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Abstract
Social marketing is defined as and aimed at “encouraging behavior change” in view of the greater social good. The question, then,
is how can we increase the effectiveness of behavior change? Several studies have suggested that designing measures that include
more benchmark criteria with a core focus on “exchange” will increase their effectiveness. Therefore, it is essential to train social
marketing specialists who can develop and implement such programs. Furthermore, deeper discussions should be held about what

kind of human capital development will contribute to the promotion and maintenance of people’s health.
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