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Abstract

In the context of the transformation of welfare systems, and following the impact of the
COVID-19 pandemic, communication and social marketing have taken on a strategic role
in community social services. This study aims to analyse communication and social mar-
keting campaigns developed from 2020 to the present, in order to identify the social issues
addressed, the communication objectives and the strategies employed, as well as their link
to Community Social Services. A qualitative, exploratory and descriptive design is adopted
based on analysing the content of a corpus of 60 campaigns selected through intentional
sampling from international public sources. The results show a clear intensification of
campaigns in the post-COVID-19 period, with a predominance of themes such as gender
violence, mental health, unwanted loneliness and social exclusion. The communication
strategies are characterised by the use of emotional narratives, storytelling, audiovisual
formats and multi-channel dissemination, combining awareness-raising, prevention and
guidance towards social resources. It is concluded that community social marketing is
consolidating its position as a transformative tool that reinforces access to rights, social
cohesion and the role of Community Social Services as active agents of social change.

Keywords: social marketing; social communication; community social services; awareness
campaigns; social intervention; transformative communication

1. Introduction

In the current context of welfare system transformation, institutional communication
and social marketing have taken on an increasingly important role as strategic tools for

addressing complex social issues and strengthening the relationship between citizens

W) Check for updates and public institutions (Nesi 2020; Stover et al. 2024). The profound social, technological
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equitable access to social rights and services (Anuyah et al. 2023).

Alth() h th t 1 th t t (0] 1 \% ” t f t() d 1
This article is an open access article

distributed under the terms and of primary social care that has been developed specifically within the Spanish welfare

conditions of the Creative Commons  System (Castro-Spila et al. 2025). In Spain, community social services constitute the first
Attribution (CC BY) license. level of the public social protection system and are mainly organised at the municipal level.

Soc. Sci. 2026, 15, 154 https:/ /doi.org/10.3390/so0csci15030154


https://crossmark.crossref.org/dialog?doi=10.3390/socsci15030154&domain=pdf&date_stamp=2026-03-01
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://www.mdpi.com/journal/socsci
https://www.mdpi.com
https://orcid.org/0000-0001-9432-3705
https://orcid.org/0000-0002-2643-0100
https://doi.org/10.3390/socsci15030154

Soc. Sci. 2026, 15, 154

20f 18

They provide universal, local services focused on prevention, social inclusion, support for
vulnerable individuals and families, and coordination with other welfare sectors, such as
health, education and employment (Argtielles 2016).

While similar structures exist in other countries under different names, such as local
social services, community social assistance, or primary social welfare services, the Spanish
model is characterised by its strong territorial roots, its community orientation, and its
explicit function as a gateway to the social protection system in general (Forns and Alegre-
Agis 2024). In this article, the term is used in a broad and comparative sense to refer to local
or community-based public social services that combine direct intervention, prevention,
and community development functions.

Social marketing, understood as the application of marketing techniques and approaches
for the purpose of collective well-being, has established itself as a tool with high potential for
generating social awareness, changing attitudes and highlighting situations of vulnerability
(Hermann 2021). Unlike traditional communication models, which focus on the one-way
transmission of information, contemporary social communication strategies favour two-way;,
participatory approaches based on emotion, storytelling and identification with social issues
(Bhrammanachote 2024). In this regard, Community Social Services have begun to appropriate
these tools, recognising their ability to strengthen institutional trust, reduce social stigma and
foster community co-responsibility (Andrade-Guzmén and Lombe 2022).

This evolution in the use of communication and social marketing is a response not only
to a technological trend, but also to a structural need arising from growing social complexity
(Azzaakiyyah 2023). Issues such as social exclusion, poverty, violence, mental health and
unwanted loneliness require not only welfare responses, but also communication strategies
that enable understanding of their social dimension, generate empathy and mobilise citizens
(Gordon et al. 2022; Thangavel et al. 2022). In this context, communication is a cross-cutting
dimension of community social intervention, capable of connecting available resources
with the people who need them and contributing to the construction of more inclusive
social narratives (Mitchuk et al. 2021).

The COVID-19 pandemic accelerated the use of digital communication channels by
public institutions and social organisations, particularly during periods of restricted face-
to-face contact (Fiorentino et al. 2022). During this time, social communication campaigns
were widely used to disseminate information and maintain contact with citizens (Bela et al.
2021; Shah et al. 2020). However, this study does not assume that the pandemic created
social marketing or transformed it into a fundamentally new practice, as social marketing
has a long history of development linked to mass and digital media. The temporal focus
of this study reflects the accessibility and comparability of recent campaigns rather than a
rupture with previous practices.

Since 2020, a wide range of social communication and social marketing campaigns
linked to Community Social Services have been publicly disseminated through digital
channels (Roger et al. 2023). This study does not assume that the COVID-19 pandemic gen-
erated a new or fundamentally different form of social marketing, nor that it transformed
its objectives or effects. Social marketing has a long tradition associated with mass media
and, more recently, digital media (Wojczewski et al. 2023). The temporal focus of this study
responds to the accessibility, visibility and comparability of recent campaigns available
online, rather than to a presumed historical rupture with previous practices. Many earlier
campaigns are not systematically archived or easily retrievable, which limits their inclusion
in comparative qualitative analyses (Belso-Martinez et al. 2020).

However, despite this growing presence of social communication campaigns in the
field of Community Social Services, scientific research has paid limited attention to the sys-
tematic analysis of these initiatives (Agonafer et al. 2021). Most studies focus on theoretical

https:/ /doi.org/10.3390/so0csci15030154


https://doi.org/10.3390/socsci15030154

Soc. Sci. 2026, 15, 154

30f18

approaches or specific experiences, making it difficult to identify trends, communication
models and predominant strategies in the post-COVID-19 period (Roger et al. 2023). This
lack of comparative analysis limits our understanding of the real scope of community social
marketing as a tool for innovation in social intervention (Baptista et al. 2020).

This study does not aim to represent all social marketing campaigns developed after
COVID-19. The corpus analysed is a non-representative, exploratory sample, selected
from publicly available online materials in Spanish and English. Its purpose is to analyse
communication strategies within a limited set of accessible campaigns, not to describe their
prevalence or effects.

In response to this gap, this article aims to analyse communication and social market-
ing campaigns developed from 2020 to the present, with a special emphasis on their link to
Community Social Services. The objective is to identify the main social issues addressed,
the communication strategies employed and the predominant narrative approaches, high-
lighting the role of community social marketing as an emerging tool for social intervention.
Through this analysis, we aim to describe and interpret communication strategies and
narrative approaches used in a selected corpus of campaigns, in order to explore how
social marketing is articulated within community social intervention. Rather than mak-
ing claims about all post-pandemic campaigns, this study contributes to understanding
communicative patterns within a limited, exploratory sample.

2. Materials and Methods
2.1. Study Design

The study adopts a qualitative, exploratory and descriptive design (Creswell 2014),
based on the analysis of contemporary social communication campaigns. This approach
is appropriate for examining emerging and poorly systematised phenomena, such as the
use of social marketing and communication strategies in the field of Community Social
Services, allowing for the identification of patterns, trends and predominant communication
approaches without attempting statistical generalisation.

The work is conceived as a multiple-case study with a comparative and international
orientation, focusing on the cross-sectional analysis of campaigns developed in different
territorial contexts (Yin 2018; Hantrais 2009), with the aim of identifying common ele-
ments and differences in relation to the social issues addressed, the driving actors and the
communication strategies employed.

2.2. Campaign Search Strategy

Given that there are no standardised databases or specific academic repositories
that systematically collect social communication campaigns linked to Community Social
Services, a flexible search strategy was designed, adapted to the nature of the object of
study (Flick 2018).

Campaigns were identified through open and publicly accessible sources, including:
(1) institutional websites of public administrations and social services; (2) digital platforms
and repositories of good practices in social communication; (3) websites of third-sector
entities; and (4) audiovisual materials disseminated through social media and official
digital channels.

The search was conducted iteratively between January and June 2024 using Google,
YouTube, Instagram and institutional repositories. Searches were performed in Spanish and

”ou

English. The main search terms were: “social marketing campaign”, “social communication

"o ”ou

campaign”, “community social services”, “social welfare campaign”, and “public awareness
7 1"

campaign”, combined with thematic terms such as “gender-based violence”, “mental
health”, “loneliness”, and “social exclusion”.
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The time frame was set between 2020 and the present in order to delimit a recent
and digitally accessible corpus of campaigns. This temporal focus does not imply that
social marketing initiatives did not exist or were less developed before this period (Lazaro-
Rodriguez and Herrera-Viedma 2020). Although social marketing has a long tradition,
many campaigns are not systematically archived online (Purkey et al. 2022). This study
therefore does not claim novelty, but focuses on a recent, digitally accessible corpus.

2.3. Selection of Communication Campaigns

The corpus of analysis consists of a total of 60 social communication campaigns. The
selection was made using non-probabilistic purposive sampling, which is appropriate for
exploratory qualitative studies, aimed at identifying campaigns with social relevance and
analytical potential.

The search and selection process was carried out in three stages. First, an open ex-
ploratory search was conducted to identify a broad set of potentially relevant campaigns.
Second, each identified campaign was evaluated against the inclusion and exclusion cri-
teria. Finally, the selected cases were reviewed comparatively to ensure thematic diver-
sity, geographical representation, and variety of promoting entities. The final corpus of
60 campaigns was selected because it allowed thematic, institutional and territorial di-
versity, enabling comparative qualitative analysis of communication strategies within a
manageable sample.

The following criteria were established for including a campaign in the study: (1) the
campaign had an explicit social objective linked to raising awareness, prevention or promot-
ing access to social resources; (2) it was promoted by public administrations, community
social services, third-sector entities or mixed initiatives; (3) it had been developed wholly
or partly since 2020; (4) it had publicly accessible communication materials (graphic,
audiovisual or digital content); and (5) it addressed issues of interest for community
social intervention.

In addition to the inclusion criteria, explicit exclusion criteria were also established.
Campaigns were excluded when: (1) they had a purely commercial purpose without a clear
social or public interest objective; (2) they were limited to internal institutional commu-
nication without public dissemination; (3) they lacked materials sufficiently accessible to
the public for analysis; or (4) they focused exclusively on fundraising without a broader
objective of awareness-raising, prevention, or community guidance. These criteria ensured
the analytical consistency of the corpus and its alignment with the study’s focus on social
marketing linked to community social services.

The incorporation of campaigns was completed when analytical saturation was
reached, understood as the point at which the inclusion of new cases did not contribute
any substantive variations in the categories of analysis or in the communication ap-
proaches identified.

2.4. Data Extraction and Systematisation

An Excel database was designed to organise, systematise and analyse the audiovisual
campaigns under study so that the information corresponding to each case analysed could
be structured and homogeneously recorded (Miles et al. 2014). This tool facilitated both
cross-campaign comparisons and the subsequent development of qualitative analyses.

The database was structured around the following fields: country, year, campaign
name, entity that promoted the campaign, main theme, objective, audiovisual campaign
format, approximate duration (in seconds), main language, broadcast channels, main CTA
(call to action), planned or reported KPIs, link to the audiovisual material, link to the official

https:/ /doi.org/10.3390/so0csci15030154


https://doi.org/10.3390/socsci15030154

Soc. Sci. 2026, 15, 154

50f18

source, and methodological notes specifying the methodology used in each campaign when
such information is available.

These fields enabled the systematic collection of key aspects, such as the territorial and
temporal context of the campaign, the driving forces behind it, the social issues addressed,
the communication objectives pursued, the narrative and dissemination strategies em-
ployed, and the indicators used to evaluate the communicative impact. Likewise, the notes
section facilitated the inclusion of relevant qualitative observations, such as the degree of
connection with Community Social Services or noteworthy methodological particularities.

Data were extracted by directly analysing publicly available communication materials,
including audiovisual pieces, official descriptions, and associated institutional documenta-
tion. This procedure ensured consistency, comparability and homogeneity in the recording
of information for all campaigns included in the study:.

2.5. Content Analysis

The campaigns were analysed using the qualitative content analysis technique with
a comparative orientation (Krippendorff 2013; Mayring 2014). This technique made it
possible to systematically examine the messages, narratives and communication strategies
present in the campaigns, as well as to identify recurring patterns and differentiating
elements between contexts.

The analysis categories were constructed by combining a deductive approach, based
on the scientific literature on social marketing, institutional communication and community
social services, and an inductive approach, derived from the exploratory examination of
the materials analysed. This procedure made it possible to adapt the category system to the
specificities of the campaign corpus, while maintaining theoretical consistency.

Although frequency counts were used to describe the sample, these descriptive statis-
tics do not constitute analytical findings. The main contribution lies in the qualitative
interpretation of narratives, objectives and communicative strategies.

The analysis focused on identifying: (1) the priority social issues in the post-COVID-19
period; (2) the most frequently used communication strategies; and (3) the role assumed by
Community Social Services as communicative actors.

A campaign was considered linked to Community Social Services when these services
appeared explicitly as promoters, were referenced in calls to action or contact information,
or constituted the institutional framework underlying the social issue addressed. Cam-
paigns without explicit references were considered implicitly linked when they addressed
issues central to the scope of Community Social Services, such as gender-based violence,
social exclusion, mental health, unwanted loneliness or child protection.

3. Results
3.1. Description of the Sample

This section describes the main characteristics of the corpus analysed in order to
contextualise the qualitative findings. These data do not constitute analytical results, but
rather provide a descriptive overview of the sample.

The analysis corpus consists of a total of 60 social communication campaigns devel-
oped between 2020 and 2024, allowing for a systematic examination of the recent evolution
of social marketing linked to Community Social Services in the post-COVID-19 period.
The analysis of their general characteristics reveals temporal, territorial, institutional and
communicative patterns that demonstrate the progressive consolidation of communication
as a strategic tool for social intervention.

From a temporal perspective, the campaigns included in the corpus are distributed
across the years following 2020. Specifically, 83.4% of the campaigns (1 = 50) were carried
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out between 2021 and 2023, confirming the structural impact of COVID-19 on the intensified
use of social communication by public services and social entities.

The years 2021 and 2023 account for the highest number of campaigns, with
16 initiatives each (26.7%), followed by 2022, with 15 campaigns (25.0%). The year 2020,
marked by the initial phase of the health emergency, accounts for 10 campaigns (16.7%),
while 2024 has a lower quantitative presence, with 3 campaigns (5.0%), which can be
explained both by its proximity in time and by a possible shift towards more selective and
strategic campaigns.

This temporal distribution describes how the campaigns included in the corpus are
distributed over time. The temporal distribution of the campaigns analysed is summarised
in Figure 1.
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Figure 1. Distribution of campaigns by year (2020-2024).

The territorial analysis reveals a marked international character of the campaigns
analysed. Initiatives from more than 15 countries have been identified, which shows that
the use of social marketing in the field of Community Social Services is a trend shared by
different models of the welfare state.

The United States has the highest number of campaigns, with 8 initiatives (13.3%), fol-
lowed by Spain and the United Kingdom, with 6 campaigns each (10.0%). Also noteworthy
is the presence of campaigns developed jointly by the United States and Canada (8.3%), as
well as initiatives from Latin American countries such as Mexico (5.0%), Argentina, Chile
and Brazil. This geographical diversity reflects both the cross-cutting nature of the social
issues addressed and the adaptability of social marketing to different institutional and
cultural contexts.

In terms of scope, campaigns at the national, regional and local levels were identi-
fied, with initiatives promoted at the municipal and community levels being particularly
relevant, reinforcing the role of Community Social Services as key players in local social
communication. The territorial diversity of the campaigns is shown in Figure 2.

The category “Other countries” shown in Figure 2 comprises a total of 32 campaigns.
This grouped category includes the following territorial contexts and the number of cam-
paigns identified in each of them: Australia (n = 2), Italy (n = 2), South Africa (n = 2),
European Union (n = 2), global initiatives (n = 2), Portugal (n = 1), Canada (n = 1), Latin
America and the Caribbean (1 = 1), Peru (n = 1), Colombia (n = 1), India (n = 1), Bangladesh
(n =1), Ghana (n = 1), Norway (n = 1), Sweden (n = 1), Turkey (n = 1), France (n = 1), Chile
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(n =1), Argentina (n = 1), New Zealand (n = 1), Uruguay (n = 1), Kenya (n = 1), Philippines
(n = 1), Morocco (n = 1), Romania (1 = 1), Netherlands (n = 1) and Ireland (n = 1). These
countries and territorial categories were grouped together for visual clarity in the figure, as
each individually represents a small proportion of the total sample.

Other countries

United States

United Kingdom

Country

Spain

United States / Canada

Mexico

0 5 10 15 20 25 30
Number of campaigns

Figure 2. Distribution of campaigns by country.

In terms of the driving forces behind these campaigns, the analysis shows a clear pre-
dominance of public administrations, ministries, regional governments and local councils,
as well as local community social services. In addition, a significant proportion of the cam-
paigns are driven by third-sector entities, foundations and specialised social organisations,
in many cases in collaboration with public bodies.

This combination of actors demonstrates a logic of institutional and community co-
responsibility, in which social communication is structured as a shared space between the
public and the social spheres. The mixed campaigns also reflect the incorporation of more
creative and innovative approaches, typical of the associative sphere, into the institutional
discourse of social services. The types of promoting entities are shown in Figure 3.

An analysis of the formats used reveals a clear predominance of audiovisual content,
especially television commercials and digital videos, which account for 15.0% of all cam-
paigns. In addition, there are short commercials adapted for television and social media
(8.3%) and short videos specifically designed for social media (5.0%).

The commitment to audiovisual formats responds both to the need to capture attention
in saturated digital environments and to the effectiveness of images and visual storytelling
in generating emotional impact and facilitating identification with social issues. In most
cases, campaigns combine these formats with multi-channel dissemination that integrates
social media, institutional digital platforms and, to a lesser extent, traditional media, thus
reinforcing their reach and visibility. The communication formats used are summarised in

Figure 4.
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Figure 3. Type of entities promoting the campaigns.

Informational spots and community videos
Explanatory and testimonial videos
Awareness-raising spot for TV and digital media
Informational spots and testimonial videos
Informational and awareness-raising pieces
Digital spots and testimonial videos
Digital spots, musical pieces and testimonials
TV spot + online video
Campaign videos and real cases
PSA TV, digital video (other)
Targeted PSAs, digital video
PSA TV, digital video and social ads
PSA TV and digital video
Demonstration video for social media and media
Two institutional explanatory videos
Global spot and social media pieces
TV spots and digital videos (other)
Testimonial videos and explanatory pieces
TV spots and community videos
Informational and tutorial videos
Short spots for TV and social media (other)
Institutional videos and animations
Institutional videos and animated clips
TV spots and tutorial videos
TV spots and explanatory videos
TV spots and videos for social media (other)
Series of 5 microvid / micro-doc ie:
TV spots and videos for social media 2
Digital clips and informational spots 2
Testimonial videos and spots for social media
Institutional and testimonial videos
PSAs / spots on TV, cinema and digital platforms
TV spots and informational videos
Short videos for social media
Short spots for TV and social media 5
TV spots and digital videos 9

Communication format

wowwww

0 2 4 6 8
Number of campaigns

Figure 4. Communication formats used in the campaigns.

From a global perspective, the campaigns analysed show a clear focus on raising
social awareness, highlighting social issues and promoting access to social resources and
services. The repeated presence of explicit calls to action—such as requesting help, seeking
information, reporting situations of violence or contacting social services—reinforces the
instrumental and transformative nature of these initiatives.

The characteristics described above provide contextual information about the corpus
analysed and serve as a descriptive framework for the qualitative analysis presented in the
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following sections, which focuses on narrative strategies, communication objectives and
institutional linkages rather than on the distribution or prevalence of campaigns.

3.2. Social Issues Addressed in the Campaigns

The prominence of certain social issues within the analysed corpus reflects the the-
matic focus of the selected campaigns and the applied sampling criteria. It should not be
interpreted as an indicator of the prevalence or relative importance of these issues across
all social marketing initiatives developed in the same period.

The thematic analysis of the 60 social communication campaigns included in the
study identifies a set of priority social issues that structure the communicative discourse of
social marketing linked to Community Social Services in the post-COVID-19 period. The
campaigns address social issues that have also been discussed during the pandemic period,
although this study does not evaluate whether their prevalence increased as a result of
COVID-19.

From a global perspective, the campaigns analysed directly address more than ten
problem areas, although there is a clear thematic concentration on certain social issues.
The most recurrent issues are gender-based violence and sexist violence, mental health,
unwanted loneliness, social exclusion and poverty, vulnerable children and adolescents,
and the promotion of access to social services, forming a map of priorities aligned with the
main social challenges of the post-pandemic context.

3.2.1. Gender-Based Violence and Male Violence

Gender-based violence is the social issue most addressed in the campaigns analysed.
A total of 18 campaigns (30.0%) focus their main message on the prevention, visibility and
eradication of male violence, making this area an undisputed priority in institutional and
community social marketing.

Most of these campaigns are developed in public institutional contexts and are closely
linked to community social services, specialised services for women and emergency services.
From a narrative point of view, the predominant approaches focus on social awareness, the
identification of invisible situations of violence, and the promotion of support resources,
such as telephone helplines, municipal services and comprehensive care facilities.

A distinctive feature of these campaigns is their use of emotional and testimonial
narratives, which seek to generate empathy and break the social silence surrounding gender-
based violence. There has also been a gradual shift from messages focused exclusively on
victims to more community-based approaches that challenge the social environment and
reinforce collective responsibility in detecting and preventing violence.

For instance, one campaign uses a first-person voice-over in which a woman describes
everyday situations that gradually escalate into control and fear, without explicitly naming
violence. The final frame displays contact information for local support services, reinforcing
the link between awareness and access to help.

3.2.2. Mental Health and Emotional Well-Being

Mental health emerges as the second most recurrent issue, present in 12 campaigns
(20.0% of the total). This notable thematic weight reflects the psychological and emotional
impact of the pandemic, as well as the growing recognition of mental health as a central
axis of social well-being.

Campaigns related to this area address issues such as anxiety, depression, stress,
grief, suicide and emotional distress, and are aimed at both the general population and
specific groups, especially young people, adolescents and the elderly. In many cases,
the messages aim to normalise emotional distress, reduce the stigma associated with
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mental health problems and encourage people to seek help through social services and
community resources.

From a communication perspective, these campaigns stand out for their use of accessi-
ble, destigmatising language and the incorporation of everyday stories that make it easier
for the public to identify with them. Mental health is presented not only as an individ-
ual issue, but also as a social problem that requires collective responses and community
support networks.

For example, one campaign portrays short scenes of young people experiencing anxiety
in everyday contexts such as school or public transport, followed by messages normalising
emotional distress and encouraging contact with community-based support resources.

3.2.3. Unwanted Loneliness and Social Isolation

Unwanted loneliness is another emerging issue that features prominently in the
campaigns analysed, addressed in eight campaigns (13.3%). This issue is particularly
relevant in the post-COVID-19 context, especially among older people, although campaigns
targeting other population groups have also been identified.

Campaigns on unwanted loneliness emphasise the emotional, social and health conse-
quences associated with isolation and focus on the need to strengthen community ties and
social support networks. In this regard, Community Social Services are represented as key
agents for detecting situations of isolation and activating community resources.

Narratively, these campaigns often use images and stories that convey everyday
life, silence and the absence of bonds, appealing to empathy and the involvement of
the social environment. Loneliness is narratively framed as a collective concern rather
than an individual experience, reinforcing the community dimension through emotional
storytelling and symbolic imagery.

For example, one campaign depicts an older person eating alone at a kitchen table
in silence, while everyday sounds are amplified. The message concludes by inviting
neighbours and family members to “be present” and to contact local social services if they
identify situations of isolation.

3.2.4. Social Exclusion and Poverty

Social exclusion and poverty are present in 7 campaigns (11.7%), constituting a wide-
ranging issue that, in many cases, is linked to other areas such as unemployment, home-
lessness, or economic insecurity.

These campaigns tend to focus on raising awareness of situations of economic vul-
nerability exacerbated by the pandemic, as well as on promoting access to benefits, social
assistance and basic resources managed by Community Social Services. These campaigns
narratively frame poverty and social exclusion by emphasising structural factors and
rights-based discourses rather than individual responsibility.

In one campaign, a short video shows a family moving between temporary accommo-
dations, interspersed with on-screen text stating that access to housing and basic income is
a social right. The campaign concludes with information about how to contact local social
services for support.

From a communication perspective, these campaigns tend to combine objective data
with personal stories, seeking to balance social criticism with the promotion of available
resources. There is also an explicit concern to avoid stigmatising representations of poverty,
favouring more dignified and inclusive approaches.
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3.2.5. Children and Adolescents in Vulnerable Situations

Children and adolescents are the focus of six campaigns (10.0%) in the corpus analysed.
These initiatives address issues such as child abuse, neglect, child poverty, bullying and the
emotional impact of the pandemic on children and adolescents.

Campaigns targeting this area stand out for their preventive nature and for directly
appealing to the responsibility of adults, families, professionals and the community. In
many cases, Community Social Services are presented as a reference point for the early
detection of risk situations and the protection of children’s rights.

Narratively, visual and symbolic resources are used to emphasise vulnerability and the
need for protection, combined with clear messages about the help and reporting channels
available. These campaigns reinforce the rights-based approach and the centrality of
children as a priority for social intervention.

3.2.6. Promoting Access to Social Services and Community Resources

A set of five campaigns (8.3%) focuses explicitly on promoting access to community
social services, providing information on resources, benefits and services available to
citizens. These campaigns are markedly institutional in nature and seek to reduce barriers
to access, misinformation and stigmatisation associated with the use of social services.

In this area, communication is aimed at reinforcing the visibility of social services
as a universal right and not as a residual resource. The messages tend to emphasise the
proximity, accessibility and usefulness of these services, using clear language and formats
adapted to different audiences.

This type of campaign is particularly relevant in crisis contexts, where demand for
social care increases and it becomes necessary to ensure that citizens are aware of the
resources available and how to access them.

3.2.7. Other Emerging Issues

Finally, a small number of campaigns address other social issues—such as disabil-
ity, functional diversity, migration, LGTBIQ+ equality, substance use, and community
coexistence—in a more specific or timely manner. Although these topics represent a smaller
percentage of the corpus, their presence highlights the diversity of areas in which social
marketing can contribute to raising awareness and social intervention.

These campaigns tend to take highly specialised approaches and are often driven by
third-sector organisations in collaboration with public administrations, which reinforces
their innovative nature and transformative potential.

Overall, the thematic analysis of the issues addressed shows that the social commu-
nication campaigns developed since 2020 reflect a clear alignment with the main social
challenges of the post-COVID-19 context. The centrality of gender-based violence, mental
health and unwanted loneliness highlights a broadening of the traditional focus of social
services towards relational, emotional and community dimensions of well-being.

Likewise, the thematic diversity observed confirms the potential of community social
marketing as a flexible and adaptable tool, capable of addressing both structural issues and
emerging situations, contributing to the construction of social communication aimed at
transformation, prevention and the guarantee of rights.

3.3. Communication Objectives and Strategies Used in the Campaigns

Analysis of the communication objectives and strategies of the 60 campaigns included
in the study reveals consistent patterns in the communication goals pursued and the
strategic approaches used in social marketing linked to Community Social Services.
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From a global perspective, the communication objectives identified do not appear in
isolation, but rather combine and overlap, depending on the social issue addressed, the tar-
get audience and the institutional context from which each campaign is promoted. However,
content analysis allows them to be grouped into four broad categories of communication
objectives, which recurrently structure the design and discourse of the campaigns analysed.

Firstly, the objective of raising social awareness and consciousness stands out across
the board, present in most of the campaigns in the corpus. These initiatives seek to highlight
complex or socially invisible social issues, generate empathy among citizens and question
socially normalised norms, attitudes or beliefs. This objective is particularly relevant in
campaigns focusing on gender-based violence, mental health, unwanted loneliness and
social exclusion, areas in which communication is aimed at provoking an emotional and
reflective response rather than conveying technical information. This approach coincides
with the principles of critical social marketing, which emphasises the role of communi-
cation in transforming cultural and social frameworks related to collective well-being
(Gordon et al. 2022).

A second recurring objective is the prevention and early detection of situations of social
risk. In this case, campaigns aim to alert people to warning signs, facilitate the identification
of problematic situations in the immediate environment, and reinforce community co-
responsibility in protecting vulnerable individuals and groups. These types of objectives
appear most strongly in campaigns linked to the prevention of gender-based violence, the
protection of children and adolescents, and the promotion of emotional well-being. From
this perspective, communication is configured as a preventive tool that complements the
direct intervention of Community Social Services, helping to reduce the invisibility of social
risk and promoting early action.

Thirdly, campaigns are identified whose main objective is to provide guidance on
resources, services and social rights. These initiatives incorporate explicit calls to action
aimed at providing information about benefits, care facilities, helplines, or available com-
munity services. The communicative emphasis is on reducing barriers to access, combating
misinformation, and normalising the use of social services as a universal right, avoiding
welfare-based or stigmatising approaches. These types of objectives are particularly com-
mon in campaigns promoted directly by local public administrations and social services,
and are in line with research highlighting the importance of institutional communication in
improving access to and integration of social services (Agonafer et al. 2021).

Finally, a smaller number of campaigns combine the above objectives with the explicit
aim of community mobilisation and participation, promoting active citizen involvement,
volunteering or collective action, as summarized in Table 1. These campaigns tend to adopt
more participatory and collaborative approaches and are usually promoted by third sector
entities in coordination with public administrations. Although quantitatively less frequent,
these initiatives reflect a more advanced use of social marketing, aimed not only at raising
awareness or informing, but also at activating community dynamics and processes of social
co-responsibility.

In relation to the communication strategies employed, content analysis reveals a clear
predominance of narrative approaches based on emotion, storytelling and identification
with everyday situations. Campaigns repeatedly resort to personal stories, scenes from
everyday life and explicit or implicit testimonials that allow the public to recognise them-
selves in the situations depicted. For example, in one campaign addressing unwanted
loneliness, the narrative centres on an older person performing everyday activities alone in
silence, while ambient sounds are amplified to emphasise isolation. Rather than explicitly
describing loneliness as an individual problem, the campaign frames it as a collective
concern. The final message invites neighbours and relatives to remain attentive to similar
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situations and provides contact details for local social services, explicitly linking emotional
awareness with community responsibility.

This type of strategy promotes emotional connection with the messages and facilitates
understanding of complex social issues, in line with studies that highlight the effectiveness
of storytelling in social and community communication (Belso-Martinez et al. 2020; Mitchuk
et al. 2021).

Likewise, there is widespread use of familiar, accessible and destigmatising language,
especially in campaigns related to mental health, poverty or access to social services. This
approach helps to reduce symbolic barriers, normalise the demand for help and promote a
more inclusive perception of social services, avoiding paternalistic or blaming representa-
tions of social vulnerability. Similarly, in a campaign focused on mental health, short scenes
depict young people experiencing anxiety in ordinary contexts such as public transport or
school. The narrative avoids clinical language and instead normalises emotional distress as
part of everyday life. The campaign concludes with a direct call to seek support through
community-based services, combining destigmatising storytelling with practical guidance
on available resources.

Table 1. Communication objectives and communication strategies identified in the campaigns analysed.

Main Communication
Objective

Description of the
Objective

Predominant Communication
Strategies

Most Frequent Social
Issues

Social awareness and
sensitisation

Raise awareness of
complex or invisible social
issues and generate social

empathy.

Emotional narratives,
storytelling, everyday stories,
symbolic images, implicit or
explicit testimonials

Gender-based violence,
mental health, unwanted
loneliness, social exclusion

Prevention and early
detection

Alert people to warning
signs and encourage early
identification of situations

of vulnerability.

Direct messages, appeal to the
community environment,
examples of recognisable

situations, educational
language

Gender-based violence,
child protection, emotional
well-being

Guidance towards
resources and services

Facilitate access to benefits,
care facilities and
community social services.

Clear calls to action (CTAs),
practical information, use of
institutional channels,
normalisation of service use

Access to social services,
poverty, social exclusion

Community
mobilisation and
participation

Promote active citizen
involvement and social
co-responsibility.

Participatory approaches,
collaborative campaigns,
collective appeals,
multi-channel dissemination

Community action, social
support, volunteering

In terms of formats, short audiovisual content adapted for multi-channel dissemi-
nation clearly predominates, combining television, social media and institutional digital
platforms. This strategy responds both to the need to capture attention in saturated commu-
nication environments and to adapt messages to the media consumption habits of different
population groups. The preference for audiovisual formats also reinforces the emotional
impact of the messages and their potential for dissemination, as recent research on social
communication in digital contexts indicates (Bhrammanachote 2024).

Calls to action (CTAs) are a central element of communication strategies, especially
in campaigns aimed at prevention and access to resources. These calls are formulated in
a clear and direct manner, inviting people to seek help, obtain information, report risky
situations or contact Community Social Services. The systematic presence of calls to action
positions communication as a bridge between social awareness and orientation towards
available resources.
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Overall, the results show significant consistency between communication objectives
and the strategies employed. Awareness-raising campaigns prioritise emotional and sym-
bolic narratives, while those focused on resource orientation adopt more informative and
functional approaches.

3.4. Linking Campaigns to Community Social Services

An analysis of the 60 social communication campaigns reveals varying degrees of
linkage with Community Social Services, depending on the role these services play in the
design, content and calls to action of the campaigns. The results show that the linkage is
not homogeneous, but it is systematic and takes recognisable forms that reflect a process of
progressive integration of communication within community social intervention.

Most campaigns analysed were promoted by national or regional public institutions
or large third-sector organisations. However, many of them explicitly referred to local or
community-based services through their calls to action, helplines or resource information.
In this study, the term “community” does not refer to the territorial scale of the campaigns,
but to the functional role attributed to Community Social Services as points of access,
proximity and coordination within the social protection system.

In 14 campaigns, Community Social Services act as the direct promoter, appearing
to be explicitly identified as responsible for the initiative. These campaigns are mainly
concentrated at the municipal and local level and are aimed at providing information
on social resources, access procedures, basic social care services and community support
mechanisms. In these cases, communication is used as an operational tool for social
intervention, aimed at facilitating access to rights and reducing informational and symbolic
barriers associated with the use of Social Services.

In 21 campaigns, the link with Community Social Services is established through
explicit calls to action, even though the main promoting entity is a regional or state ad-
ministration, or a third-sector organisation. These campaigns refer directly to resources
managed by Social Services, such as municipal services, social care hotlines, emergency
services or local community resources. The main function of communication in these cases
is to guide citizens towards existing services, reinforcing the role of Social Services as a
gateway to the social protection system.

A third group, comprising 25 campaigns, has an implicit link with Community Social
Services. Although not directly mentioned in the messages, the campaigns address issues
that are central to their scope of action, such as gender violence, mental health, social
exclusion, unwanted loneliness and child protection. These initiatives focus on raising social
awareness, highlighting situations of vulnerability and promoting attitudes of community
support, creating a favourable framework for social intervention, although without direct
referral to services.

From a comparative perspective, it can be observed that campaigns with a direct
or explicit link tend to use informative and functional language, with clear messages
about resources, rights and procedures, while campaigns with an implicit link prioritise
emotional and symbolic narratives aimed at raising social awareness. This difference
responds to different but complementary communication objectives within the overall
social intervention strategy.

Overall, the results show that Community Social Services are structurally present
in the ecosystem of campaigns analysed, either as promoters, as reference resources or
as an underlying institutional framework. This presence is consistent with the use of
communication and social marketing as integrated components of community action
within the campaigns analysed, particularly in relation to access to information about
services and social rights.

https:/ /doi.org/10.3390/s0csci15030154


https://doi.org/10.3390/socsci15030154

Soc. Sci. 2026, 15, 154

15 of 18

4. Discussion

This discussion interprets the qualitative patterns identified in the analysis of a se-
lected corpus of social marketing campaigns developed since 2020. Rather than assessing
the effects or prevalence of social marketing initiatives, the discussion focuses on how
communication objectives, narrative strategies and institutional linkages are articulated
within the campaigns analysed, and how these patterns relate to existing scholarship on
social marketing and community social intervention.

Taken together, the analysis suggests that the campaigns examined narratively con-
struct communication as more than a purely instrumental or informational practice. Instead,
communication is articulated within the analysed campaigns as a strategic component of
social intervention, without assessing its social effects. This interpretation is based on the
recurring alignment between communication objectives and narrative strategies observed
across the campaigns analysed, rather than on an assessment of their social effects.

The prioritisation of issues such as gender-based violence, mental health, unwanted
loneliness, social exclusion and poverty reflects an expansion of the focus of social services
towards the emotional, relational and community dimensions of well-being. This finding
coincides with previous research highlighting how social communication can contribute to
the transformation of norms, the prevention of risk situations and awareness-raising about
structural vulnerabilities (Bhrammanachote 2024; Gordon et al. 2022).

An analysis of communication strategies shows a predominance of emotional nar-
ratives, storytelling and multi-channel audiovisual formats. These techniques facilitate
audience identification with the social issues addressed, increase the effectiveness of mes-
sages and allow awareness-raising objectives to be combined with practical guidance
towards social services (Belso-Martinez et al. 2020; Mitchuk et al. 2021). The distinction
between campaigns with a direct or explicit link to social services—aimed at providing in-
formation on resources and procedures—and campaigns with an implicit link—focused on
awareness and sensitisation—highlights the complementarity of communication objectives
in social intervention.

In this regard, the results of the analysis allow us to identify clear patterns in relation to
the communication objectives and strategies used in the campaigns analysed. Beyond the
diversity of themes, the initiatives repeatedly combine objectives of social awareness and
sensitisation, prevention and early detection of risk situations, and guidance towards social
resources and services. This articulation between objectives and strategies discursively
positions community social marketing as a practice oriented towards social awareness,
prevention and guidance to resources.

Collaboration between public administrations and third-sector entities reinforces the
model of institutional and community co-responsibility, consolidating Community Social
Services as strategic actors of proximity and social cohesion. This finding highlights the
need to strengthen inter-institutional links and harness the creativity of the third sector
to improve the design and effectiveness of campaigns. However, the heterogeneity in the
degrees of linkage and communication strategies highlights the absence of a systematic
framework for campaign planning and evaluation, limiting the ability to measure their real
impact and replicate good practices (Agonafer et al. 2021; Roger et al. 2023).

Although this study offers relevant findings, it has certain limitations that should
be noted. The campaigns were selected based on their public availability, so some local
or less widely publicised initiatives may not have been included. Furthermore, as this
is a qualitative and exploratory approach, the results are not fully generalisable to all
territorial or cultural contexts, especially given the international diversity of the cases
analysed. Furthermore, the analysis focused on communication strategies and objectives
without directly measuring the effects on citizens or the use of services, so it is not possible
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to establish direct causal relationships. Even so, these limitations open up opportunities for
future studies that incorporate more systematic evaluations, longitudinal follow-up and
comparisons between different contexts.

The results of the study have important implications for the practice and planning
of Community Social Services. Integrating transformative communication and social
marketing into institutional strategy can improve the visibility of services, facilitate access
to resources, and reduce the stigma associated with their use. In addition, training in
strategic communication for professionals and collaboration with third sector entities are
essential to enhance the creativity and effectiveness of campaigns. Having clear impact
indicators would make it possible to evaluate results, optimise resources and consolidate
replicable good practices. Finally, the focus on both emerging and structural issues—from
gender-based violence to mental health and social exclusion—underscores the need for
inclusive communication policies capable of combining information, awareness-raising
and community action in a coherent and effective manner.

Overall, the evidence suggests that post-COVID-19 community social marketing
functions as a flexible and transformative tool, capable of addressing complex social issues,
promoting rights, strengthening social cohesion, and consolidating Community Social
Services as strategic actors of social change.

5. Conclusions

The analysis of the 60 social communication campaigns developed between 2020 and
2024 shows that social marketing and transformative communication are increasingly artic-
ulated as strategic components within the campaigns analysed. The analysis of the selected
campaigns shows that communication is framed as more than a purely informative function
within the examined corpus. This issue highlights the importance of structurally integrat-
ing communication into social service policies and practices, recognising its potential to
generate social impact beyond the individual sphere.

The issues addressed in the campaigns reflect a broadening of the traditional focus
of social services, incorporating relational, emotional and community dimensions of well-
being. Gender-based violence, mental health, unwanted loneliness, social exclusion and
poverty are strategic priorities, reflecting a comprehensive response to the structural and
emerging vulnerabilities exacerbated by the pandemic. This pattern suggests that commu-
nity social marketing not only fulfils a function of visibility and awareness-raising, but also
acts as a catalyst for social intervention by mobilising citizens and strengthening trust in
institutions. The study also highlights the existence of defined patterns of communication
objectives and social marketing strategies, which reinforce the role of communication as
a structural dimension of intervention in Community Social Services, beyond its purely
informative function.

The study also shows that communication strategies based on emotional narratives,
storytelling and multi-channel audiovisual formats are particularly effective in generating
identification and empathy, allowing social awareness objectives to be balanced with a
focus on specific resources managed by social services. The observed complementarity
between awareness-oriented and resource-oriented strategies suggests the presence of a
structured approach to social marketing within the campaigns analysed, in which different
communicative logics coexist depending on objectives and institutional roles. Collabo-
ration between public administrations and third-sector entities reinforces the creativity
and innovation of campaigns, consolidating a model of institutional and community co-
responsibility that strengthens social cohesion and the role of Community Social Services
as strategic actors of proximity.
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In short, post-COVID-19 social marketing campaigns are a flexible and transformative
resource that expands the capacity of Community Social Services to address complex
issues, promote rights and strengthen community action. This study does not assess the
effects or effectiveness of social marketing campaigns. Its contribution lies in describing
and interpreting communicative strategies and institutional narratives within a limited,
exploratory corpus.
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