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Improving the public health
A Adding healthy years

A Reducing health inequalities
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Blue Zones
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Man MadeBlue Zones
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Marketing
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communicating, delivering, and exchanging offerings that have
value for customers, clients, partners, and society at large.
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Man Made Blue Zone Product

Dimensions
Physical Healthy diet Social Life purpose Healthy living
activity engagement environment
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Step 2: Segmentation

1. Secondary data
2. Quantitative primary data
3. Qualitative primary data
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Step 3: Targeting

Compatible

Size

Expected growth
Accessibility
Cost
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Helpful

Internal

External

Harmful

Weaknesses
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Step 3: Targeting
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Step 4: Development of
Customized Man Made Blue Zone Product
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MMBZ
. - . . . Healthyliving
Physical activit Healthydiet Sociakengagement Lif
y y y gad e purpose environment
Physical activity Healthydiet Social engagemen Life purpose Healthy living

environment
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Step 5: Implementation and Monitoring
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