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Abstract

In this paper, three research questions are explored : theoretical foundations of
marketing, social marketing, and policy marketing; the concept of policy marketing is

not identical to policy promotion, while it is different from government marketing and
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public sector marketing. The author emphasizes that marketing is not just promotion or
advertising. To achieve policy goals and realize exchange values, issue-centered policy
marketing might concern involvement of several public organizations, whereas public
sector marketing is in search of its own survival. The author defines policy marketing
as follows. To realize political objectives, policy marketing is a policy process to
promote specific social behavior between the governmental agency and the publics’
value exchange relationship by strategic instruments of marketing mix conducted by

administrative agencies and personnel.

Keywords : exchange relationship, government marketing, marketing, policy

marketing, public sector marketing, social marketing.
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! Bl g ...the use of marketing principles and techniques to influence a target audience to
voluntarily accept, reject, modify, or abandon a behavior for the benefit of individuals, groups or
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