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It was highlighted that the original article [1] con-
tained an error in Table 3. Also, two previous studies
(Kamada et al. 2013, Kamada et al. 2015) were men-
tioned in the Discussion section but were missing from
the reference list. This Correction article shows the cor-
rect Table 3 and the incorrect and correct citations.
Incorrect:
Abstract: “None of the nine studies selected for this

systematic review implemented the entire social market-
ing approach.”
Results: Competition “Four interventions...”
Table 3: (Kamada et al. 2018: Competition: No)
Discussion: “It is difficult to say whether social market-

ing is useful in promoting PA among seniors since none
of the nine interventions selected used the entire ap-
proach (i.e., all seven benchmark criteria).”
Correct:
Abstract: “Only one of the nine studies selected for

this systematic review implemented the entire social
marketing approach”
Results: Competition: Five interventions identified a

facility that competed with their program.
Table 3: Kamada et al. 2018: Competition: Yes

Beyond effective social marketing programs, one failed.
Kamada et al. [2, 3] state that their program did not suc-
ceed in demonstrating an increase in PA levels at 1 and
3 years because it was not comprehensive enough.
Discussion: “It is difficult to say whether social market-

ing is useful in promoting PA among seniors since only
one of the nine interventions selected used the entire ap-
proach (i.e., all seven benchmark criteria).”
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Table 3 Assessing the use of the seven reference criteria of social marketing and the observed impact on the increase in physical
activity

Interventions Target Behavioral
change

Population
study

Segmentation Exchange Marketing
mix

Competition Evaluation Observed impact on
the increase in
physical activity

(DiGuiseppi
et al. 2014)

> 60 yrs Yes Yes No Yes Yes Yes Yes Yes

(Verma et al.
2016)

> 60 yrs Yes Yes No Yes Yes No Yes Yes

(Kamada et al.
2018)

40–79 yrs Yes Yes Yes Yes Yes Yes Yes Yes

(Wilson et al.
2015)

18–85 yrs Yes Yes No Yes Yes No Yes Yes

(Withall et al.
2012)

≥18 yrs Yes Yes No Yes Yes No Yes Yes

(Matsudo et al.
2002)

18 yrs.≤ to
> 60 yrs

Yes Yes Yes No Yes Yes Yes Yes

(Russell and
Oakland 2007)

> 60 yrs Yes Yes No No Yes Yes Yes Yes

(Reger-Nash
et al. 2006)

35–65 yrs Yes Yes Yes No No Yes Yes Yes

(Richert et al.
2007)

30–70 yrs Yes Yes No No Yes No Yes No

yrs years
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