
SOCIAL MARKETING, INFORMATION AND EDUCATION CAMPAIGN 
PLAN FOR WASTEWATER MANAGEMENT IN MUNTINLUPA CITY 

 
 

INTRODUCTION 
 
Untreated wastewater from various sources – domestic, industrial, commercial and institutional 
sources – is spawning a disease crisis in the Philippines that is threatening to erupt.  And 
Muntinlupa is particularly vulnerable to this crisis.  

 
Wastewater is contaminating groundwater resources as well as rivers, streams and lakes – all 
sources of drinking water. The result is that gastroenteritis, diarrhea, typhoid, cholera and 
dysentery, which are mainly caused by contaminated water, are afflicting an increasing number 
of Filipinos, especially children.  According to the World Bank in its Philippines Environment 
Monitor 2003 report, water-borne diseases accounted for 31% of all reported illnesses in the 
Philippines from 1996-2000. And there are indications this will worsen over time. For instance, 
from the same report, 90% of the sewage generated is not disposed of or treated in an 
environmentally acceptable manner and only 6 out of 115 Philippine cities have sewerage 
systems (which are very limited). It also cites a study in which 60% of drinking water wells 
sampled were contaminated.  

 
Muntinlupa is especially vulnerable to disease caused by contaminated water because most of 
its poor households depend on deep wells for their water supply. Even rich households are 
vulnerable as many are using water siphoned off from the polluted Laguna Lake.  

 
The long term solution to wastewater pollution is the construction of a piped sewerage system. 
But this is expensive and difficult to maintain.  Currently, local governments have limited 
capabilities to establish such a system. Meanwhile, there are affordable, doable and viable 
wastewater management approaches that could be implemented to help address the problem in 
the meantime. The LINAW program or Local Initiatives for Affordable Wastewater Treatment 
supported by USAID promotes such approaches among LGUs. Muntinlupa is one of the cities 
where LINAW is being implemented.  

 
The success of the LINAW program hinges to a large extent on the cooperation of the 
producers of wastewater – local households, business establishments and government 
institutions. The workable initiates for managing wastewater require that these waste producers 
manage the waste onsite or within the nearby community.  Unfortunately, the level of awareness 
and knowledge by these segments of society, let alone their willingness to take action, is very 
limited. Thus a campaign to secure their cooperation is needed. This is to be addressed by the 
proposed Social Marketing, Information and Communication Campaign Plan or SMIEC.  

 
This SMIEC PLAN is a programmatic five year campaign plan to promote wastewater 
management in Muntinlupa City and help ensure safe water for the city residents.  The 
campaign will run parallel to the implementation of wastewater management projects of the city 
which were jumpstarted by the LINAW project.  
 
The SMIEC will be done in phases, with the awareness and knowledge generation phases to be 
done within the first six months of the campaign and the promotion of the desired practices to be 
done from years two to four, depending on the progress of LINAW implementation. Continuing 
education will be done through out the duration of the campaign. 



THE SOCIAL MARKETING, INFORMATION AND EDUCATION CAMPAIGN PLAN 
 
 
1. THE SOCIAL PRODUCT AND THE TARGET AUDIENCES 
 

1.1.  Definition  
 
The social product is called wastewater management that is doable, appropriate and 
community based. It is an approach to wastewater management where the target audiences 
of the campaign carry out certain responsibilities within their control.  
 
The concept of wastewater management at the community level includes the following basic 
ideas and practices which need to be marketed and properly communicated to the target 
audiences:  

 
1.1.1. Ideas 
 

a. Disease incidence from contaminated water is rising. Untreated sewage or 
wastewater contaminates the water that we use and has caused one third of all 
diseases and 25 deaths per day in recent years. It also causes foul odor and 
attracts flies.  

b. Almost all sewage (90%) in the country is untreated. There is a need to prevent 
water contamination from untreated sewage or wastewater.  

c. Owning a septic tank is not enough. It provides only primary treatment of 
wastewater which is only the first step in managing wastewater. The effluent from 
septic tanks needs to be treated (either piped to a treatment facility or percolated 
through soil where there is enough space).  

d. The septic tank must be properly designed and placed. It has to be water-tight, 
multi-chambered (at least 3 chambers) and accessible for periodic desludging. 
Most septic tanks in the country are not designed properly and are only 
desludged when they overflow.  

e. To maintain proper functioning of the septic tanks, the septage inside the tanks 
needs to be taken out (desludged) (once every 3-5 years). The septage should 
be treated to kill pathogens before it is disposed.  

f. Don't put the following down the drain since it will reduce the septic tank’s ability 
to function: excessive amounts of household chemicals, cleaning water for latex 
paint brushes and cans, coffee grounds, cooking fats/grease, paper towels, 
disposable diapers, sanitary napkins, cigarette butts, and other non-
decomposable materials. 

g. A 35% reduction in diarrhea can be achieved when people wash their hands with 
soap after using the bathroom and before eating. 

h. There is a clean water act that requires wastewater treatment and provides 
sanctions against polluters and violators 

i. Clean and safe water is possible again through doable, viable and community-
based wastewater management solutions available 

 
1.1.2. Practices 

  
a. Washing of hands after using the bathroom and before eating to prevent 

diseases from contaminated water 
b. Periodic inspection of septic tanks to determine condition 



c. Saving for desludging of septic tanks 
d. Construction of properly designed septic tanks for new households 
e. Desludging of septic tanks once every 3-5 years 
f. Renovating the tank or building a new one if septic tank cover cannot be opened 

for desludging 
g. Paying of fees for the operation and maintenance of a community wastewater 

treatment facility and septage treatment facility. 
h. Setting up of a DEWATS or a decentralized wastewater treatment system (for 

business establishments and groups of up to 200 households). 
 

1.2. Product Roll Out Strategy 
  
Wastewater management is a complex social product because it has many associated ideas 
and practices. Because of this, it will not be easy for large target audiences to retain all the 
ideas and practices at once. There is a need to introduce the social product gradually and in 
a phased manner so that each idea and practice will be properly understood, absorbed and 
retained in the target audiences’ minds. Also some practices cannot be marketed right away 
since the necessary conditions that require them are not yet in place. For instance, payment 
of user’s fees can only be marketed if the common facility that needs to be maintained 
through user’s fees has been set up.  

  
The introduction of the complete social product will be done in three phases over a period of 
one and a half years, as follows: 

 
1.2.1. Phase 1 –  Awareness Raising Phase 
 
This is a short phase aimed at generating high awareness and a sense of alarm or 
concern about the problem situation that directly affects the target audience, and the 
need to deal with it. It will consist of single minded or easy to grasp messages that can 
be communicated instantly through short advertisements in various above the line and 
below the line channels. They will require no lengthy explanations as yet. But they will 
achieve the desired effect. Marketing approaches, particularly creative advertising 
approaches will be used in this phase.  

 
Only the following ideas will be marketed at this phase which will run intermittently for 
two months, from the last week of July to the third week of September.  

 
a Disease incidence from contaminated water is rising. Untreated sewage or 

wastewater contaminates the water that we use and has caused one third of all 
diseases and 25 deaths per day in recent years. It also causes foul odor and 
attracts flies.  

b Almost all sewage (90%) in the country is untreated. There is a need to prevent 
water contamination from untreated sewage or wastewater.  

c Muntinlupa City is prone to water contamination. Samples show contamination in 
different areas (if this has already been done). 

  
1.2.2. Phase 2 –  Educational Phase 
 
This is a 4-month campaign designed to deepen the knowledge and appreciation of the 
target audiences regarding the social product. Here information and educational 
approaches will be heavily employed together with creative below the line advertising 



approaches. At this stage, the target audiences are already primed to listen and want to 
know more, having been exposed to the provocative effects of Phase 1.  Phase 2 will 
start in September and end in December, 2005. There will be an overlap between 
Phases 1 and 2 in September because the educational process (Phase 2) which serves 
as the follow-up to the awareness raising process (Phase 1) will need to be started 
shortly after the awareness raising ads are aired. Thus, even while the rest of the ads 
are yet to be aired or published, the educational follow-up process has to start in 
September after the August ads have been released. The ideas that will be marketed in 
Phase 2 are those denoted by letters c to i in the product definition above. 
 
The above ideas are to be properly explained and detailed in communication channels 
that will allow for more information sharing and education.  

 
The practices that can be marketed in this phase are as follows:  

 
a. Washing of hands after using the bathroom and before eating to prevent 

diseases from contaminated water 
b. Periodic inspection of septic tanks to determine condition 
c. Saving for desludging of septic tanks 
d. Construction of properly designed septic tanks for new households 
e. Promotional desludging of septic tanks once every 3-5 years (for early 

cooperators). 
 

1.2.3. Phase 3 -  Continuing Education and Action Promotion Phase 
 
This phase is a continuing education and promotional phase with short campaigns like 
those in Phase 1 at least once a year to jolt back to a high level of awareness those who 
may have drifted away from the campaign. Calls to action will dominate this phase, 
accompanied by aggressive mobilization and promotional push activities to trigger the 
actual adoption of the practices being marketed. 

 
The practices to be pushed at this stage, depending on the timing of project 
implementation, are the following: 

 
a) Saving for desludging and renovation of septic tanks 
b) Construction of properly designed septic tanks for new households 
c) Renovating the tank or building a new one if the septic tank cover cannot be 

opened for desludging 
d) Desludging of septic tanks once every 3-5 years 
e) Paying of fees for the operation and maintenance of a community wastewater 

treatment facility and septage treatment facility. 
f) Setting up of a decentralized wastewater treatment facility (for applicable 

segments) 
 

1.3. The Target Audiences of the Campaign 
 
The target audiences or segments of the campaign are as follows: 

  
1.3.1. Household heads – this is the biggest target segment. Most of the ideas and 

practices pertaining to the social product will be marketed to this segment 
 



1.3.2. Business establishments – owners or managers of business establishments that 
produce wastewater such as factories, large food chains, private hospitals and 
other private service establishments compose this target segment. Relevant ideas 
pertaining to the Clean Water Act and to wastewater treatment will be marketed to 
this segment along with the basic ideas pertaining to water contamination and 
rising disease incidence from contaminated water.  

 
1.3.3. Government institutions – administrators or managers of government hospitals, 

schools, slaughterhouses and other public establishments that produce 
wastewater are also targets of the campaign. The same ideas as those for 
business establishments will be marketed to this segment.  

 
 

2. THE GOALS, OBJECTIVES AND TARGETS OF THE CAMPAIGN 
 

2.1.  GOALS 
 
The goals represent the long term impact of the LINAW Project and the SMIE Campaign, as 
follows: 

 
2.1.1. Improved health and quality of life of people in Muntinlupa City 
2.1.2. Reduced water pollution  

 
2.2.  OBJECTIVES  

 
The objectives of the campaign are to be directly accomplished by the social marketing, 
information and education campaign and pertain to the desired effects of the campaign on 
the knowledge, attitudes, and practices of the target audiences, as follows:  

 
2.1.1. A very high level of awareness of the problem caused by unmanaged wastewater 

and its effects on health and well being 
2.1.2. A high level of knowledge and understanding of the social product and its 

associated ideas and practices (the initiatives in solving the problem) 
2.1.3. Widespread appreciation and acceptance of the social product 
2.1.4. Actual adoption by a majority within the target segments, of the practices and 

solutions being promoted 
2.1.5. Increase in people’s willingness to pay for the solutions  
 

The first objective is to be achieved within Phase 1. The second to the fourth objectives will 
be achieved starting in Phase 2 while the fifth objective is targeted to be achieved in Phase 
3.  

 
 

2.3.  TARGETS  
 

The targets of the campaign specify the quantitative accomplishments based on the 
objectives above, as follows: 

 
 
 
 



 
HOUSEHOLD SEGMENT Phase 1 Phase 2 Phase 3 
Details of Objectives 3rd Qtr, 

2005 
3rd - 4th 

Qtr, 2005 
2006 2007 2008 

A. Awareness      
1. Awareness of the existence of the 

problem and the need to do something  
 

70% 
 

90% 
   

B. Knowledge      
1. Disease incidence from contaminated 
water is increasing 

 
60% 

 
85% 

   

2. Water is being contaminated by 
untreated sewage or wastewater 

 
50% 

 
85% 

   

3. Foul smelling drainage canals result 
from untreated sewage or effluents 

 
50% 

 
85% 

   

4. There is a need to prevent water 
contamination from sewage 

 
50% 

 
85% 

   

5. Owning a septic tank is not enough. Its 
effluent must be treated 

  
80% 

   

6. Septic tank must be properly designed 
and should be renovated or replaced if 
inaccessible for desludging 

 
 
 

 
80% 

 

 
90% 

  

7. Periodic desludging must be done 
once every 3-5 years 

  
80% 

 
90% 

  

8. There is a clean water act that requires 
wastewater treatment and provides 
sanctions  

  
70% 

 
80% 

  

9. Clean and safe water is possible again 
through doable, community based 
wastewater management options  

  
80% 

 
90% 

  

C. Attitudes      
10. Concerned or alarmed about the 

problem 
 

60% 
 

80% 
 
 

  

11. Sense of responsibility and willingness 
to do something 

 
60% 

 
80% 

   

D. Practices      
1. Periodic inspection of septic tanks  25% 50% 75%  
2. Saving for desludging and renovation 

of septic tanks  
  

5% 
 

15% 
 

25% 
 

30% 
3. Construction of properly designed 

septic tanks for new households 
  

70% 
 

100% 
  

4. Renovation or building of new septic 
tanks for inaccessible ones 

   
10% 

 
20% 

 
30% 

5. Desludging of septic tanks once every 
3-5 years 

   
45% 

 
60% 

 
80% 

6. Paying for the maintenance and 
operation of a water treatment and or 
septage management facility 

   
 

 
 

 
80% 

 
 
 



BUSINESS ESTABLISHMENTS AND 
GOVERNMENT INSTITUTIONS 

Phase 1 Phase 2 Phase 3 

Details of Objectives 3rd Qtr, 
2005 

3rd - 4th 
Qtr, 2005 

2006 2007 2008 

A. Awareness      
1. Awareness of the existence of the 

problem and the need to do something 
 

75% 
 

85% 
   

B. Knowledge      
1. Disease incidence from contaminated 

water is increasing 
 

70% 
 

80% 
   

2. Water is being contaminated by 
untreated sewage or wastewater 

 
50% 

 
80% 

   

3. Foul smelling drainage canals  result 
from untreated sewage or effluents 

 
50% 

 
80% 

   

4. There is a need to prevent water 
contamination from sewage 

 
50% 

 
80% 

   

5. Owning a septic tank is not enough. Its 
effluent must be treated 

  
75% 

 
90% 

  

6. Septic tank must be properly designed 
and should be renovated or replaced if 
inaccessible for desludging 

 
 
 

 
75% 

 

 
90% 

  

7. Periodic desludging must be done once 
every 3-5 years 

  
75% 

 
90% 

  

8. There is a clean water act that requires 
wastewater treatment and provides 
sanctions  

  
80% 

 
95% 

  

9. Clean and safe water is possible again 
through doable, decentralized 
wastewater management options  

  
70% 

 
85% 

  

C. Attitudes      
1. Concerned or alarmed about the 

problem 
 

60% 
 

75% 
   

2. Sense of responsibility and willingness 
to do something 

 
60% 

 
75% 

   

D. Practices      
1. Periodic inspection of new septic tanks      
2. Construction of properly designed 

septic tanks for new establishments 
  

50% 
 

100% 
  

3. Renovation or building of new septic 
tanks for inaccessible ones 

   
70% 

 
80% 

 
95% 

4. Desludging of septic tanks once every 
3-5 years 

   
70% 

 
90% 

 
100% 

5. Paying for the maintenance and 
operation of a water treatment system 
or a septage management facility 

   
 

 
 

 
100% 

6. Setting up of a decentralized 
wastewater treatment facility (where 
needed) 

  40% of 
need 

50% 70% 

 
 



3.0  THE POSITIONING STRATEGIES FOR THE CAMPAIGN 
 
The positioning strategies are the “selling points” to be incorporated in the messages that will be 
communicated in the campaign. They are the main factors that will persuade the target 
audiences into believing that the ideas and practices are desirable, superior and beneficial.  

 
The positioning strategies or positioning points are based on the most powerful motivations of 
the target audiences that will be exploited in promoting the product. The positioning strategies 
differ by segment.   

 
The positioning points will be captured in provocative single-minded messages or banner 
statements that will be boldly displayed in the billboards, streamers, posters, leaflets and print 
ads. They will also form the theme of television and radio ads and even news plugs and press 
releases. These positioning strategies ensure that the marketing part of the campaign is 
persuasive and achieves the desired effect fast. 

 
The positioning strategies will also be used during the information and educational part of the 
campaign but mainly to reinforce the claims made by the marketing part and to substantiate 
them through proofs and detailed background information and explanations. 

 
3.1  Households  
 
The basic selling point for this segment is the fear that the water being used by the family 
may be contaminated by wastewater from septic tanks. Thus messages should appeal to 
the sense of concern of the household heads for the health of the family and for preventing 
illness.  
 
The following single-minded message will be adopted in Phase 1 to highlight the above 
positioning:  
 

Your septic tank can contaminate the water that you use. Maintain it properly.   
 

This message will be depicted and dramatized in the various ads that will be used in Phase 
1.  
 
A related positioning is the effect of illness on the family finances and the worries that 
medical expenses bring to the family head.  

 
A third positioning is the effect of foul smelling drainage canals on the aesthetic sense and 
overall well being of family members particularly the women. It exploits the desire of Filipino 
women to be personally hygienic and good smelling always.  

 
3.2  Business Establishments 
  
The main positioning for this segment is the possibility of punishment, penalties or closure 
for non-compliance, which is based on the fear among executives of having to face 
sanctions.  

 
A related positioning is the effect of compliance on good corporate image and goodwill. This 
is the opposite of the first. This will also be used. 

 



3.3 Government Institutions 
 

The primary positioning for this segment is the positive effect of compliance on the 
reputation of government executives, and is based on their sense of pride and need for 
prestige.  

 
A second positioning is the effect of compliance on prospects for promotion.  

 
A third is responding to the call of duty or dedication to work as a public servant. 

 
 

4.0  THE CREATIVE STRATEGIES 
 

These strategies prescribe the appearance, sound and overall mood evoked by advertisements 
and information collaterals to be used in the campaign. They seek to make the target audience 
stop, look and listen whenever they are exposed to any advertisement or news or educational 
forum regarding the product. Without these, the majority of the target audience will be lost early 
or may not even be interested in listening or knowing anything. Once the attention of the target 
audience in gained, the persuasive power of the positioning strategies as captured in the 
messages and copy points can begin to work.  

 
The following creative strategies will be used. 

 
4.1  For Households 
 
Emotional images and moods will predominate the advertisements and below the line 
collaterals that will be used for this segment. The television ads will use images with a high 
shock value to jolt complacent households into taking note of the campaign. The radio ads 
will use arresting music and sounds, along with provocative teasers, to gain attention and 
keep the audience glued to the radio. Print ads will similarly use provocative images with 
high shock value.   
 
The use of exaggeration and shock in the ads is meant to elicit strong reactions from an 
audience that is generally passive, uninformed and unconcerned and believes that it is not 
at risk so far. It is also meant to make the ads compete strongly for the attention of the target 
audience, which is bombarded by hundreds of stimuli all day. But the shock value of the 
images and sounds will be balanced by believable, serious messages which are calculated 
to convince the target audience that there is a problem they need to take note of and 
eventually address. 
 
For Phase 1, which is the advertising or awareness raising part of the campaign, there 
would be two (2) television ads, three (3) radio ads, and three (3) print ads spread out over 
two months, each ad intermittently aired or released for a period of three weeks each.  
Below the line ads such as billboards, posters and leaflets during this phase should also 
depict the same moods evoked by the above the line ads.  
 
The following are some suggested specific creative concepts in developing the above the 
line ads: 
 
 Television Ad 1:  “PITCHER” 
 



A family dining together with a toilet bowl in the middle of the table. This serves as their 
pitcher and the mother lifts it and pours water coming from the bowl to everyone’s glass. The 
family seems to be oblivious to the fact that their pitcher is a toilet bowl. The use of the toilet 
bowl as the pitcher of water dramatizes the point that water could be contaminated. It also 
provides a shock value to the ad.  
 
A variation of this is that a real pitcher is on the table. But when the mother picks it up and 
pours it in a glass, it turns into a toilet bowl with contaminated water. Shock is then 
registered on the faces of those who are eating.  
 
In either case, the images are followed by the banner message depicted on screen, followed 
by credits.  
 
 Television Ad 2:  “AKSYON”  
 
Two men are engaged in a brawl. One of them gets kicked into the bathroom and falls 
smack into the toilet bowl. He is pushed further into the bowl by his opponent. He extricates 
himself out of it looking dirty and appearing to have tasted bad water. A caption appears on 
the screen saying that the viewers, too, can taste bad water if they don’t take care of their 
septic tank. Images of family members being pushed into the bowl appear on the screen. 
Then another caption appears carrying the banner message, followed by credits.  
 
 Radio Ad 1:  “HALA BARA” 
 
“Hala Bara” is literally translated as Hey It Clogs! In the ad it is shouted to the tune of HALA 
BIRA which is the marching tune of the ATI-ATIHAN, a popular festival. It is accompanied by 
loud drums rhythmically and ecstatically beating. In between shouts of HALA BARA and 
drums beating, a voice over is heard saying that the septic tank will clog if not properly 
maintained and can contaminate the water and cause suffering if not properly maintained. It 
ends with a threat and a call to take heed.  
  

Print Ad 1:  “Plunger” 
 
Plungers, or the device used to pump clogged toilet bowls are being used by well heeled 
people in a cocktailed party, as wine glasses! The wine glasses are literally plungers and the 
people in the party seem to be oblivious to this and are just enjoying themselves, while 
sipping away from the plungers.  
 
 Print Ad 2:  “Pitcher” 
 
This is similar to TV Ad 1 except that it has only one image on it. The part where the mother 
pours water into the glass of a kid and the pitcher happens to be a toilet bowl. The family 
also does not seem to notice that they are drinking from the toilet bowl.  
 
Designs for below the line ad materials such as posters and billboards will follow the 
creative concepts described above but will depict only a specific situation or instance, such 
as in Print Ad 2.  
 
For Phase 2, which is the educational part of the campaign, there would be three (3) komiks 
versions released within September and reprinted in the succeeding 3 months. Also to be 
printed is one version of a primer in Tagalog which will be distributed intermittently through 



Phase 2. These educational materials will evoke the same emotional mood with shock 
elements but will be accompanied by sufficient information to convince and educate the 
readers of the real threats they are facing.  
 
Inter-personal, below the line channels such as barangay assemblies and house to house 
campaigning shall also be done with dramatic, emotional moods to consistently portray a 
sense of threat. This will be the mood during these inter-personal sessions. But a lighter 
creative touch will used to draw people to these sessions and make them stay. A female 
mascot, to be called PUSA NEGRA (an obvious allusion to POSO NEGRO, which is the 
local term for septic tank) will accompany all these inter-personal sessions and will address 
the crowds as a spokesperson of sorts. She will be dressed in an all black, tight fitting attire 
with a mask and will look like the popular comics character cat woman. PUSA NEGRA may 
accompany the recorida and may also appear in the komiks to be distributed to households.  
 
The recorida or the roving public address system will be employed in Phases 1 and 2 and 
will carry ads and announcements similar to those in the radio ads. They will also use the 
same sounds and music as in the radio ads.  

 
4.2  Business Establishments and Government Institutions 
 
Rational images and moods will be used mainly for business and government 
establishments since executives and managers tend to be more rational and are less 
attracted to highly emotional approaches. Objective language will be used, and an attempt 
to present real life situations that involve them will be done. However, some shock value and 
some exaggeration will also be resorted to as these target audiences are typically pre-
occupied with many things and need to be jolted somehow to take notice. But these 
approaches will be tempered.  

 
The campaign mascot may also conduct actual visits to selected establishments, 
accompanied by media, to dramatize the focus being given to the targeted establishments 
and to dramatize the need to get these establishments to take note of the campaign.  
 
Sample collateral materials and ads depicting the above strategies will be developed. These 
will be pre-tested and produced once the plan is finalized.  

 
 
5.0  THE COMMUNICATION CHANNEL MIX AND MEDIA PLAN 
 
       5.1   The Communication Channel Mix  
 

The communication channel mix follows the phasing or roll-out strategy of the social 
product. The particular mix is dependent on the target audience segment to be reached. The 
following table specifies the communication channels to be used by phase and by segment. 
The communication channel mix strategies for Phases 1 and 2 are detailed out in a media 
plan for the campaign which will be the basis of the campaign budget to be funded by TAF 
grants.   

 
 
 
 
 



 Phase 1 Phase 2 Phase 3 
SEGMENT August, 2005 Sept. – Dec., 2005 2006 - 2009 

 
A.  Households 

 
ABOVE THE LINE 
ADVERTISING  
 Local Cable TV ads 
(30 seconds) 

 National broadsheet 
print ads and  

 Local newspaper ads 
 
BELOW THE LINE 
ADVERTISING  

 
 Billboards 
 Tarpaulin posters 
mounted on jeepney 
tops 

 Recorida (roving 
announcements and 
ads) 

 Leaflets in churches, 
markets, plaza and, 
barangays (thru the 
recorida) 

 
NEWS AND PRESS 
RELEASES 
 News releases in 
print, radio and TV 

 Discussions by radio 
commentators  

 Guesting in radio 
programs 

 

 
ABOVE THE LINE  (up 
to Sept. only)  
 National TV ads (30 
seconds) 

 National broadsheet 
print ads 

 Local newspaper ads 
 
BELOW THE LINE 
(up to December) 
 
 Komiks 
 Primers 
 Recorida  
 Barangay assemblies 
(with mascot)  

 House-to-house visits 
(with mascot) 

 Radio/TV public affairs 
show guesting  

 Short film/video 
showing in theaters 

 Sunday mass 
announcements 

 Continuing billboards, 
tarpaulin posters 

 
NEWS AND PRESS 
RELEASES 
 Continuing news 
releases in print, radio 
and TV 

 Continuing 
discussions by radio 
commentators 

 Feature articles in 
national broadsheets 
and magazines 

  

 
ABOVE THE LINE 
 
 Occasional radio, TV, 
print ads  

 
BELOW THE LINE 
 Continuing komiks 
 Continuing primers 
 Continuing house to 
house visits 

 Continuing short film 
showing in theaters 

 Continuing billboards 
 Continuing Sunday 
mass announcements 

 Continuing but less 
frequent assemblies 

 Continuing but less 
frequent recorida 

 
NEWS AND PRESS 
RELEASES 
 Continuing tri-media 
news releases  

  Continuing feature 
articles 

 
B.  Business 
Establishments 
and Government 
Institutions 

NOTE: The radio, TV, 
print ads and news 
releases as well as the 
billboards and tarpaulin 
posters used for 
households are assumed 
to reach also these 
segments. Additional 
below the line channels 

(Note: Same note as in 
Phase 1). Additional below 
the line channels are the 
following: 
 
 Primers/brochures 
 Presentations during 
meetings of business 
or civic organizations 

(Note: The ff. below the 
line channels will be 
continuous from Phase 2). 
 
 
 Primers 
 Presentations during 
meetings of business 
or civic organizations 



are the ff: 
 
  Letters to managers/ 
owners, with leaflets 
 Posters in company 
premises 

 
 

 Presentations to 
individual 
establishments 

 Guesting in informal 
gatherings or coffee 
table talks 

 Telephone brigade 

 Presentations to 
individual 
establishments 

 Guesting in informal 
gatherings or coffee 
table talks 

 Telephone brigade 
 

 
 
 
 
 
       5.1   The Media Plan 
 

 PHASE 1  
  PHASE 2 
 Jul 05 Aug 05 Sep 05 Oct 05 Nov 05 Dec 05 
Above The Line                         

                        TV “Pitsel” 
“Aksyon”                         

                        
                        

Print “Plunger” 
“Pitcher” 

Print Ad 3                         
Below The Line                         

Posters                         
Leaflets                         

Billboards                         
Recorida                         

Komiks                         
Primers                         

Barangay Assemblies                         
House to House                         

Short Films in Theaters                         
News and Features                         

Tri-Media news releases                         
Feature articles                         

                         
  
 
 
 
6.0  THE PROMOTIONAL STRATEGIES 
 
Creative merchandising, along with promotional push or triggering activities will be employed to 
constantly hound the target audience and induce adoption of practices that can already be 
done.  
 
The following strategies will be employed: 
  



 Phase 1 Phase 2 Phase 3 
SEGMENT August, 2005 Sept. – Dec., 2005 2006 - 2009 

 
A.  Households 

 
The ff. are to be 
installed in public 
places by mid-Aug. to 
Sept. : 
 “Toilet Water 

Dispensers”  
 “Toilet Water 

Fountains” 
 

 T –shirts as uniforms 
for tri-cycle drivers  

 Jingles (am & fm 
stations) 

 Stickers in tri-cycles, 
jeeps and private 
cars 

 Calendars 
 Distribution of 

corporate give aways 
such as soap, 
alcohol, etc. by PUSA 
NEGRA during 
recoridas or barangay 
assemblies 

 

 
 Awards for Best 

Performing 
Barangays ( cash 
incentives and 
recognition) 

 Pasaway Awards for 
non performing 
barangays 

 Free renovation for 
early cooperators 

 

 
B.  Business 
Establishments 
and Government 
Institutions 
 

 
 

 
 Slogan and poster 
making contests 
among schools 

 
 Certified Green 

Labels for 
cooperating 
establishments 

 
 
 

7.0  THE LAUNCHING EVENT 
 
The SMIE campaign will have a formal launching activity on August 15. This will include a 
recorida, a motorcade with PUSA NEGRA, a convocation, with the city mayor and other 
dignitaries attending and a renovation activity for 5 cooperating households. This will be covered 
by the national tri-media.  

 
 

8.0  IMPLEMENTATION PLAN 
 

(see media plan) 
 
9.0  MONITORING AND EVALUATION PLAN 

 
The activities and media placements in Phase 1 of the campaign will be monitored on a daily 
basis by assigned members of the LINAW team. They will prepare daily and weekly reports on 
whether activities and placements are followed properly. Meetings of the LINAW team will be 
held twice a week or more as necessary to make quick decisions regarding on-going activities. 
A campaign office will be designated to centralized all reports and information and will serve as 
a command post. It will also serve as the central dispatch center for all campaign collaterals. A 
campaign director will be assigned by the LINAW team.  
 
Copies of all placements in multi-media as well as photo and textual documentation of all 
activities will be kept in the campaign office.  
 



A quick survey of households will be done immediately after Phase 1, or on the second week of 
September. This survey will gauge quantitatively the level of awareness of the target audience 
regarding the problem, the campaign mascot and what it represents.  A total of 100 respondents 
will be randomly selected for this survey.  
 
Simultaneous with the household surveys will be a telephone survey or telephone brigade 
among selected executives from government and business establishments that were sent 
letters, leaflets and posters. This survey will ascertain the level of awareness of this target 
segment regarding the campaign, the campaign mascot and the problems that are being 
addressed by the campaign. The number of respondents will depend on the number of business 
and government offices in Iloilo City but will not exceed 100.  
 
Towards the end of Phase 2, in the last week of November up to the first week of December, a 
similar survey of households and of business establishments will de done, this time to determine 
their knowledge of critical information points that the campaign carried. These information points 
will be carefully selected from all the information and educational materials used in the 
campaign.   
 
In addition to the surveys, focus group discussions (FGDs) will be conducted among 
households to further explore the depth of their knowledge about the subject of the campaign 
and the nature of their responses to the campaign’s thrusts. These discussions will be useful not 
only for evaluating Phase 2 but for positioning the campaign further for Phase 3. There will be 
one FGD for each of the 9 barangays of the city. Each FGD will involve 6 to 8 household heads. 
 
Instead of a focus group discussion among business and government executives, individual in-
depth interviews will be conducted for these segments. It is hard to assemble executives in one 
place for an FGD, hence they will be interviews individually. The number of executives to be 
interviewed will depend on the total number of establishments targeted by the campaign but will 
involve at least 10 interviewees.  

 
 

 
 
 
 


