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Abstract 
Introduction: Nutrition literacy can be defined as the degree to which people have the capacity to obtain process and understand basic nutrition information. The aim of this study is to apply a social marketing model in order to improve nutrition literacy as well as healthy eating behaviors of women. 
Materials and methods: This study is a mixed method sequential exploratory one. The first phase of the study is the qualitative study conducted based on content analysis within the framework of social marketing model. Based on the extracted concepts from qualitative studies, two questionnaires were obtained. Nutrition literacy questionnaire with public health approach and eating behavior questionnaire based on the structures of social marketing model. The validity of nutrition literacy questionnaire was 0.7 and the results of R-test were as the following (p=0.012 , r=0.75).The validity of nutrition behavior questionnaire was 0.8 and 0.78 for Cronbach's Alpha. The second phase of the study is an experimental trial with control group. The population included 752 married women. The interventions regarding nutrition literacy improvement were administered based on Harvard dietary pyramid and social marketing model application. The data analysis was done using SPSS software, applying Chi-square, paired t-test, t-test, and Pearson's correlation coefficient.
Findings: In qualitative phase of the total interviews and discussion groups, 350 initial codes were obtained which based on the structures of social marketing model, were grouped into two categories during analysis process: four main themes and eight sub-themes. They are product (product/behavior, product/demand, product/benefit), price (individual barriers and social barriers), place and promotion (overcoming individual barriers, overcoming social barriers, the best way to send a message).Quantitatively, the results indicated that the difference between the two groups in nutrition literacy score was significant after the intervention (P<0.05). Similarly, the difference between the two groups in nutritional behavior was significant after the intervention (P<0.01).
Conclusion and Discussion: The concept of exchange in social marketing of healthy diet was a help in reducing barriers of healthy diet as well as increasing the advantages of healthy behavior from customer’s viewpoint. Finally, the studied women were empowered through obtaining healthy diet skills, which led to gaining healthy nutritional behaviors.
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