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Health behavior and Social Marketing: How do we create a desired behavior?
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Abstract
Social marketing practices and research efforts to address health issues have been accumulating over the past
decade in Japan and elsewhere. The theme of our second symposium, held in Fukushima in September 2023,
was the use of social marketing to promote positive health behaviors in society. Three panelists introduced the
latest research findings and methods implemented in Japan to promote desirable changes in health behaviors
of the target population. Following each panelist’s presentation, a designated discussant and the participants
explored how to implement research evidence in society and how to translate practice into research. We aim to

continue deepening our insights into the relationship between health behavior and social marketing.
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