demographic
characteristics may respond to the exact same message very differently due
to differences in their values, attitudes, and beliefs. Segmentation relying
solely on demographic factors possesses limitations in predicting audience
behavior. Psychological dimensions such as lifestyle, personality,
motivation, and stages of behavioral change readiness are frequently more
determinative of audience responses. Urban lifestyles and levels of
environmental concern, for instance, have proven to be stronger predictors
of specific consumption patterns compared to mere age or income
(Darmawan & Putri, 2026). However, measuring psychological
dimensions requires more complex methodologies and larger resources.
Consequently, many social marketing programs overlook these
dimensions and rely on simple demographic segmentation. Value
determination approaches based on audience perceptions indicate that the
value an individual perceives in a message does not always correspond
directly to demographic figures attached to them (Sinambela & Aprilianti,
2013). This condition reduces segmentation accuracy and weakens its
contribution to campaign effectiveness. The challenge of integrating
psychological dimensions into social marketing segmentation requires
serious attention from program designers.

The importance of segmentation in social marketing becomes
increasingly pronounced amidst rising complexities in social problems and
community diversity. Rapid social changes, globalization, and information
technology advancements have created increasingly diverse communities
in terms of values, aspirations, and behaviors. Social campaigns failing to
account for this diversity risk becoming irrelevant and ineffective. Social
stigmas still clinging to certain groups within society indicate that message
reception barriers are not always technical, but also rooted in long-formed
perceptions difficult to change without approaches sensitive to those
groups (Aisyah & Issalillah, 2022). Segmentation offers a way out of
uniform approach failures by enabling more personal and contextual
interventions. The potential of segmentation to enhance the efficiency and
effectiveness of social programs cannot be ignored in public policy
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planning and development programming. The ways messages are packaged
and displayed likewise serve as identity markers and program quality
signals in the eyes of audiences, allowing appropriate communication
designs to reinforce the effects of designed segmentation (Sinambela &
Aprilianti, 2013). With increasingly limited public resources, the use of
segmentation becomes ever more crucial to ensuring that social
investments deliver maximal results. Various donor agencies and
international institutions are beginning to mandate segmentation-based
approaches in the programs they fund. The need to develop segmentation
capacity among practitioners and policymakers has become increasingly
urgent. This writing aims to fill knowledge gaps regarding how audience
segmentation can enhance social campaign effectiveness. The results of
this writing are expected to provide guidance for program designers in
implementing segmentation more effectively.

The purpose of this writing is to outline the mechanisms of audience
segmentation in enhancing the effectiveness of social marketing campaigns
and to identify the principles and segmentation approaches that have
proven to contribute to the success of behavior change programs. This
writing also aims to provide a conceptual framework for practitioners in
designing and implementing effective segmentation. By understanding
how segmentation works and the factors influencing it, program designers
can optimize the use of segmentation to achieve better results.

Method

This writing uses a qualitative literature study approach as the primary
method to answer the formulated research questions. This method was
chosen for its ability to synthesize knowledge from various written sources
about segmentation and the effectiveness of social marketing campaigns.
Qualitative research in the social sciences allows researchers to explore
complex phenomena through in-depth analysis of various forms of textual
data (Luitel, 2025). This approach aligns with the objective of the writing,
which aims to outline the mechanisms of segmentation conceptually
rather than testing hypotheses quantitatively. A systematic literature study
requires clear procedures in the search, selection, and synthesis of relevant
sources (Martinez et al., 2025). This procedure ensures that the
conclusions generated have a strong foundation and are academically
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accountable. By following a systematic procedure, this writing can avoid
selection bias and ensure comprehensive literature coverage. The sources
used in this writing include textbooks, journal articles, research reports,
and policy documents relevant to social marketing segmentation. Source
quality is assessed based on author credibility, publisher reputation, and
relevance to the topic discussed. This literature study is expected to
produce credible and reliable analyses.

The data collection process in this literature study was conducted
through systematic searches across various academic databases such as
Scopus, Web of Science, and Google Scholar. The keywords used included
combinations of segmentation, social marketing, campaign effectiveness,
behavior change, and audience. The search strategy was developed by
considering synonyms and term variations to maximize the coverage of the
literature found. Inclusion and exclusion criteria were applied to screen
sources relevant to the research questions. Sources published in the last
ten years were prioritized to ensure relevance to recent developments. A
systematic approach in literature studies ensures that the findings
generated are comprehensive and unbiased (Ebidor & Ikhide, 2024). This
systematic approach includes documentation of the search and selection
process as well as justification for the decisions made. Once the sources
were collected, thematic analysis was performed to identify patterns,
themes, and main arguments emerging in the literature. Thematic analysis
allows for the synthesis of knowledge from various sources that may have
different perspectives. Subsequently, findings from the analysis were
structured into a coherent conceptual framework that answers the research
questions. An appreciative qualitative approach can enrich the
understanding of social phenomena with a focus on potential and
strengths (Ridley-Duff & Duncan, 2015). This approach is relevant for
understanding how segmentation can serve as an instrument of audience
empowerment. By integrating various perspectives and findings, this
literature study attempts to provide a comprehensive picture of the role of
segmentation in social marketing campaigns. The results of this synthesis
are then organized into a structured and coherent discussion section.
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Result and Discussion

Audience segmentation in social marketing is essentially an effort to
understand human diversity and respond to that diversity through
appropriate  interventions. Every individual possesses different
backgrounds, experiences, values, and motivations that influence how they
receive and respond to campaign messages (Kubacki et al., 2017). The
dynamics of citizen participation in community life demonstrate that
differing perspectives among individuals help shape their patterns of
engagement toward shared issues (Rojak et al., 2021). Approaches that
ignore this diversity will yield messages that are overly general and lack
relevance for the majority of audiences. Segmentation addresses this
problem by dividing the population into more homogeneous groups based
on specific characteristics. The tension between personal interests and
shared responsibilities in an increasingly individualistic society also
indicates that the values held by each group can differ quite significantly,
meaning that the same message will not necessarily be received in the same
way (Saputra & Darmawan, 2021). Segmentation creates the foundation
for developing more personal and relevant messages and strategies. This
relevance is important because individuals tend to pay attention to and
remember messages they consider relevant to their lives. When a message
feels relevant, audiences are more likely to process the information actively
and consider adopting recommended behaviors. This process aligns with
information processing theory, which emphasizes the role of relevance in
capturing attention and facilitating understanding. Segmentation
contributes to campaign effectiveness through enhanced message
relevance for target audiences.

French (2016) explains that segmentation in social marketing is not
merely a technical activity, but a strategic decision affecting the entire
program lifecycle. The capacity for strategic thinking in facing uncertain
conditions serves as an important asset for program designers when
determining the direction of segmentation amidst information limitations
(Mardikaningsih & Darmawan, 2014). The decision to divide audiences
into specific segments will determine the direction of message design, the
selection of communication channels, and the setting of success indicators.
Appropriate segmentation enables program managers to allocate resources
more efficiently by focusing interventions on segments most in need or
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most ready to change. This efficiency is critical in social marketing, which
frequently operates with limited budgets (Ibrahim et al., 2021). The
precision of such processes can be enhanced through measurable statistical
approaches, as applied in engineering statistics-based quality control in
other fields (Hariani et al., 2026). By identifying priority segments,
programs can avoid dispersing resources too broadly and ineffectively.
Segmentation also assists program designers in setting realistic objectives
for each segment based on their characteristics and capacities.
Segmentation functions as a strategic planning tool guiding the overall
program development process. The successful implementation of
segmentation heavily depends on data quality and the team's competence
in analyzing that data. Solid team collaboration and social capital within
the implementing organization further determine how well audience data
can be processed into useful insights (Putra et al., 2021). Investment in
data collection and segmentation capacity building represents a
prerequisite for successful social marketing.

The application of segmentation in social marketing requires a deep
understanding of audience characteristics relevant to program objectives.
These characteristics can be grouped into several primary dimensions such
as demographic, geographic, psychographic, and behavioral (Kazanskaia,
2025). The demographic dimension encompasses variables such as age,
gender, education, and income, which are relatively easy to measure. The
geographic dimension relates to the audience's place of residence and
environmental factors influencing their behavior. The local identity of a
region, for instance, can constitute an important element in
understanding audiences on the geographic dimension, as closeness to
local traditions frequently shapes specific preferences and habits (Hariani
et al.,, 2015). Differences in audience positions within a commodity's
distribution chain, such as between producers and intermediaries, also
demonstrate that the economic and legal factors surrounding them
likewise differentiate how they respond to a message (Yustiargo et al.,
2024). The psychographic dimension encompasses values, attitudes,
personality, and lifestyle, which are more difficult to measure yet highly
influential toward behavior. The behavioral dimension relates to actual
audience behavior patterns, including their stage of readiness to change.
The combination of these various dimensions yields a more complete and
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accurate audience profile. The selection of appropriate dimensions must
be based on an understanding of the factors most influencing the behavior
intended to be changed. The principle of combining various elements of
the marketing mix is likewise relevant as a reference that the success of a
strategy indeed depends on how different elements are blended
appropriately rather than standing alone (Wisnujati et al., 2014). In
practice, multi-dimensional segmentation frequently yields richer insights
than segmentation relying on a single dimension alone. However, the
complexity of multi-dimensional segmentation also requires larger
resources and more careful analysis.

Behavioral segmentation offers a highly relevant approach for
social marketing due to its focus on actual audience actions. This
approach divides audiences based on their current behavior in relation
to the issue that forms the focus of the campaign (Coronil, 2021). For
example, in a campaign to reduce sugar consumption, behavioral
segmentation can divide audiences into heavy users, moderate users, light
users, and non-users. Each group possesses different characteristics and
needs regarding the required interventions. Heavy users may require
more intensive interventions oriented toward habit replacement.
Moderate users might need information regarding the negative impacts
of sugar consumption to encourage reduction. The non-user group can
serve as change ambassadors promoting healthy behaviors to others.
Behavioral segmentation also enables the identification of specific
barriers and facilitators faced by each group. An individual's self-efficacy
regarding their ability to face change helps determine how ready they are
to transition from one behavioral stage to the next, meaning that groups
with differing levels of self-efficacy require distinct approaches as well
(Mardikaningsih & Darmawan, 2022). Barriers to change may differ
between heavy and light users, thus requiring different strategies to
overcome them. Behavioral segmentation yields more precise and
effective interventions. Differences in audience acceptance levels toward
new systems, such as toward digital facilities beginning to be legally
recognized, likewise demonstrate that behavioral readiness is not
uniform across every group (Setiyono et al., 2026). Storey et al. (2015)
underline that understanding the audience's stages of behavioral change
constitutes a key component of effective segmentation. These stages
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encompass precontemplation, contemplation, preparation, action, and
maintenance, each requiring a different communication approach.

Psychographic segmentation complements behavioral segmentation
by providing an understanding of the motivations and values underlying
audience behavior. The psychographic dimension helps answer the
questions of why audiences behave the way they do and what can motivate
them to change. Values such as health, security, cleanliness, prestige, and
social responsibility can serve as drivers or inhibitors of behavioral change
(Winston, 2022). The value of health, for instance, is increasingly viewed as
part of workplace environmental design as well as daily life, meaning groups
prioritizing this value will be more responsive to messages highlighting
health aspects (Issalillah & Khayru, 2025). Segmentation based on these
values enables program designers to formulate messages aligned with the
audience's value framework. Messages aligned with audience values are more
likely to be accepted and internalized because they do not trigger cognitive
dissonance. For example, a campaign to reduce meat consumption can
utilize health values for one segment and environmental values for another.
Prestige values can likewise be utilized for segments prioritizing status, as
seen in premium pricing strategies for sustainable products that communicate
exclusive value to specific audiences (Mardikaningsih & Aisyah, 2025).
Approaches tailored to these values enhance message persuasiveness and
encourage the adoption of more sustainable behaviors. Psychographic
segmentation also assists in identifying segments that might be resistant to
change and understanding the reasons behind that resistance. Leadership
capable of driving value changes within a social system serves as an example
that instilling new values in a segment requires figures or messages trusted by
that group (Rojak et al., 2022). By understanding the sources of resistance,
interventions can be designed to address them more effectively. Psychographic
segmentation deepens understanding of audiences and enables a more
empathetic approach in behavioral change communication.

Newton et al. (2013) raise ethical issues in social marketing
segmentation that are frequently neglected in literature. Segmentation can
pose the risk of stigmatization toward certain groups if not executed
carefully. For example, segmentation focusing on risky behaviors such as
smoking or alcohol consumption can create negative stereotypes against
those groups. This risk increases when segmentation is based on sensitive
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characteristics such as socioeconomic status or ethnicity. Community
groups residing around vulnerable areas such as waste disposal sites serve
as a clear example of how careless segmentation can add to the burdens
they already bear, rather than helping them (Issalillah & Mardikaningsih,
2022). Social marketing practitioners need to consider the ethical
implications of their segmentation and ensure that segmentation does not
reinforce existing inequalities. Ethical principles such as respect for human
dignity, justice, and beneficence must serve as guides throughout the
segmentation process. Ethical leadership oriented toward social
responsibility should properly become a benchmark for program designers
so that segmentation is not misused for one-sided interests (Rojak &
Darmawan, 2021). Segmentation must be utilized to empower audiences
and assist them in making better choices, rather than to control or
manipulate their behaviors. Transparency regarding the objectives and
methods of segmentation is likewise crucial to building trust with
audiences. Weak compliance with ethical frameworks within a program,
as seen in cases of repeated violations in industrial zones, indicates that
supervision and consistent commitment remain necessary to ensure that
ethical principles are genuinely implemented (Rahmawati et al., 2023).
Ethical segmentation is segmentation that respects audience autonomy
and contributes to their well-being. The balance between program
effectiveness and ethical considerations must remain a primary concern
for program designers in applying segmentation.

Dietrich et al. (2015) provide empirical evidence regarding how
segmentation influences responses to social marketing programs through
a study on alcohol consumption. Their research demonstrates that
different audience segments respond differently to identical program
components. Segments sharing similar motivations tend to exhibit
comparable response patterns, whereas segments with differing
motivations show different responses. This differential response aligns
with the view that individual decisions are frequently influenced by specific
psychological mechanisms in evaluating the gains and losses of a choice,
meaning two segments can evaluate the same program differently
(Sinambela et al., 2012). These findings reaffirm the importance of
segmentation in designing effective and efficient programs. Programs
failing to account for differences across segments risk producing uneven
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impacts among audience groups. Certain groups may respond well, while
others may not respond at all. Similar patterns appear in consumer
behavior within the online shopping realm, where satisfaction with
product reviews, transaction ease, and product variety is not perceived
identically by every buyer segment (Darmawan & Anggie, 2026). This
condition results in unfairness in the distribution of program benefits and
resource waste. Segmentation enables program designers to identify which
segments are most likely to respond to specific interventions. Programs can
be designed to maximize positive impacts on the segments most in need or
most responsive. Perceptions of product and program quality can similarly
differ across segments, as seen in consumer acceptance of premium
electronic products influenced by the application of continuous
improvement principles and production origin (Darmawan & Aprilia,
2026). This approach enhances overall program efficiency and
effectiveness. The implication of these findings is that social marketing
program evaluations must consider response variations across segments
rather than relying solely on overall impact averages.

Segmentation also plays a crucial role in selecting the most effective
communication channels to reach each audience segment. Every segment
possesses different media preferences based on age, lifestyle, technology
access, and media consumption habits. Younger generations may be more
responsive to digital channels such as social media and mobile applications
(Evans et al., 2019). The close affinity of younger generations with music,
films, and digital content makes such channels effective pathways for
shaping their values and attitudes toward an issue (Kurniawan & Khayru,
2021). The habit of younger generations using social media as a literacy
space further reinforces the importance of these channels in effectively
reaching that segment (Kurniawan et al., 2021). Older generations may be
easier to reach through traditional media such as television, radio, or print
media. Geographic segmentation also influences communication channel
choices due to differing media infrastructure access across various regions.
Gaps in digital opportunity access experienced by young business
practitioners indicate that infrastructure availability likewise limits the
reach of certain channels among some segments (Sinambela et al., 2022).
Changes in social life patterns resulting from rapid urbanization also alter
how a region connects with information sources, meaning a channel
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effective in one area is not necessarily effective in another (Srinivasan,
2026). Segmentation enables program designers to allocate
communication budgets more efficiently by focusing on the channels most
effective for each segment. The use of appropriate channels increases
message reach and exposure frequency, which subsequently enhances
campaign effectiveness. Furthermore, segmentation allows the use of more
personal channels such as interpersonal communication for segments
requiring more intimate approaches. Channel selection must also consider
source credibility and audience preferences in receiving information.
Segmentation  helps  optimize integrated and  multi-channel
communication strategies to reach diverse audiences.

Gomez et al. (2018) examined the impact of segmentation and social
marketing on the adoption of prevention programs focusing on voluntary
medical male circumcision in Africa. Their research shows that effective
segmentation can enhance program adoption by identifying specific
barriers faced by various groups. These barriers can take the form of
cultural beliefs, concerns regarding medical procedures, or issues
concerning service access. Such service access barriers are also evident
among elderly groups requiring adequate social support systems to access
healthcare services properly (Khayru, 2022). Segmentation enables the
development of targeted strategies to overcome the specific barriers of each
group. For instance, groups with specific cultural beliefs may require
approaches grounded in traditional leadership. Groups with medical
concerns may require more detailed information regarding procedures and
safety. Groups with access issues may require closer or mobile services.
Such access limitations are also visible among micro and small business
actors who struggle to access economic benefits without properly targeted
support, making segmentation vital in determining appropriate forms of
assistance (Wisnujati & Mardikaningsih, 2021). This targeted approach is
more effective than uniform approaches ignoring differences among
groups. This research also demonstrates that ongoing segmentation is
required to respond to changing social dynamics and audience needs.
Changes in suburban residential patterns likewise alter the daily mobility
and social attachment of citizens, meaning segments residing in those areas
require approaches adjusted to their new conditions (Wisnujati &
Mardikaningsih, 2021). Segmentation conducted at the beginning of a
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program may no longer remain relevant as time progresses. Programs must
incorporate mechanisms to update segmentation based on data and field
feedback. Segmentation is not a one-time activity, but an ongoing process
integrated into the program lifecycle.

Gatewood (2022) highlights the application of segmentation
strategies in non-profit organizations, which frequently possess limited
resources compared to commercial organizations. Non-profit organizations
must make strategic choices regarding which segments to serve and how to
allocate limited resources. Segmentation assists non-profit organizations in
prioritizing the segments most in need or most likely to deliver substantial
social impact. Continuous work pressure on public service personnel
handling vulnerable groups indicates that selecting priority segments also
needs to account for the capacity and well-being of the program
implementers themselves (Khayru & Darmawan, 2023). This approach
enables organizations to achieve more with restricted resources. However,
non-profit organizations also face ethical challenges in selecting priority
segments due to the risk of ignoring groups that may be the most
vulnerable. Balancing efficiency and fairness constitutes an important
consideration in segmentation for non-profit organizations. Social
pressure-based compliance mechanisms regarding agreements outside
formal channels illustrate that the accountability of a decision does not
always depend on written rules, but also on trust built with stakeholders
(Suhandoko et al., 2023). Transparency in the segmentation process and
the criteria utilized are important for building trust with stakeholders.
Non-profit organizations also need to communicate the rationale behind
their segmentation choices to donors and the public. Segmentation for
non-profit organizations requires an approach that is not only effective but
also ethical and accountable. Sensitivity to equality must likewise be
observed, as seen in how technology can either reinforce or widen gender
gaps within the workplace if not managed carefully (Darmawan, 2024).
Gatewood also emphasizes the importance of organizational capacity in
conducting effective segmentation, including data analysis skills and
audience understanding.

Effective segmentation in social marketing requires integration
between top-down and bottom-up approaches in understanding audiences.
The top-down approach begins with existing theories and conceptual
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frameworks to guide data collection and analysis (French, 2017). The
bottom-up approach allows patterns and categories to emerge from
collected data without being forced into pre-existing frameworks.
Combining these two approaches yields a richer and more valid
understanding of audiences. A flexible organizational structure facilitates
the absorption of such bottom-up patterns because programs can adjust
more rapidly to changes encountered in the field (Darmawan &
Mardikaningsih, 2023). Qualitative data such as interviews and focus
group discussions can provide insights into audience experiences and
perspectives. Quantitative data such as surveys can provide a picture of
characteristic distribution among the population. The integration of
qualitative and quantitative data enables the triangulation of findings and
enhances segmentation validity. Segmentation based on rich and diverse
data is more likely to yield meaningful and actionable segments. The role
of social networks in helping a group gain specific access serves as an
example that audience engagement provides inputs difficult to obtain
solely through structured data (Lestari & Mardikaningsih, 2012). The
segmentation process must also involve stakeholders, including
representatives from the audience, to ensure relevance and acceptance.
Audience participation in the segmentation process can enhance a sense
of ownership and support for the program. The tension between local
values embraced by a community group and program approaches arriving
from outside illustrates that bottom-up approaches need to genuinely
listen to audiences, rather than merely adjusting terminology
(Mardikaningsih et al., 2021). Participatory segmentation tends to generate
interventions more responsive to audience needs and preferences.
Challenges in social marketing segmentation include data
availability, analytical capacity, and organizational commitment to
evidence-based approaches. Many organizations lack sufficient data
regarding their audiences to conduct valid segmentation. Available data
frequently fails to encompass variables most relevant for segmentation,
such as values and motivations (Sylvester & Spaeth, 2019). This limitation
drives program designers to rely on assumptions or utilize excessively
simple segmentation. Digital-based remote working systems now widely
implemented demonstrate that audience data management also demands
technological infrastructure readiness that not every organization possesses
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(Mardikaningsih & Darmawan, 2022). Investment in primary data
collection through surveys or qualitative studies is required to enhance
segmentation quality. However, this investment requires resources that are
frequently unavailable in programs with limited budgets. Analytical
capacity also constitutes a constraint because segmentation requires
statistical and analytical skills not possessed by all practitioners. Enhancing
staff knowledge and engagement through appropriate training serves as
one way to overcome such capacity limitations, particularly as some
analytical work begins to automate (Darmawan, 2024). Training and
capacity building in segmentation must become a priority for social
marketing organizations. Organizational commitment to evidence-based
approaches is likewise important to support the use of segmentation in
decision-making. Dependence on digital technology in audience data
management carries its own risks, as seen in emerging patterns of
violations related to responsibility and burden of proof in technology use
(Sutanto et al., 2023). Without this commitment, segmentation may be
neglected or applied inconsistently. Overcoming these challenges requires
planned strategies and support from various stakeholders. Collaboration
between academics and practitioners can help bridge the gap between
segmentation theory and practice.

Evaluating the effectiveness of segmentation in social marketing
requires clear indicators and appropriate methods to measure its impact.
Effectiveness indicators can encompass behavioral changes, attitude shifts,
knowledge, or levels of program participation. The psychological well-
being and quality of social relations of audiences are also worthy of
consideration as additional indicators, as seen in studies regarding the
impact of remote work on work dynamics and workers' social relations
(Darmawan, 2023). Measuring segmentation impact can be conducted by
comparing results between groups receiving segmented interventions and
groups receiving uniform interventions (Truong et al., 2021).
Experimental or quasi-experimental designs can be utilized to test
segmentation  effectiveness more rigorously. Such measurement
approaches align with efforts to assess the motivation and performance of
specific groups so that their contributions are maintained over the long
term (Darmawan & Mardikaningsih, 2023). However, in practice,
segmentation evaluation is frequently limited to measuring processes and
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outputs rather than long-term outcomes. Limited resources and time
frequently hinder comprehensive evaluations. Ongoing evaluation is
required to monitor audience responses and adjust segmentation as
needed. The program's ability to adapt to changing field conditions
likewise determines how well it survives and transforms over time
(Oluwatosin et al., 2023). Feedback from audiences and other stakeholders
must be incorporated into the evaluation process. Evaluation findings
should be utilized to refine program design and enhance future
effectiveness. Segmentation and evaluation must be viewed as an
interconnected and continuous cycle. This cycle also needs to follow
continuously shifting forms of work and employment relations in the
digital era to ensure that the indicators utilized remain relevant
(Mardikaningsih, 2025). This cycle enables organizational learning and
continuous improvement in social marketing.

Audience segmentation in social marketing does not stand alone but
is linked to other elements of the social marketing mix. The social
marketing mix encompasses social products, price, place, promotion,
policy, and partnerships, all of which can be customized based on
segmentation (Basil, 2019). The framework of segmentation, targeting,
and positioning serves as the foundation connecting each element of this
mix to move in alignment with audience needs (Arifin et al., 2014). Social
products such as health services or educational programs can be
customized to meet the specific needs of each segment. Program image and
the diversity of service forms offered likewise influence the breadth of
audience acceptance toward those social products (Darmawan, 2011),
while product development following market needs enhances its suitability
for each segment (Sinambela & Aprilianti, 2012). Price in social marketing
refers to the costs incurred by audiences to adopt new behaviors, both
financial and non-financial costs. Interactions between goods market and
money market conditions jointly shape audience purchasing power,
meaning perceptions regarding the costs of adopting new behaviors can
differ across segments (Jahroni & Darmawan, 2018). Segmentation assists
in identifying specific cost barriers faced by each segment and designing
strategies to reduce them. Place refers to audience access to products or
services, which can be enhanced through geographic or logistics
segmentation. The application of sustainable supply chain principles and
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the strengthening of local product capacities within retail distribution
channels serve as examples of how the place aspect can be strengthened to
reach specific segments (Barzani et al., 2018). Promotion encompasses
messages and communication channels that can be customized based on
the characteristics of each segment. The utilization of email as a
promotional channel, the strengthening of positioning and brand equity,
customer experience on digital platforms, efforts to curb loyalty erosion,
and women's involvement in green consumption decisions constitute
several examples of how promotion can be adapted to character traits of
each segment (Sinambela & Darmawan, 2021; Hariani & Mardikaningsih,
2013; Gardi et al., 2022; Sinambela & Aprilianti, 2011; Halizah &
Nuraini, 2021). Policy and partnerships can be developed to support
interventions at a broader level. Clarity of formal agreements, public legal
awareness of online contracts, enforcement rights barriers in civil disputes,
work experience in digital environments, and sharia-based financial
product innovation illustrate how policy and partnership elements require
clear governance to support targeted segments (Da Silva et al., 2022;
Hardyansah et al., 2022; Hardyansah et al., 2021; Putra et al., 2022; Putra
et al.,, 2023). The integration of segmentation into all elements of the
marketing mix yields coherent and effective programs. Segmentation
functions as an anchor connecting diverse social marketing components
into a single strategic unity. This integrated approach maximizes synergy
among elements and enhances overall program impact.

Effective segmentation requires a balance between precision and
practicality in determining the number and size of segments. Segmentation
that is too fine can generate numerous small segments that are
operationally difficult to reach. The phenomenon of parasocial bonds
between audiences and specific figures on social media serves as an
example of a very narrow segment yet difficult to manage systematically on
a large scale (Hariani & Mardikaningsih, 2022). Segmentation that is too
broad can yield segments that are overly heterogeneous, thus losing the
benefits of segmentation. Decisions regarding the level of segmentation
must consider program objectives, available resources, and audience
characteristics (Kazanskaia, 2025). Variations in consumer responses
toward authentic versus misleading green claims indicate that segments
with differing sensitivities require different levels of precision as well
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(Mardikaningsih et al., 2025). Segmentation must also pay attention to
continuity with previous programs and organizational capacity to
implement them. In some cases, simple segmentation with two or three
segments may suffice to achieve program objectives. In other cases, more
complex segmentation may be required to reach highly diverse audiences.
Workers' concerns regarding the potential of being replaced by artificial
intelligence, for instance, are not felt evenly across all groups, thus
requiring more detailed segment mapping (Mardikaningsih et al., 2023).
Flexibility in determining the level of segmentation is important to adjust
to the specific conditions of each program. Evaluation of the segmentation
utilized can help determine whether the chosen precision level is
appropriate. Tendencies of algorithmic bias in automated systems
demonstrate that grouping errors can impact certain segments unfairly if
segmentation precision is not evaluated carefully (Mardikaningsih &
Oluwatoyin, 2023). Segmentation must be viewed as an adaptive tool
rather than a rigid rule. Adjusting segmentation throughout the program
lifecycle enables continuous learning and improvement.

The contribution of segmentation to the effectiveness of social
campaigns is ultimately measured by the behavioral changes occurring
within society. Sustainable behavioral changes require more than mere
message exposure, but also environmental support and positive
reinforcement. Segmentation helps create conditions supporting change
by identifying and addressing the specific barriers of each group (Jim,
2021). Respecting the audience's autonomy in accepting an action, as seen
in medical procedure consent within clinical practice, serves as a reminder
that support for behavioral changes must still position the audience as
decision-makers (Issalillah et al., 2023). Environmental support such as
public policies, infrastructure, and social norms influences the likelihood
of adopting new behaviors. Clear regulations regarding electronic data and
personal data constitute one form of policy infrastructure that likewise
shapes the audience's sense of security when participating in a program
(Budiman et al., 2026). Segmentation can assist in identifying segments
capable of serving as change agents to influence social norms at the
community level. Authentic and ethical leadership within a group has
proven to shape a positive work climate as well as behaviors supporting
shared goals, meaning this pattern can serve as a reference for segments
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acting as change agents (Mardikaningsih et al., 2022; Mardikaningsih et
al., 2022). This approach utilizes social dynamics to reinforce intervention
impacts. Segmentation also enables the development of behavior
maintenance strategies tailored to each segment. Preparedness built
through digital leadership similarly helps a group maintain new behaviors
when facing changes in working systems (Mardikaningsih & Darmawan,
2023). Behavior maintenance is crucial to preventing a relapse into old
behaviors after an intervention ends. Segmentation contributes to the
long-term sustainability of program impacts. The contribution of
segmentation to campaign effectiveness also encompasses aspects of
resource efficiency and fairness in benefit distribution. Segmentation-
based approaches ensure that resources are allocated to the groups most in
need and most likely to change. Such contributions align with the notion
that social marketing can serve as an instrument for environmental
preservation and long-term business sustainability (Mardikaningsih, 2017).
Through this manner, segmentation enhances overall social marketing
effectiveness and supports the achievement of broader social objectives.

Conclusion

Audience segmentation is a fundamental strategy that enhances the
effectiveness of social marketing campaigns through four main
mechanisms. First, segmentation increases message relevance by tailoring
content and communication style to the specific characteristics of each
audience group. Second, segmentation enables more efficient resource
allocation by focusing interventions on priority segments. Third,
segmentation facilitates the selection of the most effective communication
channels to reach each audience segment. Fourth, segmentation helps
identify and address specific barriers faced by different groups in adopting
the desired behavior. The effectiveness of segmentation heavily depends
on the quality of data used, analytical capacity, and organizational
commitment to an evidence-based approach. Ethical and participatory
segmentation is more likely to produce interventions that are responsive
to audience needs and accepted by society. Segmentation is not merely a
technical tool, but a strategic approach that guides the entire social
marketing program cycle. The proper application of segmentation can
significantly increase the impact of social behavior change programs.
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Organizations need to develop policies and procedures that support
the consistent and ethical implementation of segmentation. Collaboration
with academics and research institutions can help strengthen
segmentation capacity and encourage innovation in methodology. The
development of practical guidelines and segmentation tools can assist
practitioners in applying this approach more effectively. Segmentation
research and practice must continue to evolve to meet the challenges of
increasingly complex social changes.
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