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Social Marketing Theory: The 4 Ps
Health Issue
Smoking is a health issue that has become a great concern all over the world, especially among youth and adolescents. However, the extent to which smoking is viewed as a negative health issue differs across various nations. Smoking causes both long-term and long-term effects on young people. The long-term health issues have been reinforced by the fact that most of the young persons who smoke continue smoking until their adulthood. Statistics show that approximately 5.6 million young persons less than the age of 18 years in America smoke, (World Health Organization, 2018).  Most of them who begin smoking at an early age below twenty-one years face difficulties in quitting smoking, hence later suffering from smoking-related health issues such as cancer and respiratory complications. 
Target Population
Smoking is a health issue affecting the youths and adolescents in America, especially those from poor backgrounds. Smoking during adolescence and youth life causes significant health issues among young people, including increased cases of severe respiratory infections, reduced physical fitness, and also creates potential effects lung functioning. The youth is a vital stage that needs a lot of control. That is why organizations such as the world health organization in partnership with other health organizations and the various nations across the globe have partnered to create awareness on the effects of smoking among the youth through initiatives such as the Tobacco Free Initiative (TFI), (World Health Organization, 2018). They have also developed strategies and policies to govern the sale of tobacco products, hence saving our youth.


The 4 Ps of Social Marketing
i. Product- The social marketing "item" isn't a physical involvement. A variety of items exists, going from unmistakable, physical items, for example, the cigarettes. To have a feasible item, individuals should initially see that they have a veritable issue and that the item offered is a decent answer for the issues brought about by smoking.
ii. Price- Price is the expenditure of a consumer to obtain the social marketing product. The price of cigarettes can be increased to discourage youths from smoking, (Burchell, et al, 2013). 
iii. Place- Place is the way through which the consumer reaches the product. Cigarettes have been retailing in the local shops where youths can access them easily. In the efforts to reduce the number of youths who smoke, the government can put regulations that limit the retailing of cigarettes or else the sale of cigars to young people. 
iv. Promotion- In the promotion of the smoking cessation campaign program, the youths can be presented with the adverse physical, psychological, and health complications caused by smoking, and provided with a stepwise program to help those addicted seize from smoking. 
Health Education Campaign Promotional Strategies
In our health education campaign for smoking cessation among the young people and even the entire population, we have implemented the 5A’s of tobacco cessation as our promotional strategy. They include:
1) Ask - Find and record tobacco consumption status for each patient at each visit. 
2) Advice - In a reasonable, solid, and modified way, ask each tobacco addict to stop, (Vijayaraghavan, et al, 2017). 
3) Assess - Is the tobacco addict willing to take a stab as of now? 
4) Assist - For the patient ready to make a quit endeavor, use guiding and pharmacotherapy to assist that individual quit. 
5) [bookmark: _GoBack]Arrange - Plan follow-up communication, face to face, or by phone, ideally inside the principal week after the cessation date.
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Appendix
In this appendix, you will include all previous assignments: Unit 2, Unit 4, and Unit 6.  You may paste your previous assignments into this appendix.  
