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iSMA seeks to capture and spread good practice in Social Marketing internationally. iSMA supports
the translation of the global consensus definition of Social Marketing into as many languages as
possible as part of this process of sharing best practice.

The Global Consensus Definition of Social Marketing:

“Social Marketing seeks to develop and integrate marketing concepts with other approaches to
influence behaviour that benefit individuals and communities for the greater social good. Social
Marketing practice is guided by ethical principles. It seeks to integrate research, best practice, theory,
audience and partnership insight, to inform the delivery of competition sensitive and segmented
social change programmes that are effective, efficient, equitable, and sustainable.”

Italian translated definition:

Il marketing sociale sviluppa e integra i concetti di marketing con altri approcci per
influenzare i comportamenti degli individui e delle comunita al fine di ottenere un beneficio
sociale. La pratica del marketing sociale & guidata da principi etici. Cerca di integrare la
ricerca, l'ascolto e gli interessi dei partner per realizzare programmi di cambiamento sociale
sensibili alla concorrenza, segmentati, efficaci, efficienti, equi e sostenibili.
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