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This year, many national campaigns, including the Speak Good
English Movement, have hopped onto the new-media bandwagon
to reach out to the young and Internet-savvy.

National campaigns go digital

BY SIALINGXIN

EW media has finally ar-

rived. This year, all types

of campaigns, including
government-backed ones, have
hopped onto the new-media
bandwagon, in a bid to reach
the young and Internet-savvy.

They include the Speak Good
English Campaign, the National
Council on Problem Gambling's
latest anti-gambling drive, and
the National Environment Agen-
cy's latest dengue-awareness
campaign.

Under these drives, messag-
es, photographs and videos are
pousted on websites and social-
media platforms such as Face-
book and blogs.

Experts agree that the
new-media strategy should be ef-
lective, as youths are engaged
on their own turfs.

However, the success of a
campaign depends on whether
youths find the content appeal-
ing and the other components
of the campaign.

Young people are likely to be
comfortable with new media
and access it regularly, so con-
ducting campaigns via new me-
dia makes sense for organisers,
said Associate Professor Tan

Ern Ser of the National Universi-
ty of Singapore's sociology de-
partment.

But youths can turn off or
“flip channels”, due to the mas-
sive number of choices availa-
ble, or if they find the message
naggy and overbearing, he
said.

Ms Vivian Yeung, the manag-
ing director of communications
company REAP Interactive,

said that the message has to be
presented in ways that youths
are receplive to.

For example, youths like new
media becanse they like being
able to choose to read what they
are interested in.

There should also be less text
wilh more visuals, to avoid turn-
ing off most youths, who have a
short attention span, she said.

Dr Melanie Storry Chan, con-

sultant psychologist of The
Counselling Place, said: “Many
youths have told me that they
like the interactiveness of new
media, as opposed to more tradi-
tional forms such as reading
books or hearing a lecture.
“They also appreciate hav-
ing quizzes or games attached to
new media, and (they) say that
this often helps them learn
more about themselves and the

National Day Parade (NDP)

This year's NDP organising
committee invited Singaporeans
to post their reflections on
National Day and the pledge on
social-media platforms and an
official NDP website.

National Library Board's (NLB)
Reading Superstar Chinese
Competition

The NLB worked with the
Committee To Promote Chinese
Language Learning, to ask
people to express their thoughts
on selected books or short
stories, via formats such as
multi-media or mini-books. The
winners were unveiled two
months ago.

Speak Good English Campaign
An online drama serial, Six Lives,
which encourages young people
to speak English properly, was
aired three months ago on
social-media websites.

Other new-media initiatives
include citizen-journalism
website Stomp's online column —
English As It Is Broken. The
column answers readers’ queries
on English.

Another initiative is the
Schools Digital Media Awards
Competition, which gets students
to produce advertisements,
dramas and documentaries on
the theme of speaking English
well.

National Environment Agency's
Operation M.A.C.E (Monster
Annihilation and Control
Enforcement)

Launched two weeks ago, the
Internet-based game promotes
dengue awareness. Users can
download videos, wallpapers,
screensavers and games from
the site, and view video trailers
on platforms such as YouTube.

National Council on Problem
Gambling’s Know The Line
Movement

The council will partner youths to
engage other youths through
interactive videas and
social-media platforms that will
be launched next month.

message given. The use of new
media such as Facebook, blogs
(and) Twitter are very effective
at reaching most youths.”

But she said that these cam-
paigns will work better if they
combine new media with other
initiatives, to increase youths’ ex-
posure to a campaign message.

Studies in the United States
have found that media cam-
paigns combined with school
programmes are more effective
in pulling a message across.

Student Cindy Chew, 18,
said: “Introducing a campaign
is like trying to set a fashion
trend. At first, the idea seems
weird. Then, after you see it
more (often), it becomes accept-
able, even cool. The good thing
about using new media is that
youths will see it quite a lot.”
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