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Overview 
These campaigns… 

 

(1)   generate specific outcomes  

(2)   large number of individuals 

(3)   specific period of time   

(4)   through an organized set of 
 communication activities 

Rogers and Storey (1987) 
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Overview 

Mass media campaign:  
•Used to describe public communication 
campaigns, or public education campaigns.  
•The term refers to a form of advertising 
designed specifically for a target concept.  
•Campaigns “purposeful attempts to either 
inform, persuade, or motivate behaviour 
changes in a large audience within a given 
time period.”  
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Overview 

The positive effect :  
•Increase an overall awareness of the masses.  
•They enhance the general knowledge by providing 
  us information from all over the world.  
•Contribute to the enhancement of our vocabulary  
•Contribute to a transformation in the cultural and 
social values of the masses  
•Transformation in the way the masses think  

5 



Overview 

 
Stages of a Campaign:  

•Goal, Audience and Medium  
•Formative research helps define which 
  behaviors the campaign will attempt to 
  change to achieve its broad goals.  
•It is important to explore what people 
  already know, believe, and care about.  
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Campaign Implementation 

No Campaign Implementation 

2004 2005 2006 2007 2008 2009 2010 2011 

1. Tak Nak Merokok / / / / / / / / 

2. 5M / / 

3. Cara Hidup Sihat / / / / / / 

4. Denggi  / / / / / / 

5. HIV/AIDS / / / / / / 

6. Talasemia / / / / 

7. Pendermaan Organ / / / 

8. HPV / / 

9. Kurangkan Pengambilan Gula / 
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Overview 
Specific Objectives: 

•At least 80% of target group will be exposed to campaign messages at least 

once. 

•At least 80% of target group who are exposed to the campaign materials 

comprehend the messages.  

•At least 50% of target group who understood the campaign messages stated 

intention to: 

Voice their rights to be free from cigarette smoke (non-smokers) 

Stop smoking (smokers) 
 

•At least 30% of target group who understood the campaign messages  had 

taken action to: 

Voice their rights to be free from cigarette smoke (non-smokers) 

Stop smoking (smokers) by: 

Calling Infoline KKM 

Visit the Perkhidmatan Berhenti Merokok 

Own initiative 
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Overview 
 
Stages of a Campaign:  

 

•Explore the media diet of the audience.  
  Are they literate? Do they listen to radio?  
  Do they read any publication regularly?  
  This will help define the strategy and choice 
  of media.  

Cont, 
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Overview 
 

Stages of a Campaign: 
 

Overall, the campaign which targeted 
adults aged 20+ who are BM, English 
Chinese and Tamil literate, are able to 
reach: 

 

Cont, 

10 



Overview  
PRESS :     51% of the target group with an OTS of 2 

times (2x).  This means each individual of the target 
audience was exposed about 2 times to the ad/message in 
the n/papers 
 
 

 

Cont, 

Estimated campaign achievement 
TA: Adults Age 20+ 
       Total   Malay  Chinese 
Based ‘000     12583   7550  3728 
TARPS      105    114   88 
Reach 1+     51%    56%   43% 
OTS       2.1    2.1   2.05 
Reach 3+     15%    19%   9% 
 
Nielsen Media Research 
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Overview  
TV :     68% of the target group who watched Free-To-Air 

(FTA) TV and ASTRO, with an  OTS of  nearly 9 times (8.5x).  
 
 

 

Cont, 

Estimated campaign achievement  FTA + ASTRO 
TA: Adults Age 20+ 
       Total   Malay  Chinese 
Based ‘000     12434   6623  3706 
TARPS      578    863   144 
Reach 1+     68%    89%   36% 
OTS       8.5    9.7   4 
Reach 3+     51%    74%   16% 
 
Nielsen Media Research 
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Overview  
RADIO :     51% of the target group with an OTH- 

Opportunity to Hear in the case of radio - of 6 times (6x). 
This means each individual was exposed about 6 times to 
the ad/message on the radio.  
 
 

 

Cont, 

Estimated campaign achievement  FTA + ASTRO 
TA: Adults Age 20+ 
       Total   Malay  Chinese 
Based ‘000     1441   996   352 
TARPS      303    299   204 
Reach 1+     6.0    5.7   5.5 
Reach 3+     30%    31%   21% 
 
Nielsen Media Research 
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Overview 
 
Stages of a Campaign:  

 

•Organize funding and how to obtain access 
  to Variety of media (media plan) 
•  The decision to use a particular medium 
should be based on audience research rather 
than on assumptions about its utility and 
audience reach. 

 

•     

Cont, 
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Media Plan 
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Budget Summary 
NO ITEM QUANTITY  PRICE  

    PAID FREE  PER UNIT   TOTAL  

            

A PRODUCTION COST         

1 TV 1 unit -               239,106.72                       239,106.72  

2 Newspaper 1 unit -                 44,906.20                          44,906.20  

3 Radio 1 unit -                 11,201.82                          11,201.82  

            

                               295,214.74  

            

            

B 

MEDIA INV (1ST BURST) 

 [ 2 NOV - 22 DEC 2008 ]         

1 TV 95 spots 49 spots  -                       740,218.50  

2 Newspaper 16 insertion -  -                       388,071.60  

3 Radio 605 spots 133 spots  -                       252,849.45  

            

                            1,381,139.55  

            

            

C 

MEDIA INV ( 2ND BURST) 

[4 JAN - 15 FEB 2009]         

1 TV 88 spots 135 spots  -                       722,463.00  

2 Newspaper 4 insertions -  -                       101,535.00  

3 Radio 582 spots 68 spots  -                       243,791.10  

            

                            1,067,789.10  

            

            

    2,744,143.39  

            16 



Overview  
 
Message content :  
•based in research.  
•Realistic.  
•credible.  
•tailored to the social and  
 psychographic profiles of the target audience.  
•The style - attractive and entertaining.  
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Overview 
 
Message:  
  

•should not been too many different  
  messages in any one time frame, in order to 
  avoid confusion among the target audience.  
•Element of the campaign - 
  pretested with the intended audience.  

Cont, 
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Message:  
Cara Hidup Sihat 

Cont, 

19 



Message:  
Cara Hidup Sihat 

Cont, 

Versi 2 
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Message:  
Cara Hidup Sihat 

Cont, 
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Message:  
Cara Hidup Sihat 

Cont, 
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Message:  
Tak Nak 

Cont, 
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Message:  
Tak Nak 

Cont, 
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Message:  
Tak Nak 

Cont, 
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Message:  
Tak Nak 

Cont, 
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Message:  
Tak Nak 

Cont, 
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Message:  
Tak Nak 

Cont, 

Super              Super                      Cut to end frame 
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Message:  
5 M 

Cont, 
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Message:  
HIV / AIDS 

Cont, 
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Message:  
Denggi 

Cont, 
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Message:  
Pendermaan Organ 

Cont, 
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Message:  
Pendermaan Organ 

Cont, 
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Overview 
 

Implementing The Campaign:  
 
It is never easy, but if stages one and two 
have been done well, implementation should 
go smoothly.  
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Overview 
 

Monitoring and Evaluating:  
 
•Evaluation - begin during implementation  
  and be used to make mid-course corrections.  
•Campaign - evaluated in several ways:  
 - by recording the exposure.  
 - by surveying people.  
 - by observing changes in behavior or the  
        environment that could be attributed, in part, 
       to the campaign .  
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Cost-effectiveness analysis 
Annual total cost of ischeamic heart disease (IHD), 

lung cancer (Ca Lung) and chronic obstructive 

pulmonary disease (COPD) attributable to smoking 

 IHD Ca Lung COPD 

Each patient cost/ year (RM)  1363 7758 12757 

Provider cost/ patient/ yr (RM)  20314 34529 19415 

Total cost/ patient/ year (RM)  21677 42287 32172 

Smoking Attributable Fraction 

(SAF) 

0.38 0.91 0.77 

Total (no. of cases)  132668  4582 246633 

Total cost of disease attributed to 

smoking  (RM million)  

544.5  132.7 2247.6 

Source: Syed Al-Junid; Health Care Costs of Smoking in Malaysia, November 2007 
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Objectives Achievements Target 

Met 

At least 80% of target group will be 

exposed to campaign messages at least 

once. 

91% Yes 

At least 80% of target group who are 

exposed to the campaign materials 

comprehend the messages.  

99% Yes 

At least 50% of target group who are 

exposed to the  campaigns’ material 

stated intention to: 

• Voice their rights to be free from 

cigarette smoke (non-smokers) 

• Stop smoking (smokers) 

 

 

 

91% 

78% 

 

 

 

Yes 

Yes 

Objective Achievements 
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Objective Achievements 
Objectives Achievements Target Met 

At least 30% of target group who 

are exposed to the  campaigns’ 

material  had taken action to: 

• Voice their rights to be free from 

cigarette smoke (non-smokers) 

• Stop smoking (smokers) by: 

–Calling Infoline KKM 

–Visit the Perkhidmatan 

Berhenti Merokok 

–Own initiative 

 

 

 

 

35% 

 

11% 

12% 

 

59% 

 

 

 

Yes 

 

Yes for 

combined 

methods to 

quit 

smoking.  
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Effectiveness of  

 Media Campaigns 

The use of mass media has long been an 
attractive method for implementing the 
promotion of good health practices and the 
prevention of various social and health 
problems 

Wallack LM. 
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Effectiveness of  

 Media Campaigns 

The mass media helps health workers expand their 

audience reach, which is crucial considering the fact 

that face-to-face channels of communication often 

require too many human resources and reach only a 

small number of people in large, underserved rural 

areas. The mass media provides an important link 

between the rural residents and vital health 

information.  

Boyd, Barbara L. and William D.Shaw 
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Lessons learned from media 

campaigns:  marketing health 

in a crowded media world. 

Every year, new media campaigns are launched 
attempting to change health behavior and 
improve health outcomes.  
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Lessons learned from media 

campaigns:  marketing health 

in a crowded media world. 

These campaigns enter a crowded 

media environment filled with 

messages from competing 

sources.  
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Lessons learned from media 

campaigns:  marketing health 

in a crowded media world. 

In what ways are public health 

mass media campaigns now 

attempting to succeed in a world 

crowded with media messages 

from a myriad of sources?  
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Lessons learned from media 

campaigns:  marketing health 

in a crowded media world. 

What are the conditions that are 

necessary for a media campaign 

to successfully alter health 

behaviors and alter outcomes in 

the long term?  
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Lessons learned from media 

campaigns:  marketing health 

in a crowded media world. 

To what extent can the successes 

and failures of previous 

campaigns be useful in teaching 

important lessons to those 

planning campaigns in the future?  
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Lessons learned from media 

campaigns:  marketing health 

in a crowded media world. 

Social Media Strategy  -  This  does not 

mean “use instead of” but rather implies a 

different set of tools that can be used to 

complement what we are doing now. 
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Have we made progress? 

We conclude that mass media 

campaigns can produce positive 

changes or prevent negative 

changes in health-related 

behaviours across large 

populations.  
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Have we made progress? 

We assess what contributes to 

these outcomes, such as 

concurrent availability of required 

services and products, availability 

of community-based programmes, 

and policies that support behaviour 

change.  
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Have we made progress? 

Finally, we propose areas for 

improvement, such as investment 

in longer better-funded campaigns 

to achieve adequate population 

exposure to media messages. 
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