A NATIONAL HEALTH EDUCATION CAMPAIGN TO DRIVE
MALARIA PREVENTION AND TREATMENT DURING COVID IN INDIA
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In Spring 2020, Government-enforced The pandemic coincided with the
India emerged as lockdowns and declines in monsoon season, creating a severe
an epicenter of the treatment seeking threatened risk of outbreaks of mosquito-

COVID-19 pandemic. to disrupt essential health borne disease (malaria, dengue,

care services and chikungunya)



THE SOLUTION

Malaria No More and Times Bridge partnered with
India’s top media and tech companies to launch
an innovative national health education
campaign from June to September 2020

“Bite Ko Mat Lo Lite” (Hinglish for “Don’t Take the
Bite Lightly”) drove urgent testing and treatment
messages across 21 states

Messages were amplified through thought-leader
events with influencers from Business,
Government, and Bollywood



K EY O BJ E C T IV E S p | gl.eep under an insecticide-

treated mosquito net every
night

= Create compelling, research-driven
content tailored to rural vs. urban, )

demographic, and regional audiences Remove standing water and use
mosquito repellents.

= Reach a mass audience through scaled
social media, print, radio, and television

platforms 3.

If you have a fever, seek malaria testing

= Take a user-driven creative design within 24 hours

approach adapting content to the topics

and barriers most relevant to our audiences

. 4,
- ngorously measure outcomes to When seeking malaria testing, wear a

. - face mask/covering, practice social R
determine impact on targeted knowledge, distancing and wash your hands with

attitudes, and behavioral metrics soap frequently.
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The Chernin Group

Led by Board Member Uday
Shankar, MNM India convened
a “creative council” of India’s
top media leaders

WPP QOgilvy led the brand
creation; Ad agency The
Minimalist led content
development.

Madhuri Dixit-Neneand

Satyan Gajwani,

More than 150 million Indians Pr.shriram Nene Times nternet

reached through scaled social
media, print, radio, and television
platforms

Uday Shankar, Kamal Haasan,
Star Disney Actor

Ajit Mohan,
Facebook India

Ronnie Screwvala,
Bollywood Producer



USER TARGETING “evse

= Ads targeted across 21 states with high
disease burden and social media
penetration

= Extensive quantitative and qualitative
research was used to identify key
knowledge gaps and barriers to target

behaviors.
= Through Facebook, we worked with .
University of Chicago, RISC and World | %
Bank, DIME teams to conduct initial |
behavioral surveys and pre- and post- B Maharashtra [ Rajasthan 1 Madhya Pradesh Punjab region
impact assessments. I Uttar Pradesh [ NE States W Bihar Andhra Pradesh
| WestBengal [ Karnataka Delhi Jharkhand
" Gujarat " Tamil Nadu Odisha Chhattisgarh

[ ] Noreach



orward to:

BREAKING

MONSOON HAS LED TO

Y 4 ety o 4 MALARIA OUTBREAK
A & v Ensure you get your
o 4 - child tested within
§ 24 hours of getting fever
SPOT THE
MOSQUITO HIDEOUTS &
N ™ LIGHT UP A COIL
they look check on vour TO AVOID MALARIA!
forward to! temperature

When you forget to close the ~- '

windows in the evening... \ Your cup of

. happiness .
slunng' monsoon!

Theirét_:pof :
happiness
during monsoon!

BLTE

KO MAT LO LITE

Don’'t get bowled out by malaria.

Get tested within 24 hours,
if fever is detected!
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BITE MASTER GOGO S MACHHARO

SE DOORI BANAYE RAKHE

MALARIA



CONTENT CREATION

STRATEGY

~ 22 A

Extensive quantitative 7 target personas _
_ _ More than 1,000 unique ads were
and qualitative research adapting the message o
as used to identifv k different age Aroubs created, constantly optimizing for user
was u identify ke | : _
yReY 9¢ group feedback and response “Bite Ko Mat Lo
knowledge gaps and urban-vs-rural, e i~ _
_ _ Lite” (Hinglish for “Don’t Take the Bite
barriers to target demographic, and _ ! _
_ _ Lightly”) drove urgent testing and treatment
behaviors. geographic targets.

messages across 22 states.
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Campaign content was developed to appeal to ottt
each persona and then “boosted” to those
audiences through Facebook and Instagram.
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CONTENT
CREATION

RURAL WOMEN

Facebook users in this
audience were likely married
(90%) with a college education
(76%), and working in
community services,
education, or health.

Content Focus:

Credible messengers,
such as ASHAs

T >

Samajhdar

hai Dadi ’/

#BiteKoMatLoLite ! ’ MAARA

ke baare mein
jitna jaanoge utna

usse bach paoge

karti hai
ni har raat

¥

#BiteKoMatLoLite

\\
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1as na ho machhar,
enshot lo turant!

ALY

i Machhardaani

| ek baar nahi__
/iska roz istemal
) hai zarun?! .
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Buri nazar se
toh bacha loge,
par malaria se?
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CONTENT
CREATION

RURAL MEN

Facebook users in this audience
persona were likely to be married
(67%) and well educated (72% had
a college education), and working
in administrative services, sales, or
transportation.

Content Focus:

Malaria symptoms

Protecting families

Jama hua paani karo saaf
Aur machhardaani mein hi
soo har raat

i i malaria.
Hari ko hogaya hai ma
Usko kya karna chahiye?

A. Ghar ke nuskhe istemal
B. Doctor/ASHA didi se ilaaj
C. Kuch bhi nahi

Apna jawab comment kare!

KARLO KITNI
BHI \PEHLWANI

Aaj hi karo faisla rd
apne parivar ko e
malaria se ES

bachane ka




CONTENT
CREATION

SENIORS

Facebook users in this
audience were likely married
(90%) with a college education
(76%), and working in
community services,
education, or health.

Content focus:

Protecting families,
especially grandchildren

BITE

KO MAT LO LITE

Lalla-lalla lori,
bukhaar kam
ho raha nahi,

uski jaanch
karwaao, aur
munna raja
ko malaria
se bachao?

D~

KO NAT LO LIT

SAKTE HO APNE NAATI-P!
URAKSHA IN 3 STEPS MEIN

aria ki
testing 24
ghante ke
andar kare

As you knit to keep
your grandkids warm,
ensure they are
well-protected

in a bed net!

Getting them treated timely Fhe stories you shonid

IS as important as making % tell your grandkids

k] them S|E‘E‘D on time . :
Once upon a time there lived a
princess. She was bit by a
mosquito and got Malaria.
But she was given timely
treatment and she fought the
disease like a brave knight.



CONTENT
CREATION

METRO WOMEN

Younger Facebook users in this audience
were mostly single (58%) while users over
the age of 35 were mostly married (93%),
with a college education (88% and 82%,
respectively), and worked in healthcare,
community services, education, sciences,
legal services, and business or finance.

Content focus:

Common hobbies || Shopping

Peer advice Caring for self and family

'YOUR CHILD IS SAFE,
"WHEN YOU ARE SAFE!
- SEEK IMMEDIATE
TREATMENT

IN CASE OF

MALARIA

Give your child

the warmth of
your hug and

~ protection of a
bed net against

_malaria!

SANITIZER

MOSQUITO REPELLENT
MASK

WALLET

UMBRELLA

BITE
KO MAT LO LITE

“I'm going to keep you safe
and away from mosquitoes when
you have to pull an allnighter

for work.” - Bed Net. *_
- Wiy

Don't let your child raise this question!
Always test your kid for
malaria within 24 hours of fever

“All my friends’

mothers get them

4 tested for Malaria
within 24 hours

of fever. Why

can't you be like

those mothers?”

Dictionary

Fever
/'five/

A high body temperature
that could be a symptom
for COVID-19, and

even Malaria!

Get tested within

THE POWER

LIES IN YOUR HANDS!




CONTENT
CREATION

METRO MEN

Younger Facebook users in this audience were
overwhelmingly single (82%) while those over
35 years were overwhelmingly married (86%),
and both age groups were college educated
(82% and 85% for each age category). Users in
this category worked in administrative
services, IT, the sciences, healthcare,
management, or food and restaurants

Content focus:

Connecting to sports (cricket)

Memes

Caring for self, family Job

Sleeping on the
terrace

Sleeping on the
terrace with bed nets

N

s STRIKE
RATE

hai sabse zyaada

_ mein hai
iski fielding

He uses bed nets
to protect his

family against
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* Facebook * Newspapers
= Instagram = TV

= Twitter = Webinars

= Radio




SOCIAL & DIGITAL

Through Facebook, Instagram, and Twitter, the campaign reached.: #ENDMALARIA

122,879,912 76,237,487
people post engagements
79,030,105 447,957,516
page engagements impressions

Facebook users reached an average of 3.6x each



22 MEDIA
PIECES

Two Webinars hosted by The
Economic Times, Mirror Now,
and Facebook Live

6.7m 2.3M

Impressions Engagements
and views

World Mosquito Day: Prevalence
and Facts About Malaria-Causing

Every year August 20 is marked as World Mosquito Day to spread awareness about the mosquito-
borne disease and how it can be prevented. The day commemorates the discovery of malaria
transmitting mosquitoes by the British doctor Sir Ronald Ross in 1897.
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News

Malaria No More, The Weather
Company in joint initiative in Odishz

Vinson Kurian | Thiruvananthapuram | Updated on August 12, 2020 | Published on August 12, 2020

To support natio
drive against
mosquito-borne
diseases

Malaria No More Ini
non-governmental

organisation with

R rissadiary ecom

HOME TOP STORIES SPORTS BUSINESS DISTRICTS v

[ osin ] ooisin aenan news J vor wews |

‘Forecasting Healthy Futures’ Initiative F
Off in Odisha to Curb Mosquito-Borne
Dlseases in India with Weather Data

Bhubaneshwar: Malaria No More, a non-governmental organization with operations in India, :
(NYSE: IBM) and its subsidiary The Weather Company, today unveiled ‘Forecasting Healthy Fi
India, to improve health outcomes and accelerate India’s progress against deadly mosquito-t

T —
MESNOWNEWS.COM BUSINESS ELECTIONS  INDIA LA

ADVERTISEMENT

B

ws > Health > 'Bite Ko Mat Lo Lite’ - Keeping India’s malaria elimination campaign on track

Bite Ko Mat Lo Lite' - Keeping India’s malaria eliminati
rack

{ealth

n World Mosquito Day - August 20, 'Bite Ko Mat Lo Lite' campaign focuses on the agenda of Malz
st valuable insights from an esteemed panel that comprises some of the best minds

Almost all Indi

) TAP TO UNMUTE

they are living
of contacting
(MBDs) like m:
chikungunya.
however, if co

can be deadly



RADIO. TV. PRINT.

News Outlets:

6 outlets in 5 states

Radio Stations:

4 ads on 1 3 outlets

in 11 states

TV Ads:

4 ads on Hotstar

(online streaming service
through Star India)

4.1M

people reached

20,826,729

impressions with 95% of
viewers watching the full ad

7

“BJP memos’

5L Shanth Kumar

SPARRED convened by Koshyari to take stock of

xpressed strong

took the names
her Balasaheb
in November 2019

ICE NOV | tciccommainssoncemic

> CM is reluctant to submit list of

12 nominees for appointment on the
legislature council as he feels Koshyari
will reject it on technical grounds

> CM is unhappy with governor as he
feels the latter has been entertaining
“anti-government” people

> Koshyari in September summoned
CM's principal advisor Ajoy Mehta to
express his displeasure over MVA govt's

said Covid situation was
“not at all conducive" to open
places of worship and declined relief

> Relief had been sought by Jains to
allow community to offer prayers at
their places of worship for Paryushan
between Aug 15and 23

> After a Jain trust went to SC, the apex
court on Aug 19 allowed devotees to
offer Paryushan prayers in three Jain
temples in Mumbai, limiting number

of devotees

WHAT COURTS SAID
> 0n Aug 14, Bombay HC Q

ed by Guv: Pawar

n

M Mo-
nd sur-
1sed by
etterto
aces of

erwith
-ay. Ho-
ith you
wds of
rof the
di.

lention
Thack-
nition”
arsaid
tution,
‘quates
hair of
Consti-

rnor's
mas if
firmly

believed that in a democracy, free exchange of
views between the Governor and the CM must
take place. However, the tone and tenor used
must always be in keeping with the stature of
the constitutional post occupied by the indivi-
duals. Lookingat the turn of events, the CM was
infactleft with nooptionbut torelease hisreply
to the Governor to the media. I fully endorse the
decision of the CMon his issue.” Pawar said.

On the Governor’s pleaon reopening of reli-
glous places, Pawar said he agreed that Koshya-
ri could have independent views and opinions
on the issue, and he appreciated his prerogative
to convey his views to the CM. But he said he
wasshockedandsurprised toseethe governor’s
letterreleased tothe mediaand the kind of lang-
uage used in the letter.

Pawar, at the same time, defended the CM’s
decision not to open places of worship as, in vi-
ew of crowds at prominent places of worship, it
is impossible to maintain a safe distance betwe.
en people. “Keeping this in view, the state go-
vernment had decided to stagger the decision
regarding opening of places of worship. It is
planning a campaign to make people aware of
the importance of Do Gajki Doori,” Pawarsaid.

mned to stay in lock-

NCP spokesperson and the

" Despite the CM's pro-  state’sskill development mini-
hebanonplacesofwors-  ster Nawab Malik alleged that
1s being extended again  Koshyari was indulging in pet-

ain, he added.

ty politics. “Raj Bhavan has be-

ackeray wondered if it come a hub of political activi-
| coincidence that the ties.LettheCMdohisjob.Heis

nemor:

attached  handlingthesituationinthefi-

governor's letter were  eld as political head of the sta-
the BJP. “My govern- te, and he will take a decision
1as taken seriousnoteof  on places of worshipatanapp-
etter and a decision will  ropriate time,” Malik said. A
:nasearlyaspossibleaft Congress leader alleged that

sperson said. Suraj said he is
now staring at a bill of Rs
L5lakh at Fortis. “Who will
pay that?" hesaid.

Apex founder Dr Vrajesh
Shah said with electricity go-
nefor 16 hours, the hospital co-
uld dolittle. Dr Dilip Patil, ICU
incharge at Apex, said the pa
tient was shifted with high
flow nasal cannula with oxy-
gen support. “He was quite
critical already,” hesaid.

Kalwa-Padghe line 2, carrying
633 MW, tripped. The flow on
Pune-Kharghar rose up to
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Looking for a job?
Want to know the latest

trends in the world of work?
Read today's Times Ascent
Pages 7-8

Desh ke iss jung ka hissa bano,

Take the Pledge

www.bitekomatlolight.com
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TECHNOLOGY

Partnered with Google to create a new

voice-activated Google Assistant to
share information about malaria,
prevention, and treatment in English and
Hindi, with plans to expand in more
languages.

Developed a new Augmented Reality
Instagram filter, with 11 Instagram
Influencers sharing on their account of
World Mosquito Day

carch Results

‘Malaria No More’

That's all you need to say
to find out about
Malaria
and keep your loved
ones safe!

LETSEND
MALARIAIN
0UR ufmms

BLTE

KO MAT LO LITE



HEALTH IN

Facebook conducted a Brand Lift study to a

4.6% LIFT

4.6% increase in those who
remembered seeing the ads —
BKMLL was able to break
through the high volume of
content on FB and users
remembered them.

2.6% LIFT

2.6% increase in those more likely
to seek testing and treatment after
seeing the ads. With 62.5% of users
already inclined to seek treatment,
making a difference with such a
high base brings us closer to 100%!

10.1% LIFT

10.1% lift in users 55-64 and 8.4% lift in
users 65+ sleeping under a bed net after
seeing our ads. Other age groups did not
have such large lifts in behavior change.






2021 MONSOQN SEASON

In 202%, Malaria No More will expand the Bite Ko Mat Lo Lite campaign to reach
.even more people with these impo'rtan,t, life-saving messages

e B - ..

Microtargeting of behavior Elevate advocacy profile Build on tech innovations

change based on user profiles and popular movement like Instagram Reels
(risk and access); augment building with Bollywood stars and Google Assistant
with community engagement and social influencers



