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ABSTRACT
While social marketing has been in the marketing literature since the 1960s, the uptake and application of social marketing has been undergoing tremendous recent growth, particularly in the fields of business sustainability, public health, and communications [1] [2]. There has also been increasing professional activity around social marketing by academics, nonprofit organizations, and governmental agencies.  As a result, new social marketing textbooks, conferences, training programs and academic courses have been introduced in the past several years.  Social marketing courses offered by universities are most commonly taught out of colleges of business and schools of public health.  
A recent definition of social marketing is that it is a “process that applies marketing principles and techniques to create, communicate, and deliver value in order to influence target audience behaviors that benefit society as well as the target audience” [3].  Regardless of the definition used, a common theme is that social marketing relies on a variety of scientific disciplines to create programs ultimately designed to influence human behavior change. Social marketing programs have been developed and implemented for a variety of issues including improving public health, protecting the environment, engendering community involvement, and preventing injuries.  

Why universities and colleges of business are offering courses in social marketing, and how social marketing ties into other topics of importance to college of business students, will be presented.  Additionally, a summary of how such courses are typically being taught will be presented.  
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