
Introduction 

Since 1958, National Library (NL) has expanded library resources and provided community access 

through the construction of branch libraries around Singapore. In 1994, the NL was renamed the National 

Library Board (NLB) to represent its statutory authority in Singapore where it is responsible for charting 

the national direction of library services and literacy programmes. In 2011 alone, NLB and its 24 branch 

libraries serviced more than 36 million library visitors, 37 million book and audio-visual loans, and 9 

million visitors to its digital library resources. 

 

While NLB has been proactive in promoting reading in Singapore through programmes such as READ! 

Singapore, KidsREAD, Book Exchange and Molly (mobile library bus), more Singaporeans can be 

encouraged to adopt reading as part of their lifestyle. 

 

Modelled after Australia’s and the United States’ One City, One Book campaigns, READ! Singapore (RS) 

was first launched in 2005 as a national campaign that aims to promote a culture of reading among 

Singaporeans. The annual thematic campaign features book discussions, reading marathons, meet-the-

authors sessions, workshops, performances and film screenings. The overall intention of the RS campaign 

is to cultivate a nation of informed Singaporeans who are able to think critically. 

 

Beyond the RS campaign and its supporting activities, more can be done to create and sustain awareness 

amongst a broader Singaporean audience. Thus, there is a need to conduct research into current opinions, 

attitudes and behaviours of Singaporeans; create objectives and strategies to act on such information; 

propose publicity communications; and subsequently evaluate the impact of proposed communications. 

 

Research 

A recent study on Singaporean participants (Chaudhry & Low, 2009) suggested that lack of time and 

energy were some of the key obstacles to leisure reading. Additionally, the study highlighted that 



participants were unguided regarding the type of books to read, preferred reading in the comfort of their 

own homes, and were influenced by the convenience of digital sources. 

 

Assuming that the RS campaign has been successful with existing library users and younger students 

(including their families), there is another group of Singaporeans who can be encouraged to read – the 

Working Professionals (WPs). In order to assess their current opinions, attitudes and behaviours of such 

professionals, research is required to provide a baseline prior to the start of the campaign. 

 

An outsourced team of survey personnel will be organised to conduct their opinion survey at two 

prominent SMRT station locations – Raffles Place and Tanjong Pagar. Survey personnel will be 

positioned around Raffles Place Park and International Plaza where there are large numbers of white 

collar workers going to and from their workplaces. The opinion survey will be conducted during lunch 

hours (11.30am to 2.00pm) and evening hours (6.00pm to 8.00pm) utilising a random sampling method 

for participant selection. 

 

A questionnaire1 will be crafted to assess the opinions, attitudes and behaviours of WPs; their awareness 

of the RS campaign; and demographic details such as income, age, gender and marital status. The data 

gathered from a target of 5002 questionnaires for the opinion survey will be utilised for creating a baseline 

for subsequent comparative trend analysis throughout the publicity campaign (PC). 

 

Action and Planning 

Assuming that the convenience of digital media is influential in transforming the mindset of WPs towards 

reading, objectives and strategies can be formed for the PC. Additionally, it is assumed that 20% of WPs 

will have prior awareness of the RS campaign and MobileRead. 

 

 

                                                 
1 See Appendix A for proposed questions 
2 4.5% margin of error based on 1/√N, where N is 500 (CRS, 2012). 



NLB and the Community 

The overall objective of the PC is to raise awareness of the RS campaign and the improved MobileRead 

application to 60% - 70% of WPs through the year-long RS campaign. While WPs are the primary 

audience, the PC indirectly targets the friends and families of the WPs, employers, existing members of 

the reading community, and the general public. 

 

The delivery and extent of this PC is primarily targeted at latent and aware publics (WPs), those who do 

not read and those who want to read but are unmotivated; and indirectly at active publics (e.g. friends and 

families) who have already established a reading habit. The PC messages will be delivered in the four 

main National languages (English, Mandarin, Malay and Tamil). 

 

NLB Networks 

In order to appeal to the organisational and professional attitudes of WPs, the PC theme would be 

oriented towards the concept of “networks” – that reading allows additional dimensions in people’s social 

networking options; such as the ability to communicate and share similar interests with colleagues and 

associates, as well as the ability to relate to others beyond a professional level. 

 

NLB MobileRead Community and READ! Singapore Awareness 

The PC is centred on the development of the MobileRead Community (MRC) mobile application to 

support and increase the awareness of the RS campaign. A year-long awareness-based advertisement 

commitment in two major Central Business District (CBD) SMRT stations will be utilised (by means of 

platform screen doors) and supported by a limited run of bus panel advertisements. 

 

Additionally, Raffles Place Park will host the inaugural one-day NLB-CBD Launch event and bi-monthly 

Lunch Time Discussion (LTD) events (one day per event). At the LTD, a host with a panel of NLB subject 

experts will lead participants in discussions with regard to reading; such as invoking fond memories of 

the WPs’ years of studying literature at school or finding out more information for a project at the library. 



Additionally, the LTD will include short contests for participants with book vouchers and NLB library 

loan/subscription privileges as prizes. 

 

At the events, informational flyers on the MRC and the RS campaign, as well as themed mugs will also be 

distributed to event participants. Beyond the practicality of mugs for the WPs’ usage at work, themed 

mugs will help to remind and reinforce the PC’s objectives to the individual WP in the comfort of their 

own workplace or home. 

 

Communication 

Given the main objective, targeted publics and a thematic strategy described earlier, a detailed 

implementation process can then be formed for the PC with an estimated timeline and budget. The 

Communications & Development (C&D) Manager will be responsible for liaising with an outsourced 

survey consulting firm, and supervising all timeline milestones and budgetary expenses. Like current 

2013 RS campaign, the PC will be a year-long commitment3 with an estimated budget of S$ 2,837,0004. 

 

A week-long opinion survey will be conducted in December 2013 in order to support the baseline 

research data. In June and December 2014, week-long awareness surveys (a targeted sample size of 1,000 

per survey) will be conducted for trend analysis. An outsourced team of fifty will conduct the opinion and 

awareness surveys. 

 

Building on the success the original MobileRead mobile application, the improved MRC will feature user-

friendly interfaces that combine book-genre categories, discussion groups and library e-services. The 

“network” direction will also allow the MRC to interface with popular social networking sites (e.g. 

Twitter, facebook and LinkedIn) – allowing users to interact, discuss and share with their social networks 

(e.g. colleagues, family and friends). 

 

                                                 
3 See Appendix B for proposed timeline 
4 See Appendix C for proposed budget detail 



The focus of the proposed advertisement aspect would be to effectively communicate the idea of mobility 

and networking amongst WPs while promoting reading as a lifestyle. Two proposed slogans, 

“Communication_Culture” and “Library in my pocket”, are central to the PC and utilised as part of 

advertisement text. 

 

Advertisement panels, using a shared design based on the two slogans, will be situated at the platform 

screen doors of SMRT’s Raffles Place and Tanjong Pagar stations; supported by similarly designed buses 

that ply the main routes within the CBD (identified bus services 57, 97, 100 and 131). The shared design 

would comprise proposed slogan text, corporate logos and text, and human elements – a group of 

professionals sharing a book or mobile reader5. Another benefit of utilising the platform screen doors and 

buses is the potential to create awareness amongst any secondary or unintended publics who happen to be 

transiting at Raffles Place/Tanjong Pagar stations or waiting for a bus in the CBD. 

 

The inaugural NLB-CBD Launch and bi-monthly LTD events, held at the Raffles Place Park, will serve to 

create interest and publicity to support the advertising aspect of the PC. Press releases to the media will be 

issued appropriately by the C&D Manager to invite early media coverage of the RS campaign and MRC 

mobile application. Beyond the events’ purpose in increasing awareness through participation, 

informational materials and gifts will be distributed by an outsourced team of fifty and a small team of 

NLB C&D personnel. It is proposed that three senior librarians be selected to join the event panels as 

subject experts. 

Evaluation 

There is a need to evaluate the effectiveness of the strategies and tactics employed to achieve the PC 

objectives. Since the core objectives are to raise awareness of the MRC mobile application and the RS 

campaign in 60% - 70% of WPs, periodic assessments must be made in order to gauge the effectiveness 

of the PC and allow for timely intervention should the need arise. 

 

                                                 
5 See Appendix D for conceptual leads 



As indicated in the proposed timeline, a simplified week-long poll will be conducted around Raffles Place 

Park and International Plaza in the months of June and December 2014. Survey personnel will be paired 

and organised around these designated areas – one survey personnel will carry a question placard (e.g. 

“Are you aware of NLB’s READ! Singapore campaign and MobileRead Community mobile 

application?”), while the other survey personnel will record affirmative or negative responses (e.g. 

nodding of head for affirmative response, shaking of head for negative response). This non-intrusive and 

indicative method of polling is simple and efficient to administer and solicit responses from WPs during 

lunch and evening hours. 

 

Throughout all LTD events, on-the-ground informal polls will be conducted to provide additional data for 

aggregated analysis in June and December 2014. The data collected at LTD allows for quick judgements 

of the data trend which will be valuable for PC intervention or modification. 

 

The objectives will be met when polled WPs, at the end of December 2014, indicate a marked 

improvement from the baseline data on the awareness level for both RS campaign and the MRC mobile 

application. 

 

However, it is important to note that success at increasing awareness levels among WPs is not indicative 

of an increased adoption of reading as a lifestyle. An actual increase amongst targeted publics and 

secondary publics utilising the public libraries, the MRC and other resources on a frequent basis will 

better indicate the success of all the efforts in promoting reading among Singaporeans. Increased users 

can be measured through the usual channels of monitoring public library visitors, loans made out, digital 

resources being accessed and user activity on the MRC network. 

 

With the data obtained from the PC, supported by visitor and user numbers at the end of the campaign 

itself, NLB will be able to act on future needs in sustaining and growing an informed Singaporean society 

who read to become more able to think critically. 



Total word count: 1,797 / 1,800 

Comments: 
Good report. No further comments from me. Just a short note to refrain from using too many acronyms, 
phrases such as PC, WP could be spelt out rather than be used in short forms. 
 
Marks: 90
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Appendices 

Appendix A 

Proposed questions to be included in the opinion survey 

General (Mixture of Short Open-Ended and Frequency Responses) 

1. What kind of activities do you engage in during your leisure time? 

2. Why do you read? 

3. How often do you read (excluding newspapers and magazines)? 

4. How many books have you read in the last year? 

5. When did you last read a book for pleasure/interest? 

6. When did you last go to a bookstore? 

7. When did you last purchase a book for yourself? 

8. Do you prefer to borrow or buy a book? Why? 

9. When did you last go to a public library? 

10. When did you last borrow a book from the library? 

11. How often do you visit a bookstore as a form of leisure? 

12. How often do you visit a library as a form of leisure? 

13. Do you have a preference for digital media (e.g. eBooks, online newspapers, eZines)? Why? 

 

Internet-Related (Frequency Response) 

1. How often do you read online newspapers/eZines/eBooks? 

2. How often do you buy physical books online? 

3. How often do you participate in forums/blogs? 

 

Behavioural (Short Open-Ended Response) 

1. Where do you usually read? 

2. What are the key obstacles that prevent you from reading? 

3. Where do you first look for information on topics that interest you? 



 

Attitudes (Scaled Agreement to Disagreement) 

1. I feel reading becomes more engaging when I can discuss with friends. 

2. I am influenced by reading campaigns. 

3. I find time is a serious obstacle to my reading. 

4. I find eBooks to be convenient. 

5. I am unsure what kind of books to read. 

6. I am influenced to read by topics that interests me. 

7. I read books recommended by friends. 

 

Awareness and Usage (Yes / No) 

1. Access to databases 

2. Reference services 

3. Digital resources (e.g. eBooks, Library Search) 

4. Reading campaigns (e.g. READ! Singapore) 

5. Mobile apps (e.g. MobileRead) 

6. Would you like to participate in lunch time talks and events held at Raffles Place Park? 



Appendix B 

Proposed Timeline for Publicity Campaign 

 2013 2014 
Project Item Oct Nov Dec Jan Feb Mar Apr May Jun July Aug Sep Oct Nov Dec 

Assessment 
Awareness 
Survey 

               

Application Development 
Mobile App 
Development 

             

Advertisements 
Bus 
 

    

Platform Doors     

Supporting Activities 
Lunch Time 
Discussion 

               

CBD Launch 
Event 

               

Mugs                

Flyers                

Outdoor 
Banner Stands 

               

 
Duration  1-Day  1-Week  1-Month  



Appendix C 

Proposed Budget for Publicity Campaign 

 

Unit / Commitment 
Estimated 

Expenditure (in 
S$) 

Manpower 

Survey Personnel @ S$ 135/day 21 Days – 50 units 142,000 

Lunch Event Personnel @ S$ 80/day 6 Days – 50 units 24,000 

Launch Personnel @ S$ 80/day 1 Day – 50 units 4,000 

Subtotal 170,000 

 

Advertisements 

Platform Screen Doors - SMRT Media 
Raffles Place 12 Months 920,000 

Tanjong Pagar 12 Months 580,000 

Bus - Moove Media 

Double-deck 12 Months – 10 units 780,000 

Single-deck 12 Months – 10 units 350,000 

Subtotal 2,630,000 

 

Collaterals & Gifts 

Book Vouchers 12,000 12,000 

Mugs 5,000 18,000 

Flyers 128gsm Double-sided A4 20,000 1,500 

Flyers 260gsm Single-sided A5 20,000 1,500 

Displays – Outdoor banner stands 20 4,000 

Subtotal 37,000 

Grand Total 2,837,000 



Appendix D 

Conceptual Leads for Advertising Theme 
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