ISVA

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.”

Greek translation:

TO KOLWVWVIKO HAPKETLVYK EMLSLWKEL VAL AVATITUEEL KOl VOL EVOWHATWOEL TLG EVVOLEG TOU
MAPKETIVYK HE AAAEG MIPOOEYYLOELG YLOL VAL EMNPEACEL TN cuunepldpopd mov wdeAel Tta
ATOMOL KOLL TLG KOLVOTNTEG YLOL TO EUPUTEPO KOWWWVLKO KAAG. H mpaktiki Tou Kowvwvikou
MapKeTVYK SLEMETOL OO NOWKEG OPXEG. ETLSLWKEL VOl EVOWHATWOEL TNV EPEUVA, TLG
BEATLOTEG MPAKTIKEG, TN OewpLia, TRV OTTLKI) TOU KOLVOU KOl TWV ETALPWV, VO EVILEPWOEL
ylol TNV apoxn MPOYPOHATWY KOWWVLKNAG aAAayn¢ oUWV HE TOV AVTAYWVLOHO Kol
TNV THNRATOToiNOoN, TA OMoia £ival AMOTEAECUATIKA, AOSOTIKA, Sikala Kol BLwotpa.
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