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Abstract

Insufficient physical activity poses a public health challenge, and social marketing is emerging as a key strategy to address it. A
multi-strategy, community-wide intervention in Unnan City (Shimane, Japan) stands out as the sole study on physical activity
promotion for older adults that meets all social marketing benchmark criteria. It marks the first successful community-level cluster
randomized trial for physical activity promotion; it is highlighted in the U.S. government’s Physical Activity Guidelines Advisory
Committee report and international academic society statements. Additionally, the Pacific League, a Japanese professional baseball
league, has offered the “Pa-League Walk” app for free since 2016 (with over 70,000 downloads). Designed with gamification to
engage fans, the app promotes enjoyable and active behavior aligned with fandom. A quasi-experimental study revealed increased
step counts among app users. The app also extended outreach to underserved groups, including males, middle-aged individuals,
and users representing a diverse range of socioeconomic status. Approximately one-fourth of users were in the pre-contemplation
stage of exercise behavior change at app initiation, indicating the benefits of collaborating with areas/sectors other than health field.
To advance high-quality dissemination programs of health behaviors, it is deemed imperative to cultivate individuals who are

skilled in social marketing.
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