[ Downloaded from hayat.tums.ac.ir on 2026-03-14 ]

sallus algll oty SaS iS5 @l e sl eolad Llobl 4 S

Sl 51 4 S 35 g et 9 S0l 40 55 (51 39 (538 (S50 & (B
(S 00 9>

ouljlusas plgl

I s 4 dalis

Lian jgliie 00,8 4S ol (g lociun g sud GA gol GLAKT slacullad 5 ololusl (1) 500 55
8055 53 o Bl e0 5 A e aladl (Bleul LA 5 usa el ) 5 bia (ael 5 ola
Oless 5 Lacie gaims 5 (soban oo dsolen B oS0k ol ) 5 Jaidie placullas
Lol s > 13500 02 5305 i sa il g T L3301 5 5 Geie slasslan 4 oL
3SOLS sLB,) 5 (oS U ol sai; Sl o saate wlalllas Hu ladiysa GLalS 5 el
e @I e o e g Wheallss lea g b el @MAle o 3lione (Gl las 5o (A1 0055
b o Ol sy dlaa 51 el yol Ol 5o Lacs 55

Ol 03 Hsbie 4 au e pLBI (gl e el Gl sie 5 Glanadio S g s ala Jla o
Al slajlis; e sladia @ (il allul slaslis, 5l golausa 5 Sy olelasl (38 S
SO 1 oS was e LS 50 5588 5 el nl 59 sud Ol lalllas & K K e uSh
59 Lo Jlie (515l Ll 0T (slaoly S55m siie IS 5 0y aSB @l slaslis, 55 )
g (aaS oo Gl GUIsa 1) Hades dlge Bus ¢ suw Sl sudie ) (glae sane (s Sty sladeli
a5 e 51 B0 gulatdl gladiia 5 Sau slalael glaslisy o sadesl se By (5380555
S oo oSaie LagT 4 50 1 ALl sla,lis, Sus 5 9l se

asmad o sl usa diad ol sla @bl laslis; o slse 5 e sladia st
LT Lol asienn ladol s sl )ladisd 5 4mn s 0aiiS (el slaglodlos b o Slas Jla s € Sbo)
ozalual Guls OLas (JBe o Sl o wlined 0 Su ) Gl poe 4 LS, HadS sleidig )
Oleos 5153 asn b b oS cubs 4 Mae Gllans 51 (858 (1o pdin (58S 9 oud phad slaall )
ienlio ol ciionn (Ko seudl 4 Ve Lag T GBI 4 8 5 WS o aal e el S oK &
SaiS el aye 4 e Ao 1, GLS Gk slaaly Lo 4 usls sgn s ool LT Gl

> Foe LS8 LTl Lol dgte & A sl Gsd (Gl Gl 4 gly sl
(ola3 @Lasl3l oo e el ol o le) GusiS e 0SB plaslesd 5 &Y pumns i (sl gian

Oloaheolasy olasy (Sady psle o€l plals 5 (g5l sy saSitils plole (o35 50T 85,8 SLalical *
e-mail: elham50sh@yahoo.com


https://hayat.tums.ac.ir/article-1-840-en.html

[ Downloaded from hayat.tums.ac.ir on 2026-03-14 ]

VAT I o5lad X o550 (oln) oo (St psle sl ol 5 (55l .Sl dlas

sl BB e g oDl old; HULES Joe 3l g e s Sile (S gm0 L Lo Glabes
siodas poluad Lt s LaliE wsaays 508 s 500sm 5 Salsl 2sa Lad S e S Sl gy
1o olS a5 Goae (Sa5) Ko il gl lalie Fa aias oo o8y (ool
et o sl 0 g0 o1 by 00 JsB sl b <€ g 5 o sl ool

S el 5 (6 Sty eldial (Hluslh 6l 5 el ol sie Lo wtils a3¥ Wl
o0 S e alal usa Gl e 5o (558 855 i 5 slial GILI L aS (olaS Gise slacS
ol Db el (U8, (sl gy ws GRS S Lo (JSdie B (68t 5o boie IS 5aS 05
oo ol aols cosllaals (sba)is,) 5 (s oS0t sl (Sleladl lhal Lo 5o a; oo SIS
pllcsae glaslid) 5 Hasesl so Boume 4S (ul 8 5 cufle (5505005 Ol 5500 sshaa Lol adiS (B 5el 58
Gols Ll ws,la S

ol (Behavior-Image Model=BIM) L5, s ead Jao 3 solitel cad culh o Sy, S
sla,lis,) € Sllsa 5aslas L1 ol g B yume ¢ g s age slaaly Lo S 0K o Gl Jas ool (V)
olea il b @lie Gusa (a8 glacallad (ils (oS (B0 Jie cedls snianlss))
S osha pato o oS canl liae s ol e Lo a B 1 aisls el e ate e 5 SIS
S aaan olad Gledaa 50, <6 a8 (590 1) Lad Wl 5o (0 S GBHL Jie el saianls ) 8,
3 oms—al Gl s do g aliie (B35 b il e sades se Boeme Jie slad S8, S gy
(Y-£) abl oLad L sl sa o Cua

Oldd K38l saeanl (slagia i atsls 53 K b SEIES LS 5o el ole s 5
S0t )50l (0) s (Jelw Gluia wlibd (25me 5o (Ul (esad G g an e € aas e
= bl ol o sad 4 aiina Glejan 5 oba sy cole dia b dw g pa e 50 Ul
e Lol 5 L Ol @Il LlE G yime 1S pad pie sudadl 5o 5 Slilis Gy
o9 S uls aalga sslal Le o cite jgloal 4l 5o (laslbh slaa Ss 5 Sl soliiowl oo is
29 -(1) e gt eMalas o 1) el 5 S0k Gledad (5550 Lk 4 gelaial sla ol
S o3l i il 5 e (MaNae i oS susb sl (558 lacus e sl 550 s
olaas InShape© 5 SPORTO ks 386 50 (sladels ;s aal o oS an o Jio tnal 2580 dals
Wellness plus ) (s =Sy lsl 4o credcun 4ol 5 B Lo S Ladals s 0l (A5Y) wias o
oo LanT glal LSl €S 0t cua o3 scileasl (5,08 4 b s e 4l (Prevention programs
Bl s el sladeli s il o aalys Laglodlon 5 ool Sla s yue Jio 3 5lie slaplSe
G s Do SILLE (@Ml il olale Wil i g oo @)l saae an8 Hlea (b woS iy

998 o sen Blaal (il 5 (LIS Bua 818l (gl b e L) e 5 el 5 0550 all


https://hayat.tums.ac.ir/article-1-840-en.html

[ Downloaded from hayat.tums.ac.ir on 2026-03-14 ]

sallus algll oty SaS iS5 @l e sl eolad Llobl 4 S

8550 (pladalis G 9 e slanely 41 (A) SoS e Suse hlea 5 oSy olelal LTl 5o
Bse Vb oA Sl el e G388 Gl 5a sl 1) 9l
Ot o ALK (8len s A L8 5o 5 5-ES sl el SeSu S, e s b
b LG, slagaas 5 oMalie 5 LT s 31 suliie 5 sload o sadT 5 33se slacelisg
1= e 51 (ol a5 Ol efle (s 5bad Gl 5 OB 5y dles 5l e Sleas (KuiS4l )

&b

1 - Werch CE. Integrating positive behaviors and image with behavioral healthcare. Paradigm. 2013;
17(3): 4-5.

2 - Werch CE, Moore MJ, Diclemente CC. Brief Image-based Health Behavior Messages for
Adolescents and Their Parents. J Child Adolesc Subst Abuse. 2008 Aug; 17(4): 19-40.

3 - Werch CE, Moore MJ, Bian H, DiClemente CC, Ames SC, Weiler RM, et al. Efficacy of a brief
image-based multiple behavior intervention for college students. Ann Behav Med. 2008 Oct; 36(2):
149-157.

4 - Moore MJ, Werch CE, Bian H. Pilot of a computer-based brief multiple-health behavior
intervention for college students. J Am Coll Health. 2012; 60(1): 74-80.

5 - Greenberg MT, Lippold MA. Promoting healthy outcomes among youth with multiple risks:
innovative approaches. Annu Rev Public Health. 2013; 34: 253-70.

6 - Werch CE, Bian H, Carlson JM, Moore MJ, Diclemente CC, Huang IC, et al. Brief integrative
multiple behavior intervention effects and mediators for adolescents. J Behav Med. 2011 Feb; 34(1): 3-
12.

7 - Prevention plus Wellness. Program Samples. [Cited 2014 14 May]. Available from:
http://preventionpluswellness.com/resources/program-samples/.
http://preventionpluswellness.com/2014/04/promoting-prevention-and-health-through-positive-image-
awareness/.

8 - Prevention plus Wellness. Tips for Implementing Prevention plus Wellness Programs. [Cited 2014
14 May]. Available from: http://preventionpluswellness.com/2014/04/tips-for-implementing-

prevention-plus-wellness-programs.


https://hayat.tums.ac.ir/article-1-840-en.html

[ Downloaded from hayat.tums.ac.ir on 2026-03-14 ]

VAT I o5lad X o550 (oln) oo (St psle sl ol 5 (55l .Sl dlas

Using commercial marketing approach to deliver
health and prevention: helping to promote self-care

Elham Shakibazadeh* (Ph.D).
Letters to the Editor

Self-care is a series of learned actions and goal-directed activities done by
individuals in order to provide, maintain, and promote health. Self-care activities
involve health promotion, disease prevention, treatment of diseases and injuries, and
treatment of chronic diseases. Although the impact of the self-care on improvement of
health outcomes and reduction of costs are proven in numerous studies,
implementation of self-care programs requires systematic educational and supportive
interventions provided by health care providers including nurses to overcome health
problems.

Many health professionals in Iran emphasize on negative aspects of unhealthy
behaviors to persuade people to do preventive and healthy behaviors. For example, in
drug abuse preventive programs, disadvantages of drug abuse as well as the increasing
rate of drug abuse and other addictive behaviors, and the economic costs resulting
from drug abuse are presented to youth.

Although the emphasis on negative aspects and side effects of unhealthy
behaviors is worthy, especially when negotiating the budget with the competent
organizations and key supplier, it is not always the best way of proposing behavior
change to individuals. For example, showing the pictures of amputated parts of body,
and/or blindness to patients with diabetes who are mostly depressed and seek
treatment in the diabetes clinics does not seem to be an appropriate approach. Is not
there any other positive ways to announce messages to people?

To answer this question, let's take a look at the concept of commercial marketing.
Do successful companies highlight negative content of their products and services?
The answer is: not often. In commercial marketing, products are presented in a
positive way. In fact, everything from cars to clothing, from food products to furniture
is offered positively in the market. Car reminds success, health and welfare; cloths
helps people to seem younger and more fit; food products help people to feel
refreshed, healthy and happy; even furniture is for a modern and convenient life. In
commercial marketing, foot blisters of a walking individual are never shown to make
people to buy cars.
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It is essential to learn how to strongly motivate our customers (i.e. people) using
approaches of successful companies in presenting positive pictures of the final
products (i.e. healthy behavior). How positive images of people who do not have
unhealthy behaviors should be provided?

The Behavior-Image Model (BIM) is a practical, proven evidence-based
framework for planning brief motivational interventions that integrate risk behaviors
like alcohol, tobacco and drug use with health enhancing behaviors such as physical
activity and healthy eating for youth (1). Using the BIM, appealing social and future
images can be targeted to link health risk and health promoting behaviors, and also,
self-regulation skills can be developed to set and achieve multiple health behavior
goals (2-4).

Health problems are usually interconnected issues. According to the Centers for
Disease Control and Prevention millions of youth engage in health risks associated
with the leading causes of death among young people (5). Nowadays, most of youth
are exposed to two or more co-existing health risk behaviors including alcohol,
tobacco, and other drug use, physical inactivity, unhealthy eating, not getting adequate
sleep, and uncontrolled stress. The use of commercial marketing approaches in
presenting positive images will allow us to “sell” prevention and health at the same
time in the health interventions (6). In fact, the effect of positive image is very strong,
so that such intervention can only be as long as a motivational session; such as what is
shown in successful programs like the evidence SPORTO and InShape© (7, 8). These
programs that are provided in the form of “wellness plus prevention programs” are so
flexible; so they can be implemented in different places such as school, families, and
organizations. The “wellness plus prevention programs" are presented within four
steps: 1) common healthy habits are screened; 2) feedbacks and positive image are
presented to individuals; 3) goals and monitoring programs are set; and 4) supportive
and follow-up measurements take place (8). Presenting positive outcomes for
individuals raise their motivation in taking care of themselves.

Regarding the current emphasize of health planners in Iran to promote self-care
activities among people, taking a look at such successful and proven programs and
using the results of them in designing self-care interventions by health care providers
can be helpful.
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