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MERCADOTECNIA SOCIAL SALUBRISTA APLICADA
A LA PREVENCION DE LA COVID-19
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RESUMEN

La pandemia de Covid-19 evidenci6 la urgencia de una comu-
nicacion persuasivamente eficaz promoviendo medidas pre-
ventivas contra la propagacion del SARS-CoV-2. En Argentina
se transmiti6 masivamente la informacion adecuada, aunque
con eficacia limitada. Las tasas de prevalencia, incidencia y de
mortalidad lo demostraron. La OMS, la OPS y tratadistas como
Alan Dever recomiendan introducir las técnicas de mercadotec-
nia y comunicacion publicitaria, preponderantemente psicol6-
gicas, en el accionar de la Salud Publica. En Suramérica, su
utilizacion ha sido escasa. Sin embargo, internacionalmente se
aplicaron con efectividad para promover habitos saludables y
prevenir enfermedades, deviniendo en un ambito de insercion
de la psicologia vacante en nuestro pais. Por consiguiente, es
oportuno emplearlas en la prevencion primaria de la transmision
del virus SARS-Cov-2. El presente proyecto tiene como objetivo
confeccionar piezas publicitarias con base cientifico-técnica,
para ofrecerlas a organismos de salud publica de diferentes
jurisdicciones gubernamentales. Ademas, se difundiran resul-
tados en eventos y revistas cientificas, se divulgara en medios
de comunicacion masiva, y se editara un libro teérico-practico
sobre la tematica planteada.
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ABSTRACT

SOCIAL HEALTH MARKETING APPLIED TO PREVENTING COVID-19
The Covid-19 pandemic evidenced the need for effective com-
munication to promote preventive measures against the spread
of SARS-CoV-2. Despite the adequate information shared on a
massive scale in Argentina, the high prevalence, incidence and
mortality rates can questione its effectiveness. The WHO, PAHO
and practitioners, such as Alan Dever, suggested the use of
marketing and advertising communication techniques in public
health management, where psychology plays a major role. The-
se techniques were scarcely applied In South America, although
they were effectively applied internationally to promote healthy
habits and to prevent diseases. For the primary prevention of the
spread of the SARS-Cov-2 these strategies can be constructive,

resulting as well in new occupational fields for psychologists in
Argentina. For this purpose, science-based advertising plots will
be created and offered to health agencies in different govern-
mental jurisdictions. Moreover it’s results will be disseminated
in scientific events, journals and mass media, as well as a book
will be written about the topic.
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