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Networks: a social marketing tool
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Conclusions

In general terms, this study makes the existence of the network effect proposed by
Frels et al (2003) acceptable in social marketing contexts and demonstrates the
relevance of its impact in processes for strong adoption (embrace) of good practices,
such as LA21. Nonetheless, the research also reveals that external elements influence
some network effect factors. Concretely, network effect gives the poorest explanation
for the density of relations between municipalities factor. This result is expectable
when considering that many of the municipalities, which are geographically close to
one another, have a long experience of joint work. As a consequence, action by the
higher levels of government only serves, in these cases, to foster and refocus relations
that were already in place.
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