
Understand which vehicles were most effective.

14. Evaluate Marketing Vehicle Effectiveness

EXCELLENT
The implementer has a robust analysis 
enabling understanding of which vehicles 
were the most effective.

GOOD
There is qualitative or anecdotal  
evidence suggesting which vehicles were 
the most effective.

AVERAGE/POOR
There was no analysis of marketing 
vehicle effectiveness.



14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

While the project envisions mass media, the current focus has been on events, interpersonal communication, and service provision. 
As such, the team focused on measuring cost and driving efficiency through efforts that improved conversion rates, increased the 
number of events per team and the average number of adopters per team. These efforts reduced the cost per adopter from $184/
adopter to $40. We scored this best practice as “good” as the team focused on optimizing the current marketing vehicles, but did not 
assess the effectiveness of specific vehicles and channels (events vs. interpersonal communication, etc.).

http://a360learninghub.org/open-source/ A360 program data 

GOODA360 KUWA MJANJA

http://a360learninghub.org/open-source/


AIRBNB

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.



BROTHERS FOR LIFE GOOD

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

The final evaluation report included measurement of campaign exposure, using TV / online, billboard and poster, and radio as 
the primary vehicles. The team did a separate, detailed evaluation of Facebook, to assess the level of engagement, types of 
conversations, and the degree to which videos shown on Facebook and the resulting conversations changed behavior. However, in 
the final evaluation, it would be helpful to to tease apart the effectiveness of the various TV channels (commuter TV vs. regular TV) and 
the Facebook campaign compared to each other, which may have been more effective than radio or TV. 

M. Fineberg, et al.  Post-Broadcast Evaluation of Brothers for Live HIV Counseling and Testing mass media and Out of Home Campaign, 2017. Genesis Analytica.



FUTURE FAB

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

Future Fab drove a ten-fold increase in the average number of adolescent visits for FP/STI services among adolescents per clinic per 
week, with 80% of adolescents reporting some contact with FF marketing vehicles (either an event or a mobiliser). Using a responsive 
model, Future Fab adapted the approach after the Implementation phase, which demonstrated that mobilizers and events had been 
effective in driving awareness. There is an opportunity to better understand the effectiveness of each vehicle and explore additional 
vehicles, which was not possible given the short duration of the program.

Charts: “I own my future: lessons from Future Fab programme on improving contraceptive service uptake among adolescents”
Based on email exchange with MSK staff (June 2019), mobilizers alone did not drive clinic visits, but mobilizers working in conjunction with events (pop up clinics), achieved the 
10-fold increase in average adolescent visits 

GOOD



MANKIND

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.



MTN

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.



MTV SHUGA

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.



14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

NURHI’s evaluation measured overall exposure and exposure to various communication channels by city and target audience, and 
compared this with increases in mCPR. The endline evaluation also included a survey among GIT FP clients. TV and radio spots had 
the highest levels of exposure. We scored this best practice as “good” – exposure to marketing vehicles was measured, but not at the 
level to enable understanding of which specific types of executions were most effective (radio program or song on the radio? TV game 
show or video seen on TV?), which could lead to more efficient media spending. 

Source: Measurement, Learning and Evaluation (MLE) Project; National Population Council (NPC); Data, Research and Mapping Consult, Ltd; Measurement, Learning & 
Evaluation of the Urban Reproductive Health Initiative Nigeria 2014 Endline Survey. [TWP2-2015]. Chapel Hill, NC, USA: Measurement, Learning and Evaluation Project; 2015

GOOD

Exposure to NURHI TV or radio was high across most regions

NURHI GET IT TOGETHER



14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.

OBAMA 2008



EXCELLENT ORS

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

Following the initial campaign burst in Uttar Pradesh in 2015, the project team conducted a study to estimate reach and exposure; 
measure comprehension, recall and perception of the campaign; and measure impact in terms of knowledge, attitudes and practices. 
The study used a mix method approach including structured quantitative surveys and in-depth interviews with providers and 
caregivers of children under five. Among the study findings, TV emerged as the most effective vehicle, perhaps resulting from high 
frequency (the TV ad ran 7,000 times, resulting in an average of 126 times / day) and visually engaging drama. While TV was effective 
for driving overall awareness, it was not effective for communicating dosage instructions. Based on these and other findings, the 
evaluating team recommended the programming shifts outlined below.

Impact Evaluation of Mass- Media “Kacchua” Campaign to Promote ORS & zinc among Caregivers in Uttar Pradesh



SHUJAAZ

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.



EXCELLENT TRUST

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

Based on PSK’s research, over 80% of the target audience claims to have seen the Kuwa True marketing, with almost 60% of the 
audience attributing the ad to Trust. Based on reported data, the audience was most likely to learn about Kuwa True on TV or print 
(63% reported seeing Kuwa True on TV; 70% in print). Roughly 20% of the respondents reported not seeing the ad, suggesting the 
communication was effective in driving awareness and recall. 

 Trust Communication strategy re-fresh brief June 2017 (unpublished)



TRUTH

14. EVALUATE MARKETING VEHICLE EFFECTIVENESS

No available data. Best practice not evaluated.


