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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.”

Vietnamese translation:

Marketing vi lgi ich xa hdi tim cach phat trién va tich ho'p cac khai niém vé marketing véi
cac phwong phap tiép can khac dé tao anh hudng tich cwec 1én hanh vi mang lai lgi ich cho
ca nhan va cong déng vi lgi ich chung cta xa hdi. Su thuc hanh cia Marketing vi loi ich x3
hoi dwoc din dat béi cac chuan muc dao dirc. Marketing vi lgi ich x3 hdi tim cach tich hop
nghién ctru, thuc tién, ly thuyét, va hiéu biét vé dan chiing ciing nhu cic mdi quan hé dai
tac, nham dinh hwéng viéc trién khai cac chién dich thay d6i xa hoi theo tirng phan khuc,
gidi quyét nhirng van dé phirc tap, nhay cdm mét cach hiéu qud, ning suat, cdng minh va
bén virng.
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