
USE OF MASS MEDIA

for the Polio Eradication Initiative 
in Pakistan



Top Priority of The Government
Maximum resource allocation

1994 – Rs. 21 million a year
2003 – Rs. 78 million a year



Mass Media Challenge
cultural and geographic diversity of 
the country 

a tapestry of colors-from the desolate 
lands of Thar to the snow-capped 
mountains of the Northern Areas-
both equally challenging and daunting 
when it comes to reaching out to 
every household and every eligible 
child.



Media Mix Approach
Extensive 

Reaching all corners of the country

Coordinated 
“Drum Beat Effect” - each media 
channel complements the other

All encompassing
All available channels used



Messages
Data-driven and guided by technical information received from the
programme 
Finalized by the National Communication Technical committee 
Themes developed based on the issues identified and then messages 
are developed based on the theme 
Themes used:

Generic 
Team Motivation
Sick, Sleeping and Under 6 months old children
Neighborhood Children
Multiple Doses
Creating excitement about campaign
Traveling Children
Missed Children



Messages
Messages range from spots to jingles, songs and 
testimonials, special talks, special media events and live 
marathon transmissions

Celebrity cuing using polio ambassadors such as popular 
entertainers, scholars, parliamentarians, journalists, 
educationists and religious leaders



Channels Used
Television

National- PTV
Terrestrial
Satellite
Cable- mushrooming of private TV channels 42% 
urban viewership whereas rural viewership18%. 
In Karachi, the largest city of Pakistan, cable 
viewership stands at 70%

Regional- PTV’s five stations in Urdu,Punjabi, 
Saraiki, Pashto, Sindhi and Balochi.



Channels Used   cont…

Radio (national and regional)
Newspapers (national and regional)
CCTV
Info Display
Cinema
Transit



Television
Reach

Television in Pakistan reaches over 
89% of the population
Over 40 Million people over the age 
of 18 years watch TV through  over 
10 Million sets in the country (Media Usage 
Survey by Gallup)

Community viewer-ship is popular in 
the rural areas



Television 
Frequency of Messages 

Television campaign starts 7 days 
prior  
From low intensity to almost a 
blitzkrieg
The media plan is carefully designed 
to cover all vantage slots on TV



Television
Impact

TV remains by far the most effective 
and cost-effective medium
Television messages have helped 
create a “bandwagon” effect that is 
absolutely essential for mass 
mobilization of this magnitude



Radio
The state-owned Radio covers over 
95% of the population
11 different regional languages 
Power of FM radio is on the rise 

There are at present 15 FM stations in the 
country 
high listenership in major cities 
“Embedded” FM teams 

Jingles, spots, testimonials by 
celebrities



Print
Total estimated daily newspaper 
readership stands at 14,601,376.
Polio ads placed in 10 urdu and English 
national dailies and 57 major regional 
dailies and periodicals in urdu and the 
regional languages.

The regional language dailies reach out to 
the masses while the national English 
dailies provide advocacy 

Articles in national and regional dailies. 



Cinema
Cinema provides a distraction-free 
captive audience and the 
advertising is clutter-free. 

Messages conveyed through the cine-
media retained three times more 

Polio ads aired for one week i.e. four 
days ahead and the 3 days of the campaign 

Aired on 250 cinema houses of the 
country. 



Transit Media
Targets the traveling populace 
Taking advantage of the captive 
audience 
Around 4 messages are displayed 
by the CCTV installed in buses in 
the space of 4 hours.
21 routes in all four provinces are 
being used in 150 buses. 



Info Display
All major airports and railway 
stations. 
Polio messages appear after every 
20 seconds. 


