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Abstract

The article intertwines two different fields of science where we can see how very much
connected they actually are. The first one is the field of partner relationship in relation to
intergenerational dialogue and the second one is social marketing. To the best of our
knowledge, this research issue is almost unaddressed in the literature. The purpose of
social marketing is to change different socially undesirable, unacceptable and harmful
ways of behaviour. The issue of partnerships is by its nature one of the most intractable
ones, because a lot of partners are ashamed to reveal their problems. The article is focused
on the change of the behaviour of partners and other family members from which it is
required to change deeply rooted beliefs and patterns of behaviour or the way of behav-
iour that are transmitted from generation to generation. Intergenerational transmission is
one dimension of the larger concept of intergenerational relations. Through intergenera-
tional dialogue people from different generations can learn new things together, learn
from one another, or teach one another. This article describes how it is possible to apply
social marketing to relevant issues within the marriage and family field. It also presents a
study whose purpose is to determine whether social marketing is the right intervention
and motivational approach to resolve problems in partner relationship (target group),
who are faced with problems such as mutual conflict, inadequate communication, prob-
lems of alienation, emotional separation, marriage infidelity, various dependencies, men-
tal or physical violence and problems in raising children.

Keywords: social marketing, partner relationship, intergenerational dialogue, prevention

programs, intergenerational transmission, behaviour patterns

INTRODUCTION

Social marketing is a way of planning commu-
nication programs that aim to influence human
behaviour, and was »born« as a discipline in
the 1970s, when Philip Kotler and Gerald
Zaltman /1/ realized that the same marketing
principles, used to sell products to consumers
could be used to »sell« ideas, attitudes and
behaviours. Social marketing seeks to influ-
ence social behaviours not to benefit the mar-
keter, but to benefit the target audience and
the general society«. In most cases, social mar-
keting principles and techniques are used by
those on the front lines for improving public
health, preventing injuries, protecting the en-
vironment and engendering community in-
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volvement /2/. By raising awareness and en-
couraging desired behaviors we want to show
the impact of social marketing on wider as-
pects of enriched family life and dynamics.
The context of health promotion and injury
prevention prejudice the area of family and
partner issues. By raising awareness and en-
couraging desired behaviours we want to
show the impact of social marketing on the
wider aspects of higher quality family life /3/.
With the promotion of a healthy lifestyle, such
as the omission of the abuse of drugs and alco-
hol, we can for instance influence the change of
mode of behaviour which will - in the long run
- result in a reduction of domestic violence.
The quality of relations in a family, which is



Natasa Demsar Pecak, Marija Ovsenik: SOCIAL MARKETING AND INTERGENERATIONAL DIALOGUE-A NEW RE-
SEARCH APPROACH TO RESOLVE PROBLEMS IN PARTNER COMMUNICATIONAL RELATIONSHIPS
Media, culture and public relations, 5, 2014, 2, 147-160 148

the basic cell where an individual lives and
works, is a factor of risk to physical and mental
health (sexual abuse, physical psychological
and physical damage). We can also say that
social marketing is a concept that can efficient-
ly and effectively influence different socially
undesirable, unacceptable and harmful ways
of behaviour, such as driving without using a
safety belt, abuse of drugs and alcohol, domes-
tic violence, smoking, sexual abuse, unprotect-
ed sexual relations, etc. We believe that the
essence of social marketing in promoting social
change and progress is through improving the
individual’s quality of life. These examples in
the context of health promotion and injury
prevention prejudice to the area of family and
partner issues. By raising awareness and en-
couraging desired behaviours we want to
show the impact of social marketing on the
wider aspects of higher quality family life.
Definitions from a few social marketing veter-
ans /4/:

Nancy R. Lee, Michael L. Rothschild, and Bill
Smith, 2011: Social Marketing is a process that
uses marketing principles and techniques to
influence target audience behaviours that will
benefit society as well as the individual. This
strategically oriented discipline relies on creat-
ing, communicating, delivering, and exchang-
ing offerings that have positive value for indi-
viduals, clients, partners, and society at large.
Alan Andreasen, 2011: Social Marketing is the
application of commercial marketing concepts
and tools to influence the voluntary behaviour
of target audiences to improve their lives or
the society of which they are a part.

Gerard Hastings, 2011: Social Marketing criti-
cally examines commercial marketing so as to
learn from its successes and curb its excesses.
Craig Lefebvre, 2011: Social Marketing is the
application of marketing principles to shape
markets that are more effective, efficient, sus-
tainable, and just in advancing people’s well-
being and social welfare. Nedra Weinreich,
2011: Social Marketing is the use of marketing
principles and techniques to promote the
adoption of behaviours that improve the
health or well-being of the target audience or
of society as a whole.

The main social themes, which have a social
marketing impact, are divided by Kotler, Rob-
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erto and Lee /5/ (2002: 15-16), and Weinreich/6/
into the following areas: (1) Health promotion:
smoking, alcoholism, alcohol consumption
during pregnancy, immunisation, young adult
pregnancy, disorders, blood pressure, diabetes,
skin cancer, health, teeth, osteoporosis, breast-
feeding, cancer of the prostate, the consump-
tion of fat, the consumption of fruit and vege-
tables, high cholesterol, AIDS/HIV, physical
activity, sexual abuse, family planning, educa-
tion. (2) Preventing injury: driving under the
influence of alcohol, the use of a safety belt,
another traffic accident, the use of child seats,
suicides, sexual abuse, drowning, use of
weapons, falls... (3) Protection of the environ-
ment: reducing waste, recycling, toxic fertiliz-
ers and pesticides, the air pollution by cars and
other resources, the conservation of energy,
acid rain, fires... (4) Involvement in society:
blood and organ donations, participation in
the elections.

It should be noted that the above entry health
promotion and injury prevention also refers to
the sphere of family or partner issues. With the
promotion of the desired mode of behaviour in
these categories, we wish at the same time to
influence the wider aspects of higher quality
family life. We can for instance with the pro-
motion of a healthy lifestyle, such as the omis-
sion of the abuse of drugs and alcohol, influ-
ence the change of mode of behaviour which
will in the long run result in a reduction of
domestic violence. The quality of relations in
the family which is the basic cell where the
individual lives and works is a factor of risk to
physical and mental health (sexual abuse,
physical psychological and physical damage).
Social marketing impacts many social issues.
Our article is focused on the change of the
behaviour of partners and other family mem-
bers from which it is required to change deep-
ly rooted beliefs and patterns of behaviour
such as mutual conflict, problems of alienation,
emotional separation, marriage infidelity, vio-
lence and various dependencies and problems
in raising children. Changes when we don't
want to affect the position and behaviour of
target groups are called cognitive changes.
These amendments are not going to attempt to
affect the change in the deep-rooted ways of
behaviour of individuals, and therefore we can
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say that they are the easiest achievable chang-
es. The main purpose of the amendments is to
raise awareness and to educate. The central
objective is to extend the information, for ex-
ample, to inform people about proper nutrition
or about importance of physical activity of the
elderly. There are a number of public-
information campaigns who are trying to in-
fluence the target group to change their views.
The next social changes which we want to
affect are changes of action or encouragement
to action. The objective of the action of the
amendments is to maximize the number of
individuals or target groups which would
decide on a certain activity within a certain
frame of time. In this case we can encourage
the target group in actions like vaccinations,
volunteerism in nursing homes, etc. To make
people act is harder than merely informing
them, because every action represents a fixed
cost for the target groups (time, distance, ener-
gy...). Despite the positive stance, the costs can
deter them from action. The task of social mar-
keting is to make the decisions easier for the
individual. The change of behaviour demands
from the individual the abandonment of old
habits as well as the adoption and the mainte-
nance of new ones. Such campaigns are anti-
smoking campaigns, campaigns against exces-
sive use of alcohol, campaigns against drug
abuse and others. Programs of social market-
ing do not just encourage single actions, but
try to encourage the persistence in the new
way of behaviour. For the experts, the change
of behaviour is the most important change.
They believe that it should be the goal of every
social marketing campaign. The last change is
the change of value, which is the most difficult
form of social marketing. From the individual
it requires changing of deeply rooted beliefs
(the right to abortion, family planning, etc...).
Most such changes of values cause great stress,
pressure and resistance to target group. De-
spite the fact that social marketing campaigns
encourage the changing behaviour only in a
low percentage of the target group, it does not
mean that they can be characterized as unsuc-
cessful. The actions of social marketing are the
long processes but the fact is that they still
operate even if the implementation of the pro-
gramme has already been completed. When
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programs of social marketing achieve lasting
changes and become socially relevant, it can be
said that social marketing is one of the im-
portant approaches for social changes. The
partner relationship is undoubtedly among the
most important interpersonal contacts and is
one of the most important factors of every
human society and culture. We can say that
love is the most profound emotion known to
human beings. For most people, romantic rela-
tionship is the most meaningful element in
their lives. The establishment of close interper-
sonal contacts is important in the life of each
human being, since the interpersonal relations
are the source of the deepest luck or extreme
despair /7/, /8/. In particular intimate partner
relationships, as stated Kompan Erzar is a
space where people can realize their potential
and achieve personal fulfilment, but also a
space which can be filled with pain and suffer-
ing. According to the Satir /9/ love, including
sexual love is the most rewarding and ful-
filling emotion that a man can ever experience.
Partner relationship can be defined as a pro-
cess of growth and development, and not as a
reduction of different events. Ule /10/ says
that emotions are not occurred, but are chosen
because expression of feelings is to some extent
hidden. Parkison, Fisher and Manstead /11/
state that people express their emotions in
order of satisfaction of their personal goals, as
well as relationships with others, regardless of
whether they do it consciously or unconscious-
ly. We unconsciously fall in love with people,
who have the same characteristics and traits
we have repressed in ourselves. Partner selec-
tion is the result of an unconscious match be-
tween a mental image of one’s parents or care-
takers created in childhood and certain charac-
ter traits of the attractive partner /12/. Hendrix
/13/ and Solomon /14/ state that the subcon-
scious is a very peculiar program that defines
the essential and decisive influence on the
choice of a spouse because it is a subconscious
selection and dynamics, which is hidden to
consciousness. The subconscious mind is look-
ing for a partner who could offer what for any
reason the parents did not want or were not
able to give. Gostecnik /15/ believes that fall-
ing in love and choosing a partner is not a
matter of coincidence. People choose a specific
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person with who they have a close bond of
romantic love. People often develop their mar-
ried life or extramarital community, similar to
the marriage of their parents, but this is not a
matter of heredity, they simply follow the fam-
ily pattern, which they know /16/. When we
are looking for a partner, Seles /17/ and Hen-
drix /18/ believes that it is a repetition of those
patterns of behaviour and feelings that were
present at the young age in the primary family.
From outside we look for a person who will
complement us. Skynner /19/ also suggests that
people subconsciously choose partners based
on similarities in the functioning of families
from which they come. The triangular theory
of love /20/ characterizes love as an interper-
sonal relationship on three different scales:

intimacy, passion, and commitment. Different
stages and types of love can be explained as
different combinations of these three elements.
Sternberg states that the relative emphasis of
each component changes over time as an adult
romantic relationship develops. A relationship
based on a single element is less likely to sur-
vive than one based on two or three elements.
(1) Intimacy — Which encompasses feelings of
attachment, closeness, connectedness and
bonding, (2) Passion — Which encompasses
drives connected to both limerence and sexual
attraction, (3) Commitment — Which encom-
passes, in the short term, the decision to re-
main with another, and in the long term, the
shared achievements and plans made with that
other.

Intimacy Passion Commitment
Non-love
Liking/friendship X
Infatuated love X
Empty love X
Romantic love X X
Companionate love X X
Fatuous love X X
Consummate love X X X

Picturel: Combinations of intimacy, passion and commitment, (Sternberg, 1986)

The three components, pictorially labelled on
the vertices of a triangle, interact with each
other and with the actions they produce so as
to form seven different kinds of love experi-
ences (»nonlove« is not represented). The size
of the triangle functions to represent the
»amount« of love - the bigger the triangle, the
greater the love. The shape of the triangle
functions to represent the »style« of love,
which may vary over the course of the rela-
tionship: Non-love: presents none of the three
elements. The absence of love is reflected in
most of our personal relationships which are
simply casual interactions. Liking/friendship:
there is only a component of intimacy charac-
teristic of true friendship. In this case, people
feel the closeness, connectedness and warmth
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to each other but they do not feel the intense
passion or long-term commitment. Infatuated
love: infatuation is a result of the experiencing
of passionate arousal in the absence of intima-
cy and decision/commitment. Romantic rela-
tionships often start out as infatuated love and
become romantic love as intimacy develops
over time. Without developing intimacy or
commitment, infatuated love may disappear
suddenly. Empty love can be found in com-
mitments in which there is no intimacy and no
passion. Such love can be found either in the
alienated partners, who have lost both mutual
emotional involvements as well as physical
attractiveness or in agreed marriages. Roman-
tic love: this type of love is a combination of
intimacy and passion, without commitment or
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dedication. Romantic lovers are not only
drawn physically to each other but are also
bound emotionally. Is it an intense, but often
not a long-lasting relationship. Companionate
love is an intimate, non-passionate type of love
that is stronger than friendship because there
is an element of long-term commitment. In this
type of love there is no (more) physical attrac-
tiveness and emerges as a long-term commit-
ments and friendship. This type of love is ob-
served in long-term marriages where passion
is no longer present. Fatuous love is composed
of passion and commitment without intimacy.
Commitment is made on the basis of passion
without involvement of intimacy. Such rela-
tionships usually do not last long, but they can

We could say that the majority of couples at
the time of the romantic love believe love to be
the only important thing and above all suffi-
cient for a good collaborative relationship. We
could state that there are no married couples
or unmarried partners who would say that
they were not committed because of love. Of
course, the majority of couples at the time of
the romantic love believe that love is the only
important thing and above all sufficient for a
good collaborative relationship. Because of
infatuation, which is likely to be mistaken for
love, they also believe that their relationship
will last forever and their love will help them
solve all the problems of the partner relation-
ship. Tennov /22/ states that infatuation may
help a relationship begin, but it is not vital for
its further development, particularly not when
it changes to a formal partner relationship
between two people. Also there is no guaran-
tee of quality and a lasting relationship. The
ability to have a healthy, loving relationship is
not innate or is not a matter of luck. It is there-
fore necessary for all the couples who decide
to be in a serious

relationship that they are aware of the fact that
they can develop and bless their relationship

by creative efforts as the inactivity can destroy
it. When both partners are ready to increase
awareness taking responsibility for their ac-
tions, feelings and events, when they are ready
to change themselves instead of trying to
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develop into romantic love. Consummate love
is the complete form of love, the combination
of all three components, representing an ideal
relationship which people strive for.

Liking

Intimacy

Companionate
Intimacy + Commitment

Romantic Love
Passion + Intimacy

Consummate
Love
Intimacy + Passion + Commitment

Infatuation Fatuous Love Empty Love
Passion Passion + Commitment Commitment

Picture 2: The triangular theory of love
(Sternberg, 1986)

change one another, when they are ready to
recognize the shared responsibility for the
problems in a partnership, they are able to
accept the fact that the events of the past, are
only a small step of recognition for the future
and not the subject of blame. In addition, when
they are able to confront their old wounds
(painful events of the past), and only if they
truly internalize all this contents they are ripe
and ready for a conscious relationship and
parenting /23/. Age is not a promising predic-
tor at what stage of relationship an individual
is, because developmental stage of life is very
important. Older partners may be involved in
a new passionate relationship, a longstanding
intimate relationship, a longstanding non-
intimate/distant relationship or no relationship
at all. Due to the high rates of divorce and lack
of understanding between partners is it very
important to influence partners to change their
deeply rooted patterns of behaviour and to
accept different professional assistance and
intervention. Schnarch /24/ encourages people
to appreciate the advantages of longer rela-
tionships and more mature partners. It is also
likely that lasting or long-term relationships
are fairly exclusive to “older” couples since
these terms require by definition that a rela-
tionship exists for many years. Nevertheless,
older age does not effectively predict that
someone is in a long-term relationship just as
older age is not a guarantee that someone ac-
tually has achieved independence and emo-
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tional maturity. Older age can be considered a
necessary but not a sufficient component to
maturity. It is never too late that individuals
learn what they need to know to make their
relationship last. It is therefore very important
that those couples who decide to live together
in a serious partnership are prepared for the
reality not based on romantic love. We must
also educate and inform them about the im-
portance of mutual efforts to develop a good
interpersonal relationship. One possibility of
an interventional approach is social marketing
which can influence a target group with the
aim to inform, teach and increase their aware-
ness to voluntarily accept and change certain
behaviour patterns and ways of behaviour.
Through social marketing we want to influ-
ence the target group. We want to achieve
their awareness and information about the
importance of a good and healthy partnership,
their abandonment of old habits and adoption
of the new ways of behaviour in a relationship,
the change of deep patterns of behaviour, feel-
ings and mining about relationship, the chang-
es of values or deeply rooted beliefs and prin-
ciples of a relationship, the change of stereo-
types about a relationship and traditional gen-
der roles in the partnership.

If the partners are not aware that they have a
choice of resolving a conflict, they will proba-
bly avoid it and blame others. Conflicts conse-
quently harm their relationships and also
themselves. Unresolved conflicts or unaware-
ness of conflicts may also contribute to the
occurrence of mental disorders or even mental
illness. The collapse of the marriage or inter-
ruption of the partner relationship causes
stress and is the second worst mental burden
for adults, after the death of a spouse /25/.
Therefore, the quality of the partner relation-
ship has a strong influence on the individual's
physical and mental health, because stress has
a key role in the formation of somatic and
emotional disorders. It affects the whole bio-
psychosocial nature of man. For example, dis-
satisfaction and conflict in marriage with the
married women can be associated with de-
pression and reduced immunity. Individuals
in the process of divorce have weaker immune
response than their socio-demographically
matched married counterparts. Andersson
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Arntén /26/ says that good and healthy rela-
tionship reduces the negative effects of this
kind of stress on our health, but poor relation-
ships will amplify the negative effects. Shaver
in Hazan /27/ investigated adult romantic
relations based on research of Mary Ainsworth
/28/. They write that adult romantic love can
be seen as an emotional connection or attach-
ment, which is comparable to the emotional
bond - the attachment between the child and
his primary caretakers in their adolescence.
Interactions between a child and his mother
form behaviour patterns that they are reflected
in later relationships. Here we can see three
famous models or three types of romantic at-
tachment: (1) Secure attachment - This type of
attachment usually results from of warm and
responsive past interactions of relationship
partners. Securely attached people tend to
have positive views of themselves and their
partners. They also tend to have positive views
of their relationships. Often they report greater
satisfaction and adjustment in their relation-
ships than people with other attachment styles.
Securely attached people feel comfortable both
with intimacy and with independence. Many
seek to balance intimacy and independence in
their relationship. Secure attachment and
adaptive functioning are promoted by a care-
giver who is emotionally available and appro-
priately responsive to her child’s attachment
behaviour, as well as capable of regulating
both his and her positive and negative emo-
tions. (2) Dismissive—avoidant attachment -
People with this attachment style desire a high
level of

independence. In this category are people who
are experiencing their love as something un-
certain. They view themselves as self-sufficient
and invulnerable to feelings associated with
being closely attached to others. They often
deny needing close relationships. Some may
even view close relationships as relatively
unimportant. These people often break the
relationship and leave and then they get back
again. They are extremely jealous; they have
extremely low self-esteem and talk a lot of
themselves and their intimate and profound
experiences. (3)Fearful-avoidant attachment -
People with this attachment style have mixed
feelings about close relationships. On the one
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hand, they desire to have emotionally close
relationships. On the other hand, they tend to
feel uncomfortable with emotional closeness. It
is very upsetting for them if they are too close
to someone, that’s why they are mostly alone.
They are satisfied with the short-term relation-
ships. They tend to infidelity and sexual inter-
course without love. New experience in a new
relationship can open possibilities for new
types of attachments that affect the change of
deeply rooted patterns of early experiences in
a person's relationship with their parents. So as
Cassidy states /29/, the experience of former or
current partners can even exceed the old pat-
terns of behaviour. Also a therapeutic relation-
ship can contribute to change behaviour pat-
terns. Partners can also change deeply rooted
patterns in different self-help groups or sup-
port groups. People often develop their mar-
ried life or extramarital community, which is
similar to the marriage of their parents, but
this, is not a matter of heredity, they simply
follow the family pattern, which they know
/30/. We can also see the strong influence of
traditional gender roles in the partner relation-
ship. In this case, we could say that this is an
intergenerational transmission of behaviour
patterns or the way of behaviour that are
transmitted from generation to generation.
Through intergenerational dialogue people
from different generations can learn new
things together, learn from one another or
teach one another. It is an effective way for
young and old to learn to appreciate one an-
other by working together to gain various new
skills, values, beliefs or knowledge of relation-
ships. Intergenerational transmission might
thus be defined as instances of social transmis-
sion between members of different genera-
tions. Martin-Matthews and Kobayashi /31/
state that we can also describe intergeneration-
al transmission as the behaviour or tendencies
of one generation passing onto the next gener-
ation. Intergenerational transmission is one
dimension of the larger concept of intergenera-
tional relations. The term intergenerational
relation describes a wide range of patterns of
interaction among individuals of different
generations of a family: for example, among
those in older generations, such as parents and
grandparents and those in younger genera-
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tions, such as children and grandchildren.
What is transmitted may be intangible and
may include beliefs, norms, values, attitudes,
and behaviours specific to that family, or may
reflect sociocultural, religious, and ethnically
relevant practices and beliefs . The theory
states that parents of one generation have a
tendency to regurgitate the parenting model
upon which their parents applied on them /32/.
Family researchers have also studied the inter-
generational transmission of difficult life
course transitions like marital dissolution or
divorce. In particular, studies have found that
parental divorce increases the likelihood that
adult children will experience separation or
divorce.

DATA ANALYSIS AND RESULTS

In the survey, we wanted to find out whether
social marketing is the right intervention and a
motivational approach to resolve problems in
a partner relationship and families who are
faced with problems such as mutual conflict,
inadequate communication, problems of alien-
ation, emotional separation, marriage infideli-
ty, various dependencies, mental or physical
violence and problems in raising children
(hereinafter referred to as: problems in partner
relationship). The purpose of this article was to
examine the factors which play an important
role such as: raising awareness of the target
groups in resolving conflicts between partners,
looking for professional help for problems in
partner relationships and breaking the stereo-
types of the partner relationship. The factors
that play an important role in raising aware-
ness of the target group are self-help groups or
support groups, a variety of preventative ac-
tions, such as educational TV programs, radio
and TV spots, printed advertisements and
prevention materials about partnership issues.
The goals of the research were to investigate
the role which social marketing interventions
play in the form of preventive activities in
raising the awareness of target groups. We
wanted to determine the impact of these inter-
ventions on changing behaviour patterns, feel-
ings and beliefs. Data were collected in coop-
eration with Centres of Social Work and other
institutions dealing with this issue. Data acqui-
sition was carried out for six months. An
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anonymous respondent, who had been select-
ed by Advisory services of those institutions,
was provided voluntary participation and
assignments in all phases of research. The re-
search was conducted in accordance with the
Convention on the protection of human rights
and fundamental freedoms. 200 married cou-
ples or unmarried heterosexual partners who
have problems in the partner relationship were
invited to participate in the survey. Ultimately,
we operated with 176 respondents, namely,
100 male and 76 female, which means the
number of people that we have actually man-
aged to interview and whose questionnaires
were duly completed, therefore valid. 9 ques-
tionnaires were excluded because they were
inadequate or deficient and 15 questionnaires
were not returned. Of all the 164 respondents,
or 93.2% of married couples or unmarried
partners, 11 persons or 6.3%, come from a bro-
ken marriage or partnership and one person is
a widow. Of all 176 respondents 148 or 84.1%
have been married for the first time married or
live in an extramarital community, 19 or 10.8
of the respondents live in a second marriage or
extramarital community, 8, or 4.6% of them
already live in a third or fourth marriage or
extramarital community. To monitor the re-
search a qualitative methodology was used.
We have used questionnaire as a measuring
instrument for the survey. The first part of the
questionnaire consisted of questions about sex,
age, marital status, duration of marriage or
extramarital community, number of previous
marriages or extramarital communities, the
number of children and the level of education.
The questionnaire also included questions
whether respondents have been ever looking
or attended for any form of professional help
or assistance for partnership issues. Help for
solving problems in a partner relationship has
been looked for by 65 or 31.8% of respondents.
Most respondents took part in an individual
partner therapy or advisory services at Centres
of Social Work and related institutions (31 or
17.6% of the respondents). Details of the re-
search showed that 81 or 46% of the respond-
ents with problems in the partner relationship
have been looking for professional help be-
cause of their children. For the second part of
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the questionnaire we have used the five-point
Likert scale. The questionnaire comprises
questions about social marketing in relation to
personal experiences of partners who have
problems in a partner relationship. We also
want to find out how partner's personal expe-
riences influenced solving their partnership
problems. The quantitative data which were
obtained by the questionnaire were processed
by the software package SPSS. For a descrip-
tion of the characteristics of the variables de-
scriptive statistics have been used to determine
the differences between the individual samples
and variables. For validation of hypotheses,
the x2 test has been used. With the first hy-
pothesis (H1) we have tested whether in Slo-
venia a complex model of social marketing
programs is required for a conscious and
planned search for professional assistance in
solving problems in partner relationships. We
asked the respondents to what extent are fac-
tors (Table 1) for planning prevention pro-
grams that contribute to successful solving
problems in partner relationship important.
Data analysis showed that the respondents’
opinion is how all the listed elements of the
model are important. The average value of 3
and more for all the elements shows that the
respondents tend to favour all these factors.
Factors are classified by importance according
to the mean. The table below shows that the
variable »Awareness of the importance of a
good and healthy partnership« is the most
important, average value of this variable is
4.23. The next variable »Informing about the
importance of a good and healthy partnership«
has an average value of 3.79, followed by the
variable » Abandon old habits and accept new
behaviour in a partner relationship« with an
average of 3.94, the following variable,
»Changes in patterns of behaviour, feeling and
beliefs in a relationship« has an average value
of 3.87, followed by »Changes of values and
deeply rooted beliefs and principles about
partner relationship« which has an average
value of 3.78, »Breaking stereotypes about
partner relationship« with 3.63 and the last
variable »Impact of traditional gender roles in
a partner relationship« with an average of 3.43.
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Table 1: The importance of factors for planning prevention programs

Std. Devia-
Descriptive Statistics N Minimum |[Maximum [Mean [tion
Awareness of the importance of a good and healthy partnership |176 1 5 423  |.965
Informing about the importance of good and healthy partner- 176 1 5 3.97 |1.014
ship
Abandon old habits and accept new behaviour in partner rela- 176 1 5 3.94 [.992
tionship
Changes in patterns of behaviour, feeling and beliefs in a rela- {176 1 5 3.87 11036
tionship
Changes of values and deeply rooted beliefs and principles 176 1 5 3.78 |1.004
about partner relationship
Breaking stereotypes about partner relationship 176 1 5 3.63 1040
Impact of traditional gender roles in a partner relationship 176 1 5 343 |1.164
Valid N (list wise) 176

The analysis of the distribution from the ques-
tionnaire gives us the relative frequencies of
the answers. The above frequency tables can

then be used to test the statistical significance
of our hypothesis with the Chi-square test
(Table 2).

Table 2: Test chi-square - the importance of factors for planning prevention programs

Test Statistics Changes of
Informing Abandon old values and
Awareness of |about the habits and Changes pat- |deeply rooted Impact of
the importance [importance of |accept new terns of behav- [beliefs and Breaking traditional
of a good and [good and behaviour in  |iour, feeling principles stereotypes gender roles in
healthy part- |healthy part- |partner rela- |and beliefs in a [about partner |about partner |a partner
nership nership tionship relationship  [relationship  [relationship  [relationship
Chi-Square 149,398a 96,159a 97,807a 78,545a 82,125a 72,977a 34,170a
df 4 4 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000 .000 .000

a. 0 cells (,0) have expected frequencies less than 5. The minimum expected cell frequency is 35,2.

From the above table we can conclude that
there is a very low Asymp. Sig. (less than
0.001) for all factors. This indicates a clear sta-
tistical significance of the frequencies concern-
ing the affirmative answers. On this basis we
can further conclude that there is evidence that
the model should include all of these elements.
So we can conclude that a complex model of
social marketing programs for a conscious and
planned search for professional assistance in
solving problems in partner relationships is
required in Slovenia. On this basis, we can
confirm hypothesis H1.
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With the second hypothesis (H2) we have test-
ed whether social marketing is an important
factor in raising awareness and motivation for
partners about the importance of a conscious
partnership and changing patterns of behav-
feelings and Dbeliefs.
showed the respondents’” opinions to what
extend all the listed elements of the answers
are needed. Factors are classified by im-
portance according to the mean (Table 3). As
very much needed elements of model are vari-

iour, Data analysis

ables »Support groups for parents« with an
average value of 4.17, »Pre-Baby counselling«
with an average value of 3.99, »Coach-
ing/training for

successful communication
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between partners« with an average value of
3.97, »Support groups for parents« with an
average value of 3.80, and »Premarital counsel-
ling« with an average value of 3.74. As very
needed elements of model are variables »Lec-
tures of experts about issues of partner rela-
tionship« with an average value of 3.70 and
final as moderately needed elements of model
are variables »Educational TV programs of the
issues of partner relationship« with an average

value of 3.31, and »Whole year supporting
group (counselling/training) for couples« with
an average value of 3.29. The average value of
3 and more for all the elements but one, shows
that respondents tend to favour all these fac-
tors. Only one factor has an average value less
than 3, namely »Web counselling» with an
average value of 2.99.

Table 3: The degree of importance of factors in raising awareness and motivation /changing patterns

of behaviour, feelings and beliefs

Descriptive Statistics Mini- Maxi- Std. Devia-

N mum mum Mean tion
Support groups for parents 176 1 5 417 982
Pre-Baby counselling 176 1 5 3.99 974
Coaching/training for successful communication between partner  |176 1 5 3.97 1.077
Support groups for partners 176 1 5 3.80 1.166
Premarital counselling 176 1 5 3.74 1.219
Lectures of experts about issues of partner relationship 176 1 5 3.70 993
Educational TV programs of the issues of partner relationship 176 1 5 3.31 973
Whole year supporting group (counselling/training) for couples 176 1 5 3.29 1.283
Web counselling 176 1 5 2.99 1.169
Valid N (list wise) 176

The analysis of the distribution from the ques-
tionnaire gives us the relative frequencies of
the answers. The above frequency tables can

then be used to analyze the statistical signifi-
cance of our hypothesis with the Chi-square
test (Table 4).

Table 4: Test Chi-square - factors for raising awareness and motivation/ changing patterns of behav-

iour, feelings and beliefs

Test Coach- Whole year
Statistics ing/training [Educational | Lectures of |supporting
for success- [TV pro- experts group
ful com- grams of  |about (counsel-
Support Support munication [the issues |issues of  [ling/trainin
Premarital |groups for |Pre-Baby |groupsfor [between [of partner |partner g) for cou- [Web coun-
counselling |partners counselling |parents partner relationship [relationship[ples selling
Chi- 49.284a 56.898a 97.239a 128.318a  [83.716a 100.023a  |72.977a 23.261a 55.761a
Square
df 4 4 4 4 4 4 4 4 4
Asymp. ].000 .000 .000 .000 .000 .000 .000 .000 .000
Sig.

a. 0 cells (,0) have expected frequencies less than 5. The minimum expected cell frequency is 35,2.

From the above table we can conclude that
there is a very low Asymp. Sig. (less than
0.001) for all factors. This indicates a clear sta-
tistical significance of the frequencies concern-
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ing the affirmative answers. On this basis we
can further conclude that there is evidence that
all the elements of answers are needed for the
model. We can also conclude that social mar-
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keting is an important factor in raising aware-
ness and motivation for married and unmar-
ried partners about the importance of con-
scious partnership and changing patterns of
behaviour, feelings and beliefs. On this basis,
we can confirm hypothesis H2.

FINAL THOUGHTS AND CONCLUSION

In this section we will review and analyze the
survey results. In the survey we wanted to find
out whether social marketing is the right inter-
vention and a motivational approach to re-
solve problems in a partner relationship of
married or unmarried heterosexual partners
who are faced with problems in a partner rela-
tionship. The purpose of this study was to
examine the factors which play an important
role such as: raising awareness of target
groups in resolving conflicts between partners,
looking for professional help for partnership
problems and breaking stereotypes of a part-
ner relationship. With our first assumption we
stated that a complex model of social market-
ing programs for a conscious and planned
search for professional assistance in solving
problems in partner relationships is required
in Slovenia. In the analysis we found out (after
the respondent’s opinion) how all of the listed
elements of the model are important: » Aware-
ness of the importance of a good and healthy
partnership«, »Informing about the importance
of a good and healthy partnership«, »Aban-
doning old habits and accepting new behav-
iour in a partner relationship«, »Changes in
patterns of behaviour, feeling and beliefs in a
relationship«, »Changes of values and deeply
rooted beliefs and principles about a partner
relationship«, »Breaking stereotypes about a
partner relationship«, »Impact of traditional
gender roles in a partner relationship«. We
can, based on these findings, conclude that the
role of social marketing interventions raises
awareness of the target group about the im-
portance of quality and healthy partnership in
the form of different preventive activities such
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as: self-help groups or support groups, a varie-
ty of preventive actions, educational TV pro-
grams, radio and TV spots, printed advertise-
ments and prevention materials about partner-
ship issues is very important. Thus, we can
confirm our initial assumption. With our sec-
ond assumption we stated that social market-
ing is an important factor in raising awareness
and motivation for married and unmarried
partners about the importance of conscious
partnership and changing patterns of behav-
iour, feelings and beliefs. In the analysis we
found out (after the respondent’s opinion) that
the listed elements of the answers are needed:
»Support groups for parents«, »Pre-Baby
counselling«, »Coaching/training for successful
communication between partners«, »Support
groups for parents«, »Premarital counselling«,
»Lectures of experts about issues of partner
relationship« »Educational TV programs of the
issues of partner relationship« and »Whole
year supporting group (counselling/training)
for couples«. We can, based on these findings,
conclude that social marketing is an important
factor in raising awareness and motivation of
married and unmarried partners about the
importance of a conscious partnership and
changing patterns of behaviour, feelings and
beliefs. Thus, we can confirm our second as-
sumption. Based on the results of the research
we have created a model of new social market-
ing interventions on issues of partnership rela-
tions. The model shows how social marketing
can help solving problems in partner relation-
ships by the influence of awareness and infor-
mation about the importance of a good and
healthy partnership, the abandonment of old
habits and adoption of the new ways of behav-
iour in a relationship, the change of deep pat-
terns of behaviour, feelings and ideas about
relationship, the changes of values or deeply
rooted beliefs and principles, the change of
stereotypes about a relationship and about
traditional gender roles in the partnership.
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Picture 3: Model of new social marketing interventions on issues of partnership relations

In a survey we also found out that awareness
in seeking professional help to solve problems
in partner relationship, no matter what age,
plays a very important role. Therefore the
promotion is especially highlighted in the
model with which we would like to reach the
target group and inform it about the various
preventive, educational and professional pro-
grams for quality and healthy partnership.
This model of social marketing programs is
ready to be applied by institutions that are
involved in motivating conscious and system-
atic problem solving in relationships. Howev-
er, we must emphasize that the effective means
of non-profit organizations to achieve their
mission is social marketing /33/.

Rant /34/ states that profitable developmental
gerontologic and political directions of the
researches in the field of demography in Slo-
venia are: 1 training of the spouses aged 50
years or more for good mutual relations and
healthy aging and to educate them about the
basic skills for family care; 2 assistance and
support to the families of the middle genera-
tion who provide help and care to their fragile
elderly parents; 3 develop sufficient public and
informal network of carers and a volunteer
social network for quality aging of the large
number of singletons and those, whose family
social network is not effective for providing
care and human closeness.

ISSN 1333-6371

In the future research it is necessary to pay a
special attention to the contents of what pro-
moting and developing education in relation
to the partner relationships issues and inter-
generational dialog. The promoting and devel-
oping education is necessary for young people
and also for elderly people. In the Programme
of Lifelong Learning of EU-CoE youth partner-
ship /35/ it is mentioned that the knowledge
and experience of the older generation is of
great value, and younger generations should
be able to benefit from it. Conversely, the
younger generation has skills that they can
make available to the older generation or can
use them to support older people.

As we mentioned earlier social marketing is
good interventional approach, which can in-
fluence all partners no matter how old they are
with the aim to inform, teach and increase
their awareness to voluntarily accept and
change certain behaviour patterns and ways of
behaviour. Despite the fact that social market-
ing campaigns encourage the changing behav-
iour only in a low percentage of the target
group, it does not mean that they can be char-
acterized as unsuccessful. The actions of social
marketing are the long processes but the fact is
that they still operate even if the implementa-
tion of the programme has already been com-
pleted. When programs of social marketing
achieve lasting changes and become socially
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relevant, it can be said that social marketing is
one of the important approaches for social
changes.

To the best of our knowledge, this research
issue is almost unaddressed in the literature.
The survey has also been the first such study in
Slovenia so far. It contributes to the im-
portance of the role of social marketing inter-
ventions to solve problems in relationships in
families and spreads the field of social market-
ing issues also to the area of intergenerational
dialog. According to the results, the survey
contributes theoretical and empirical base for
creating new social marketing interventions.
The model of social marketing programs is
ready for applicative use by institutions deal-
ing with this issue for motivating conscious
and systematic problem solving in partner-
ships.
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ISTRAZIVACKI PRISTUPI U RIJESAVAN]JU PARTNERSKIH I KOMUNIKACIJ-
SKIH ODNOSA

Natasa Demsar Pecak, Marija Ovsenik
Alma Mater Europaea, Maribor, Slovenija

Sazetak

Clanak isprepli¢e dva razli¢ita podrudja znanosti gdje mozemo vidjeti kako su zapravo
jako povezane. Prvo je podrudje partnerskih odnosa vezano na medugeneracijski dijalog,
a drugo podrudje je drustveni marketing. Prema naSim saznanjima, ovo istrazivacka
problematika je gotovo nezamijecena u literaturi.Svrha drustvenog marketinga je promi-
jeniti razlicite drustveno nepozeljne, neprihvatljive i Stetne nacine ponasanja.Pitanje par-
tnerstva je po svojoj prirodi jedan je od najcescih, jer se puno partnera srame otkriti svoje
probleme.Clanak je usmjeren na promjenu ponasanja partnera i ostalih ¢lanova obitelji iz
koje je potrebno promijeniti duboko ukorijenjene uvjerenja i obrasce ponasanja ili nacina
ponasanja koje se prenose s generacije na generaciju. Medugeneracijski prijenos je jedna

dimenzija Sireg koncepta medugeneracijskih odnosa. Kroz medugeneracijski dijalog ljudi

iz razlicitih generacija mogu nauciti nove stvari zajedno, uce jedni od drugih, ili uciti
jedni druge. Ovaj clanak opisuje kako je moguce primjeniti drustveni marketing na rele-
vantna pitanja unutar braka i u podrudju obitelji. To takoder predstavlja studiju ¢iji je cilj
utvrditi je li drustveni marketing je pravo intervencije i motivacijski pristup rjesavanju
problema u odnosima partnera (ciljna skupina), koji su suoceni s problemima kao Sto su
medusobni sukobi, neadekvatne komunikacije, problem otudenja, emocionalno odvaja-
nje, brak, nevjera, razne ovisnosti, mentalno ili fizicko nasilje i problemi u odgoju djece.

Kljucne rijeci: drustveni marketing, partnerski odnos, medugeneracijska dijalog, preven-
tivni programi, medugeneracijska transmisija, obrazaca ponasanja

ISSN 1333-6371



