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Abstract:

The study aims to highlight the concept of social cause marketing and its impact on
achieving sustainable development goals. Customers have become more aware of the
social and environmental issues surrounding them, such as health, education and
employment...etc., which has prompted companies to adopt marketing initiatives related
to community issues to serve the public interest. The study addresses the most important
successful global marketing campaigns and initiatives that have resulted in increased
awareness of social and health issues, raised large donations to support selected causes,
improved brand image and increased customer loyalty, contributed to achieving
sustainable development goals, and created effective partnerships between companies and
non-profit organizations. The study also showed that because marketing can achieve
significant positive results for companies and society alike. By relying on international
experiences that have proven effective in promoting institutions on the one hand and
serving social issues on the other.

Keywords: Social marketing, sustainable development. International experiences,
international organizations.
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