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Abstract : This study aims to Know the role of social marketing In realization Social Responsibility, And 
how social campaigns can be used to do so, We have tried to address the problem of lack of attention 
given by officials to the concept of social responsibility in the Organization Especially those associated 
with the health organization. To achieve this we tried to rely on possible research methods such as 
observation, and interview with officials, A questionnaire was also used to test social marketing and 
social responsibility practices… 
Key words: social marketing, social responsibility, Public institution EPESP Laghouat. 
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