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Abstract

In recent years, Internet Dependency has been recognised as a growing problem in many
countries. However, there seemed to be a lack of concrete programmes addressing the issue
amongst tertiary students in Singapore. Considering that Singapore is one of the most highly
wired countries in the world, the prevalence of an excessive dependence onthe Internet poses a
significant threat to the physical and psychological well-being of local youth. This convinced
four undergraduates to embark on a campaign, titled Unplug!, to raise awareness about Internet
Dependency and the importance of moderating one’s time online.

Built on the concepts of self-evaluation and peer influence, Unplug! followed a strategic
three-step process to reach out to undergraduates in Singapore. Interactive programmes,
interesting collaterals and a consistent media presence were utilised to encourage youth to
embrace a world wider than the World Wide Web.

The campaign was largely successful as most objectives were met, if not exceeded.
Comparing pre and post-campaign evaluation results, there was a significant change in attitudes
towards Internet use. For example, there was an 18 percent increase in participants who felt that
spending too much time online was harmful, and a 21 percent increase in participants who
disagreed that it was alright to spend more time online than offline.

Being one of the first to tackle Internet Dependency amongst youth in Singapore,
Unplug! has laid a substantial foundation for future campaigners interested in the topic. The

conceptualisation, execution and evaluation of this campaign will be detailed in this report.
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Chapter 1: Introduction

Internet Addiction (IA) is an emergent problem in Singapore. As early as a decade
ago, doctors had noted the incidence of A amongst school children (McAuliffe, 2001). There
had since been a 30 percent increase in need for relevant treatment and counselling services
in recent years (Tan, 2008). Inanarticle on ZDNet Asia (2010), the Institute of Mental
Health’s (IMH) National Addictions Management Service (NAMS) also highlighted a higher
prevalence of Internet or online game addiction in recent years, with accessibility to the
Internet as one of the major causes (Yeo, 2010).

IA may be a function of the widespread Internet penetration in Singapore, where 81
percent of households have access to the Internet (Infocomm Development Authority,
2010a). Moreover, there are over 2,400 wireless broadband hotspots across the country
(Infocomm 123, 2010). As a result, almost all (97 percent) youth use the Internet and they
can do so conveniently fromany location (Infocomm Development Authority, 2010b).

Furthermore, the embedding of the Internet into school and work life and the
prevalence of Internet-enabled wireless devices has caused Singaporeans to be increasingly
engaged online. A study of 800 Singaporeans between 15 and 34 years old, for instance,
revealed one in five respondents spent up to six hours online per day (938LIVE, 2009), which
may result in undue consequences such as IA. There is a need, therefore, to promote
awareness and acknowledgement about the possibility of 1A, especially since Internet use has
become such a daily normthat it is difficult to define it as addictive. Often, youth are too
caught up in the Internet to be conscious of how much time they spend on it. Considering that
the symptoms of I A are less obvious than drugs or gambling addiction (Young, 1999), there
is a greater need to be pro-active in addressing the issue.

Although more action has been taken in view of the growing problem, past and

current programmes have been mostly directed at children aged 10 to 18 years old.



Government bodies such as the Media Development Authority, the Ministry of Information,
Communication and the Arts, and the Ministry of Education, have implemented
cyberwellness programmes to educate students on proper Internet use. However, there
remains a paucity of programmes specifically for tertiary students.

Chapter 2: Literature Review
2.1 Internet Addiction (I1A) versus Internet Dependency (ID)

IA was first proposed for classification as a disorder in 1995 by New York
psychiatrist Ivan Goldberg, who first meant it as a parody (New Yorker Magazine, 2007).
According to his original concept, individuals who displayed symptoms such as “important
social or occupational activities that are given up or reduced because of Internet use",
"fantasies or dreams about the Internet” and "voluntary or involuntary typing movements of
the fingers” were considered to be affected by IA (New Yorker Magazine, 2007). It is
similar to other forms of substance dependency, where one has to consume the substance in
increasing amounts to achieve the same level of satisfaction. According to Young (1996), this
disorder can be diagnosed via a test with eight questions, where a “yes’ to five or more
questions indicates the presence of IA. This Internet Addiction Diagnostic Questionnaire
(Appendix A) was used as a guide in our campaign.

The problem has been flagged in various countries. Research has reflected that it
affects one percent of people in the United States of America (Busko, 2008). In India and
Taiwan, studies indicate 1A as an emerging problem amongst students, prompting researchers
to call on educators and psychologists to pay attentionto it (Annand & Nalwa, 2003; Lin &
Tsai, 2003). In Korea and China, boot camps for youth who are deemed to be obsessed with
the Internet have been established, albeit with unpleasant consequences (Fackler, 2007;

Ransom, 2007).



As IA is a relatively new condition, researchers have not determined its exact causes
(Internet Addiction Disorder, n.d.). Some see it similar to other forms of addiction (Young,
1996), such as gambling. Supposed Internet addicts seek gratification online, which provides
a sense of euphoria that is, in turn, addictive (Internet Addiction Help, n.d.). Psychologist
John Grohol (2003) suggested that it was not the technology but the behaviour itself (online
socialising in particular) that was addictive.

According to Young (1999), the physical risk factors of | A are noticeable, though
comparably minimal to substance dependence. They include disrupted sleeping patterns,
which may cause fatigue and, in turn, may result in the impairment of one’s academic or
occupational functioning and the weakening of the immune system. Other side effects include
back strain and eyestrain due to a lack of movement when using devices to connect to the
Internet. A national survey conducted in the United States of America in 2006 revealed that
six percent ofadults had relationships which were at risk due to one’s excessive Internet use
(Aboujaoude, Koran, Gamel, Large, & Serpe, 2006).

Scholars and researchers came up with several terms for IA, including “problematic
Internet use” (Pychyl, 2009), “pathological Internet use” (Suler, 1999) and “Internet
Dependency” (ID) (University of Notre Dame, n.d.). In general, IA simply refers to the
problematic use of the Internet (Tao et al., 2010). In the case of Dr. Kimberly Young, a
researcher on Internet-related behaviour, 1A was further defined as a type of impulse control
disorder (Kim & Haridakis, 2009). Nonetheless, these terms can be used interchangeably as
they all refer to the same condition and symptoms.

Thus, between IA and ID, we chose to use ID in our campaign. Although individuals
may exhibit the symptoms of I A, it may not be appropriate to label themas addicts. Firstly,
there is a lack of an internationally recognised clinical diagnosis of 1A. Hence, it is still not

possible to conclude that a certain level of usage constitutes addiction, though past literature



did hint strongly at an excessive use of the Internet and its consequences. Since we cannot
determine the true extent to which each individual is dependent on the Internet, the term
‘Internet Dependency’ (ID) was deemed more appropriate as it would avoid placing an
inaccurate or overly severe label on youth’s Internet use. Secondly, we felt that the term
‘addiction’ was much too loaded with negative connotations. In comparison, the term
‘dependency’ had less of a social stigma and would likely be more well-received by the target
audience.

2.2 Internet Use and Mental Health

Past research also hinted at a link between excessive Internet use and other mental
health problems. For example, a study on more than 1,000 teenagers aged 13 to 18 in
Guangzhou found that rates of severe depression among heavy users of the Internet were 2.5
times that of normal users (Rabin, 2010). Also in the United States, seven of the 21
participants in a study on compulsive computer users were found to have mood and anxiety
disorders (Shaw & Black, 2008). Doctors and psychiatrists also speculated that substituting
meaningful friendships with virtual relationships may have an adverse effect on one’s mental
wellbeing (BBC News, 2010).

Although these studies have not been able to determine the nature of the relationship
between an excessive use of the Internet and mental health as yet, they reflect a correlation
between the two. This suffices as a reason for concern and more action to be taken to prevent
any potential negative consequences that the Internet may have on our mental well-being.
These sentiments were echoed by various campaigns related to 1D that were held so far,
which we will explore in the next section.

2.3 Campaigns related to Internet Dependency
To aid us inour project development, we referred to past and existing communication

campaigns on ID.



Prior to our campaign, there was no large-scale youth-initiated communication
campaign addressing the problem in Singapore. In 2009, the Psychology Society of NTU
conducted a small-scale week-long exhibit on campus in conjunction with World Mental
Health Day (NTU Psychology Society, 2009). The informational event aimed to educate
students on the symptoms of 1A and ways to identify dependent peers who may need help.
The society distributed postcards with a simplified version of Dr. Kimberly Young’s IA test.

Overseas, a Thai telecommunications company produced the “Disconnect to
Connect” advertisement to address mobile phone overuse by emphasising the importance of
embracing one’s surroundings. The advertisement took a heartwarming approach by featuring
common folks who reconnected with their loved ones once they stopped using their phones.
According to TMRC Xinying Research & Strategy Ltd (2010), the advertisement reached
over 1.3 million viewers on television and over 800,000 hits on YouTube within five months
(HPBsg, 2010).

Similarly in India, an “IdeaLife” campaign initiated by a telecommunications
company, Idea Cellular, encouraged the audience to disconnect fromthe Internet and focus
on real life. The humorous and playful campaign used funny videos with exaggerated scenes
of Internet addicts at a rehabilitation centre. It also used quirky games which helped people
determine whether they had Obsessive Click Syndrome and Compulsive Typing Disorder,
among others (Pradeep, 2010).

Chapter 3: Formative Research

Past literature informed us about how ID has been studied and addressed in different
countries. However, we needed insights about ID in Singapore to see if it is markedly
different from the situation overseas. Thus, we sought to obtain information specific to the
local audience.

3.1 Engagement with Professionals



To understand the severity of ID amongst youth and to further understand the topic,
we interviewed representatives from the Youth Division of Fei Yue Community Service
(FYCS) and the Nanyang Technological University Student Counselling Centre (NTUSCC).
We also sought advice from the Health Promotion Board (HP B).

In terms of differentiating  Addiction’ and ‘Dependency Behavior’, NTUSCC
explained that an addiction must be clinically diagnosed while “dependency refers to
behaviour that is seemingly reliant and affects one’s quality of life”. FYCS said the “youth
are not addicted to the Internet but they are using it excessively”, which eventually affects
their daily lives. This further reinforced our decision to use “dependency” over “addiction” in
our campaign.

FYCS acknowledged the increase in cases related to Internet use. Although, NTUSCC
could not provide any details due to confidentiality, it did recognise the importance of
addressing this issue. HP B expressed interest in exploring a communication campaign
addressing excessive use of the Internet. All informants noted the lack of programmes for
tertiary students.

In the cases that FYCS handled, social workers noted the challenges in dealing with
the over-reliance on the Internet. As youth were expected to be familiar with the Internet for
school purposes, it was difficult to persuade them to moderate their use. As such, they
recommended us to promote the alternatives as an approach to tackling ID. With time and
attention diverted onto other things, youth will eventually reduce their time spent online
(Appendix A).

3.2 Pre-campaign Survey

To address the paucity of information on the Internet habits of tertiary students and

their attitudes and perceptions towards 1D, we conducted a baseline research on local

undergraduates to:



e Determine the amount of time undergraduates spend online and their level of ID;

e Explore conflicts in their attitudes, perceived behaviour and behavioural action

regarding their Internet use;

e Investigate their media consumption habits and receptiveness towards various

campaign tools

After taking into account the accessibility of the respondents as well as the time and
cost of research, an online survey with 13 multiple-choice questions and one open-ended
question was constructed. This was disseminated to students from three local universities:
Nanyang Technological University (NTU), the National University of Singapore (NUS) and
the Singapore Management University (SMU). The purposive sampling method ensured that
the respondents met the crucial criterion (Hocking, Stacks, & Mcdermott, 2006) of local
undergraduates who spent time online.

Of the 205 respondents, 46 percent, 34 percent and 20 percent were from NTU, NUS
and SMU respectively. The average age was 22 and majority were female (53 percent). The
unequal representation of responses from each institute might indicate that the survey results
were biased towards NTU students. However, this bias could be exempted since the most
important criteria of the respondents were students who spent time online (Appendix B).

Results revealed that half of the respondents spent more than five hours, and another
27 percent spent three to four hours, of each day online for recreational purposes. While the
number of hours spent online was not a sufficient indication of ID, half of the respondents
indicated either “yes” or “unsure” to whether they had missed out on social activities ever
since they became more engaged in the Internet. According to Goldberg (2007), this could be
a symptom of I A. Respondents also displayed another potential I A symptom since more than
seven of every 10 respondents said they felt uneasy when they could not use the Internet.

Most importantly, 84 percent said they tend to stay online longer than originally intended,



with social networking sites (96 percent), watching online videos (86 percent) and using
online chat platforms (85 percent) as their top three online activities. This further reinforced
the previous findings on the act of online socialising, rather than the technology, as the likely
cause of IA.

Also, there seemed to be no significant difference between respondents’ attitudes and
perceived behaviour towards their Internet use, as reflected from the consistent
correspondence between respondents’ answers to the sentences “I feel that it is alright to
spend more time online than in offline social/recreational activities™ (attitude) and “My
involvement in offline social activities has reduced as a result of increasing Internet use”
(perceived behaviour) (Appendix B). Similarly, there was no substantial disparity between
perceived behaviour and behavioural action. Since these findings implied the absence of
conflicting mindsets and behavioural actions, an external stimulus could be the key to
influencing their attitudes and behaviour, which hence justified our campaign.

Among the six statements about respondents’ knowledge of the warning signs and
associated negative impacts ofID, a considerable number of respondents indicated ‘Not Sure’
for all the statements (19 to 31 percent). Over six of every 10 respondents agreed that an
excessive use ofthe Internet might have a negative impact on them. Moreover, half of all
respondents indicated that they would be willing to take action if they were aware of their
dependency levels, while 32 percent took a neutral stand. It was possible, therefore, to equip
youth with more knowledge that could help them strike a healthy balance between time spent
online and offline.

Amongst the various collaterals, comic strips and posters scored the highest in terms
of appeal factor. Facebook (92 percent) and word-of-mouth (85 percent) were the top two

channels through which respondents received information onanevent.



These findings provided us with information that was critical in planning and
executing our campaign. The results justified the use of online platforms in our
communication efforts, identified the type of information on ID that our target audience
lacked, and helped us to understand our target audience’s attitudes towards the topic. These
enabled us to shape our approach accordingly.

Chapter 4: Theoretical Framework

Health communication often employs strategic communication in the hope of
reducing health risks by influencing public health knowledge, attitudes and behaviours. The
campaigns are usually designed to educate on the consequences of a health risk and
encourage action from the target audience as a means of support for the campaign (Kreps,
2010). However, this is challenging as such information is often ignored, if not rejected, by
those reluctant to change their way of life. Therefore, it is critical to understand how one can
be successfully persuaded or motivated for a certain cause. As a start, we studied three
communication theories to find out how individuals process and react to persuasive
messages.

Firstly, the Social Cognitive Theory was relied on as a fundamental concept in our
campaign strategy. The theory recognises that human behaviour is determined by personal,
behavioural and environmental determinants (Bandura, 2002). Amongst these, the self-
regulatory and self-reflective functions are deemed as critical human traits influential in the
formation of attitudes and shaping of behaviour. In the self-regulatory capability, human
motivation and action are influenced by their internal standards and evaluation of their own
actions. Inthe occasion where negative evaluation occurs, individuals tend to want to correct
their actions and attitudes so that they will be in line with their beliefs and standards.
Similarly, the self-reflective capability sees individuals judging their actions and generating

thoughts based on a internal reflection of their own functioning.



Apparently, one’s self-evaluation is a powerful determinant of attitudes and action.
This is affirmed by the Health Belief Model, which explains that individuals can be more
persuaded to take action when provided with information that allows them to evaluate the
perceived severity, susceptibility, benefits, barriers and cues to action (Becker & Rosenstock,
1984). Accordingly, we premised the campaign on the concept of self-evaluation.

Bandura (2002) also touched on the social prompting function, where the influence
and support of others can prompt a behaviour that is previously learned but not exercised due
to insufficient inducements. This is frequently exercised in advertising campaigns, where
modelled acts that bring substantial benefits or the portrayal of vicarious figures engaged in
an action can prompt observers to do the same to reap similar benefits. The pre-campaign
survey revealed that youth did recognise their dependence on the Internet as a problem, but
were not sufficiently motivated to correct it. The theory of social prompting assumed an
important role in the planning of campaign programmes.

We also referred to McClelland’s Achievement Motivation Theory to understand how
individuals may be motivated to effect a change. Also commonly known as the Theory of
Needs, this theory argues that one’s motivation for action is a combination of the need for
achievement, power and affiliation (McClelland, 1988). Although it is more commonly used
in the workplace setting, its analysis of motivated behaviour is also highly relevant in the
campaign setting, thereby becoming an inspiring theory behind the campaign strategy.

People with a high need for achievement will actively seek challenges and feedback
to improve themselves. The need for power can be personal or institutional, with both
pointing toward being in control of a significant matter that involves many others. Finally,
the need for affiliation refers to one’s need to have good interpersonal relationships. Intheir

effort to have desirable relationships with others, they will seek affirmation in terms of



common beliefs and actions. These concepts are invaluable in investigating how one can be
motivated to overcome a behaviour or habit that is potentially harmful to oneself, such as ID.

Finally, the Elaboration Likelihood Model (ELM) was used as key guide in planning
and coordinating campaign messages. The theory posits that one’s perception of a persuasive
message is affected by two information processing routes — the “central” and “peripheral”
routes, which collectively influence the persuasiveness of a message (Petty & Cacioppo,
1981). Individuals processing messages through the “central” route employ a cognitive
approach in assessing concrete facts portrayed, while those processing via the “peripheral”
route are influenced by the attractiveness and aesthetics of the message (Cacioppo & Petty,
1981; Petty, Cacioppo & Schumann, 1983). In order to successfully create message retention
and salience, the communicator must balance between the high-level information and
aesthetics in the crafting of the message (Te'eni- Harari, Lampert, & Lehman-Wilzig, 2007).
As ID is a relatively heavy topic, the campaign first pitched via the “peripheral” route before
exposing youth to more high-level information (Refer to Chapter 7).

Chapter 5: Unplug! Communication Framework

5.1 Introduction to the Unplug! Campaign

The pre-campaign survey results hinted strongly at the possibility of ID becoming a
potential problem in Singapore. Hence, it was a suitable time to address the issue before it
spiralled into a bigger problem. This was especially so since there had not been any major
activity tackling the problem in Singapore. Therefore, we decided to embark on a three-
month-long campaign to raise awareness about the importance of moderating one’s time
online. This strategic communication campaign, titled Unplug!, was built based on findings
from the formative research and the afore-elaborated theoretical concepts.

From the survey, youth knew that over-use of the Internet could be harmful, yet they

lacked the motivation to control their usage. Incorporating McClelland’s theory of human



motivation, we believed that a concise campaign, in the form ofa mass youth movement that
rallied youth across Singapore to come together and make a stand on their Internet use, could
provide the necessary impetus for action. Not only would the mass movement support the
need for affiliation, the common goal and empowerment of youth as leaders of the movement
could reinforce their motivation to take control of their Internet use. If the campaign had the
support of a significant number of youth, the power of peer influence could further prompt
actionamongst a wider group of youth (Bandura, 2002).

However, we felt that the resolution to moderate one’s Internet use could not simply
be induced solely by environmental factors. According to Bandura (2002), the self-reflective
and regulatory capacities of an individual are powerful shapers of mindsets. Hence, much lies
also in the individual’s recognition and desire to correct the problem that one perceived as
harmful. Prior research revealed that youth recognised the problem but might not have
reflected on it as often or as seriously as they should. As such, our campaign worked to
consistently invoke a deeper level of self-reflection amongst youth so they might realise that
their ID habits could become a serious problem.

In line with the ELM (Petty & Cacioppo, 1981), the campaign made use of both
aesthetical and cognitive elements to strengthen youth’s understanding of the negative
consequences of ID and encourage them to reflect on their time spent online. The campaign
also paved the way to appealing offline activities for them to experience the benefits of
spending more time offline than online (Refer to Chapter 7). In this way, the combination of
self-reflection, social reinforcement and concrete action can better induce the desired attitude
and action amongst youth.

5.2 Target Audience
The campaign was targeted at local undergraduates aged 18 to 25. The decision was

made due to a number of considerations.



Firstly, there seemed to be an absence of a precise event or activity on ID that catered
specifically to youth aged 18 to 25. We then decided to narrow this target youth population as
there were realistic constraints in resources and manpower. Coincidentally, the campaign key
supporter expressed interest in reaching out to tertiary students. Being undergraduates, we
also had a better understanding of the mindset of an average undergraduate than that of other
youth segments. It was wise to ride on this advantage to produce a better campaign with
relatable insights into the mentalities of the target audience. Hence, we decided to target
local undergraduates as the initial target audience of the campaign. Should the campaign
obtain more resources in the future, the reach can then be extended to more youth segments.

We also identified the youth’s families as the secondary target audience as they were
believed to be the key influencers on youth’s mindsets and actions. Moreover, the campaign
also encouraged disconnection from the Internet for more valuable time with loved ones. It
was hence important to inform and persuade families to encourage youth to moderate their
Internet use.

Next, we analysed the primary target audience to come up with a relevant and
effective campaign. The target undergraduates were highly educated, with most exposed to a
wide range of information every day. Most spent a significant amount of time in their
respective universities, and tend to have a fixed routine to their activities on campus. By
identifying the routines and the common places on individual campuses that these
undergraduates congregated, there could be a higher potential for a greater exposure to our
campaign messages.

Although academic work took up most of their time and concern, undergraduates also
actively sought out non-academic activities as a means of stress-relief. The Internet was
hence in a favourable position as their prime choice of leisure. According to the pre-

campaign survey, most undergraduates had ready access to the Internet, with 97 percent



owning a laptop. Majority spent more than five hours for leisure every day, with social
networking sites and online video sites as the most common online platforms that they
engaged in. Social networking sites were also their most common platform to receive
information about events or activities. As such, we felt that it was only wise to have a
presence online. Although the campaign message aimed to get youth to spend less time
online, this message could only be effectively spread online since youth spent most of their
time online.

Like any other youth, undergraduates looked forward to exciting, interesting and fun-
filled activities. According to our survey, most favoured therapeutic activities such as music,
shopping and movies. Frequent exposure to heavy academic materials might have prompted
themto look forward to lighter, non-academic materials in their leisure time. This prompted
us to shape the campaign identity into one that was youthful, fun and humorous. As much as
possible, we also tried to recommend offline activities that were in line with the
undergraduates’ preferences.

In addition, most undergraduates belonged to a certain clique— a fixed group of
friends whom they interact with frequently. The clique often shared common timetables and
would move around campuses together. Group dynamics was hence an important factor in
influencing their behaviour. Inaddition, undergraduates also tend to exchange information
via such connections, as reflected in the pre-campaign survey results where word-of-mouth
was the second most common way in which they received information. This would become
an important part of the campaign, where group and peer influence became the key drivers of
the main campaign event (Refer to Chapter 6).

5.3 Campaign Objectives
The campaign objectives and indicators were formulated according to informational,

attitudinal and behavioural outcomes.



1. To raise awareness about the importance of moderating Internet use towards a
balanced lifestyle, as indicated by:
e At least 1,000 participants at the main campaign event.
e At least 400 fans on the campaign Facebook fan page.
e At least 2,000 visits to the campaign website.
2. To raise awareness about ID among students, including its warning signs and
associated negative psychological and social impacts, as indicated by 70 percent
of participants being able to identify at least three warnings signs of ID.
3. Toencourage youth to participate in healthy offline social and recreational
activities as an alternative to spending time online, as indicated by:
e 80 percent of participants with favourable attitudes towards moderating their
Internet use.
e 70 percent of participants expressing confidence in controlling their Internet
use.
e 70 percent of participants expressing intention to make a conscious effort to
achieve a balanced lifestyle by controlling time spent online.
4. To sustain youth’s awareness of ID after the main event.
5.4 Output Objectives
Based on the initial campaign framework, the following key campaign collaterals
were identified. The mix of online and offline collaterals were selected based on their
perceived effectiveness in reaching out to youth, attracting media attention, and the need to
keep to the campaign budget. All of them were conceptualised, designed, pre-tested and
produced by us. The rationale behind each collateral is detailed in Chapter 7.
Offline Collaterals.

1. Campaign logo and tagline



8.

9.

42 media Kits to be sent to selected media

One 5m (W) x 2m (H) campaign collage board for the main offline event
Ten comic strips to be disseminated via strategic media routes to achieve a viral
effect

84 teaser posters to be placed at strategic locations around campuses (3to 5
Versions)

84 main event posters to be placed at strategic locations around campuses (4
Versions)

1,500 campaign notecards to be distributed at all campaign events (2 to 3
Versions)

1,000 campaign notebooks to be distributed at closing event

Four campaign placards for main event

Online Collaterals.

1.

2.

Campaign website

Three posters for fringe event

One pre-event video for main event
One post-event video for main event

Chapter 6: Strategic Promotional Campaign

6.1 Campaign Strategy

There were two main ideas behind the overall campaign strategy. Firstly, to invoke a

deeper level of self-reflection amongst individual youth, who already had a vague recognition

of their over-dependence on the Internet that the campaign could leverage on. Secondly, to

create a mass youth movement towards the moderation of time online, so as to build on the

power of peer influence to motivate youth who were aware of the problem but never had



sufficient motivation to resolve it. The campaign then supported the movement further by
providing various avenues for youth to practice what they preached.

One of the major restrictions we faced was the inability to present ID as a substantial
problem (Refer to Chapter 11), which may hamper efforts in legitimising the campaign. To
accommodate the cognitive restriction, we remediated it by providing stronger peripheral
cues to engage youth in the topic. Hence, we devised memorable programmes, interesting
collaterals and eye-catching phrases to leave a strong impression on youth and spur them to
think about their Internet use on their own accord. These were strategically rolled out during
the course of the campaign, where the collaterals first drew attention onto the campaign
before the series of follow-up programmes encouraged action and sustained interest (Refer to
Chapter 7).

Supporting the toned-down campaign approach, we sought to convey messages
through a fun and engaging manner by communicating casually with youth instead of talking
down to them. This also fitted into our understanding of the average youth psyche, which
appreciates autonomy, respect and a dose of fun and humour in daily life. As such, overly
academic material or heavy language and content, such as “addiction”, “mental health” and
large amounts of factual information was avoided.

Campaign messages were communicated via both offline and online platforms. It was
still essential for a large component of the campaign to take place offline since it encouraged
the spending of time offline. Yet, it was impossible to only have activities offline as the costs
and logistics involved would be far beyond budget. As the campaign advocated a moderate
usage and not total detachment from the Internet, a balance between both platforms was
desirable. Taking into consideration the strengths and weaknesses of the different platforms,
activities were planned online and offline according to how the respective strengths of the

platforms could contribute to our objectives. Online platforms were instrumental in spreading



the message more efficiently to a wider reach of people, while offline activities were
significant in establishing the campaign cause. Hence, we strived to strike a balance between
online and offline publicity by making sure that key activities were always held offline.

6.2 Campaign ldentity

The campaign adopted a youthful and casual identity which emphasised fun and
humour because this appealed to the target audience. The lively campaign identity also
neutralised the stigma that could be attached to ID.

Although various colours were used to highlight the vibrancy of the campaign, the
colour motif consisted of red, black and white. A set of key graphics and fonts was also used
consistently to allow audiences to better identify the campaign. Examples include the red
two-pin plug in the logo, and the black and white background with doodle- like illustrations of
identifiable icons found online (Appendix C).

6.2.1 Campaign name: Unplug!.

Inspired by our supervising professor, “Unplug!” was chosen because it was easy on
the mouth and highly relatable to the topic of ID. It can refer to the act of plugging oneself
out of the online world, or to the physical act of pulling out the plug that is required for
devices with Internet connection. Since the word “unplug” itself might sound overly
technical, an exclamation mark was incorporated to add a sense of vibrancy and excitement
to the campaign.

6.2.2 Campaign logo.

The logo (Appendix C) was designed based on the idea of plugging oneself out of the
online world. The alphabet “U” represented the campaign name “Unplug!” and the icons
within it represented the various online platforms that youth frequently engaged in, such as

Facebook and YouTube, thereby providing a visual cue to the campaign topic. The red plug



that extends from the “U” gave a visual representation ofthe act of unplugging from these
online platforms.

6.2.3 Campaign tagline: World Wider than WWW.

“WWW? is the abbreviation of the term “World Wide Web”, which is the layman
synonym for the online world. “World Wider than WWW” hence referred to the idea that one
should not be overly attached to the online world because the physical world that we live in
is, rronically, much wider and more exciting than that. Living ina World Wider than the
WWW would mean that one would not neglect other aspects of life beyond the Internet. The
tagline was chosen because it rings well and had the potential to leave an impression on the
audience. For the same reasons, it was used as the pledge sloganand in the URL for the
campaign website and Facebook page.

6.3 Sponsorship

Based on the output objectives and activities planned for our campaign, we arrived at
an initial budget of $18,000. In order to execute our campaign and to boost its credibility, we
sourced for sponsors and supporters. Within three months, we managed to secure one key
supporter, one key sponsor, three supporters and ten sponsors.

6.3.1 Health Promotion Board (HPB).

The Health Promotion Board is a statutory board of the Ministry of Health,
established in 2001 with the vision to “build a nation of healthy and happy people” (Health
Promotion Board, 2010). We believed HP B was the most appropriate partner for the
campaign as it is the leading agency in the promotion of national health and disease
prevention. Moreover, HPB could provide professional advice for the campaign and how ID

affected mental health.



We first pitched the campaign concept to HPB’s marketing department which then
directed the collaboration opportunity to the Youth Health Programme Development 2
(Mental Wellness) department of the Youth Health Division (YHD).

The YHD is dedicated to the spreading of health messages to children and youth. To
reach out to young people, YHD used a platform called Breathe which housed a series of
health campaigns on topics such as smoking, sexual health and mental wellness (Health
Promotion Board, n.d. b). Commonly involving youth volunteers, these campaigns were
characterised by their vibrant campaign identities, strong graphics and interactive on-ground
events. For example, “Break Free”, its campaign against teenage smoking, utilises graffiti
designs and influential youth personalities to establish a connection with its youth audience
(Health Promotion Board, n.d. a). Such a portfolio was largely in line with the campaign that
we hoped to implement.

To our understanding, they had not implemented any campaign aimed at ID amongst
youth aged 18 to 25. We sent them an email briefly explaining the campaign concept and
arranged a meeting to present the full campaign idea. After the presentation, HPB expressed
interest in the project and a series of meetings followed thereafter. Following much
discussion and exchange of ideas, HPB confirmed their participation as the endorser and key
supporter of the campaign.

6.3.2 Maybank Singapore.

Maybank Singapore is the key sponsor of Unplug!. Their Corporate Social
Responsibility efforts pertain to social issues arising from the pervasive use of technology
today. Recognising that the increased use of technology had brought about both advantages
and disadvantages, one of their key goals lies in “promoting the need to strike a balance
between virtual and physical worlds (mainly through volunteerism and other community

engagement initiatives)” (Maybank Singapore, 2011).



We searched for several similar organisations before contacting Maybank Singapore.
The search focused on organisations with CSR efforts on social issues related to the use of
technology. Amongst the various organisations, Maybank Singapore’s CSR efforts were the
most fitting to the campaign ideology. Therefore, a sponsorship letter and proposal
(Appendix D) was sent to Maybank Singapore. The company’s CSR manager, Ms Corrinne
Tan, replied and indicated her interest in understanding more about our campaign and a
formal presentation was then made to her. She then presented our campaign to the
management of Maybank Singapore, after which we secured the sponsorship from them.

6.3.3 Supporters and sponsors.

Besides securing sponsorship from the two main organisations mentioned above, we
also approached selected companies via email (Appendix D) and phone to obtain sponsorship
of materials that were necessary for the campaign, such as vouchers for event goodie bags
and films for the Polaroids. The companies were selected based on the nature of the
businesses, activities and materials that they could provide (Appendix D). We also
approached the NTU Student Union for the list of sponsors that they had for their exam
welfare package. These organisations were classified into “supporters” and “sponsors” of our
campaign.

Supporters of the campaign provided mainly non-monetary support, such as venues
for campaign participants to engage in offline activities. As such, companies offering
interesting and healthy offline activities were approached. By obtaining sponsored deals for
such activities, we hoped that youth can engage in these activities as an alternative to being
online. These activities were incorporated into one of the campaign programmes, Plugouts!,
and categorised into Lifestyle, Nature and Community Service (Refer to Chapter 7). In total,
the campaign had three supporters — Apex Club of Bukit Timah, MINT Museum of Toys and

National Parks Board (NParks).



Sponsors of the campaign were involved in providing collaterals such as vouchers and
post-it pads which were included in our event goodie bags (Appendix D). These sponsors
were carefully chosen based on two criteria. Firstly, they must be providers of healthy offline
services/products that the campaign participants can engage in. Secondly, their
services/products must be appealing to the general youth. Based on these, the final sponsors
were Chapter 2 Hairdressing Pte Ltd, Community Health Assessment Team (CHAT), Fitness
First, Frolick, 1-S Magazine, Maranatha Music School, Ski360, Reader’s Digest, Refresh
Bodyworks and Time Out Singapore.

In return, supporters and sponsors were given exposure in Unplug!’s collaterals and
publicity materials. We also offered more exposure by incorporating them into our messages
on our Facebook fan page (Appendix D).

6.4 Campaign Expenditure

By successfully securing two monetary sponsors — HPB and Maybank, our campaign
received a total of $11,000. However, through careful planning and sourcing for comparable
alternatives, the total campaign expenditure only amounted to $6994.82 (Appendix E).

6.5 Timeline

We started to brainstorm for project ideas in October 2010. The topic was finalised in
November, when in-depth research was done to determine the scope of the campaign.
Subsequently, we spent six months in the planning, execution and wrapping-up of the
campaign (Appendix F). Exclusive of research, there were three main stages:

1. Planning/Content Development (two months): Brainstorming, development and
production of overall campaign strategy, programmes and campaign collaterals. Sponsors
were also contacted and secured during this period.

2. Execution of Campaign (two months): There were three main phases of execution

— raising awareness, encouraging action and sustaining interest (Refer to Chapter 7).



3. Wrapping-up (two months): Evaluation and analysis of overall campaign via post-
campaign survey and feedback from stakeholders. The final report and presentation were
prepared in this period.

Chapter 7: Engaging the Audience
7.1 Raising Awareness

Fromthe Health Belief Model, we understood that giving target audience the
appropriate knowledge on ID was necessary before they would be able to take action on the
issue. As such, a three-step approach was devised to engage our target audience both
efficiently and effectively over the course of the campaign. The first step equipped youth
with the information they lacked on ID, thereby raising awareness of the problem.

7.1.1 Can You Unplug!? teaser posters.

These were a series of teaser posters placed at strategic locations around campuses
during the first two weeks of the campaign launch, as a subtle introduction of the campaign.
Intended to draw attention and establish a playful campaign identity, these posters were
designed ina minimalistic style with only the campaign logo, website URL, and a single
quirky line that played on puns of popular online platforms. Six versions of the teaser posters
were developed, each with a different line. For example, one poster read: “More awaits you
beyond that Wall”, with the word “Wall” designed to resemble the popular icon on Facebook
(Appendix G).

The posters were divided and published in two different phases, with each phase
lasting for a week. To enable the target audience to effectively follow the campaign’s train of
thought, the subsequent posters replaced the previous ones in the exact same spot. The six
posters designed were rotated weekly to avoid the possibility of message fatigue amongst our

target audience.



Phase One was intended to spark an extent of self-reflection amongst the target
audience. It comprised only the poster that read: “If you lose your Internet connection
tomorrow, what would you do?” Phase Two took on a more playful note to establish the
campaign identity and tease the audience into discovering more about the campaign, hence
raising their awareness of ID. There were a total of five versions in Phase Two, each playing
on the puns of names and elements of popular online platforms such as Facebook, Twitter
and MSN Messenger. Through the use of the familiar terms, it was hoped that youth would
be able to identify with them and generate some thought and discussion, thereby increasing
youth’s consciousness towards their Internet usage habits.

After the first two weeks of display, these posters were then replaced with the main
event poster to promote The Great Unplug! Relay (Appendix J). With a total of four different
versions for each university in the relay, they were put up at the same strategic locations
around campuses as the Can You Unplug!? teaser posters, replacing the latter in the exact
same spot. This increased the chances of our target audience drawing the relation between the
campaign introduced by the Can You Unplug!? posters and the main campaign event.

7.1.2 Carried Away comic strips.

Ina bid to engage youth in the topic, an original comic strip series was specially
designed for the campaign as comics had the ability to convey messages ina simple and
relevant manner that would likely leave an impression on youth. The idea was to catch their
attention with the humorous yet relatable storylines, which could spur them to reflect on their
own Internet use.

The strips revolved around the encounters of five relatable characters, each with their
own hilarious episodes concerning their Internet usage levels. The name “Carried Away” was
derived from the fact that most characters in the comic tend to get carried away with their

Internet use and hence land themselves in helpless yet funny situations. The characters and



storylines were developed based on our personal experiences and those of our friends. The
characters’ appearances and situations that they were caught up in were carefully designed to
reflect the warning signs and negative psychological and social impacts of ID, contributing to
our objective of increasing youth’s knowledge of these facts, but keeping to the campaign’s
style of doing so through a casual and light-hearted way (Appendix H). The character
profiles, designs and storylines were pre-tested on the campaign’s key supporter and selected
youth before confirmation.

Through the comical situations portrayed, the strips served to encourage some thought
amongst youth on the possibility that the Internet may be affecting their lives in some ways.
This was especially so if the situations depicted were actually similar to their own
experiences.

Launched concurrently with Unplug! in late January, 10 such comic strips were
released on a weekly basis via Unplug!’s online platforms until the campaign ended in the
last week of March. Selected comic strips were also featured in the Unplug! notebook, which
allowed youth who did not have access to Unplug!’s online platforms to be exposed to the
comics as well.

7.1.3 Online platforms.

Although using online platforms may seem ironic to Unplug!’s campaign messages at
first glance, these prevalent platforms were still employed to reach out to youth as the pre-
campaign survey reflected that social networks were one of the most common platforms that
they engaged in. Other than explaining the campaign and 1D in greater detail, these platforms
were also used to share campaign updates, event details and relevant articles on Internet use.
Widgets connecting the website to the Facebook and Twitter pages were made available to
allow easy access and ensured that the messages presented over these online platforms were

consistent and complementary to one another.



However, effort was put into taking on a more reserved approach towards the
frequency of posting updates, so as to strike a balance between using these platforms to
spread campaign messages and helping the target audience to moderate their time spent on
these platforms. As such, these platforms were only updated once or twice weekly (Appendix
).

The campaign website was built based onthe Tumblr blogging framework, which
allowed readers to “like” or re-blog Unplug!’s posts and hence spread them to a wider
audience. Adopting a style that is similar to a blog also meant that Unplug!’s posts appeared
more personal and this helped to reduce the distance between our campaign and our target
audience.

The Unplug! Facebook fan page was one of the main online platforms used to
communicate with youth, most of whom could be found easily on Facebook. Interactive
contests were held to encourage a better understanding of information presented and keep
them interested in the campaign.

The Unplug! Twitter account, @ unplugtweets, functioned as a platform where
supporters were occasionally reminded of campaign programmes and progress. Since the
main strength of Twitter lies in allowing real-time updates, Unplug!’s presence on Twitter
enabled us to retain youth’s attention on activities over the course ofthe campaign. It also
allowed us to give timely reminders to youth to “unplug” when necessary, such as posting a
tweet when it is close to a suitable bedtime to remind followers that perhaps they should
“unplug” and not forgo their sleep to surf the Internet.

7.1.4 Pre-event video.

Prior to the main campaign event, a five- minute video was made to promote the
campaign and the event (Appendix J). This video was also screened during the event to

attract more passers-by to the event and hype up the atmosphere of the event through audio at



the event booth. Scripted in a humorous style with short quips from undergraduates all over
Singapore, the revelation of youth’s Internet usage habits spurred viewers to identify with
themand reflect on their own Internet use, especially upon hearing that fellow youth could
spend up to 12 hours online for leisure purposes every day.

7.2 Encouraging Action

Having equipped our target audience with the necessary knowledge, the next step to
engage themat a deeper level would be to encourage them to act on the issue of ID.

7.2.1 The Great Unplug! Relay.

As mentioned earlier, one of the key campaign strategies was to create a mass youth
movement towards the moderation of time spent online. As such, we planned a large-scale
offline pledge event across universities that could draw youth fromall walks of life to come
together in this movement towards moderation — The Great Unplug! Relay. Four universities
were involved in this massive relay from 7 to 18 February (Appendix J): NUS, NTU, SMU
and SIM.

Positioned as the highlight of the campaign, The Great Unplug! Relay was a pledge
relay event where youth from the four universities contributed consecutively to the formation
of a giant collage with their Polaroid pledges. The pledge, which had youth posing for a
Polaroid with the campaign placard that read: My World is Wider than the WWW, signified
the youth’s promise to moderate his/her Internet use and not neglect other aspects of life
beyond the Internet. Youth were also encouraged to write a resolution or motivational
message on the Polaroid to inspire fellow youth. Each Polaroid collected was then pasted
onto a massive board (5x2m) to forma collage ofthe word “Unplug!”, symbolising the mass
youth movement to moderate their Internet use (Appendix J).

By allowing youth to make a symbolic action of pledging, The Great Unplug! Relay

encouraged youth to take the first step towards achieving a healthy balance between time



spent online and offline. Given that the act of moderating one’s Internet use depends highly
onone’s self-discipline and control, encouraging youth to make a stand on their own accord
would be more effective in achieving the campaign objectives (Appendix J).

As the period when the relay was held coincided with fleas that were organised by the
Student Unions (SU) of the various universities, the team approached the NUS and SMU SUs
to obtain a booth space in these fleas. For SIM and NTU, the flea event spaces were obtained
by applying to the school authorities. Having the Unplug! booth as part of the schools’ fleas
increased the chances of the event being exposed to a high traffic of youth.

The event was not just all hype and fun. In the process of rallying for pledges,
notecards with information on ID were distributed (Refer to Chapter 7.2.3). Videos and
posters with more detailed information were also displayed to provide more explanation.
1,500 goodie bags containing sponsored vouchers for lifestyle and sports activities were
prepared and distributed as an incentive to encourage youth to pledge with Unplug!. Our
sponsors also gained mileage from the event, with their collaterals distributed to youth and
logos prominently displayed on the event collage.

Despite having minimal experience in organising large-scale events, we took on the
role of an event management team and oversaw all details such as sourcing for booth spaces,
planning the event schedule, making the pledge placards, goodie bags and model release
forms and engaging contractors to set up the logistics of the event. To ensure that the event
ran smoothly, youth volunteers were recruited to coordinate the pledging process. As this was
an event by youth for youth, we approached youth voluntary organisations such as Heartware
and the Youth Advolution of Health for their assistance in recruiting volunteers (Appendix J).

Although an event schedule was drawn up to give a general guideline on the team
members’ and volunteers’ roles over the eight days, the event was kept spontancous as we

roamed campus grounds with high human traffic to pro-actively approach youth instead of



staying by the booth and waiting for them to approach us. We felt that to better involve our
target audience, it was essential to incorporate more creative and elaborate action into the
pledge process rather than the common form of pledging through collecting signatures. The
interactive and spontaneous manner in which The Great Unplug! Relay was executed was in
line with the fun and casual identity of the whole campaign.

The event received overwhelming response from the four universities with 1,796
pledges collected, far exceeding the initial target of 1,000 pledges. Given that the entire
pledge event looked to tap on the power of a youth mass movement, youth were given a
choice between pledging individually or ina group. A significant number of youth roped in
their friends to pledge as a group, spreading Unplug!’s messages further and resulting in a
total of 1,050 Polaroids collected.

7.2.2 Plugouts!.

Understanding that youth would need to occupy their time with other activities if they
were to spend less time online, Unplug! encouraged them to engage in healthy offline
activities by providing them with alternatives to spending their time surfing aimlessly online.
A series of offline activities, collectively known as “Plugouts!”, were organised to convey the
message that there were more meaningful activities that youth could engage in beyond the
Internet.

To ensure that a range of activities was provided to meet the diverse preferences of
different youth, “Plugouts!” comprised activities of three different genres — Nature,
Community Service and Lifestyle. The events took place between 19 February and 5 March,
giving youth ample opportunities to mark their schedules for the events after learning about
themduring The Great Unplug! Relay and our various publicity platforms in February
(Appendix K). Prizes were offered to encourage youth to reflect on their experiences at these

events by posting a photo and a 150-word caption on Facebook (Appendix K).



7.2.2.1 National Parks Board D.1.Y. Trails (Nature).

Plugouts! kicked off with a collaboration with NParks, an activity that was sustained
for two weeks from 19 February to 5 March. Youth were encouraged to download a D.I.Y.
trail route from NParks’ website and embark on a hike along one of more than 20 different
routes to spend some time appreciating nature at their own convenient time and date. We felt
that the flexibility in date and time of this activity would make it more appealing to university
students who often had heavy academic and co-curricular commitments. Going on a hike
along nature reserves was also likely to be a group activity, which was in line with the
campaign’s efforts to tap on peer influence to encourage youth to spend time offline.

7.2.2.2 Food distribution event with Apex Club of Bukit Timah (Community
Service).

Adhering to the key message of Plugouts!, the second event provided youth with an
opportunity to undertake a meaningful task of packing and distributing food to the needy
elderly of the Redhill district. This event was a collaboration with the Apex Club of Bukit
Timah, and saw participants spending their Saturday afternoon as a volunteer with the club
instead of surfing aimlessly online. However, as there was a cap to the number of volunteers
needed for the activity, the event could only involve 10 campaign participants. Although the
number was small, it was still a significant step towards showing youth the alternative
activities to surfing the net. Since this voluntary service takes place weekly, those who could
not join us on the day of Plugouts! were encouraged to render their services in the following
weeks and beyond.

7.2.2.3 MINT Museum of Toys (Lifestyle).

The third and final Plugouts! event saw the team working with the MINT Museum of
Toys to provide a special discounted rate on ticket prices for students from the four

universities: NUS, SIM, SMU and NTU. The MINT Museum of Toys was chosen as a



collaborating partner as we felt that the museum was one of the most suitable platforms to
allow youth to reminisce the days before we had the Internet and rediscover the joys of life
without the Internet. On that day, up to four accompanying family members and friends were
also entitled to a 50 percent discount off their tickets. Visitors were also given the
opportunity to make a free souvenir on that day, spicing up the activity and giving
participants a memorable takeaway.

7.2.3 Unplug! notecards.

These notecards, which functioned as postcard-quality versions of conventional
flyers, contained brief information about Unplug! and ID. A total of three versions were
printed (Appendix L) and distributed at every campaign event to help the target audience
understand the campaign. They were used to encourage youth to take part in the events with
them having full knowledge of what the events were intended for.

Notecards were chosen over the conventional flyers because we felt that a card of
better quality might increase the possibility of the target audience retaining it. Hence, we
designed attractive notecards that the audience may want to collect as bookmarks or pin-ups.
Selected lines from the Can You Unplug!? teaser poster series were also incorporated
because the target audience would already be familiar with the series of posters by then and
the lines would help to draw a link between the events and the campaign. These quirky lines
also helped to raise the appeal of the notecards.

7.2.4 Unplug! Mirror.

As part of the strategy to aid youth to take action and reflect on their individual 1D
levels, the Unplug! Mirror was developed based on the Carried Away comic strip series. This
is an online quiz where one can find out which Carried Away character one resembles the
most in terms of ID levels (Appendix M). The results page also offered some useful tips on

how one with the traits of a certain character can try to take control of one’s Internet usage.



The results can also be shared on Facebook/Twitter, enabling youth to conveniently spread
the word and drive more youth to act on their Internet use upon reflection.
7.3 Sustaining Interest

7.3.1 Unplug! collage exhibition.

To extend Unplug!’s reach beyond youth who pledged, the completed Unplug!
collage was exhibited at the common area in front of the Nanyang Auditorium in NTU after
the finale of The Great Unplug! Relay. We obtained the green light to hold the exhibition
from NTU’s Office of Facilities and Planning Management and we engaged the help of our
event contractors to ensure that safety standards were adhered to during the period of
exhibition.

The collage, together with the informational posters, was exhibited for one and a half
weeks, thereby sustaining the campaign beyond the eight event days (Appendix N). On
several visits to the exhibition, we met youth who were intrigued by the massive collage and
were interested to find out more about Unplug!. Several youth were also overheard
explaining the campaign to their friends, contributing to the sustainability of the campaign
even after the events have ended.

7.3.2 Closing event.

To wrap up the three-step process of the campaign strategy, a closing event was held
in early March to return youth their Polaroid pledges and distribute the Unplug! notebook to
them.

After informing youth who pledged about the collection via the e-mail addresses that
they provided during The Great Unplug! Relay, a small booth was set up for a day in each
university, where participating youth came down to collect their Polaroid pledges (Appendix

O). As a means to further increase the sustainability of the campaign and reach out to more



youth, Unplug! notebooks were also distributed to random youth as the notebooks contained
more elaborate information on ID that youth could internalise and ponder over time.

By returning youth their pledges, it is hoped that the Polaroids can serve as a reminder
of Unplug! and the commitment that youth have made to moderate their Internet use. Their
subsequent use of the Unplug! notebook can also achieve the same effect. Hence, Unplug!’s
messages can be sustained even after all publicity and events have ceased.

7.3.3 Youth Health Symposium (YHS).

We were invited by HPB to share about Unplug! at the Youth Health Symposium
held on 19 March 2011. The YHS sought to promote positive youth development by inspiring
youth leaders to harness and direct their energies towards initiating similar health related
projects.

As one of the speakers during the workshops, we introduced Unplug! in detail to a
group of approximately 30 youth leaders from Secondary Schools, Junior Colleges,
Polytechnics, Institutes of Technical Education and Universities (Appendix P). During the
session, we shared about the various challenges and achievements over the course of
executing Unplug!.

Introducing Unplug! to youth leaders in these schools was seen as an opportunity to
sustain interest in Unplug! and the topic of ID. We hoped that they could be inspired to take
up the project or develop their own project on the topic to raise awareness amongst their own
age groups. This would bring Unplug!’s messages beyond the three- month timeframe.

7.3.4 Twibbon.

Twibbon is a tool that enables one to add an icon to their profile photos on Facebook
and Twitter. By adding a Twibbon, friends of the subscriber will also be informed of his/her

support for the campaign, and may be curious to find out more about it. The merit of the



Twibbon lies in its ability to spread the campaign message quickly and to a vast number of
people.

The Unplug! Twibbon took the form of the pledge placard, with the words “My
World is Wider than the WWW?”. The campaign encouraged youth to subscribe to the
Unplug! Twibbon as a reminder to control their time spent online when they log on to
Facebook or Twitter (Appendix Q). As subscribing to a Twibbon may be a relatively
laborious process to youth, we provided prizes as incentives to attract more subscribers.

7.3.5 Post-event video.

This one-minute video was released after The Great Unplug! Relay. It showcased
event highlights and reported on the overwhelming success of the event. It was also screened
for one month on the television screens on NTU’s campus. The video helped to sustain
awareness of the campaign for a period of time after the end of The Great Unplug! Relay
(Appendix R).

7.3.6 Unplug! Giveaway.

The Unplug! Giveaway was a series of contests held via Unplug!’s Facebook page
after the main pledge event was held in all four universities (Appendix S). Questions about
how one can identify someone who is over-dependent on the Internet and how one can
Unplug! to overcome 1D were asked. Youth were encouraged to leave their answers by
commenting on the post and they would stand to win movie vouchers. Movie tickets were the
chosen prize as the pre-campaign survey reflected that movies was the most appealing offline
activity that undergraduates wanted to engage in.

Besides being a form of interaction with our target audience, the Unplug! Giveaway
also encouraged youth to recall the information about ID that they had received from The
Great Unplug! Relay or other Unplug! publicity platforms, thereby deepening their

impression of these messages. Winners were determined based on the criteria of rele vance



and meaningfulness to Unplug!, as well as the creativity of the answers. A formal letter was
drafted to inform winners on the prize collection. (Appendix S)

7.3.7 Unplug! notebook.

The Unplug! notebook was the key collateral which was distributed free-of-charge to
the target audience during the closing event as a concrete takeaway (Appendix T). It
contained five hard insertions describing the campaign and ID, tips on moderating one’s
Internet use, helplines that youth could turn to for help on managing their Internet use, as
well as selected Carried Away comic strips.

The notebooks were chosen for their practicality and utility in daily school life. The
pre- campaign survey also reflected that notebooks were the preferred collateral that
undergraduates wanted to receive. Inaddition, the notebook was capable of carrying detailed
information about the campaign offline. Youth can use the notebook in their studies and, in
the process, constantly come across the inserted material about ID. This would exte nd and
increase recall of the campaign even after it has ended.

Chapter 8: Engaging the Media
8.1 Media Plan

In order to extend the reach and visibility of the campaign, it was integral to spread
campaign messages through relevant national and campus media platforms. In drawing up the
target list of media, we referred to our pre-campaign survey results to select media relevant to
our target audience. Both popular mainstream media platforms and campus media platforms
that specifically catered to our target audience were selected. Taking into consideration the
ethnic diversity in Singapore, media vehicles of all four main languages of Singapore, namely

English, Mandarin, Malay and Tamil, were targeted as well (Appendix U).



Efforts to reach out to the media were split into two phases: the first phase during the
launch of Unplug! in late January and the second phase near the end of the main event in late
February. This allowed us to sustain media coverage throughout the campaign duration.

Our media relation tactics included pitching to the media, disseminating media kits
and inviting the media to The Great Unplug! Relay. Senior social workers fromFei Yue
Community Services had earlier agreed to provide professional input should some media
outlets request it.

8.2 Media Kits

Two media kits were made. In line with Unplug!’s identity, the first media kit had a
funand casual design with the recurring motif ofa two-pin plug coiled around the box. The
kit contained a media release about Unplug! and a teaser to the “Carried Away” comic strip
series. The recipient of the media kit had to uncoil the plug to open the box, hence
performing the action of “unplugging”. This unique design was done to increase the chances
of Unplug!’s media kit breaking through the clutter of information that the media received
every day. The media kits were hand-delivered to the selected media. (Appendix U) Soft
copies of the media kit were also sent out.

The second media kit, consisting of a media release, media invite and event photos of
The Great Unplug! Relay, was sent out via e- mail.

8.2.1 Media release.

Story angles for the two media releases were carefully crafted to help meet Unplug!’s
communication objectives. Keeping to our three-step process in engaging our target audience,
the first media release focused on raising awareness of the issue of ID by sharing our pre-
campaign survey results with the media. By first highlighting the potential problem of ID
amongst local youth as reflected by our survey results, a basis was established for the

introduction of Unplug! as a campaign to address the issue.



To maximise the power of the youth mass movement, the second media release
centred around the success of The Great Unplug! Relay. This was done in the hope to
encourage more youth to take action on the issue of ID should they come across media
reports on fellow youth rallying together and pledging for the cause. The media release
provided the media with an update on the progress of the pledge relay, along with an
invitation to witness the completion of the Unplug! collage in the final stop of the relay.

For both releases, an Unplug! factsheet with background information about the
campaign and the issue of ID was also disseminated (Appendix U). Campaign collaterals
such as the “Carried Away” comic strips were also made available for the media’s use.

8.2.2. Media invite.

As mentioned above, an e-invitation to The Great Unplug! Relay was extended to the
media when the event went into its final stop at NTU. We chose to invite the media to the
final stop as it would be more newsworthy if they could witness the significant act of the
completion of the Unplug! collage, as compared to just being invited to cover the pledge
event.

As with all collaterals, this e-invitation was also specially designed according to the
casual and spontaneous nature of The Great Unplug! Relay. It also provided the media with a
glimpse of the Polaroid pledges (Appendix U).

8.3 Media Coverage

Through our efforts in pitching to the media, Unplug! managed to obtain coverage on
more than eight media platforms, including leading national media platforms such as Lianhe
Zaobao and Berita Harian. The articles in these two national newspapers developed from our
pre-campaign survey results and focused on local youth’s Internet usage habits, thus
contributing to our key objective of raising awareness on the potential problem of ID

amongst local youth and the importance of moderating one’s Internet use.



Youth-oriented media platforms suchas Omy.sg also featured Unplug! inanarticle
and a two-minute vodcast. The coverage obtained on Omy.sg placed greater weight on
Unplug! as a campaign and highlighted The Great Unplug! Relay’s stop in SIM. Given that
Omy.sg’s target audience are youth, this angle of coverage was highly appropriate and
contributed to spreading the power of the youth mass movement further, meeting Unplug!’s
objective of encouraging action amongst youth on the issue of ID.

Unplug! also had the honour of sharing about the campaign on Channel 8’s Good
Morning, Singapore, a Mandarin news and current affairs programme. The 16- minute long
segment was also attended by a senior social worker from Fei Yue Community Services,
adding credibility to Unplug!’s cause and providing the audience with professional
information on the signs and ills of ID.

Besides gaining coverage on print and television programmes, Unplug! attended two
live interviews on national radio stations 93.8FM and 95.8FM. As these two radio stations are
news-oriented in their programmes, they added weight and credibility to our campaign
messages. Each interview had a duration of approximately 30 minutes, giving us ample time
to share comprehensive information about Unplug!’s messages and upcoming activities with
the audience, again contributing to our efforts in meeting the campaign objectives.

Ontop of coverage in mainstream media platforms, Unplug! also reached out to our
target audience through relevant campus media platforms such as NUS’s The Kent Ridge
Common and The Campus Observer. Both articles highlighted the potential problem of ID
and explained Unplug!’s efforts in addressing the issue, thereby encouraging them to act on
it.

Besides coverage that specifically highlighted Unplug! and its activities, our pre-
campaign survey results were also picked up by Lianhe Zaobao in the month of February.

The success of the campaign was also recognised by other media platforms that Unplug! did



not pitch to, resulting in additional coverage that contributed to the sustainability of the
campaign. For example, we were invited to feature our campaign in What’s Up, a monthly
newsletter that goes out to 33,000 Primary school students every month.

Upon seeing the coverage gathered on national media platforms and the exhibition of
the Unplug! collage outside Nanyang Auditorium, the Corporate Communications Office of
NTU also recognised Unplug!’s efforts and gave us the opportunity to extend our reach
within NTU by screening Unplug!’s post-event video on the television screens located all
over NTU’s campus, adding to our list of targeted reach through third-party media platforms
(Appendix R).

Unplug! was also mentioned in shoutouts, status updates, blog posts, forum posts and
tweets on popular social media platforms such as Facebook and Twitter. These were posted
by youth who pledged with Unplug!, as well as media such as CAMPUS magazine, SHAPE
magazine, The Living Room 93.8FM and lifestyle bloggers. While we recognise that not all
coverage obtained may be directed at our target audience group of youth aged 18 to 25, these
coverage obtained are still a testament to Unplug!’s relevance intoday’s society (Appendix
V).

8.4 Media Returns

Based on circulation and listenership figures provided in the rate cards of the main
media platforms that Unplug! was featured on, a rough estimate of the number of
opportunities for Unplug!’s messages to be seen or heard amounted to more than 280,000
gross impressions.

In total, Unplug! achieved more than $115,000 in advertising value, translating into a
Public Relations (PR) value of more than $345,000. Going by industry practice, the PR value
is calculated by marking up the advertising value by three times. Given that the total amount

spent on the entire campaign was approximately $7,000, the Return on Investment (ROI)



based on PR value is 49 times, while the ROI based on Advertising value is 16 times
(Appendix V).
Chapter 9: Campaign Evaluation

Evaluation is an important element of communication campaigns as it can determine
the effectiveness of the campaign, help planners understand why a particular campaign
worked and provide insights to help increase the likelihood of success in future activities
(Rice, & Atkin, 2000). We will examine our campaign based on two aspects — campaign
objectives and campaign strategy, through these methods: post-campaign survey analysis,
web analytics and youth involvement assessment.

9.1 Post-campaign Survey

To investigate the target audience’s response to our campaign strategy and messages,
an online survey was constructed and disseminated to the participants of The Great Unplug!
Relay and fans of the campaign Facebook page. To increase the number of respondents, we
offered 10 pairs of movie vouchers to 10 random respondents as an incentive. In general, the
survey sought to:

e Examine the informational, attitudinal and behavioral outcomes of the campaign.

e Evaluate our choice of communication channels.

Of the 302 respondents, 250 were exposed to the campaign. The average age was 22
and majority were female (62 percent). A fair number of responses were collected fromthe
four universities— 35 percent, 25 percent, 23 percent and 17 percent from NTU, NUS, SIM
and SMU respectively (Appendix W).

9.2 Evaluation of Campaign Objectives

Inabid to reflect an accurate evaluation of the campaign influence, internal checks

were incorporated in the survey. For example, we made sure that there was a difference

between a respondent’s indication of his attitude, self-efficacy and intention towards



moderating his Internet use, and whether these resulted from the campaign. Inaddition, these
results were evaluated against the pre-campaign survey figures to assess the afore-mentioned
variables before and after the campaign. The following breaks down the evaluation by the
campaign objectives.

Objective 1: To raise awareness about the importance of moderating Internet
use towards a balanced lifestyle, as indicated by:

(1) 1,000 participants at the main campaign event.

With the support of the schools and student groups, we managed to tap onthe high
traffic flow of youth on campus and successfully engaged 1,796 participants to pledge at the
main campaign event—Tfar exceeding the initial target of 1,000. In addition, we received
feedback from participants who expressed that the topic of ID was highly relevant and
relatable to them. Several also found the interactive nature of the pledge event attractive and
refreshing.

(i) 400 fans on campaign Facebook fan page and (iii) 2,000 visits to campaign
website.

With regular updates and weekly engagements, the Facebook fan page achieved 401
likes within three months and garnered a total of 73,590 post views. The campaign website
received 1,341 visits. It was observed that there were spikes in our target audience’s
engagement in Unplug!’s online platforms following each event, suggesting that they got to
know about these online platforms through the events and were intrigued to find out more
about the campaign (Appendix X).

Objective 2: To raise awareness about ID among stude nts, including its warning
signs and associated negative psychological and social impacts, as indicated by:

(i) 70 percent of participants being able to identify at least three warnings signs of



The campaign succeeded in this objective as a total of 79 percent of respondents were
able to identify at least three warning signs of ID. The top four signs that were identified by
the 250 respondents who were involved in the campaign were “getting irritated when Internet
use is disrupted”, “neglecting time with family and friends when on the net”, “need to go
online more often for the same level of satisfaction” and “frequent thoughts about going
online”.

Objective 3: To encourage youth to participate in healthy offline social and
recreational activities as an alternative to spending time online, as indicated by:

(i) 80 percent of participants with favorable attitudes towards moderating Internet
use.

Around 75 percent of the 250 respondents indicated that the campaign made them
more positive about moderating their time online. Even though the campaign did not achieve
the targeted 80 percent, an improvement in participants’ attitudes was still observed when we
further compared the pre and post-campaign attitudes. Not only was there an 18 percent
increase in participants who felt that spending too much time online was harmful, there was
also a 21 percent increase in participants who disagreed that it was alright to spend more time
online than offline. This indicated that the campaign had effected a positive change in their
attitudes towards ID.

(ii) 70 percent of participants expressing confidence in controlling their Internet
use.

The post-campaign survey indicated that 83 percent of the 250 respondents were
confident of their ability to cut down on their Internet use when necessary. This is a 21
percent increase from the pre-campaign survey, where only 63 percent of respondents were
confident. When asked if the campaign had brought about this confidence, 68 percent of

respondents agreed. The 15 percent of respondents who did not attribute their confidence to



the campaign could have been overcome if we had engaged them in more offline activities
under the Plugouts! programme.

(ii1) 70 percent of participants expressing intention to make a conscious effort to
achieve a balanced lifestyle by controlling time spent online.

Around 70 percent of the 250 respondents indicated that the campaign had made them
want to spend time on offline activities instead of online ones. In addition, 64 percent had the
intention to assert more control over their Internet use in the next few months. This suggested
that the campaign was largely successful in its efforts to communicate the benefits of
spending more time online.

Objective 4: To sustain youth’s awareness of ID after the main event:

At the closing event, 279 participants collected their Polaroids and 750 notebooks
were distributed. These collaterals would remind participants of the Unplug! campaign cause
and their pledge to moderate their Internet use even after the end of the campaign.

The campaign message was further sustained when we participated in the YHS, where
200 youth leaders were introduced to the campaign. The session served to inspire them to
either adopt the campaign or execute a similar one on the same topic of ID.

In addition, campaign collaterals such as notebooks and notecards were also printed in
bulk by HPB for use in their other campaigns. This ensured that the campaign messages
would be sustained even after we wrapped up the campaign. Furthermore, at the time of
writing, HPB had expressed interest in adopting the campaign. If they do, the campaign can
be extended beyond the three-month period that we worked within.

9.3 Evaluation of Campaign Strategy

With regard to campaign messages, the campaign was successful inachieving a 92

percent recall rate of the main messages among respondents who were exposed to the
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campaign. They could answer “moderating use of Internet”, “reduce dependency on



Internet”, “balanced lifestyle” and “life more than WWW?” when asked for the main
campaign message. This showed that the communication of campaign messages was clear
and they were registered and retained by the target audience.

The decision to spur action through a mass youth movement seemed to be effective,
as participation for The Great Unplug! Relay far exceeded our original target. The vast
increase in pledges might be attributed to the fact that many youth were encouraged to pledge
when their friends decided to do so. The collage, which reflected the combined youth effort
across universities, helped to reduce the inertia we experienced when encouraging them to
take the pledge. From our interaction with the participants, we also observed that most were
supportive of the fact that their act of pledging can encourage more to do the same.

The top three publicity elements that received the most exposure among respondents
were the Can You Unplug!? teaser posters (82 percent), The Great Unplug! Relay (74
percent) and Facebook fan page (62 percent). It was explicable that The Great Unplug! Relay
was one of the highest exposed programme since it was the main campaign event aimed at
encouraging action from the target audience. As the posters and Facebook page were key
collaterals in raising awareness of the campaign, their high impression rates affirmed that our
efforts in concentrating on the initial phase of raising awareness of ID had paid off. This was
especially so for the Can You Unplug!? teaser posters, which were representative of the self-
evaluation approach that the campaign utilised.

Among the collaterals and programmes that the responde nts were exposed to, The
Great Unplug! Relay (87 percent), Can You Unplug!? posters (80 percent) and Carried Away
comic strips (66 percent) were rated the most appealing. These results were encouraging as
all three were key collaterals that we spent the most effort in developing. In addition, the fact

that these unconventional collaterals and programmes were the most well-received proved



that the campaign’s interactive and humorous approach in communicating with youth was
appropriate.

However, the results also reflected a few misses in the campaign. Firstly, the Carried
Away comic strips were popular amongst the target audience, yet only 27 percent of
respondents were exposed to it. This suggested a lack of promotion of the strips, especially
since they were only published online and in the notebooks that were only distributed at the
end of the campaign. Secondly, the campaign website was meant to be one of our key online
platforms but only achieved a 38 percent recall rate and 1,341 visits. The website see med to
have been shadowed by the campaign Facebook page, which was one of the top three most
exposed platforms with over 400 fans. This seemed to suggest that the campaign should have
either further promoted the campaign website or focused on a single platform instead.
9.4 Appraisal from Key Supporter and Sponsor

Unplug! received a positive testimonial from the Deputy Director of Youth Health
Division, HPB, Ms Prema Govindan. In her letter, Ms Govindan expressed her appreciation
for our efforts in executing the campaign. She was also impressed by the conceptualisation of
the campaign. She remarked that we “were able to efficiently utilise limited funds to execute
a public campaign which exceeded expectations’ and that “there is potential for the Unplug!
brand-name to be used for future HPB initiatives involving youth and Internet Dependency”
(Appendix Y).

We also received a testimonial from Ms Corrinne Tan, the Manager for Corporate
Social Responsibility at Maybank Singapore. She expressed that Maybank Singapore was
proud to be the main sponsor of Unplug! and highlighted that the results yielded exceeded
their expectations and attained Maybank’s CSR objectives. She was also impressed by our
“resource fulness, passion, creativity, excellent teamwork and good communication skills.”

Chapter 10: Limitations and Challenges



10.1 Limitations

Due to limited funding and resources, the campaign could only extend its reach to the
four main local universities. However, the campaign might have been seen by youth from
other tertiary institutions. This was possible since access to the campaign’s online platforms
was not restricted to youth from the four universities and that awareness of the campaign
might have been brought about via word-of-mouth.

The short timeframe of three months could also have affected the extent to which our
target audience could internalise the campaign’s messages. As the evaluation of the campaign
had to be done within this timeframe, it was also possible that a change in behaviour amongst
our target audience could not take place in time for it to be recorded and reflected in the
campaign evaluation.

In evaluating the campaign, we were also limited in our ability to analyse the media
coverage obtained accurately, as readership and viewership information and advertising rates
for certain platforms were not available. Thus, despite being featured on a variety of media
platforms, we were unable to determine the exact number of youth who were exposed to
media reports on Unplug! and how these reports contributed to achieving our objectives.
10.2 Challenges

10.2.1 Limited attention on ID in Singapore.

After speaking to the relevant professionals and conducting in-depth research about
the topic, we realised that the issue of ID had not been widely discussed in Singapore as yet.
Most of the cyberwellness programmes introduced were targeted at younger students and
focused mainly on issues such as protecting one’s privacy online and practicing responsible
use of the Internet. Furthermore, these programmes were only introduced in recent years.
Therefore, youth, especially undergraduates, may have had limited opportunities to be

exposed to information on ID. A lack of knowledge would mean that we had to first go the



extra mile to explain what the topic is about to the target audience so that they would find the
campaign relevant.

10.2.2 Contradiction between campaign messages and usage of online platforms.

As the campaign advocated a healthy balance between time spent online and offline,
it might seem contradictory if it were to ask the target audience to visit the campaign’s online
platforms. The fine line between tapping on the convenience and prevalence of the platforms
and staying aligned to the campaign’s cause posed as a challenge to us at times. However,
most youth were able to understand our presence online after we explained that the
moderation of time online, rather than the abstinence from the Internet, was actually the key
message.

10.2.3 Handling dive rse expectations.

Throughout this campaign, we realised that there was a need to strike a balance
between our sponsors’ and supporters’ expectations and the project’s grading criteria. This
was challenging at times, since an imbalanced focus on their expectations could jeopardise
our execution of the campaign.

For example, as one of our supporters had concerns about presenting ID as a
substantial problem in Singapore, we faced a major restriction in presenting the significance
of the issue of ID, which would have provided a stronger basis for our campaign to be
implemented. This was especially so in our efforts to pitch to the media, whereby the
newsworthiness of our campaign could have been increased if we were able to use key
statistics gathered from our formative research.

Fortunately, a consensus was usually reached when such situations occurred and we
managed to balance the respective expectations. In the above example, we managed to retain
the use of certain key data that could still guarantee the newsworthiness of our campaign.

Chapter 11: Conclusion and Implications



Although the campaign did not meet all of its targeted objectives, it was still largely
successful as most objectives were met. Even for those that the campaign fell short of
achieving, the difference between the actual and targeted figure was minimal. Importantly,
the post-campaign evaluation had confirmed that awareness levels amongst undergraduates
towards the problem of ID had increased significantly, along with a positive change in their
attitudes towards the problem. As such, we believe that the campaign had effected a positive
change on the severity of ID in Singapore.

Considering that ID was not given sufficient attention here, the campaign had
certainly laid a substantial foundation in tackling the problem in the future. The great e ffort
spent on the campaign would be worthwhile if the success, limitations and challenges we
experienced could serve as a useful guide for future campaigners.

Future campaigns should be launched at an opportune timing where society is ready
for the recognition and discussion of ID as a problem. Although Unplug! was also held at a
good timing where the influence of Internet was more significant than any other age, its
influence could be greater if there was an initial acceptance of the problem to leverage on.
Having said that, Unplug! had taken the first step in overcoming the inertia and introducing
the problem. Future campaigns could continue to work from this to reap better results. For
example, more research could be done to explore the reasons for the lack of recognition and
acceptance of ID. This might ensure a greater success rate for future initiatives related to the
problem.

Another recommendation would be to widen the target audience to include youth
from more walks of life. Unplug! had focused solely on undergraduates due to constraints in
resources. However, the concept of a mass youth movement would be even more powerful if
a larger and more diverse group of youth was involved. Hence, future campaigners can

consider expanding the campaign reach if they enjoy the luxury of better resources.



Indeed, Unplug! was one of the few concrete platforms tackling 1D with a certain
extent of recognition amongst youths in Singapore. As such, it will be wise for future
campaigners to leverage on the existing influence of this campaign to spread messages
related to ID. This will be much more cost-effective than to develop a new campaign or
platform on the same topic. In fact, this was discussed during the course of the campaign,
where both HPB and FYCS expressed interest in adopting Unplug! and its related collaterals.
If successful, it will be possible that Unplug! will be extended beyond the three month period

that we worked within.
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Appendix A
Inte rviews with Professionals
Fei Yue Community Services:

Interviewee: Miss Joyz Tan, Deputy Manager /Senior Social Worker, Youth Division
Date: 12" November 2010
Venue: Fei Yue Community Services, Simei Branch

Q1: What kind of Internet Addiction cases has Fei Yue handled?
A: Cases that are at risk of addiction, excessive use of Internet, using more than they need to
and using it even if it affects their health.

Q2: How does Fei Yue come in contact with cases regarding the use of Internet?

A: It is the parents that come to us. So far, we had only one youth that approached us for help
directly. I would say most of the youth are not addicted to the Internet but they are using it
excessively, which makes the parents worry. This is so when the youth stay up late at night
and when there is a dip in their school results. Parents tend to feel that the Internet is the
cause of it and comes to help saying that their children are addicted.

Q3: How does Fei Yue deal with these cases?

A: Fei Yue work similarly to counselling centres. The parents would usually come over to
our centres alone or with their children. But in most cases, the youth are not willing to come
along, therefore our staff will do home visits. We will be introduced to the youth and from
there, we build up rapport with them. The main underlying issue is that they are not
communicating well with their parents. When parents do not see their kids studying, they get
worried. As most parents grew up in a different environment as their children, they see work
and Internet as separate entities, whereas for youth, Internet is their life.

Q4: What is the age range for youth who are highly dependent on the Internet?
A:13to 18 years old. Most of themare in secondary school. There are programmemes in
place (e.g.: cyber wellness) to educate them on the importance ofa moderation use.

Q5: Have you treated cases that involve youth from the tertiary level? Canyou share
with us on some cases?

A: For young adults, we will refer them to the family service centre instead of coming to the
youth centre here. | have known of a NUS medical student that dropped out from school due
to gaming addiction.

Q6: What is the draw of the Internet?

A: There are many reasons. We usually look out for the pull and push factors during
assessment. Generally, it is due to stress from expectations and family situations. Internet is
too attractive and interesting. Screen resolution gives us adrenaline. Our neutrons become
wired that we like rewards, and Internet gives us rewards — we can level up in games
(providing recognition), there are so many interesting stuff online, et cetera. Internet never
fails us, whereas people and results fail us. When you have nothing to do, you just do what is
available and Internet is always available. It is there for us 24/7. Sometimes, we go online to
find comfort.



Q7: How can Internet Addiction affect one’s mental health?

A: Some youth are online because they have anger issues with the family or they feel upset
with the world. They spend a lot of time online and when they cannot go online, they will
flare up. And this will require medication to control their anger.

Q8: Are Internet addicts less sociable in the real world?

A: There is no research done on this yet. Whether Internet makes one less sociable or less
sociable people turnto Internet. It is like chickenand egg question. Socialising online does
require some level of EQ too.

Q9: What are the challenges in dealing with the problem - Internet Addiction?

A: Contradicting messages — Youth need to go online for school, they are told to be literate

and children are expected to learn about the Internet. It is also becoming a norm that parents
are starting to use gadgets to teach the kids rather than using books. Therefore, it is difficult
to explain to the youth on why they should not use too much of the Internet.

Q10: Do you have any advice on overcoming Internet Dependency?

A:You need to know the opportunity cost involved and think of how you want to make use
of your youth. Although you get a lot from the Internet, but if you transfer the time spent
online on doing a part-time job or learn an extra skill that you can use for the future, you can
gain much more out of it. Just think of how you want to spend the best days (youth) of your
life. Be clear on what is important, what are your concerns and whom do you really treasure.
Many of them hardly spend time with people who are important to them. They rather
socialise with people online and neglect people they love most.

Q11: What would you suggest as the approach for a campaign addressing this issue?
A: 1 would recommend that alternatives should come in stronger rather than addressing the
problem itself. More than often, people do not know what to do with the time. For example,
Earth day encourages us to switch off our electrical appliances for two hours, but what do we
do during the two hours? We need to focus on solutions more than problem. When you start
focusing on something else, you will naturally cut down on time spent online. It boils down
to exercise self-control. Example - self-control in friendships. | may be out with my friends
but I am tweeting or updating my Facebook status to engage other people instead of the
current group of friends that I am with. Self-control comes in the form of having the control
to focus on what 1 am doing now, and the people who | am with, rather than target the mass
audience out on the Internet. Eventually, when the youth are provided with alternatives and
enjoy doing other things, they will start to cut down the time spent online.

Q12: Does Fei Yue provide any help to the youth?

A:We have anonline volunteer programmeme. Volunteers are youth that are older. They
would read the blogs of the younger ones, chat with the youth online to provide a listening
ear, they can perform research online or work as new-media researchers. This programme
works both ways — for youth to contribute their time online to work instead of surfing
randomly and for youth who are facing problems, they can turnto this mode for help.



Nanyang Technological University Student Counselling Centre:

Interviewee: Miss Tan Lih Chin
Date: 2"Y November 2010
Venue: NTU Student Counselling Centre

Q1: What kind of issues does NTUSCC handle?
A:We handle psychosocial issues - relationships, stress, etc. and also psychological issues.

Q2: How does NTUCC define Internet Addiction?

A:We adopt the definition by Dr. Kimberly Young. To highlight, there is a difference
between Addiction and Dependency Behaviour. Dependency refers to behaviour that is
seemingly reliant and affects one quality of life. The person shows behaviour. While for
addiction, it has to be clinically diagnosed. You can possibly search for “Problematic Internet
Use” and there should be more information about it.

Q3: How does NTUSCC reach out to the students?
A:We conduct talks during freshman orientation week to publicise on our services. Students
can walk in to our centre or contact us via email or phone.

Q4: Do you have data on Internet Addiction among undergraduates?
A:lam not able to disclose any information, as it is confidential.

Q5: Are there more undergraduates coming to NTUSCC to seek advice on Internet
Addiction?
A:Sorry, | am not able to answer this.

Q6: Do you think Internet Addiction is a rising trend?
A:l would say it is an important issue that we should look at.

Q7: Does NTUSCC provide any materials to the students on Internet Addiction?
A:We have brochures that provide some useful information. Example: the warning signs of
Internet Dependency and what to look out for so as not to get carried away on the Internet.
The NTU Psychology Society had also come up with Zo Cards, using Kimberly Young’s list
of Internet Addiction symptoms.



Appendix B

Formative Research Survey Questions and Results

This lists only the responses from the 205 respondents who were studying in one of the three
main Universities in Singapore. All 205 completed the survey in its entirety.

SECTION A

Q1. Which of the following gadgets/devices do you own? You may choose more than one
option.

Response Options Percentage
Desktop Computer 60.0% (123)
Laptop 96.6% (198)
Smartphone 62.9% (129)
iPod Touch 19.0% (39)

iPad 2.4% (5)

Q2. On average, how much time do you spend on the Internet (including accessing
Inte rnet through mobile phones and devices) for leisure every day?

Less than 1 hours 49 % (10)

1-2 hours

34 hours

More than 5 hours 602 % (103)

120



Q3. On average, how much time do you spend on the Internet (including accessing
Inte rnet through mobile phones and devices) for work every day?

Less than 1 hours 9.8 % (20)

1-2 hours 395 % (81)

34 hours

More than 5 hours 24 4 % (500

Q4. Which of the following activities do you engage in while using the Internet for
leisure purposes? You may choose more than one option.

76.1 % (156)
B84.9% (174)

Watch online videos

Social networking sites

Online shopping

Gaming

Blog Activities

(Write/Read) 3%am

Others (please specify)




Q5. Have you ever missed out on any social activities (with friends/family) since you

became more engaged in the Inte met?

Response Options Percentage
Yes 20.0% (41)
Not Sure 24.4% (50
No 55.6% (114)

Q6. For the following statements, please select the most appropriate answer that

describes your usage of the Internet for leisure purposes.

Response Options Percentage

Statement SA A N D SD
| feel uneasy when I am not able to use 14.6% 56.1% | 18.0% | 9.3% 2.0%
the Internet. (30) (115) (37) (19) 4

I know that I might be spending too 26.8% 46.8% | 15.1% | 10.2% | 1.0%
much time on the Internet. (55) (96) (31) (21) )

I tend to stay online for a longer time 29.8% 54.6% | 12.2% | 3.4% 0.0%
than I originally intended. (61) (112) (25) (7) (0)
My involvement in offline social 1.0% 22.4% | 30.2% | 34.1% | 12.2%
activities has reduced as a result of 2) (46) (62) (70) (25)
increasing Internet use.

I have made unsuccessful attempts to 3.9% 31.7% | 30.7% | 27.3% | 6.3%
cut down on my Internet use. 8) (65) (63) (56) (13)
| frequently think about online 2.0% 30.7% | 28.8% | 31.2% | 7.3%
activities when I amaway from the 4) (63) (59) (64) (15)
computer.

There were times when | felt the need 2.0% 24.4% | 28.8% | 31.7% | 13.2%
to use the Internet for a longer period 4) (50) (59) (65) 27)
of time to achieve the same level of

satisfaction as before.

I am confident in my ability to cut 9.8% 51.7% | 22.4% | 15.1% | 1.0%
down on my Internet use whenthere is (20) (106) (46) (31) 2
a need to.

| feel that it is harmful to be highly 16.1% 47.3% | 16.1% | 13.7% | 6.8%
dependent on the Internet. (33) 97) (33) (28) (14)
| feel that it is alright to spend more 2.9% 14.1% | 42.0% | 34.6% | 6.3%
time online than in offline (6) (29) (86) (72) (13)

social/recreational activities.




Q7. Please indicate if you think each statement is true or false.

Over-dependence on the Internet may result in: True Not sure False
Short concentration spans 62% 21.0% 17.1%
(127) (43) (35)
Anti-social behaviour 60.0% 18.5% 21.5%
(123) (38) (44)
Loss of Appetite 21.2% 28.6% 50.2%
(43) (58) (102)
Constant sense of guilt 36.9% 30.5% 32.5%
(75) (62) (66)
Susceptibility to aggression 55.6% 23.4% 21.0%
(especially when one’s Internet use is being (114) (48) (43)
disturbed)
Insomnia 51.0% 22.5% 26.5%
(104) (46) (54)

Short concentration
spans

Anti-social behavior

Loss of Appetite
B True
I Mot Sure

. I Fal
Constant sense of guilt alse

Susceptibility to aggression
(especially when one's
internet useis b...

Insomnia
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SECTION B

Q8. For each of the following media platforms, name ONE channel/publication/radio

station/website that you most frequently engage in.

Television: Channel 8 (31.7%, 65), Channel 5 (14.6%, 30)
Newspaper (Print/Digital): The Straits Times (50.2%, 103)

Local Magazine: Not Applicable (66.3%, 136), 8 Days (12.2%, 25)

Radio Station: 93.3FM (22.9%, 47), 98.7FM (20.0%, 41)
Online (Blog): Not Applicable (62%, 127), Xiaxue (17.1%, 35)

Online (Forum): Not Applicable (87.3%, 179), Hardwarezone (11.7%, 24)

Q9. Please rate the following in terms of how appealing they are to you.

(5 being the most appealing and 1 being the least appealing.)

Response Options Percentage

Collaterals 5 4 3 2 1 Average

Comic Strip 41.5% 26.3% | 16.6% | 7.8% | 7.8% 3.94

(e.g.: chew on it, Garfield, (85) (54) (34) (16) (16)

Peanuts)

Poster 4.4% 49.3% | 34.6% | 59% | 5.9% 3.47
©) 1 | 1) | 12) | (12)

Brochure (a few pages) 2.4% 15.6% | 42.0% | 25.4% | 14.6% 2.66
() 32 | 86 | (52) | (30)

E-mailer 2.0% 11.2% | 34.6% | 29.3% | 22.9% 2.4
(4) (23) | (7)) | (60) | (47)

Leaflet/Flyer (1-sheet) 7.4% 17.2% | 28.4% | 18.6% | 28.4% 2.57
(15) (35) (58) (38) (58)

Q10. How do you usually receive information about an event?
(You may choose more than one option.)

Response Options Percentage

Facebook 92.2% (189)

Newspaper/Magazine Event Listing 53.2% (109)

Friends/Family (word-of- mouth) 84.9% (174)
Blogs 25.8% (53)
Direct Mailer 31.2% (64)

TV/Radio 43.4% (89)




Q11. Which of the following activity/event(s) is/are appealing to you?

(‘You may choose more than one option.)

Response Options

Percentage

Arts

49.3% (101)

Community Service

35.1% (72)

Nature 46.3% (95)
Shopping 55.1% (113)
Music 61.5% (126)
Sports 38.0% (78)
Movies 73.7% (151)
Others (Food, Travel) | 4.4% (9)

Q12. Which one of the following ite ms would you most likely use if you receive themin

a goodie bag?

Response Options Percentage
Velcro Strap (for tying cables) 25.4% (52)
Laptop Stickers 7.3% (15)
Notebook 48.8% (100)
None of the above 18.5% (38)

Q13. Would being aware of your Internet Dependency level make you do something

about it?

Response Options | Percentage
Strongly Agree 4.4% (9)
Agree 45.9% (94)
Neutral 31.7% (65)
Disagree 10.7% (22)
Strongly Disagree 7.3% (15)




Q14. Which of the following would motivate you to pledge for a campaign?

Response Options Percentage

When my friends pledge 35.6% (73)

Incentives (e.g.: Goodie Bag) | 44.9% (92)

For a worthy cause 77.1% (158)

Others 4.4% (9)
SECTION C

Q15. Age

Response Options Percentage
18 years old 0.0% (0)

19 years old 3.4% (7)
20 years old 6.3% (13)
21 years old 13.7% (28)
22 years old 35.1% (72)
23 years old 13.7% (28)
24 years old 21.5% (44)
25 years old 6.3% (13)
Q16. Gender

Response Options | Percentage
Male 52.7% (108)
Female 47.3% (97)

Q17. Institution

Response Options Percentage
Nanyang Technological University 45.9% (94)
National University of Singapore 34.1% (70)
Singapore Management University 20.0% (41)




CROSS TABULATION RESULTS

Relationship between amount of time spent online for leisure and incidence of missing
out on social activities

Less than | 1-2 hours 3-4 hours More than 5
1 hour hours
Yes 10.0% 16.7% 7.1% 29.1%
1) (6) 4) (30)
Not sure 30.0% 19.4% 28.6% 23.3%
3) (7 (16) (24)
No 60.0% 63.9% 64.3% 47.6%
(6) (23) (36) (49)

Have you ever missed out on any social activities (with
friends/family) since you became more engaged in the Internet?

120

100
80
B More than 5 hours
I 3-4 hours
I 1-2 hours
60
B |ess than 1 hours
40

h

Not Sure




Attitude VS. Perceived Behaviour

Response Options Percentage

Statement SA A N D SD

My involvement in offline social 1.0% 22.4% | 30.2% | 34.1% | 12.2%

activities has reduced as a result of @) (46) (62) (70) (25)

increasing Internet use.

| feel that it is alright to spend more 2.9% 141% | 42.0% | 34.6% | 6.3%

time online than in offline (6) (29) (86) (71) (13)

social/recreational activities.

Perceived Behaviour VS. Behavioural Action

Response Options Percentage

Have you ever missed out on any Yes Not Sure No

social activities (with friends/family)

since you became more engaged in 20.0% (41) 24.4% (30) 55.6% (114)

the Internet?

My involvement in offline social Strongly Agree | Neutral Strongly

activities has reduced as a result of and Agree Disagree and

increasing Internet use. Disagree
23.4% (48) 30.2% (62) 46.3% (95)




Appendix C
Unplug! Key Graphics

Logo:

Background:



APPENDIX D

Sponsors

List of companies and organisations approached for sponsorship:

© oo NG WNE

W W WWWWOWWWWRRNRNRNNNRNONNNRNNRERRERRRR R R B
©oNOOaOrWOWNMNEOOXNORrWNMEOOONOGRAWDNDREO

ASFitness

Apex Club of Bukit Timah
BorderX

Cambridge School of Education
Cathay Cineplexes Pte Ltd
Chapter 2 Hairdressing Pte Ltd
Community Health Assessment Team (CHAT)
Danz People Studio

Fitness First

Focus Music

For Flea Sake

Forest Adventure

Frolick

FUJIFILM

Golden Village

Heartware Network

I-S Magazine

Jitterbugs Swingapore

Kallang Ice World

K Box Karaoke

Lip Golf

Made With Love

Man Fut Tong Nursing Home
Maranatha Music School
Maybank Singapore

MINT Museum of Toys
National Parks Board (NParks)
Newater (Public Utilities Board)
NewUrbanMale

NTUC Wild Wild Wet
PartyWorld KTV

Popular Book Co (Pte) Ltd
Reader’s Digest

Red Star Community Service
REDynasty Paintball

Refresh Bodyworks
Replugged Music School
*SCAPE

Screening Room



40.
41.
42.
43.
44,
45.
46.
47.
48.
49.
50.

Select Group

Settlers Café
Singapore Retailers Association
Ski360

Snow City

Subway

The Mind Café

Time Out Singapore
True Fitness

Vanda Boxing Club
Wave House Sentosa

Email template to sponsors:



Campaign proposal to sponsors:
















List of Unplug! Campaign sponsors:

Type of Activity |Organisation Sponsorship About the Items sponsored
Entitlement organisation (Quantity)/
service provided
Lifestyle Chapter 2 Sponsor A hair-dressing $10 voucher

Hairdressing Pte salon which (1500)

Ltd provides hair
services with
student rates.

Frolick Sponsor A frozen yogurt Free topping
chain withover 8  jvoucher (1500)
outlets in Singapore.

Fitness First Sponsor A privately owned (3-day trial pass
health club group  |(1500)
offering gym
services, yoga and
aerobic lessons with
personal trainers.

I-S Magazine Sponsor A city living Past issues of
magazine providing |magazine
events listings and |(1500)
lifestyle-related
information.

Maranatha Music  [Sponsor A pop music school [$30 voucher

School which provides (1500)
lessons on areas
such as instrument-
playing, music
expression and
creation.

MINT Museum of (Supporter A private museum [Brochure and

Toys showcasing toys event flyer
from 19" century to [(1500) &
mid-20"" century.  [Collaboration

for Plugouts!

Reader’s Digest  [Sponsor A family magazine [Past issues of
which focuses on  [magazine
lifestyle tips and (1500)

issues.




Refresh Bodyworks|Sponsor A local spa chain  [20% Refresh
offering spa and Bodyworks
grooming services oucher &
in heartland and Service Menu
town areas. (1500)

Ski360 Sponsor First Cable-Ski park [$5 voucher
in Singapore which |(1500)
is located at East
Coast Park.

Time Out Sponsor A lifestyle magazine [Past issues of

Singapore providing events magazine
listings and (1000)
lifestyle-related
information from
entertainment to the
arts scene.

Nature National Parks Supporter Statutory board Post-it pads

Board (NParks) responsible for (500) &
providing and Collaboration
enhancing the for Plugouts!
greenery of
Singapore.

Community Apex Club of Supporter A voluntary welfare [Collaboration
Service Singapore group which for Plugouts!
organises a food
distribution activity
for the needy elderly
in the Redhill
district.

Community Health [Sponsor A part of the Post-it pads

Assessment Team National Mental (1500)

(CHAT) Health Blueprint to

provide early
detection and
intervention for
youth from Post-
Secondary
Education
Institutions and
those who are out of
school.




Example of Sponsors’ exposure on Unplug! Facebook Fan Page:

Refresh Bodyworks

Ski360

Example of goodie bag given out during The Great Unplug! Relay:



Appendix E

Summary List of Unplug! Campaign Expenditure

AMO b
A. REVENUE
1 | Sponsorship from Health Promotion Board 6000.00
2 | Sponsorship from Maybank 5000.00
Sub-total (A): 11000.00
B. EXPENSES
EVENT
Backdrop, 5m x 2m, PVC Full Colour, with
1 | wooden backing 1605.00
Installation/Dismantle of Backdrop (4 times)
2 | Fyjifilm Instax Mini Film (110 boxes) 1100.00
3 | Panel Posters + Placard 51.40
4 | Venue Rental (SMU) 240.00
5 | Venue Rental (NUS) 214.00
6 | Transportation (Van/Taxi) 415.30
7 | Event Helpers 810.00
8 | Miscellaneous/Stationery 72.00
9 | Meals 303.10
PUBLICITY
10 | CYU/TGUR Posters (A3 size) 319.20
11 | Notebook Design 400.00
12 | Comic Awrtist 495.00
13 | Media Kit 146.70
14 | Website Domain 12.87
15 | Website Developer 600.00
RESEARCH
16 | Survey Monkey Pro Account (3 months) | 117.00 |
YOUTH HEALTH SYM POSIUM
17 Mini Backdrop (YHS), 2m x0.9m, PVC Full 80.25
Colour
18 | Panel Posters 13.00
Sub-total (B): 6994.82
Balance: 4005.18




Appendix F

Unplug! Campaign Timeline



Appendix G

Can You Unplug! Teaser Posters

Size:420mm x 297 mm
Weight: 310 gsm

Design 1 Design 2

Design 4 Design 5

Design 3

Design 6



Posters in Schools:



Appendix H
Carried Away Comic Strip Collection

Characters’ Profile:






Comic Strips:















Example of Comic Strip posted on Unplug! Facebook Fan Page:



Appendix |
Unplug! Campaign Online Platforms

Screenshots of Website (http://worldwiderthanwww.com):

Main Page

About Us Page


http://worldwiderthanwww.com/

Unplug! Mirror Page

Plugouts! Page



Sponsors Page

Facebook Fan Page (http://facebook.com/worldwidertanwww):



Twitter (http://twitter.com/unplugtweets):



Appendix J
The Great Unplug! Relay
Main Event Posters:

Size: 420mm x 297mm
Weight: 310 gsm

Design 1 Design 2



Design 3 Design 4



Unplug! Pre-event Video:



Placard Design:

Placard:



Collage Board Design:

Collage Board:

Size:5mx2m
Material: PVC Banner, with wooden structure

Completed Collage Board:



Exhibition Posters:

Design 1



Design 2



Volunteers’ Brief



Example of Work Schedule:



Model Release Form:



Event Photographs:

NUS: 7" to 8" February 2011

SIM: 9" to 10" February 2011



SMU: 14" to 15" February 2011



NTU: 17" to 18" February 2011

Examples of Polaroid Pledges:



Appendix K
Plugouts!
Plugouts! Posters:

Main Poster



Apex Club of Bukit Timah:



MINT Museum of Toys:



NParks D.L.Y Trails:



Letter Template to Prize Winners:



Plugouts! Event Photographs:

Food Distribution with Apex Club



Unplug! at MINT Museum of Toys



Unplug! with NParks’ DIY Trail (Participant’s reflection)



Appendix L
Unplug! Notecards
Front Design 1 Design 2 Design 3

Back



Appendix M
Unplug! Mirror

For each of the following statements, select one answer that best reflects your thoughts.
Statement 1: | will not forgo a coffee session with friends to be online.

> ... I canalways meet up with them for a gaming session online!

> Okay, | shall not reveal the number of times | have forgotten about a meetup because |
stumbled upon something amazing online.

> | am probably the one who organised the session.

> A meetup!? Cool, | can tweet about what happens over coffee talk!

> Of course! Even if ’'m engrossed online, I would still turn up punctually for the meeting.

Statement 2: Everything on the Internet just excites me!

> Well yeah... especially the games!

> This link, that link, everything online is just so interesting~ | get to learn something new
everyday!

> ... What’s so exciting about it?

> Facebook and Twitter FTW!

> [ agree! Sometimes it’s difficult to pull myself away from it, but | always manage to do it.



Statement 3: | have made attempts to cut down on my Internet use.

> There are just too many games online that I’ve yet to complete or try, it’s not time to quit
yet!

> Countless times, but they never work out...

> | don’t spend much time on the Internet unless it is for schoolwork. I wish my friends
would say the same!

> Whatever for? It’s how I stay connected to everyone!

>Yes I have. It’s so easy to get carried away online. I have to remind myself to control my
Internet use so I don’t neglect other things in life!

Statement 4: | enjoy sharing my thoughts online with everyone.

> Erm, my thoughts? Does discussing about gaming strategies count

> It’s fun! I get a variety of comments from everyone and many of them can be really
interesting!

> Not for me. I’d prefer keeping my thoughts private and sharing them with my close friends
personally.

> Absolutely! This way they can know more about me, and | get to know more about them!
> Sometimes | do! But my friends tend to overdo it when they share pretty much everything
they think or do online.

Statement 5: | feel uneasy when | do not have access to the Internet.

> Don't you dare take my Internet connection from me!!!

> ... I just cannot imagine a world without the Internet. What else is there to do?

> |'m absolutely fine without the Internet.

> But that means I can’t stay up to date with what my friends are doing...

> Well, it can get problematic when | need the Internet for school... but I’'m sure I can handle
it! There are so many other things I can do offline anyway.

Statement 6: | get irritated when others start nagging at me about my Inte met use.

> GRRRR.

> Not irritated, but guilty? Sometimes | do feel bad about spending so much time online.
> I’m usually the one nagging!

> Well, it happens. But I’d just tell them that I need it to stay connected to the world and
they won’t have anything more to say.

> It doesn’t happen to me at all! ’'m not a heavy user anyway.

Statement 7: | feel that I'monline for the sake of being online.

> No... I need to be online to fight off the monsters else | can't power up to the next level!!!
> ... Yes, I get that alot.

> That’s how I feel about everyone else who is so hooked onto the Internet.

> No! I’monline to stay connected with my friends!

> Nope. I go online for school work, to catch up with my friends, for some entertainment. ..
but only when | need to!



Statement 8: | don't see the appeal of the Internet.

> But there are so many fun and exciting games online!

> What?! Are you sure you know what the Internet is?

> Spot on!

> It’s the perfect platform to find out more about my friends and catch up with them... and
that’s very important!

> | can see the appeal of the Internet. I just can’t see how it can be so attractive to the extent
that there are people who are actually addicted to it.

Results:

Jas — Sam’s frustrated girlfriend and Rosi’s helpless best friend.

You can’t stop your friends and loved ones from going online or tweeting and updating their
statuses while out with you. But you can definitely try talking to them nicely about it. And
fret not, there is absolutely nothing wrong with being less active online! Remember, your
world is wider than the WWW! To catch the Carried Away characters in action, follow them
on http://worldwiderthanwww.com!

Sam — the junk surfer who simply can’t go offline.

Maybe it’s time to set an alarm clock to control your time spent online? Make use ofpost-it
notes, write down what you need to do for the day and stick them on your laptop/desktop to
serve as reminders. To catch the Carried Away characters in action, follow them on
http://worldwiderthanwww.com!

Rosi — the Queen of social media

Sharing and staying connected with friends is great but you don’t want to put yourselfat a
disadvantage by sharing too much information about your whereabouts and activities. How
about putting yourself up for a challenge? Turn off your data roaming and see how long you
can last without it. Of course, you can always share your experiences afterwards. To catch the
Carried Away characters in action, follow them on http://worldwide rthanwww.com!

Bert — the avid online gamer who whiles his time away fighting virtual monsters.

We don’t deny that games are fun, interactive and challenging. But hey, life is more than just
the screen and virtual world! If you find yourself getting irritable when your Internet use is
disrupted, it’s time to head out with your friends more often — get some fresh air, enjoy the
sunshine, play a real game of sports and sweat it out. To catch the Carried Away characters in
action, follow them on http://worldwiderthanwww.com!

Vik — Mr. Popular who always know what he is doing.

Keep up the good job! Indeed, moderation is the key. Since you are fully conscious of the
importance of a healthy balance in Internet use, don’t give up in spreading the same message
to your friends! They deserve to enjoy life offline as much as you do. To catch the Carried
Away characters in action, follow themon http://worldwiderthanwww.com!



Appendix N
Unplug! Collage Exhibition in NTU



Appendix O
Unplug! Closing Event



Appendix P
Unplug! at Youth Health Symposium
Brief Proposal to HPB for Involvement in YHS:



YHS Exhibition Posters:

Design 1



Design 2



Design 3



YHS Event Photographs:



Appendix Q
Unplug! Twibbon

Example of Twibbon:



Appendix R

Unplug! Post-event Video



Appendix S
Unplug! Giveaway






Example of responses on Facebook for Unplug! Giveaway:



Appendix T
Unplug! Notebook

Cover Inside Cover

Page 3

I+ moy be the world wide
web, but your world iS
definitely wider thon

thot.



Example of Organiser

Last page of Organiser



Insertion 1 - Front



Insertion 1 — Back



Insertion 2 - Front



Insertion 2 — Back



Insertion 3 - Front



Insertion 3 - Back



Notesheet Front Notesheet Back

Sticker Page



Inside Back Cover Back Cover



Media Plan

List of Target Media

Appendix U

1 Editor Han Fook Kwang

2 Life! and Lifestyle Helen Chia

3 The Straits Times Mind Your Body Bertha Henson

4 Digital Life Bertha Henson

5 Sunday Times Ignatius Low

6 Editor Lim Jim Koon
Lianhe Zaobao

7 Fukan Editor Magdalene Thniah

8 Editor Mohd Guntor Sadali
Berita Harian

9 Berita Minggu Ismail Pantek

10 | Tamil Murasu Editor Nirmala Murugaian

11 | The New Paper Editor Dominic Nathan

12 | Lianhe Wanbao Editor Chua Chim Kang

13 | Shin Min Daily Paper Editor Koh Lin Hoe

14 Chinese Editor April Pung
My Paper

15 English Editor Yeow Kai Chai

16 | TODAY Editor Walter Fernandez

Nanyang Chronicle (N TU)

News Desk

chronicle@ntu.edu.sg

18 | The Blue and Gold (SMU)

Female

News Desk

Associate Editor

pubcomm@sa.smu.edu.s
q

Aileen Lalor

20 | SHAPE

Associate Editor

Jeanette Wang



mailto:chronicle@ntu.edu.sg
mailto:pubcomm@sa.smu.edu.sg
mailto:pubcomm@sa.smu.edu.sg

21 Her World

Editor

Elisabeth Gwee

22 | Simply Her Editor Penelope Chan
23 | CLEO Editor Deborah Tan
24 | 8-Days Editor Lau Kuan Wei
25 | iweekly Editor XA Ay

26 | UW (U-Weekly) Editor s 75

27 Men’s Health

Deputy Editor

Sherwin Chua

PRINT- Campus Magazines

28 | CAMPUS

Editor

BROADCAST- National Television

29 | Channel5 English News Chay Ting Ngee
30 | Channel8 Chinese Current Affairs Woo Keng Choong
31 | ChannelU Chinese News Yeung Shuk Lin

32 Channel NewsAsia

mediacorpnewshub@ me

diacorp.com.sq

33 Suria

Malay News & Current Affairs

Ibrahim Hassan

34 Vasantham

Tamil News & Current Affairs

R Nadarasan

BROADCAST- Campus Television

35 | Nanyang Spectrum (NTU)

Ntu.spectrum.tv@ gmail.
com

BROADCAST- National Radio

MediaCorp English

36 stations (98.7FM, 95.0F M)

Vice-President, English
Programming

Dahlia Zainuddin

37 | 938LIVE

Senior Programme Director

Geraldine Tan

MediaCorp Mandarin
38 | stations (93.3FM, 95.8FM,
97.2FM)

Vice-President, Chinese
Programming

Veron Yeo

MediaCorp Malay and
39 | Tamil stations (89.7FM,
94.2FM, 96.8FM)

Vice-President, Malay &
Indian & Expatriate
Programming

Zakiah Abdul Halim

40 Radio 91.3

Programme Director

Jamie R. Meldrum



mailto:mediacorpnewshub@mediacorp.com.sg
mailto:mediacorpnewshub@mediacorp.com.sg
mailto:Ntu.spectrum.tv@gmail.com
mailto:Ntu.spectrum.tv@gmail.com

Radio Fusion (NTU)

41 Radio 100.3 Programme Director Wong Woon Hong
42 Power98 FM

Head of News Esther Lee
43 | 883Jia FM

Programme Director

rfusion@ gmail.com

Radio Pulze (NUS)

Programme Director

enquiries@radiopulze.co
m

SMU Campus Radio

Contact page on website

RazorTV

47 | Xinmsn.com :
MediaCorp News Hub (rjr}ed iacorpnewshub@ me

48 | Channelnewsasia.com lacorp.com.sg
49 | Todayonline.com Editor Walter Fernandez
49 News
50 DigitalOne

Asiaone.com Adrian Tay
51 Health
52 Edvantage
53 | Straitstimes.com Editor Eugene Leow
54 | Omy.sg Editor Chua Chim Kang
55 | Ihe Straits Times Editor Jonathan Ng

(NUS)

Lifestyle and Technology
bloggers

56 The Campus Observer Executive Editor campusobservernews@q
(NUS) mail.com
57 The Kent Ridge Common Editor news@kentridgecommon

www.adelogy.wordpress.com

.com

Adeline

www.Ccchristine.blogspot.com

Christine Yeo

www.daintyflair.net

Jacelyn Sng

www. nhadnut.com

Nadia



mailto:rfusion@gmail.com
mailto:enquiries@radiopulze.com
mailto:enquiries@radiopulze.com
mailto:mediacorpnewshub@mediacorp.com.sg
mailto:mediacorpnewshub@mediacorp.com.sg
mailto:campusobservernews@gmail.com
mailto:campusobservernews@gmail.com
mailto:news@kentridgecommon.com
mailto:news@kentridgecommon.com
http://www.adelogy.wordpress.com/
http://www.ccchristine.blogspot.com/
http://www.daintyflair.net/
http://www.nadnut.com/

62

63

64

65

66

67

68

69

70

71

72

73

74

75 | STOMP

WWW.SIXpegs.com

Peggy Chang

www. missanggeckgeck.blogsp

ot.com Priscilla Ang
bvedblogspot som Sarah Low
www.dweam.com Valerie Lim
www.yinagoh.blogspot.com Yina Goh
www. lesterchan. net Lester Chan
www.superadrianme.com Adrian
www.mhisham.org Hisham

WWW. musxzart.wordpress.com

Muhammad Mustakim

www. ingridmak. net Ingrid Mak
WWW.jamcansing.com Chester Chen
www. method86.wordpress.co

Darren
m
www.cherielee.wordpress.com | Cherie Lee

Editor

Chew V’Ming

Media Plan:

completion of The
Great Unplug!
Relay

24 January 2011 | Launch of Unplug! | Mass youth movement approach
1% Media K it to address the issue of Internet
Dependency
2" Media Kit 7 February 2011 | Invitation to the Highlight the significance of the

pledge event by informing the
media about the overwhelming
response from NUS, SIM and
SMU



http://www.sixpegs.com/
http://www.missanggeckgeck.blogspot.com/
http://www.missanggeckgeck.blogspot.com/
http://www.rather-be-loved.blogspot.com/
http://www.rather-be-loved.blogspot.com/
http://www.dweam.com/
http://www.yinagoh.blogspot.com/
http://www.lesterchan.net/
http://www.superadrianme.com/
http://www.mhisham.org/
http://www.musxzart.wordpress.com/
http://www.ingridmak.net/
http://www.jamcansing.com/
http://www.method86.wordpress.com/
http://www.method86.wordpress.com/
http://www.cherielee.wordpress.com/

15* Media Kit

Angle

Details

Remarks

Mass youth movement

approach to address the issue

of Internet Dependency

1.

Inform media about
official launch of
Unplug!

What Unplug! is about

Statistics from pre-
campaign survey to

highlight issue

Quotes from target

audience, professionals

Annex (Preview of
Carried Away comic
characters and Carried

Away comic strips)

Overall Unplug!
Backgrounder to be included
in all Media Kits

e Boilerplate on
Internet Dependency

e More information
about Unplug!

e Contact person from
Unplug!

List of supporters/ sponsors

Sample of 1% Media Kit:
















1% Media Kit - Annex






1% Media Kit - Carried Away Teaser





















1% Media Kit - Email to Media



2" Media Kit

Angle

Details

Remarks

Highlight the significance of
the pledge event by
informing the media about
the overwhelming response
from NUS, SIM and SMU

1. Give media an update on
the progress of the pledge

relay

2. Invitation to media to
witness the completion of the
collage

3. Annex (Event photographs
and photographs of the
Unplug! collage)

Overall Unplug!
Backgrounder to be included
in all Media Kits

e Boilerplate on
Internet Dependency

e More information
about Unplug!

e Contact person from
Unplug!

e List of supporters/
sponsors

2"4 Media K it - Media Invite




2"4 Media Kit - Press Release






Annex






Unplug! Media Cove

Media Returns

Appendix V

rage

PRINT- National

Lianhe Zaobao

5 February 2011,
Saturday

19cm X 6 columns
width

(19cm X $28 X 6 col
) + 57,500 = $10,692

Berita Harian

14 February 2011,
Monday

19c¢m X 4 columns
width

(19 cm X $10 X 4 col)
+ $3,450 = $4,210

PRINT- Campus

CAMPUS Magazine | Issue 10 75- word blurb and -
event listing

What’s Up April Issue 800-word, 1 article -
BROADCAST- National
The Living Room 16 February 2011, | 30 minutes of live 30 mins= 1800
(93.8FM) Wednesday interview seconds

(1800/ 30 seconds) X

$160 = $9,600
KVb K 95.8FM 16 February 2011, | 20 minutes of live 20 mins= 1200

Wednesday interview seconds
(1200/30 seconds) X

$300 = $12,000

Good Morning,
Singapore (-2 1&
1)

21 February 2011,
Monday

16 minutes of live
interview

16 mins= 960 seconds

(960/30 seconds) X
$1,000 X 2= $64,000

ONLINE- National

Monday

Zaobao.com 5 February 2011, |1 article $2,000
Saturday
7 February 2011, | 1 article $2,000




Omy.sg

9 February 2011, 1 article $2,500
Wednesday
9 February 2011, 1 article $2,500

Wednesday

11 February 2011,

2:08 minute Vodcast

$2,500 (Article) +

Friday and 1 accompanying $3,000 (Vodcast) =
article $5,500
The Living Room 16 February 2011, | 2 separate status -
(93.8FM) Facebook Wednesday updates and 2
page accompanying
photographs
SHAPE Magazine 10 March 2011, 1 status update -
Facebook page Thursday
ONLINE - Campus
The Kent Ridge 26 January 2011, 1 article -
Common Wednesday
CAMPUS Magazine | 16 February 2011, | 1 status update -
Facebook page Wednesday
The Campus Observer | 25 March 2011, 1 article -
Friday

ONLINE- others
93.8 DJ: Pamela Ho 16 February 2011, | 1 shoutout -
Facebook Page Wednesday
Blogger: Christine 11 February 2011, | 1 Tweet -
Yeo Friday
Pledger’s blog 23 February 2011, | 1 blog post -

L Wednesday
(http://jessicasiow.co
m/2011/02/23/world-
wider-than-www/)
TOTAL $115,002
ADVERTISING
VALUE
TOTAL PUBLIC $345,006

RELATIONS
VALUE



http://jessicasiow.com/2011/02/23/world-wider-than-www/
http://jessicasiow.com/2011/02/23/world-wider-than-www/
http://jessicasiow.com/2011/02/23/world-wider-than-www/

Media Coverage

Media Lianhe Zaobao

Date 5 February 2011, Saturday

Headline WERI : AR LR N EMIR M %

Summary e Highlighted potential problem of Internet Dependency based on

Unplug!’s survey results
e Introduced Unplug! campaign




Media Berita Harian

Date 14 February 2011, Monday
Headline Preventing Youth From Addiction
Summary e Introduced Unplug! campaign and directed traffic to Unplug!’s

online platforms




Media CAMPUS Magazine

Date March 2011
Headline Diss-Connect
Summary e Blurb about Unplug! and event listing of The Great Unplug!

Relay




Media What’s Up

Date April 2011

Headline Unplug!

Summary e Introduced Unplug! and its programmemes




Media The Living Room (93.8FM)

Date 16 February 2011, Wednesday
Headline
Summary ¢ Highlighted potential problem of Internet Dependency, with

professional views from Fei Yue Community Services
e Introduced Unplug!’s collaterals and programmemes




Media K% (95.8FM)

Date 16 February 2011, Wednesday
Headline
Summary e Insight on the team’s experiences and the reasons behind

introducing Unplug!




Media Good Morning, Singapore (B & & 1F)

Date 21 February 2011, Monday
Headline a0 A L Bt ) 2
Summary e Highlighted potential problem of Internet Dependency, with

professional views from Fei Yue Community Services
e Introduced Unplug!’s collaterals and programmemes




Media Zaobao.com

Date 5 February 2011, Saturday
Headline BELN : B KAFEBNEEDLEMS
Summary e Highlighted potential problem of Internet Dependency based on

Unplug!’s survey results
e Introduced Unplug! campaign




Media Zaobao.com

Date 7 February 2011, Monday

Headline AR LK P 48 2 RO B S

Summary e Use of Unplug!’s pre-campaign survey results in article about
counselling for Internet addicts




Media Omy.sg
Date 9 February 2011, Wednesday
Headline Facebook 7 F#?
Summary e Use of Unplug!’s survey results in article about Facebook
addiction
e Extended into a discussion thread on Omy.sg’s forum




Media Omy.sg
Date 11 February 2011, Wednesday
Headline R4 Unplug!™g ?
Summary e Introduced Unplug! campaign
e Vodcast of The Great Unplug! Relay in SIM










Media The Living Room 93.8FM (Facebook page)

Date 16 February 2011, Wednesday
Headline
Summary e Wallpostabout live interview with Unplug! team and what

Unplug! seeks to advocate
e Wall post showcasing Unplug! notecard




Media SHAPE Magazine (Facebook page)

Date 10 March 2011, Thursday

Headline

Summary e Wallpost to direct traffic to Unplug!’s website




Media The Kent Ridge Common

Date 26 January 2011, Wednesday
Headline Unplug! from Virtual Reality
Summary e Highlighted potential problem of Internet Dependency based on

Unplug!’s survey results
e Introduced Unplug! campaign







Media CAMPUS Magazine (Facebook page)

Date 16 February 2011, Wednesday
Headline
Summary e Encouraged youth to participate in The Great Unplug! Relay

e Directed traffic to Unplug!’s website




Media The Campus Observer

Date 25 March 2011, Friday

Headline Redefining the FYP: NTU students ditch research papers for social
campaigns

Summary e Introduced Unplug!’s programmes and activities
e Touched on the success of The Great Unplug! Relay







Media Pamela Ho (Facebook)

Date 16 February 2011, Wednesday

Headline

Summary e Shout out about the interview with Unplug! Team on 93.8 Live




Media Christine Yeo (Twitter)

Date 11 February 2011, Friday

Headline

Summary e Tweeted about Unplug! and directed traffic to Unplug! website




Media Pledger’s blog entry

Date 23 February 2011, Wednesday

Headline

Summary e Blogged about pledging during The Great Unplug! Relay




Appendix W

Unplug! Post-campaign Survey Questions and Results
This lists only the responses from 302 respondents who completed the survey in its entirety.
SECTION A

Q1. Which of the following gadgets/devices do you own? You may choose more than one
option.

Response Options Percentage
Desktop Computer 59.3% (179)
Laptop 98.3% (297)
Smartphone 68.9% (208)
iPod Touch 25.8% (78)

iPad 6.0% (18)

Q2. On average, how much time do you spend on the Internet (including accessing
Inte rnet through mobile phones and devices) for leisure every day?

Less than 1 hours 30%(9)

1-2 hours

34 hours

More than 5 hours 77 % (114

120

Q3. On average, how much time do you spend on the Internet (including accessing
Inte rnet through mobile phones and devices) for work every day?



Less than 1 hours

1-2 hours

Mare than 5 hours

6.3 % (19)

404 % (122)

215% (65)

B0 100 120 140

Q4. Which of the following activities do you engage in while using the Internet for
leisure purposes? You may choose more than one option.

Read news

606 % (183)

732% (221)

Online chat

924 % (273)

57.0% (172)

490 % (148)

40%(13)

Social natworking sites Gaming Othars (pleasa spacify)

Watch online videos Online shopping Blog Activities

(Writa/Raad)

Q5. Have you ever missed out on any social activities (with friends/family) since you
became more engaged in the Inte met?



Response Options | Percentage
Yes 24.8% (75)
Not Sure 26.8% (81)
No 48.3% (146)

Q6. For the following statements, please select the most appropriate answer that

describes your usage of the Internet for leisure purposes.

(@) Results based on 302 respondents:

Response Options Percentage

Statement SA A N D SD
I am confident in my ability to cut 22.5% 54.3% | 11.6% | 10.6% | 1.0%
down on my Internet use when there (68) (164) (35) (32) (3)
is a need to.

| feel that it is harmful to be highly 30.2% 43.7% | 12.6% | 12.6% | 1.0%
dependent onthe Internet. 91) (132) (38) (38) (3)
| feel that it is alright to spend more 0.3% 175% | 23.5% | 47.0% | 11.6%
time online than in offline (1) (53) (71) (142) (35)
social/recreational activities.

In the next few months, | intend to 14.6% 44.0% | 29.8% | 10.6% | 1.0%
assert more control over my Internet (44) (133) (90) (32) (3)
use.

In the next few months, | intend to 14.2% 43.0% | 31.1% | 11.3% | 0.3%
spend more time on offline activities 43) (130) 94) (34) Q)
instead of spending my time online.

(b) Results based on 250 respondents who have been involved in the campaign:
Response Options Percentage

Statement SA A N D SD
I am confident in my ability to cut 23.6% 59.2% | 12.4% | 4.0% 0.8%
down on my Internet use when there (59) (148) (31) (10) @)
IS a need to.

| feel that it is harmful to be highly 31.6% 49.2% | 13.2% | 4.8% 1.2%
dependent on the Internet. (79) (123) (33) (12) (3)
| feel that it is alright to spend more 0.4% 12.4% | 25.2% | 50.0% 12%
time online than in offline Q) (31) (63) (125) (30)
social/recreational activities.

In the next few months, I intend to 16.0% 48.0% | 30.0% | 5.6% 0.4%
assert more control over my Internet (40) (120) (75) (14) Q)
use.

In the next few months, | intend to 15.6% 46.8% | 32.8% | 4.4% 0.4%
spend more time on offline activities (39) (117) (82) Q) Q)
instead of spending my time online.

7. Internet Dependency is a compulsive behaviour that affects one’s normal living when
one makes the Internet a priority over family, friends and work. Which of the following
do you think are warning signs of Internet Dependency? *Please select 3 options.



(@) Results based on 302 respondents:

Response Options Percentage
Neglecting time with family and friends when on the net | 69.2% (209)
Getting irritated when Internet use is disrupted 68.5% (207)
Mood swings 13.9% (42)
Frequent thoughts about going online 57.3% (173)
Surfing the net for long hours for work/studies 24.5% (74)
Need to go online more often for same level of 57.9% (175)
satisfaction

Hearing more about your friends online than in person 44.0% (133)
Frequent headaches 14.2% (43)
Leg cramps 7.0% (21)
Poor memory 12.3% (37)

(b) Results based on 250 respondents who have been involved in the campaign:

Response Options Percentage
Neglecting time with family and friends | 72.0% (180)
when on the net

Getting irritated when Internet use is 73.6% (184)
disrupted

Mood swings 10.0% (25)
Frequent thoughts about going online 58.4% (146)
Surfing the net for long hours for 22.8% (57)
work/studies

Need to go online more often for same 61.6% (154)
level of satisfaction

Hearing more about your friends online 47.6% (119)
than in person

Frequent headaches 11.6% (29)
Leg cramps 5.2% (13)
Poor memory 8.4% (21)




(c) 198 respondents (79.2%) managed to identity at least three of the correct warning signs.

SECTION B

8. Have you heard of the “Unplug! — World Wider than WWW” campaign?

Response Options | Percentage

Yes 82.8% (250)

No 17.2% (52)

9. Which of the Campaign’s publicity elements have you seen/heard/been exposed to?

Response Options Percentage
Posters (on the walls and notice boards in NTU, SMU, NUS and SIM) | 82.4% (206)
Twitter (seen or followed) 18.4% (46)
Facebook Page 61.6% (154)
Twibbon (seen or subscribed to the Unplug! badge) 17.6% (44)
Website (worldwiderthanwww.com) 32.8% (82)
Unplug! Mirror (personality quiz) 18.0% (45)
Carried Away comic strips 27.2% (68)
Unplug! notebook 38.4% (96)
Exhibition display (outside NTU Nanyang Auditorium) 30.8% (77)
The Great Unplug! Relay (pledge event at NUS, SIM, SMU and NTU) | 74.4% (186)
Notecards (the handouts with tips on when and how to unplug) 34.0% (85)
Radio segment — The Living Roomon 93.8 FM (16 Feb) 14.4% (36)
Radio segment — Big Sofa on 95.8 FM (16 Feb) 14.4% (36)
Feature on Channel 8’s Good Morning Singapore (21 Feb) 16.8% (42)
Newspaper article on the campaign (Lianhe Zaobao, Sat 5 Feb) 18.4% (46)
Newspaper article on the campaign (Berita Harian, Mon 14 Feb) 11.2% (28)
Feature write-up in CAMPUS magazine (Issue 10) 16.8% (42)
Article on Kent Ridge Common (NUS, 26 Jan) 13.6% (34)
Article/vodcast on OMY.sg (11 Feb) 16.0% (40)




Unplug! Video onNTU TV screens 19.2% (48)

Word-of-mouth 36.8% (92)
(friends or others talking about it or telling you about it)

Others 2.0% (5)

10. Please rate the following Unplug! collaterals that you have been exposed to. (Rank
the m from most appealing to least appealing - 1 being the most appealing. You may
leave blank for those that you have not been exposed to.)

Percentage of respondents ranking the collateral as one of the top three choices:

Response Options Percentage

Posters (on the walls and notice boards in NTU, SMU, NUS and SIM) 80.27% (175)

Twitter (seen or followed) 5.2% (13)
Facebook Page 60.39% (93)
Twibbon (seen or subscribed to the Unplug! badge) 4.8% (12)
Website (worldwiderthanwww.com) 14.8% (37)
Unplug! Mirror (personality quiz) 8.0% (20)
Carried Away comic strips 66.26% (55)
Unplug! notebook 21.6% (54)

The Great Unplug! Relay (pledge event at NUS, SIM, SMU and NTU) | 86.67% (169)

Notecards (the handouts with tips on when and how to unplug) 46.29% (50)




11. In what ways were you involved in the Campaign? (Please select all that apply.)

Response Options Percentage
Liking Unplug! Facebook page 52.0% (130)
Visiting the website http://worldwiderthanwww.com 36.4% (91)
Subscribing to Unplug! Twibbon badge 10.4% (26)
Follower of @ unplugtweets 8.0% (20)
Took the Unplug! Mirror quiz 14.4% (36)
Participated in Unplug! Facebook Contests 13.6% (34)
Pledged at The Great UNPLUG! Relay 80.0% (200)
Participated in Plugouts! — Apex Club of Bukit Timah 2.8% (7)
Participated in Plugouts! — MINT Museum of Toys 5.2% (13)
Participated in Plugouts! — NParks D.1.Y Trail 4% (10)

12. What do you think was the main message of the Unplug! campaign?

Out of 250 respondents, 230 (92%) provided relevant answers. Phrases that were mentioned
included “moderate Internet use”, “reduce dependency on Internet”, “balanced lifestyle” and

“life more than WWW?”.

13. Which of the following ideas do you remember clearly from our publicity materials?

(Please select all that apply.)

Response Options Percentage
Importance of moderating one’s Internet use 84.0% (210)
Importance of having balanced lifestyle 62.4% (156)
Importance of taking control of one’s time online 66.8% (167)
Engaging in more healthy offline activities 65.2% (163)
Over-dependence on the Internet affects one’s mental well-being | 56.0% (140)
None 0.4% (1)

Others 0.0% (0)




14. For the following state ments, please select the most appropriate answer that
describes your attitudes after being exposed to the Campaign.

Response Options Percentage

Statement SA A N D SD
The campaign has made me more 14.4% 65.6% | 16.8% 2.8% 0.4%
conscious about my Internet use. (36) (164) (42) (7) (1)
The campaign has made me more 11.6% 65.6% | 18.0% | 4.8% 0.0%
aware of the warning signs of Internet (28) (164) (45) (12) ©
Dependency. (eg: Feeling restless

every time you lose your Internet

connection.)

The campaign has made me more 10.0% 68.4% | 18.0% | 3.6% 0.0%
aware of the negative psychological (25) (171) (45) 9) 0)
and social effects of Internet

Dependency.

The campaign has made me more 8.0% 62.4% | 25.6% | 4.0% 0.0%
aware of what | can do to overcome (20) (156) (64) (10) 0)
Internet Dependency.

The campaign has made me more 12.4% 62.8% | 22.0% | 2.8% 0.0%
positive about moderating my time (31) (157) (55) (7 0)
online.

The campaign has made me want to 13.6% (34) | 56.4% | 24.4% | 5.6% 0.8%
spend time on offline activities instead (141) (61) (14) @)
of spending most of my time online.

The campaign has made me more 10.4% (26) | 57.2% | 26.8% | 4.8% 0.8%
confident of moderating my Internet (143) (67) (12) @)

USE.

SECTION C

Q15. Age

Response Options | Percentage
18 years old 1.7% (5)
19 years old 6.0% (18)
20 years old 13.9% (42)
21 years old 15.6% (47)
22 years old 22.2% (67)
23 years old 20.2% (61)
24 years old 12.9% (39)
25 years old 6.0% (18)
Others 1.7% (5)




Q16. Gender

Response Options | Percentage

Male 37.4% (113)

Female 62.6% (189)

Q17. Institution

Response Options Percentage
Nanyang Technological University 35.4% (107)
National University of Singapore 23.8% (72)
Singapore Management University 18.9% (57)
Singapore Institute of Management 21.9% (66)




Appendix X
Web Analytics

Google Analytics

Facebook Analytics
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