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Executive Summary 

POLICY QUESTION (PAGE 1) 

How could the Foreign Language Teaching and Research Press (FLTRP) cooperate with 

Beijing MTR Corporation (BJMTR) to launch a reading promotion program via subway 

advertising?  

BACKGROUND AND PROBLEM STATEMENT (PAGE 1) 

Literacy, essential to social and human development, is considered an instrument of 

empowerment to improve one’s health, one’s income, and one’s relationship with the 

world (UNESCO). In the past decade, the adult literacy rate has increased at a global 

level while millions of people are still struggling with this basic skill. Despite the growth 

of literacy, currently both adults and juveniles seem to be less interested in reading, 

especially under the influence of the development and popularity of mass media, such as 

TV, internet and radios. Many countries have launched various national and local 

campaigns to promote reading among the public. 

In China, the reading rate of books in 2011 was below the rate in 1999 due to a dramatic 

decline from 1999 to 2005. Average amount of reading for juveniles in urban areas is 

much larger than the rate in rural areas; and less than one-third of young children are 

willing to read independently. Like governments in other countries in the world, the 

Chinese government also launched campaigns to promote reading since 1997.  

A policy of Nationwide Reading was implemented by the government in 2006 to enhance 

citizens’ ideological, moral and cultural qualities. In response, the FLTRP hope to 

cooperate with BJMTR, who operates the Beijing Metro Line 4 and will provide free 

advertising space at the Renmin University station, Haidian Huangzhuang station and 

Zhongguancun station along the Line 4, to promote reading among the general public, 

especially subway commuters and children. The message of this campaign will be mainly 

delivered via subway advertising, and supported by on-line interaction and large off-line 

events. 

METHODOLOGY (PAGE 4) 

This project involves qualitative analysis and will design strategies through literature 

review, case studies and interviews. Literature review part will rely on academic papers 

and theories to define the best practices by examining the public service advertising (PSA) 

or education programs via transportation system or other high-tech tools (e.g., subway, 

smart phones and mobile TV). Three case studies will be included in this section to 

examine the best practices from foreign and domestic efforts, and discuss the strengths 

and concerns that could be applied to the campaign. The results and lessons from the 

interviews with FLTRP officials will be included in the alternative and analysis sections. 

SUBWAY PSA AND READING PROMOTION ACTIVITIES (PAGE 5) 

This part aims at analyzing factors that influence the message delivery of PSAs and 

subway advertisements from different aspects. First, the paper discusses the effect of 

celebrities and spokescharacters in PSA and the effectiveness of PSA. Second, the paper 
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focuses on the features and different effects of subway advertisement forms, including 

the tunnel advertisement, posters and shelter-sized diorama, escalator squares, brand 

trains, mobile TV and station domination. Recall rate of the advertisements is often used 

to examine the advertising effects. 

CASE STUDIES (PAGE 10) 

In this part, three cases from Mexico, China and the US are discussed to learn the best 

practices and provide guidance to the FLTRP reading campaign. The case studies show 

various strengths to organize a successful campaign, including using various and lasting 

promotion approaches, involving all stakeholders and celebrities, eliminating potential 

barriers for the participants, conducting scientific research and actively interacting with 

media. 

ALTERNATIVES AND CONCERNS (PAGE17) 

The campaign aims at enhancing people’s awareness of reading, encouraging people to 

read more and building a long-run cooperation with BJMTR which benefits branding of 

both companies. More specifically, the campaign has the following expected results that 

reflect the achievement of the goals: 

 Recall rate of the PSAs is above 50%, which means that more than 50% of 

respondents in evaluation survey could remember seeing the reading promotion 

advertisements. 

 The kick-off event has more than 1000 participants. 

 Collect more than 2000 books from the book drop-off spots. 

 Receive more than 5000 e-book downloads. 

To achieve the goals and expected results, the following alternatives are provided: 

1. Choose one form of Subway advertising 

 Use print advertisements such as posters and shelter-sized diorama in transfer 

walkways, platforms and escalators. 

 Use station domination. 

 Use mobile TV or tunnel advertisement. 

2. Promote e-books using Quick Response Code (QR Code) on posters. 

3. Choose one form of Off-line events 

 Organize book donation events. 

 Organize BookCrossing events. 

 Organize book borrow events. 

4. Invite school students to kick-off event where they will make a commitment to 

read at least one book during the three months. 

5. Invite famous writers to participate in events or use celebrity endorsers. 

6. Conduct active communication plan on different media. 

7. Conduct scientific research to assess and evaluate the campaign.  

RECOMMENDATIONS (PAGE 27) 

1. Combine the walkway advertising, platform posters and Shelter-sized Diorama, 

and escalator squares together to present the message.  
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2. Promote e-book reading by putting the QRCode on platform posters and giving 

out gift cards for on-line forum at the events. 

3. Conduct Book Donation event during the whole project. 

4. Launch a kick-off event for children and other subway commuters where they will 

make a commitment to read at least one book between June and August. 

5. Invite famous writers to participate in events or use celebrity endorsers. 

6. Actively perform on social media and other tradition media, including Sina Weibo, 

on-line forum, newspaper, on-line news and TV news.  

7. Conduct scientific research to assess and evaluate the campaign. 
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1 Policy question 

How could the Foreign Language Teaching and Research Press (FLTRP) cooperate with 

Beijing MTR Corporation (BJMTR) to launch a reading promotion program via subway 

advertising?  

To answer the policy question, this paper will focus on the following issues: 

• What kinds of subway advertising could be effectively used to promote reading? 

• What activities could be organized to increase the program’s impact? 

• What strategies could improve the collaboration between the FLTRP and BJMTR? 

2 Background and problem statement 

2.1 National reading policy and foreign programs to promote reading 

Literacy, essential to social and human development, is considered an instrument of 

empowerment to improve one’s health, one’s income, and one’s relationship with the world 

(UNESCO). At a global level, adult1 literacy rate has increased over the past decades, 

growing from 75.7% in 1990 to 83.4% in 2008 (Huebler, 2010). Many countries, especially 

developed countries, have a high literacy rate of more than 95% (CIA). However, about 20% 

of world population still struggle with this basic living and learning skill. In 2010, the global 

adult literacy rate was 84.1%, with 775 million adults reporting not being able to read and 

write; the global youth2 literacy rate was 89.6%, a little higher than adult literacy, with 122 

million youth reporting lack of basic reading and writing skills (UNESCO, 2012a). 

Despite the growth of literacy, currently people seem to be less interested in reading, 

especially under the influence of the development and popularity of mass media, such as TV, 

internet and radios. In addition, reading print media has also witnessed a continuous decline, 

along with the increase of on-line reading. For instance, in the United States, the 2008 survey 

of National Endowment for the Art (NEA) showed that literary3 reading rates among all 

adults and youngest adults (18-24-years-old) between 2002 and 2008 increased for the first 

time since 1982, yet still were  below the rates in 1982 (NEA). Although grown in absolute 

numbers, the percentage of all adults as well as youngest adults who read books not required 

for work or school slightly declined between 2002 and 2008. The same trend was also 

indicated by the 2010 study from Kaiser Family Foundation, which showed that the 

proportion of American youth who read in print media decreased from 80% in 1999 to 66% 

in 2009. Although the time spent on books slightly increased since 1999, an average of 0.5 

hour per day on reading among the whole population may still be considered inadequate, 

compared to 4.5 hours on TV programs or 2.5 hours on music and other audio per day. 

Many countries have launched diverse programs and campaigns to promote reading 

(Appendix A, B, C, D, E). In some countries, the federal government usually makes 

nationwide reading promotion policies to support programs and campaigns, while the 

implementation of public initiatives is under provincial and municipal level, in cooperation 

with private sector and non-profit organizations. In this case, programs and campaigns are 

often introduced using diverse forms and media. For instance, the Shakespeare in American 

Communities program in the US is a combination of theatrical touring with classroom 

materials; the Reading Hour program in Australia involved storytelling parties and public 

                                                 
1 Population of 15 years and older. 
2 Population of 15 to 24 years old. 
3 “Literary” reading refers to the reading of any novels, short stories, poems, or plays in print or online. 
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service announcement (PSA) by Disney Junior, and; the Book Dream concerts in South 

Korea included music performances and readings. 

In other countries, the government plays a leading role in organizing events. In Japan, the 

year 2010 was designated as the National Year of Reading by the National Diet Library 

(NDL) to celebrate the fifth anniversary of the Act on Promotion of Character and Type-

culture. Most of events, in the form of symposiums, lectures, exhibitions and forums, were 

held in NDL’s Tokyo Main Library, the Kansai-kan and the International Library of 

Children’s Literature (ILCL). Another example is Vietnam, whose government has made a 

policy to establish more public libraries in rural areas to promote reading among farmers.  

2.2 Literacy in China 

Both the adult literacy rate and the youth literacy rate in China were higher than average 

global literacy in 2010 (Table 1). From 2000 to 2010, the adult literacy rate in China 

increased from 90.9% to 94.3%, with decrease in the illiterate population of 24 million. In 

absolute numbers, however, 62 million adults still remained illiterate (UNESCO, 2012b). 

Table 1: Literacy rate in China 

Country China 

Total adult (15 years or older) literacy rate (%), 2005-2010* 94 

Youth (15-24 years) literacy rate (%), 2005-2010*, male 99 

Youth (15-24 years) literacy rate (%), 2005-2010*, female 99 
Source: China Statistics, UNICEF. http://www.unicef.org/infobycountry/china_statistics.html 

In terms of the reading habits, the reading rate4 of books in China experienced a dramatic 

decline from 1999 to 2005. In spite of a slow increase since then, the reading rate of books in 

2011 was still below the rate in 1999 (Figure 1). Chinese people tend to read less traditional 

media, such as books, magazines and newspapers, yet an increasing number of people read 

new media such as internet, cellphones and e-readers (Literature Teaching and Research, 

2012). The 9th National Reading Survey showed that in 2011 Chinese people of age between 

18 and 70 read an average of only 4.3 books per person per year, much lower compared to 11 

books per person in South Korea, 20 books in France and 40 books in Japan (Party & 

Government Forum, 2012). A survey from Zhaopin.com about the reading habits5 of Chinese 

employees showed that more than half of the respondents spent less than 3 hours per week 

(about 25 minutes per day) on reading, and about 13% of employees hardly read at all.  

 

 

 

 

 

 

 

 

 

 

                                                 
4 The general reading rate is the percentage of people (including those who are illiterate) who read at least one 

book per year. The narrow reading rate is the percentage of literate people read at least on book per year. The 

reading rate in China in this paper refers to the narrow reading rate. 
5 Reading includes electronic books and reading online. 

http://www.unicef.org/infobycountry/china_statistics.html
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Figure 1: Reading rate of China since 1999 

 

Source:  National Reading Survey. http://www.chuban.cc/ztjj/yddc/.  

Zheng, Lin. A Research on the National Reading Research. 

The reading rate of books for children between 0-17 year-old was 83.1% in 2011, much 

higher than reading rate for adults. However, the reading habits of juveniles are not 

satisfactory in some aspects. For instance, average amount of reading for juveniles in urban 

areas is much larger than the rate in rural areas; and less than one-third of young children are 

willing to read independently (Qu and Liu, 2011). A survey in Harbin City in Heilongjiang 

Province showed that teenagers read less as they grew older and high school students read 

only half an hour per day (Youth.cn, 2008).  

China also launched many national and local campaigns to promote reading. Nine 

departments of the central government published the national “Knowledge Engineering” 

policy in January, 1997 to promote reading among all residents and build a Reading Society. 

Since then, December has been designated as Reading Month since 2000 and April 23rd of 

each year has been designated as the national Reading Festival. Some large cities, such as 

Dongguan, Suzhou and Shenzhen, also hold local Reading Festivals in response to the 

national policy (Wang and Liu, 2012). 

 

The Foreign Language Teaching and Research Press (FLTRP), one of the largest publishing 

houses in China, has been devoting itself to fulfilling corporate social responsibilities (CSR) 

for more than a decade6. A policy of Nationwide Reading was implemented by the 

government in 2006 to enhance citizens’ ideological, moral and cultural qualities. In response, 

the FLTRP hope to cooperate with BJMTR, who operates the Beijing Metro Line 4 and will 

provide free advertising space at the Renmin University station, Haidian Huangzhuang 

station and Zhongguancun station along the Line 4, to promote reading among the general 

public, especially subway commuters and children. The message of this campaign will be 

mainly delivered via subway advertising, and supported by on-line interaction and large off-

line events. 

                                                 
6 According to the FLTRP’s website, it has been fulfilling its social responsibilities by conducting a series of 

events for more than 10 years, such as nationwide free training for English teachers and various English contests, 

as well as donating funds and learning facilities to schools in remote areas. http://www.fltrp.com/aboutus/10909.  
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3 Methodology 

This project mainly involves qualitative analysis and will design the strategies through 

literature review, case studies and interviews.  

3.1 Literature review  

This part will rely on academic papers and theories to define the best practices by examining 

the public service advertising (PSA) or education programs via transportation system or other 

high-tech tools (e.g., subway, smart phones, mobile TV and etc.). This part will integrate 

information from the three aspects above to answer “in what channels we could use to 

effectively convey messages of PSA within subway system”. Effective delivery of PSA 

message in this paper indicates that the PSAs should reach a maximum scale of audience, 

successfully generate resonance among audience and thus be more likely to change 

audience’s behaviors, while using a minimum cost such as advertisement fee, space and labor. 

Specifically, several factors influencing the reading promotion will be discussed from 

literature review: 

Demographic feature: Three sequential subway stations, Renmin University of China station, 

Haidian Huanzhuang station and Zhongguancun station, all have their own distinct 

geographical features, and thus diverse groups of commuters:  

 Renmin University station, close to the Renmin University, has more students and 

academics as commuters with a strong cultural atmosphere.   

 Haidian Huangzhuang station, beside the commercial district in the bustling 

downtown with large shopping malls and entertainment venues, has more young 

consumers as commuters with a strong fashion and energetic atmosphere.  

 Zhongguancun station, the high-tech district with a reputation of the Chinese Silicon 

Valley, has more white-collars in high-tech industry as commuters with a strong 

innovative and business atmosphere.  

Contents of PSA: Factors that will influence the effectiveness of message delivery. For 

instance, different contents may require different time of attention, levels of education and 

even different physical environment. 

Forms of activities and channels: Specific forms of activity (e.g., book share or advertising), 

and specific channels of advertising (e.g., clipboards or mobile TV) that may influence the 

outcome of promotion campaign.  

3.2 Case studies 

Three case studies will be included in this section to examine the best practices from foreign 

and domestic efforts, and discuss the strengths and concerns that could be applied to the 

campaign. 

3.3 Interviews with the FLTRP officials 

The “Old Summer Palace Case”. In June, 2013, the FLTRP will first cooperate with 

BJMTR, the Architectural Design and Research Institute of Tsinghua University (ADRITU) 

and the Old Summer Place Management Office to promote conservation of ancient 

architecture (hereinafter referred to as the “Old Summer Palace Case”). The Old Summer 

Palace, one of the Beijing’s world famous historical sites, is located along the line 4 of 

BJMTR. The FLTRP hopes to combine the architecture protection with reading and thus, 

promote its books about architecture while running PSA. The “Old Summer Palace Case” 

will include two components: 1) PSA, which will be designed by the ADRITU and placed at 
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the Old Summer Palace subway station, and 2) the large kick-off event, at which school 

students will conduct a survey about people’s knowledge and attitudes towards ancient 

architecture. The project was originally planned to start in November, however, but was 

postponed later due to the delay of contracting with BJMTR. This campaign could be viewed 

as a pilot project and provide valuable lessons about requirements from stakeholders and 

internal communications. The results and lessons from the interviews will be included in the 

alternative and analysis sections. 

4 Subway PSA and reading promotion activities 

4.1 Public service advertising  

Advertisement, crucial in marketing and communication, is used to encourage, persuade or 

lead consumers to continue or change their purchasing behaviors. Sponsors, including 

producers or retailers, pay for the promotion message, which can be conveyed via various 

traditional media such as newspapers, TVs, radios, outdoor advertising or direct mail; and 

new media such as websites, cellphone apps or text messages. Commercial advertisements 

are often used to promote particular products or services by “branding”, which creates 

emotional bonds with consumers (Heidi Cohen), differentiates the organization as the 

representation (Dave Kerpen)7, and thus builds an expectation about the service or products 

(Brick Marketing).  

Different from commercial advertisement, public service advertisement (PSA) is designed to 

meet public interests and provide unbiased information (Mandell, 1974) to help educate and 

motivate the public to respond to particular public issues, such as education and environment 

conservation. PSA, which is usually sponsored by non-profit organizations, governments, and 

private companies in recent years because of the emphasis on CSR, is a fast growing 

advertisement area with increasing input from various stakeholders. For instance, large 

American non-profit organizations with revenues greater than $10 million spend at least $7.6 

billion annually on marketing and public relations (Watson, 2006). Direct Marketing 

Association (DMA) estimated that total non-profit advertising expenditures8 would be almost 

10 billion in its report (DMA, 2008). This number may not fully represent the efforts spent on 

PSA since many PSAs are run by media outlets with no charges to organizations.  

China has attached great importance to PSA in recent years. In 2011, CCTV Advertising 

Center produced and broadcasted more than 300 PSAs, which were delivered almost 27,000 

times and valued over 1.5 billion RMB (CCTV, 2012). Many cities such as Chongqing, 

Changsha, Beijing, Shanghai and Jinan have specific regulations of PSA to ensure its 

quantity and quality via different media. Beijing regulates that on TV, advertising time for 

PSA played by each channel should be no less than 3% of commercial advertisements; and 

for outdoor advertisements, place for PSA should be no less than 20% of total advertising 

area (China Daily, 2011). 

4.1.1 Celebrities and Spokescharacters in Public Service Advertising 

Celebrity refers to “an individual who is known to the public for his or her achievements in 

areas other than that of the product class endorsed” (Friedman and Friedman, 1979). Studies 

indicate that celebrities could attract more people’s attention, and affect people’s decision on 

                                                 
7 The quotes are from “30 Branding Definitions” by Heidi Cohen. August 8, 2011. http://heidicohen.com/30-

branding-definitions/. Accessed March 14, 2013. 
8 The non-profit divisions include educational services, museums, botanical gardens, zoos, religious 

organizations and membership organizations. 

http://heidicohen.com/30-branding-definitions/
http://heidicohen.com/30-branding-definitions/
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consuming particular product or service than advertisements with no celebrities, especially 

when promoting new brands (Stafford et al., 2002; Wang, 2010).  

Different factors, such as the source credibility, source attractiveness, match-up and 

endorser’s social image all influence the message delivery, brand evaluation and consumers’ 

purchasing behaviors (Stafford et al., 2002; Schlecht, 2003; Wang, 2010), although some 

studies also find that real purchase intention and behavior may not be highly influenced as 

expected (Ohanian, 1991). When promoting particular services or products, especially in 

social marketing, one of the key factors of conveying the message and leading to behavioral 

change is to identify whom or which source the target audience trust (Day, 2012)9 because 

high credibility of the source will lead to a more effective message communication. Whether 

the celebrities match up the brand they endorse is also important. A well-known charming 

female actress may be more matched for cosmetic advertisements than for a toothpaste 

advertisement, while a pop star may be more matched for fashion advertisements than for the 

wine advertisements. For instance, compared to WorldCom communications, Michael 

Jordan’s endorsement for Nike is more successful which is related to his remarkable athletic 

achievements (Till and Busler, 1998). Credible celebrities, who are more attractive due to 

their celebrity status and physical appeal (Singer, 1983) and have a positive social image, can 

place a positive impact on branding and products. Social image could be especially important 

for PSA because people are encouraged to conduct particular behavior that is considered 

positive and beneficial to society.  

Spokescharacters, which are animated characters such as Hello Kitty and Snoopy, can also be 

used to endorse brands, especially when human endorsers may embarrass their sponsors by 

their off-stage behavior (Stafford et al., 2002). Spokescharacters are used in PSA as well. For 

instance, one of the most popular PSAs shown on mobile TV in the train is an animation with 

a spokescharacter named “Lvdou Wa”, a little green frog. Australia also created a very 

famous animation named “Dumb ways to die” that is watched by millions of people on 

YouTube, in which spokeschracters are used to educate people about safe commuting. 

4.1.2 Effectiveness of PSA 

PSA is more effectively delivered in changing behavioral intention when using an evaluative 

message, which is designed specifically for particular audience group, than a belief message, 

which is a description reflecting general beliefs, showing that message needs to target 

particular audience (Evans, 1978; Atkin and Freimuth, 2001; Lin and Sun, 2011). PSAs 

which include credible sources, illustrate specific situations, and provide practical solutions 

to problems are more likely to be effective (Derzon & Lipsey, 2002; Fishbein et al., 2002; 

Palmgreen et al., 1991; Salmon & Atkin, 2003).   Study also showed subjective norm 

influences behavioral intention more than attitude (Evans, 1978), which indicates that 

affecting audience using social pressures may be more effective than only expressing 

individual values in PSAs.  

4.2 Effect of subway advertisement 

Currently, the subway plays an increasingly important role in public transportation, especially 

in large urban cities, connecting homes, hospitals, commercial centers, educational 

institutions, recreation sites or government buildings. In many international cities, including 

Tokyo, Moscow, Beijing, New York, Mexico and Seoul, the subway can be extremely 

crowded during peak hours with a traffic flow of more than 2 billion annual passenger rides 

                                                 
9 This is based on the course “Environmental Communications” taught by Brain A. Day in February and March 

in 2013. 
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(Richard, 2011). Companies advertise in subways and subway stations to promote their 

commodities since the advertisement could probably be seen by millions of people per day 

due to the large traffic. An increasing awareness has also been among public sectors that 

subways can also be utilized as a channel for public announcement, capable of being public 

spaces where advertisement can be used to communicate certain types of interaction and 

public discourse (Lewis, 2003).  

As a form of outdoor advertisement, several features differentiate subway advertisement from 

other kinds of outdoor advertisements.  

Relatively isolated environment. Different from other outdoor advertisements on buildings 

or buses which are viewed as scattered decoration of surrounding environment, subway 

advertisement can be seen as an essential component of the isolated environment (Wei, 2008). 

Subway commuters will be exposed to advertisements at a maximum level, and thus 

inadvertently notice the advertisements around when they walk through the transfer channel 

or wait for the train. Therefore, subway advertisement receives higher attention than other 

kinds of outdoor advertisements. 

Stable group of audience. Subway advertisements have a stable group of target audience 

who are young, highly-educated and within middle class. A survey in 2007conducted by the 

International Advertisement Press (IAP) and International Advertisement Institute (IAI) 

showed that among all the respondents, 89.2% were between 18-40 years old and 69.3% had 

a Bachelor Degree or higher level of education (Liwen Qi, 2007). Many commuters will 

frequently take the same line at the same time when they go to work and leave for home. 

Varity of advertising forms. Print advertisement, often seen on billboards, buses and 

buildings, is a major component of outdoor advertisements. Differently, the subway 

advertisement is a combination of various forms of advertising, including print 

advertisements, TV advertisements and broadcast advertisements, which reach audience 

through various sensory stimuli.  

Timeliness. Daily commuting travel counts for a large proportion of subway traffic. In 

Shanghai, travel to work or school makes up two-thirds of total subway traffic (Wei, 2008). 

This indicates that although subway advertisements can be seen anytime during a day, display 

of particular advertisements during peak hours will receive more attention and make the 

message delivery more efficient. 

4.2.1 Forms of subway advertisement and their effects 

This is not the first time BJMTR Line 4 will incorporate public service, as well as cultural 

and artistic elements into the subway system. Two months after the Line 4 was opened in 

September 2009, BJMTR used decorative frescos, relief sculptures and even theme station to 

enhance commuters’ awareness of public art and traditional culture. However, investigation 

showed that the efforts did not receive expected outcomes (Gao, 2009). Artistic works, and 

even large frescos and anaglyphs did not draw much attention from subway commuter, many 

of whom did not know where those artistic works were. Even the subway officials could not 

name the works. One major problem was that all the artistic works were displayed in 

walkways or transfer channels where passengers hurried by to catch subways, rather than in 

platforms where passengers stayed for a much longer time to wait for subways and looked at 

the advertisements around. In addition, floor, ceiling and pillars were not included in design, 

which hampered the integrity and overall effect. Therefore, properly selecting the promotion 

channel and utilizing available public space can be important to conveying message to 

passengers.   
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Advertisements in different forms and at different locations can attract passengers’ attention 

at various levels. Tunnel advertisement, escalator squares and brand trains are widely seen 

advertisement forms which usually have their particularly matched locations. Posters and 

shelter-sized diorama, however, can be seen at different locations, such as the entrance lobby, 

walkway and platform (both on the platform pillars and the wall across the platform. Mobile 

TV is also a unique and popular form of subway advertisement which repeatedly shows 

various programs every day. Although locks and turnstiles are also popular forms of subway 

advertisement in western countries, they are rare in Beijing subway system and will not be 

discussed in this paper. 

Although subway advertisements could reach more people due to the large traffic in subway, 

they could hardly impressed passengers as expected. Most people will notice the 

advertisements around, yet only about half of them will read the title and fewer will carefully 

read the detailed contents (Li, 2006; Qi, 2007; Wang and Li, 2010). Color, image and form 

are the major factors that attract people’s attention to advertisements (Wang and Li, 2010). 

Location is also an influential factor. People usually pay the most attention to platform 

advertisements, followed by the brand trains and walkway advertisements (Li, 2006; Qi, 

2007). Among different advertising forms, mobile TV advertising attracts most people’s 

attention, followed by posters and Shelter-sized Dioramas (Li, 2006). 

4.2.1.1 Tunnel advertisement  

Passengers who prepare to get off the subway and stand near the door are more likely to see 

the tunnel advertisements because they usually have nothing to do rather than waiting and 

have a smaller chance to have sight blocked. In addition, most tunnel advertisements only last 

for less than 10 seconds, which limits passengers’ attention on each advertisement and results 

in a very short-run and weak impression (Wang and Li, 2010). Tunnel advertisement is not 

widely put into use because of its high cost, and thus passengers could not have a continuous 

exposure of particular advertisement. Tunnel advertisement is not an optimal form to reach a 

large group of target audience although it is a new advertising form and receives increasing 

attention from advertisement companies. 

4.2.1.2 Posters and Shelter-sized Diorama 

Posters and shelter-sized dioramas, which can be used in entrance lobbies, walkways and 

platforms in the station, are usually large in size with strong visual effects. The 

advertisements on both sides of the walkway could accompany and impress passengers all the 

way along transferring to another line, even though they do not stop for the advertisement for 

most of the time (Xi, 2009). Advertisement located at the entrance lobby of the station could 

also attract people’s attention since many people will stand there and waiting for their friends. 

Platform can be particularly crucial for advertising since it is the place where passengers 

probably look at the advertisements on pillars or the other side of the platform for the longest 

time when they wait for the subway.  

4.2.1.3 Escalator squares  

The escalator in subway aims at rapidly evacuating the traffic, and thus operates at a higher 

speed than escalators in shopping malls. Advertisements along the escalator are usually 

displayed in a standard way with a periodical repeat of the same content to strengthen 

memory (Xi, 2009).  

4.2.1.4 Brand trains 

Brand train advertising, which appears only above the windows and beside the subway map, 

is usually used for public service advertisement. The design of the brand train advertising, 
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different from other forms of advertisement in the subway, requires combination of both 

image and text within a narrow space because passengers could relatively read the 

advertisement in details (Xi, 2009). 

4.2.1.5 Mobile TV 

Mobile TV, as a unique form of advertisements in Chinese subway, performs well in 

attracting passengers’ attention. Mobile TV usually shows the programs related to news, 

entertainment, public service and advertisements. Although Mobile TV wins the most 

attention, it does not win the satisfaction (Wang, 2008; Zhao and Hong, 2010). Simplistic and 

repeated contents are the weaknesses of TV on the train. In addition, mobile TV sometimes 

fails to attract attention due to low volume, absence of the subtitle, or the poor signal and 

passenger will turn to read books, play cellphones or listen to music.  

4.2.1.6 Station Domination 

Station Domination is a package of advertisements that “enables a single advertiser to display 

their messages(s) on every media space” (CBS Outdoor.com) within a subway station to 

maximize commuters’ exposure to particular advertisements and generate higher impact. The 

advertisements could reach every place in the station, including the walkways, escalators, 

floor and ceiling and surround “the consumer with multiple messages throughout their 

commute” (CBS Outdoor.com).  

4.2.2 Recall rate of subway advertisements 

It is difficult to measure how subway advertisements influence people’s decisions on 

purchasing. Many surveys evaluate the advertising effect by directly asking people’s 

perspectives about advertisements’ impact on their purchasing behaviors, or indirectly 

investigating the recall rate of particular advertisements. About two thirds of the passengers 

indicate that they never purchase a particular product because of the subway advertisements, 

and among them 25% say that the subway advertisements have no impact on their purchasing 

behaviors (Zhao and Hong, 2010). Other surveys show the recall rate of advertisements of 

particular products (Table 2). 

Table 2: Recall rate of subway advertisements 

Brand  Advertising form Recall rate10 

DARLIE toothpaste  Mobile TV 72.5% 

Wanglaoji Herbal Tea11 Posters and shelter-sized diorama  60% 

New Oriental IELTS Brand trains and shelter-sized diorama  48.94% 
Source: http://wenku.baidu.com/view/5928f9bac77da26925c5b0f0.html, 

http://wenku.baidu.com/view/6e8aa4d076a20029bd642d08.html, 

http://wenku.baidu.com/view/613d2bc78bd63186bcebbcff.html,  

5 Case studies 

5.1 Reading promotion campaign in Mexico City subway 

Although the adult literacy rate in Mexico has been over 90% since 2000 (Index Mundi), 

many people do not read on a daily basis. For instance, according to Librerías Gandhi, the 

largest bookstore chain and online retailer in Mexican, the average Mexican only reads 2.7 

                                                 
10 The “recall rate” here refers to recall rate without reminder. Usually showing advertisement picture as a 

reminder will receive a much higher recall rate. 
11 The survey was conducted in 2008 and in 2012 the brand changed to Jiaduobao Herbal Tea due to the 

trademark issue. 

http://wenku.baidu.com/view/5928f9bac77da26925c5b0f0.html
http://wenku.baidu.com/view/6e8aa4d076a20029bd642d08.html
http://wenku.baidu.com/view/613d2bc78bd63186bcebbcff.html
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books per year (GOOD, 2011).  A high literacy12 rate does not guarantee an extensive 

popularity of books among citizens in part because they cannot afford books due to poverty 

(Lee, 2004). Mexican government, in cooperation with private companies, has launched 

several programs and campaigns to provide citizens free access to books and promote reading. 

5.1.1 Book Share Program and the Ticket to Read Program 

The book share program in 2004 (ELTIS), introduced at only one subway line, was a pilot 

project to promote reading as well as the respect among public transportation users aiming to 

increase security. The idea originally emerged from discussions with Leoluca Orlando, 

former mayor of Palermo, Italy, and former New York City Mayor Rudolph Giuliani’s 

consulting firm about cutting crime in Mexico’s capital (Lee, 2004). Organizers of this 

project hoped to create 500,000 new readers. Specific approach was to offer the public 

pocket-books or booklets which are written by famous authors. 400 young volunteers, 

wearing unified T-shirts in the color of the subway wagons, handed the books to the public 

and invited them to borrow a copy when taking the subway. Pocket money was paid to the 

volunteers. The autonomous government of Mexico-City and the operator of the subway 

were sponsors of this campaign. The cost of about 5 million Pesos (now equates to about 

380,000 USD13 or 2.41 million CNY) was covered by donations. About 79% of the total 

250,000 books were returned after the project. However, specific impact on reading 

promotion and commuting security was difficult to measure or quantify.  

Since the Book Share program in 2004, 11 anthologies, including short stories and poetries, 

have been edited for subway commuters, with a circulation exceeding 1.45 million copies. 

The program has drawn attention not only from various media, such as radio, newspaper, 

magazines and on-line media, who have continuously covered the progress of the project, but 

also from governments in America and Europe. For instance, Spanish speaking countries 

including Colombia, Brazil and Costa Rica were all interested in more details of the program 

and the possibility of its application to their own cities. In 2005, the program was considered 

one of the most innovative and influential initiative to promote reading within Latin America. 

In 2010, a program named “Ticket to Read” (Ministry of Culture, Mexico) was co-organized 

by Ministry of Culture of Mexico D.F. and the Metro Public Transport System to create 

public spaces open to all commuters and encourage “reading for pleasure”. 400 books were 

first collected via donation in the pilot activity in May, and the stock increased by 50% at the 

formal opening ceremony in November. Reading rooms were established where commuters 

could read and borrow books and various cultural festivals will be held. Since February in 

2011, subway commuters could receive a copy of the anthology in exchange for another 

anthology at Book Port station along the Line 3.  

5.1.2 Billboard Posters in Subway 

Librerías Gandhi, one of Mexico’s largest book retailers launched a literacy awareness 

campaign in Mexico City subway, in cooperation with the city’s transportation authority. 

Excerpts from Franz Kafka's short story “The Bridge” were shown on billboards in 13 

stations along the subway’s yellow line (Figure 2). Although the story is only 343 words in 

total, a passenger still needs to ride from Politécnico station to Pantitlán station to read the 

whole story (GOOD, 2011). Print copies of the story were also available in case passengers 

did not complete the distance or wanted to read it again. 

                                                 
12 According to UNESCO, Mexico is one of the only four countries out of 41 developing countries whose adult 

literacy rate exceeded 90% (UNESCO Institute for Statistics. 2012b).  
13 It equated to about 500,000 USD in 2004.  
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Figure 2: “The Bridge” on billboard 

 
Source: GOOD, http://www.good.is/posts/can-kafka-subway-billboards-boost-literacy-in-mexico. 

5.1.3 eBook Portal Project at Metro Stations 

The Libropuertos Digital project was launched by the city government of Mexico D.F. in 

September, 2011, with the presence of Nina Serratos, head of the Ministry of Culture of 

Mexico D.F., Francisco de Souza, Media Director for the Public Transport System and 

entrepreneurs from the private sector (Figure 3). In the beginning of the program, 35 book 

covers as well as the QR codes can be found in signs for downloading eBooks on all 21 

stations of the 3rd line of the Mexico D.F, with titles different from sign to sign and being 

updated each month (Hoffelder, 2012; Gandhi, 2012). About 1,500 fragments of novels and 

other literary works are downloaded free every day (CNC World, 2012). The eBook Portal 

was going to make use of the space set aside for the Ticket to Read program (Hoffelder, 

2010). 

Figure 3: Sign for e-books 

 
Source: The Digital Reader. http://www.the-digital-reader.com/2012/10/12/mexico-city-launches-new-ebook-

portal-project-at-metro-stations/#.UUaPhhcd_h2  

http://www.good.is/posts/can-kafka-subway-billboards-boost-literacy-in-mexico
http://www.the-digital-reader.com/2012/10/12/mexico-city-launches-new-ebook-portal-project-at-metro-stations/#.UUaPhhcd_h2
http://www.the-digital-reader.com/2012/10/12/mexico-city-launches-new-ebook-portal-project-at-metro-stations/#.UUaPhhcd_h2
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5.1.4 Features and Strengths 

Various and lasting promotion approaches. During the reading promotion campaign, the 

subway system was not used only as a place where the events were held, but as a medium to 

convey the message as well. Each measure, such as the book share program, was a long-term 

approach which could enable the commuters to be influenced in daily life, and thus generate a 

much more consistent impact than short-term approach which may just last for a few months 

or even a shorter time. The variety of approaches especially has two benefits. First, different 

approaches could meet different needs and broaden the impact. For instance, people who 

prefer reading paper-based books could exchange the book they have at the Book Port, while 

people who consider inconvenient to read a book in a crowded train could choose to 

download the free e-books. Second, when getting used to a particular promotion method, 

subway commuters could welcome a new event which helped ensure a sense of freshness and 

curiosity.  

5.1.5 Concerns and Weaknesses 

Unlike a book donation program, both the pilot Book Share program and the later Ticket to 

Read program require continuous input to maintain or increase the stock of books. 

Commuters are expected to borrow the books and then return them at the end of the journey. 

Admittedly, the campaign “strengthens public spirit and promotes solidarity and sensibility 

for mobility which is a real challenge in a city with more than 20 million inhabitants.” 

(ELTIS) Sponsor have to bear the risks that people may not return the copies. Three-fourths 

of the copies were not returned in the pilot Book Share program, which cost about 400,000 

USD, yet no specific numbers were found to evaluate the later Ticket to Read program. 

Without intervention of the government, private companies may not able to afford such a 

large and continuous input, especially domestic companies in developing countries.  

Supported by Ministry of Culture of Mexico D.F., the campaign, especially the eBook Portal 

project was still criticized to be more of a marketing project than a library (Hoffelder, 2010), 

probably because eBook Portal was unable to reach a large audience. Lack of time and lack 

of money are two main reasons why people do not read (Ministry of Culture, Mexico). The 

fare of Mexico subway, one of the cheapest railway systems in the world, is only 3 Pesos 

(less than 0.25 cents), which means poor people could also afford the tickets and take the 

subway. Actually, subway commuters are usually low to middle class (ELTIS). A 2012 

survey shows that only 20% of the respondents, more than 90% of whom live in urban area, 

own smartphones and only about half of them will use it for internet when taking public 

transportation (Google, 2012). E-book reading would be impossible if people do not own the 

essential facility—a smart phone. Therefore, the eBook Portal project doesn’t seem to be an 

optimal approach to reach the commuters who lack money and do not have smartphones.  

5.2  “ShenAi Library”: Book Donation Project in Shenzhen 

A book donation project which was held by Shenzhen City Newspaper and Shenzhen Metro, 

and supported by China Resource Bank Company Limited, was launched in July, 2012 in 

Shenzhen. The project later donated the collected books to migrants’ schools or schools in 

poor or mountain areas and helped them build micro-libraries to enrich students’ life after 

class in the new semester (Shenzhen Special Zone Newspaper, 2012;). Two months later, 

almost 8000 books were collected by the end of the project, among which more than 4000 

were from drop-off spots at subway stations and the rest were from drop-off spots at various 

partner stores (Shenzhen City Newspaper, 2012b). 
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5.2.1 Features and Strengths  

Adequate numbers of drop-off spots. The project has drop-off spots at 10 subway stations, 

more than 20 partner businesses such as Ajisen Ramen and Yitian Holiday Plaza, as well as 

100 Shengang Drive Training Group branches (Shenzhen City Newspaper, 2012a). The large 

number of drop-off spots brought a broader group of audience who were not limited to 

subway commuters but the general public. People were more likely to participate in the 

project when it was convenient for them to donate books. 

Involvement of various stakeholders and participants. This “ShenAi Library” project was 

cooperation among different sectors: state-owned company (Shenzhen Metro), institutional 

organization (Shenzhen City Newspaper) and commercial bank (China Resource Bank 

Company Limited). Many other private businesses also see this project as a great opportunity 

to fulfill their social responsibility as well as a branding strategy. Many stores or shopping 

malls which were drop-off spots provided prizes for citizens who donated books or organized 

events to promote this project (Shenzhen City Newspaper, 2012a). Besides the general public, 

the project also had participants from project sponsors and partner businesses, which 

significantly increased the number of books collected. 

Project branding and continuous reports of the project. The project name “ShenAi 

Library” creates a brand for the project which is easy to remember. In addition, the objective 

was clarified at the beginning of the project, which inspired people to donate books when 

they knew exactly where those books will go. One of the project sponsors is from the press 

industry, which contributed to the media exposure of the project. During the two-month long 

project, Shenzhen City Newspaper released total 50 issues, and among which 11 issues 

reported the project progress. Other media, including famous Phoenix New Media, 163.com, 

and Sina.com, also reported the project. When searching for “ShenAi Library” project, more 

than 140,000 results are shown by Google14 and more than 3,300 results by Baidu15. 

5.2.2 Concerns and Weaknesses 

Although the “ShenAi Library” project achieved great success and collected almost 8000 

books, weaknesses still exist when considering it from a public service campaign perspective. 

First, whether this project could be seen as more of a marketing strategy than a public service 

campaign is questioned. Almost every sponsor and partner business launched book donation 

events within the company, and then public the numbers on external or internal media. For 

instance, Shenzhen City Newspaper reported that its employees donated more than 300 books 

and its president himself donated more than 100 books. Some restaurants and stores also 

offered discount coupons for citizens who donated books. Second, whether the project 

reached a large group of audience is questioned. A female citizen donated more than 1000 

books (Shenzhen City Newspaper, 2012a) and the businesses and organizations could also 

have donated more than thousands of books16. Third, although “ShenAi Library” project 

received frequent media exposure, it did not take advantage of Weibo, which is one of the 

most popular social media in China. When searching the topic of “ShenAi Library” at Weibo, 

there were only 4 discussions under this topic, most of which were posted by Shenzhen Metro, 

                                                 
14 The search was done at 3:07pm on March 2, 2013. 
15 The search was done at 3:10pm on March 2, 2013. 
16 This is an estimated number because no specific number could show the number of books donated on behalf 

of business. However, according to the news from each company, the Shenzhen City Newspaper donated more 

than 400 books in total, the Shenzhen Organizing Committee for the Reading Month donated 1000 books in 

total, and Shengang Drive Training Group donated more than 300 books. Many businesses also said they would 

organize book donating events within the company. 
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whose has about 11,500 followers17. Shenzhen Metro did try to publicize the project, yet 

failed to develop the “ShenAi Library” into a special topic that could generate on-line 

interaction. Even some citizens posted about the program, they were not aware of the topic, 

leaving the Weibo promotion scattered and lack of effect18. It is possible that with a more 

active promotion at Weibo prior to and during the project, more people could have been 

aware of the events and more books may have been collected.  

5.3 General Education Development (GED®) Campaign  

In the United States, more than 34.6 million adults (18-64) do not have a high school diploma 

(US Census Bureau. 2010). Without a high school diploma, people are more likely to 

experience periodical unemployment, live on government assistance or even get trapped in 

prison. The General Education Development (GED) diploma (GED Achievement, Ad 

Council), first released in 1942, experienced three revisions before it was revised again in 

2002 to recent tests and standards assess academic skills and knowledge developed in high 

school (GED Testing Service). The GED, which can be the first step for further education, 

means “attaining basic literacy skills and providing a valuable credential to potential 

employers” (Advertising Research Foundation). The Ad Council cooperated with The Dollar 

General Literacy Foundation and developed a PSA campaign to encourage individuals to 

obtain the GED. Different factors, such as the large amount of donations received from media 

outlets, active responses via internet and phone calls, people’s awareness and positive 

attitudes towards the GED, all make the campaign very impressive and win two awards 

related to PSA. 

5.3.1 Features and strengths 

Comprehensive research prior to the campaign. In “e” model for social marketing, 

especially for environmental education and communication (EE&C) programs, research in 

the assessment step is necessary to understand the “specific reasons or factors, barriers, and 

motivations that shape people’s action or inaction” (Day). Knowing the barriers and triggers 

that encourage or discourage people to conduct particular action is essential for reaching 

audience in a campaign which aims at changing people’s behaviors. One reason that GED 

conducted a successful research program is that they involve every possible stakeholders and 

resources to develop a research plan which identified target audience and then gained 

perspectives from them. For instance, GED involved expertise from DDB Worldwide 

Communications Group Inc. (DDB), Dollar General and Hall and Partners and redefined their 

target age group after researching and talking with people (Advertising Research Foundation). 

Knowing the reasons why young people drop out of high school as well as their difficulties in 

current life, GED was able to develop creative concepts and messages based on insights and 

results from the research. Later GED conducted several focus groups to test the messages and 

received encouraging response, which ensured that the campaign to generate influence as 

expected.  

Celebrities’ involvement. Celebrities are used in advertisements to attract people’s attention, 

enhance the awareness of brand and encourage people to conduct particular behaviors. GED 

had the country music singer Gretchen Wilson, who earned her GED in 2008, talk in the 

Satellite Media Tour and Radio Media Tour and reach more than 4 million people 

(Advertising Research Foundation). By choosing celebrities who match up GED because they 

got the degree themselves, the program will generate more resonance between the endorsers 

                                                 
17 The search was done on March 3, 2013. 
18 When searching the program using other keywords, dozens of posts were found, yet none of them using the 

topic “ShenAi Library”. 



15 

 

and target audience. In addition, 13 celebrities in different fields, such as entertainment, sport 

and music, are invited to deliver coaching sessions in the GED Pep Talk Center created by 

DDB Chicago and the Ad Council (Annfera). DDB director Matt Collier believes that people 

could be better motivated when they find their levels and resonate with the celebrities 

(Annfera).  

Various forms of media use. The campaign delivers its messages to audiences via various 

channels, such as television, radio, bus shelters, billboards and websites (Advertising 

Research Foundation), ensuring people’s highest level of exposure to advertisements. Each 

category of advertisements has its own strengths to generate resonance with the audience. 

People are able to tell vivid stories and share their voices using television and radios, and thus 

these two platforms aim at emotionally connecting with the audiences and dramatically show 

how GED changes their life by create a portrait with whom the audience could relate to. The 

outdoor advertisement platform, including bus shelters, digital banners and print, aims at 

offering audience a sense of feeling that the GED is “within reach” by using encouraging 

phrases such as “Here’s your first chance for a second chance” (Advertising Research 

Foundation). The website is designed to assist people to gain the GED diploma with videos 

from GED students and previous graduates. With different platforms of advertisements and 

information, GED campaign reaches a large scale of audience by providing both emotion and 

technical support.   

5.4 Impact of PSAs and promotions in three cases 

The three cases above show how different forms of PSAs and activities help reading 

promotion or education program, among which only GED has quantitative evaluation of its 

impact. Some studies show that the GED has a positive impact on earnings and job 

performance (John and et al., 2000; Cope and et al., 2001; Tyler, 2001; Cain, 2003; GED 

Testing Service, 2008) although some other studies find small or even no impact. GED has a 

long history and has already identified its own branding in education, and thus is more 

feasible for researchers to study its impact. However, the projects in two other cases do not 

establish either a recognized brand or a long-term plan which is more likely to generate 

continuous impact. In the Mexico case, both the government agencies and private enterprises 

put great efforts in various reading campaigns. Nevertheless, each campaign is independent 

and lack integrity. As a result, the impacts of each campaign are scattered and hard to impress 

audience due to the lack of branding. In the “ShenAi Library” case, the organizer successfully 

established a brand for the campaign and received great attention. However, the impact might 

be limited difficult to measure because it was only a short-run project. Therefore, impacts of 

these two projects could only be measured by examining direct outcomes of the PSAs or 

activities, such as the number of participants, the number of book collected and the amount of 

media coverage. No specific evaluation of the project impact on reading habit change or 

literacy improvement is conducted for the “ShenAi Library” case and Mexico case. 

6 Alternatives and concerns 

This campaign aims at promoting reading as well as the FLTRP’s reputation via various 

forms of PSAs and activities. The goals of the campaign include: 

Enhance people’s awareness of reading. This campaign will identify both “pleasant reading” 

and “professional reading” to make people be aware of the benefits and necessity of reading. 

“Pleasant reading” indicates that people obtain pleasure and satisfaction when reading while 

“professional reading” indicates that reading will benefit people’s career. The campaign 
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should be able to be persuasive why people should read rather than doing other activities, 

such as watching TV, playing video games or shopping. 

Encourage people to read more. The campaign aims at generating real behavioral changes, 

which also requires eliminating the potential barriers to read. The FLTRP hopes that 

passengers could read more not only in the subway when access is provided, but at home as 

well when influenced by PSAs and activities from the campaign. The FLTRP also hopes to 

provide access to reading for more people by the off-line events and thus increase the impact. 

Build a long-run cooperation with BJMTR which benefits branding of two companies. 
Both the FLTRP and BJMTR are making efforts to fulfill social responsibilities and generate 

better images of enterprises. Cooperating with BJMTR, the FLTRP hopes to create new 

brand identity of public service campaigns delivered via subway system. 

More specifically, the campaign has the following expected results that reflect the 

achievement of the goals: 

 Recall rate of the PSAs is above 50%, which means that more than 50% of 

respondents in evaluation survey could remember seeing the reading promotion 

advertisements. 

 The kick-off event has more than 1000 participants. 

 Collect more than 2000 books from the book drop-off spots. 

 Receive more than 5000 e-book downloads. 

To achieve the goals and expected results, the following alternatives are provided: 

8. Choose one form of Subway advertising 

 Use print advertisements such as posters and shelter-sized diorama in transfer 

walkways, platforms and escalators. 

 Use station domination. 

 Use mobile TV or tunnel advertisement. 

9. Promote e-books using Quick Response Code (QR Code) on posters. 

10. Choose one form of Off-line events 

 Organize book donation events. 

 Organize BookCrossing events. 

 Organize book borrow events. 

11. Invite school students to kick-off event where they will make a commitment to read at 

least one book during the three months. 

12. Invite famous writers to participate in events or use celebrity endorsers. 

13. Conduct active communication plan on different media. 

14. Conduct scientific research to assess and evaluate the campaign.  

6.1 Concerns about campaign design and operation19 

6.1.1 Campaign budget and type of advertisement 

Almost all the stakeholders will participate in the program for free to fulfill their social 

responsibility or because of personal interests, ensuring a low cost of the whole campaign. 

However, some cost could be unexpectedly high which is worth discussion in the analysis 

part.  

The cost of advertising could be minimized because the advertisement spaces provided by the 

metro company are free or at an extremely low price and the design work is also volunteered 

by artists. However, the advertisement is subject to restrictions that no content related to 

                                                 
19 This part is based on the interviews and documents received from the FLTRP. 
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commercial promotion is permitted, which means that the FLTRP needs to be careful about 

the design and theme of advertising. For instance, if the FLTRP mentions its own published 

books in the advertisement, it could face a much larger cost because the BJMTR may 

consider it as a commercial advertisement instead of a PSA due to the appearance of for-

profit products. In this case, the e-book promotion by using QR Code on posters could also be 

seen as a commercial activity and may generate high cost, although the cost of developing e-

books could be minimized20.  

6.1.2 Internal communication 

The FLTRP, who launched the series of campaigns, will be the coordinator in the whole 

campaign and contact with all the stakeholders, and thus internal communication may be 

extremely important. The FLTRP plans to have long-term cooperation with BJMTR, however, 

one concern learned from the “Old Summer Palace Case” is that FLTRP has to identify its 

role in the whole campaign before the cooperation. In the “Old Summer Palace Case”, the 

BJMTR talked to the FLTRP, expressing that they wanted to directly contact with the 

ADRITU to discuss the advertising design, which would weaken the FLTRP’s importance 

and necessity in the cooperation21. If not able to show unique function in the campaign or 

supported by legal documents, the FLTRP will probably become the outsider of the project 

and fail to achieve its own goals via this campaign. Therefore, how to communicate with 

each stakeholder and maintain the leading role in the campaign is a challenge for the FLTRP. 

6.1.3 Campaign planning and operation 

Another thing worth concern is that the FLTRP needs to be sure and clear about what has to 

be done before meetings with BJMTR. Discussion will bring about innovative ideas and 

plans, yet the project could be postponed again and again due to the uncertainties. For 

instance, the marketing department of the FLTRP joined but was not responsible for the “Old 

Summer Palace Case” (see section 3.3: Interviews with the FLTRP officials), which resulted 

in the inadequate involvement of marketing professionals who are skilled in project designing 

and planning. Consequently, the “Old Summer Palace Case”, which was supposed to begin in 

November, 2012, was postponed many times to June, 2013 due to the lack of detailed project 

plan and efficient communications. 

7 Analysis of alternatives 

7.1 Choose one form of Subway advertising 

Tunnel advertisements and mobile TV advertisements can better impress commuters due to 

its dynamic visual effects and more direct message delivery. Other subway lines have already 

utilized tunnel advertisements for PSA. For instance, animation named “Kaka Family” was 

run in 2008 to promote a harmonious commuting environment. However, Tunnel 

advertisement now is not available at three target stations and facilities’ building will 

generate great cost, which will not be taken into consideration in a short-term. Now the Line 

4 has over 1,700 Liquid Crystal Displays (LCDs) inside the train, 470 LCDs in platforms and 

transfer channels, and 55 large LCDs by the tracks, providing convenient accesses to real 

time news, entertainment shows and PSAs for commuters. The advertising on mobile TVs 

and LCDs are synchronous for the whole line. Although studies show that mobile TV could 

attract more people’s attention and receive more positive reviews, playing particular 

advertisement within only three stations could be infeasible in consideration of the cost. 

                                                 
20 The cost of developing e-books will be elaborately analyzed in the analysis section. 
21 Interview with the FLTRP officials. 
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Therefore, tunnel advertisements and mobile TV advertisements will not be optimal choices 

to display PSAs in this campaign. 

Station domination, which could enable the commuters to have maximum exposure to 

messages, is adopted in many cities to deliver both commercial advertisements and PSAs. 

Station domination could express maximum visual impact by utilizing print advertisements to 

create a sense of integrity (Figure 4, 5), as well as utilizing stereoscopic art work to create an 

isolated circumstance (Figure 6). One concern of station domination is that BJMTR may not 

be able to provide free spaces for this form of advertisement due to the high cost to 

decoration the whole station, rather than just scattered posters or even the walls. BJMTR 

received 4 million to support PSA within subway system22, which may not be able to afford 

such a high cost of providing free spaces for just one project (Appendix F). 

Figure 4: Nanjing subway station     

                
Source: Wenming.cn。http://archive.wenming.cn.                        

                              

Figure 5: San Francisco subway station  

 
Source: Buswrap.com. http://buswrap.com/category/stationdom/. 

 

                                                 
22 Interview with the FLTRP official. 

http://archive.wenming.cn/
http://buswrap.com/category/stationdom/
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Figure 6: Stockholm subway station 

 

Source: Yunji network. http://blog.573114.com/Blog/Html/2B62/476826.html. 

Print advertisements, which could be displayed in transfer channel, platform and station 

entrance, can also convey message via strong static visual effects that target different groups 

of commuters. At Renmin University station, advertisement design could be fresher and more 

elegant, focusing on messages that reading is a pleasure and will improve self-cultivation. At 

Haidian Huangzhuang station, the design could be more energetic and stylish, expressing 

strong visual impact to attract people and convey message that reading is fashionable and 

provides satisfaction. At Zhongguancun station, the design could be more practical and 

informative, conveying the message that reading benefits both daily life and careers. 

Platform advertisements could carry on more information since people are more likely to read 

the advertisements when waiting for the train. For instance, short stories or quotes from 

famous people could be included in the platform posters, on the pillars or walls across the 

track, just like what Mexico did (see section 5.1: Reading promotion campaign in Mexico 

City subway).  

7.2 Promote e-books using QR Code on posters. 

E-books, although received increasing attention in recent years, are not popularized in China 

due to the high cost and lack of awareness (Appendix G). Paper book sometimes may be too 

heavy and inconvenient for subway commuters to read on the train especially when it is 

crowded. E-books, however, enable people to easily read on train using their smartphones or 

e-readers.  

The FLTRP hopes to develop e-books itself as a new branch of its products, and this will be a 

great opportunity to have a pilot e-book distribution in spite of the cost of time and money. 

Actually, the cost to develop e-books can be low for the FLTRP, compared to the cost for 

many on-line shopping websites such as 360buy.com or Dangdang.com, who do not own the 

copyright of books. The FLTRP does not need to pay for the copyright royalties for most of 

http://blog.573114.com/Blog/Html/2B62/476826.html
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the books since it is a publishing house, as well as the patent fee of QR Code23.  Although e-

readers are not highly popularized, many people in Beijing have smart phones which can be 

used to scan the QR Code and download e-books, which lowers the e-book reading cost for 

subway commuters and makes e-book reading easier and more affordable.  

Although cost of e-book development is affordable, it may significantly increase when 

BJMTR considers the e-book promotion is a commercial advertising rather than a PSA (see 

section 5.1: Reading promotion campaign in Mexico City subway). The BJMTR requires that 

no specific products or books from the FLTRP to be included in the advertising design to 

avoid the suspicion of commercial promotion in the name of social responsibility24. Therefore, 

negotiation with the BJMTR is necessary. Several arguments and alternatives for the FLTRP 

are listed below to support the statement that e-book promotion can be seen as a public 

service activity to fulfill social responsibility: 

i. The FLTRP will provide full version of the books which are available for 

download. The stories are supposed to be short and suitable to read during subway 

commuting, and free to the public. 

ii. Many other cities have conducted similar promotion of e-books as one of the 

efforts to promote reading, some of which are supported by the government. 

iii. E-book reading can better fit the subway commuting because it requires no paper 

and is easy to hold when standing in a train (passengers can use only on hand to 

read with the smartphones or e-readers). Compared to other reading campaigns 

which involve paper book circulations in the subway, e-book reading is easier for 

the BJMTR to manage and organize.  

If the negotiation fails, the FLTRP has to bear the cost of advertisement spaces to promote e-

books. The price of advertisement space in platform pillars can be as high as 450,000 RMB 

for 4 weeks25. Therefore, the cost of platform advertising could reach 4 million RMB if QR 

Codes for e-books are shown on platform pillar posters at three stations for three month.  

7.3 Choose one form of Off-line events 

Book Borrow, Book Donation and BookCrossing are three types of activities that are usually 

launched in reading promotion campaigns.  

One Book Borrow pattern is listed in the case study of Mexico’s reading promotion campaign 

(see section 5.1: Reading promotion campaign in Mexico City Subway). In this pattern, 

people only need to provide copies of identity card and address to borrow a book for free. 

Even poor people could afford reading books in this program. However, this may not be the 

case in China. Chinese people are reluctant to provide their personal information, worrying 

about they will be disturbed by numerous advertisements or even hurt by serious crimes after 

the information is sold for profits, which is quite a prevalent phenomenon in Chinese society. 

Another Book Borrow pattern can be found in Japan (Figure 6), where unusual bookcases in 

the shape of metro trains can be found in subway stations such as Nezu station on the 

Chiyoda subway line of the Tokyo Metro. Stephan David Smith, a blogger writing stories of 

Tokyo, says this approach of distributing free books enables citizens to have "a great enough 

sense of civic duty to make sure they return any book they borrow after they’ve finished with 

it” (Smith, 2012). As discussed above, Book Borrow usually requires additional space or 

                                                 
23 The QR Code was invented and initially patented in Japan by the Toyota subsidiary Denso Wave, but the 

company decided not to exercise the rights.  
24 Interview with the FLTRP official. 
25 Documents from the FLTRP. 
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facility for book storage and labors for book management and tracking, which may not be 

optimal in this campaign. 

Figure 7: Book Borrow at Nezu station 

 
Source: Tokyo Story. http://stephendavidsmith.net/tokyostory/tokyo-metro-book-share/ 

BookCrossing is defined as “the practice of leaving a book in a public place to be picked up 

and read by others, who then do likewise”26. BookCrossing pattern is still new to China and 

people may not be aware of the books left in a public place, which means volunteers are still 

needed to manage the operation and keep order. In November 2011, BJMTR launched a large 

BookCrossing event at National Library station in cooperation with the National Library. The 

event was a combination of online and offline interaction, which started with sharing book 

reviews on Weibo and promoting the major offline event, which involved hundreds of books 

being exchanged. This BookCrossing event was not as successful as expected27. Although 

prior publicity and other factors could result in the unsatisfactory outcome, people’s view and 

preference about this behavior may also play a significant role. Compared to Book Donation, 

BookCrossing may be too purpose-oriented which will distort people’s behaviors, and could 

not receive the similar success in western world. Therefore, further research on this reading 

promotion pattern is required. 

The FLTRP can learn lessons from the ShenAi Library’s success (see section 5.2: “ShenAi 

Library”: Book Donation Project in Shenzhen), which enables the Book Donation pattern to 

be more efficient and reliable. Book donation event seems to be the most feasible in this 

campaign. However, one issue needs to be addressed to ensure the success. Chinese people 

are often skeptical about public service events or donations since some scandals of corruption 

occurred before (e.g. Guo Meimei and the Red Cross Scandal). People often question where 

their donations go or how the donated money is spent. Therefore, clarification of the 

                                                 
26 http://en.wikipedia.org/wiki/BookCrossing. Accessed February 22, 2013. 
27 Interview with the FLTRP official. 

http://stephendavidsmith.net/tokyostory/tokyo-metro-book-share/
http://en.wikipedia.org/wiki/BookCrossing
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destination of the books can also be significant to inspire people to take action. Since the 

FLTRP does not limit the categories and target age groups of the books collected, the books 

will be mainly donated to public libraries in less developed areas. Books that are suitable for 

children will be donated to schools in poor areas near Beijing. Students in those schools could 

receive the books immediately in the new semester, which is one of the reasons why the 

FLTRP choose to launch the campaign in summer vacation. Another issue is whether the 

FLTRP should increase the number of drop-off spots. The original plan is to only establish 

book drop-off spots at three subway stations, which actually leads to a limited impact and 

participation. Negotiation with BJMTR may be necessary if citizens are found to show great 

passion in participating but they do not take Line 4 or live far away from the stations. Stores 

or restaurants could also be potential partners to establish the drop-off spots (see section 

section 5.2: “ShenAi Library”: Book Donation Project in Shenzhen). If the FLTRP has 

contacts with schools who agree to organize students to participate in the book donation 

events, we could also establish drop-off spots in schools. 

7.4 Invite school students to kick-off event where they will make a commitment 

to read at least one book during the three months. 

Besides the drop-off spots at subway stations, a large kick-off event could attract attention 

from both subway commuters and media, as well as involve a new group of audience:  

students from primary school to high school, who do not often take subway as a means of 

transportation. Several universities and schools are near these three stations, which is a 

geographical advantage that makes students’ engagement feasible. The FLTRP could contact 

schools, especially primary schools and middle schools to invite them participate in the event 

and encourage students to donate books, which will be delivered to schools in poor areas near 

Beijing. Commitments to read books by students and other participants at the event could 

emphasize the “reading” behavior. When making a commitment, participants are more likely 

to continue the changed behaviors (Stern and Aronson, 1984; Katzev, 1986; Day, 2000), 

which will lead to a more effective and lasting impact of the campaign. 

When organizing kick-off event and involve school students, the FLTRP need more 

volunteers. However, we could have volunteers from nearby universities to organize and 

manage the operation and thus the only cost will be spent on facilities and small gifts. 

7.5 Invite famous writers to participate in events or use celebrity endorsers. 

Empirical evidences have proved that celebrities with high credibility, positive social image 

and are matched could enhance awareness and benefit the advertising effects. For instance, 

famous sport star Yaping Deng endorsed blood donation in 2008 and the posters could be 

seen in many subway stations. During the same period, another PSA, which was endorsed by 

famous movie star Bingbing Li to promote the “Earth Hour”, seemed to be much less 

effective because people feel less relations and resonance between the endorser and 

advertisement. Although the advertising design of blood donation lacked integrity and 

innovation (Pang, senior advertiser), Yaping Deng’s positive image of responsibility enabled 

her to have a purer impression of public service among the public, and received more 

resonance, leaving the advertisement more persuasive (Gao, Assistant professor in in Beijing 

Normal University) (Admaimai, 2010). Although subway commuters showed more positive 

attitudes towards blood donation advertisement, Zhilei Pang, a senior advertiser still 

expressed his concerns about the choice of endorser because using Yaping Deng, a retired 

athlete, would had limited impact among young people, who counts for more than half of 

participants of blood donation (Admaimai, 2010).   
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Involvement of celebrities will benefit the campaign from two aspects: 1) celebrity effect will 

attract more people to participate in events and more media to cover the campaign; and 2) 

celebrities could promote the event using their own websites or Weibo, which could reach 

more potential audience. Celebrities who are chosen to endorse the campaign need to be 

related to reading or at least have a positive image in public service. For instance, the FLTRP 

could invite Yuanjie Zheng, a famous children’s author, to participate in the kick-off event 

and donate his book with his own comments and wishes. Celebrities from the Star Academy28, 

a non-profit organization to promote reading, can also be a good choice since they have done 

various campaigns for reading promotion and are acknowledged by the public.  

One concern of celebrity endorsement is the uncertain cost. Many celebrities endorse PSA for 

free or at a low price, yet many other logistic issues require further discussions such as 

availability, communication plan and agenda decision.  

7.6 Conduct active communication plan on different media. 

Active on-line interaction can be efficient and has little cost. The FLTRP has its own reading 

website named “Iyangcong” and official Sina Weibo which could publicize the campaign and 

provide information. This pattern of the campaign will have almost no cost. The FLTRP 

already have several long-term partner media reporters who could cover the events and 

campaign for free29. The FLTRP officials will provide the press release. Lessons learned 

from the three cases listed above indicate that frequent news coverage via various media and 

diverse advertising forms become significant strengths for the PSA and public service 

campaigns (see section 5: Case studies).  

7.7 Conduct scientific research to assess and evaluate the campaign.  

Conducting qualitative assessment and quantitative baseline research is essential for 

successful social marketing campaigns which aim at behavioral changes (Day, 2002). Many 

PSAs in China are only “for the creativeness itself”, and result in a limited amount of people 

being impacted because advertisement designers do not understand psychology of the target 

audience (Lin et al., 2011). Scientific research requires time, money and labor input because 

different efforts such as focus group and expert review are essential to assess audiences’ 

perspectives. Understanding why people do not read or what are the barriers that keep people 

from donating books will make the advertising and events design more effective (Day, 2002). 

Evaluation of the campaign will be beneficial since it could identify strengths and 

weaknesses to provide suggestions for future campaigns. Therefore, the quantitative baseline 

research by questionnaire is important to examine people’s knowledge, attitudes and behavior 

before the campaign, which provides reference for research after the campaign to evaluate the 

impact. 

7.8 Cost-benefit identification and measurement  

The FLTRP hopes to enhance awareness of reading and thus promote reading the public via 

the campaign, which generate both cost and benefits (Table 3). Major cost of the campaign is 

from raw materials and facilities. Cost of advertising space, which could be more than 3 

million RMB30 (about 500 thousands USD) for the campaign (Appendix F), could be 

                                                 
28 The Star Academy was established in 2010 and has hundreds of celebrities as members in different fields, 

such as sport, business, cultural and entertainment. The Academy aims to promote reading among the general 

public, especially those who cannot afford reading, through building libraries, donating books and 

BookCrossing events. 
29 Documents from the FLTRP. 
30 This cost includes the cost of two stations’ platform dominations and the cost of one shelter-sized diorama for 

each station for three months.  
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minimized if the advertisements are viewed as PSAs by the BJMTR. The FLTRP will need to 

pay for the advertisement design, manufacture and installment. If the FLTRP decide to 

promote e-books using the QR Code, it will also bear the cost to develop e-books. For off-

line book donation events, basic costs include the transportation and food subsidies for 

volunteers from nearby colleges, as well as the facilities such as the book drop-off boxes, 

small gifts, and prop rental. Invitation of celebrities may involve appearance fee, yet the 

specific price requires further negotiation. Media communication includes the FLTRP’s 

communication with the public using social media and traditional media, which generate 

almost no cost. Although media invitation may not involve monetary cost, the FLTRP still 

needs to provide press release and event details to journalists.  

Almost all the benefits of the campaign could not be monetized because it is difficult to 

monetize people’s behavioral change. Nevertheless, the campaign can still examine other 

social benefits and be evaluated via quantitative research. The change of people’s 

perspectives and behaviors could still be quantified by examining how many more people 

think reading is important and would like to read instead of watching TV or shopping due to 

the subway advertisements, or how many people read books within three months due to the 

events. 

It may be difficult to develop a causal relationship between the campaign and people’s 

behavioral change in only about three months, and the scientific research of the campaign 

may require heavy workload, which involves significant labor and time. However, it could 

guide campaign design and planning, as well as examine the effectiveness of the campaign. A 

sample size of 385 for each station is enough in the baseline research and a smaller sample 

size may be required to ensure that the observed difference is not due to random chance in the 

evaluation survey (Appendix H). The research and analysis work could be done by interns or 

by officials from the FLTRP.  

Table 3: Costs and benefits identification 

 Cost Benefit 

Subway 

advertisement 

 Advertising space  Enhance awareness of reading 

 Raw material  Promote e-books of the FLTRP 

 e-book development  Promote brand of the FLTRP 

Book donation 

event 

 Administration and labor cost  Promote brand of the FLTRP 

 Facilities and gifts 
 Help more people have access to 

read 

 Appearance fee 
 Enrich students’ summer vacation 

 Encourage people to read 

Media 

communication 
 

 Enhance awareness of the 

campaign and thus, reading 

 Promote brand of the FLTRP 

Scientific 

research 

 Administration and labor cost 

 Improve campaign design  

 Examine the effectiveness of the 

campaign 

 Materials 
 Provide suggestions to future 

campaigns 

8 Recommendations  

1. Combine the walkway advertising, platform posters and Shelter-sized Diorama, and 

escalator squares together to present the message.  
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2. Promote e-book reading by putting the QRCode on platform posters and giving out 

gift cards for on-line forum at the events. 

3. Conduct Book Donation event during the whole project. 

4. Launch a kick-off event for children and other subway commuters where they will 

make a commitment to read at least one book between June and August. 

5. Invite famous writers to participate in events or use celebrity endorsers. 

6. Actively perform on social media and other tradition media, including Sina Weibo, 

on-line forum, newspaper, on-line news and TV news.  

7. Conduct scientific research to assess and evaluate the campaign. 

8.1 Design of PSA, off-line event and communication strategy 

Subway advertisement should be a combination of the walkway advertising, platform posters 

and shelter-sized diorama, which are all print advertisements. The design should especially 

focus on the advertisements on platform pillars and across the platform because people often 

spend the most time at these places. Advertising content at these locations could be more 

readable with more text than the advertisements in transfer channels. QR Codes for free e-

book downloads will be available on the posters at platform pillars. 

At least one large book donation event will be held to attract people’s attention and act as a 

bridge between the advertising and online interaction. In the kick-off event, famous writers or 

celebrities from the Star Academy could be invited to participate in the kick-off event if the 

budget allows. We will invite the general public, especially school students to the events, 

donate their books and make commitment to read at least one book during the three months.  

Book drop-off spots will be available at three stations at the beginning of the campaign. 

People are encouraged to write their wishes and comments on the book and share them with 

the unknown stranger who will read this book in the future. The number of drop-off spots 

may be increased in the future for the convenience of the public who want to donate books 

but live far away from the subway stations.  

Online interaction and publicity on Weibo and website will be open to the public prior to the 

delivery of advertisement. The website and Weibo should continuously provide names of 

classic and latest popular books so that readers could easily decide what to read. Public could 

use on-line resources to check the location of drop-off spots. The online interaction will 

continue to be open during and after the project to help generate a lasting impact. In addition, 

Weibo and websites will also be used to share the result of book donating and e-book 

downloads with the general public. Continuous exposure on media is critical and the FLTRP 

should guarantee at least four press releases for media coverage during the three months: 

 Introduction of the campaign, which is a mutual from different stakeholders, and the 

advertisements in the subway stations. 

 The result of the kick-off event. 

 An interim report of the campaign. 

 A final report of the impact and outcome for the campaign. 

8.2 Scientific research for campaign assessment and evaluation 

8.2.1 Qualitative assessment  

The assessment prior to the campaign ensures the effective education and communication 

because we will listen to people about their perspectives rather than assuming it according to 

designer’s own thoughts. The assessment will identify issues such as reasons why people 
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have their current reading habits, potential barriers and benefits for people to read and donate 

books at drop-off spots in subway stations, as well as those whom people trust most to 

change behaviors and need to be involved.  

8.2.1.1 Focus groups 

To examine audience’s general ideas about their reading habits and book donation events, as 

well as their attitudes towards e-books and public service advertising in subway, we will need 

at least one focus group, whose members may include:  

 Subway passengers who take Line 4 every day 

 Subway passengers who occasionally take Line 4 

 General public 

 High school students from nearby schools. (Although the campaign involves school 

students, children younger than high school will not be included in focus group. 

Usually children, especially younger than high school, may not be efficient as focus 

group members. Researchers could talk to their parents or teachers instead (Day, 

201331). ) 

The focus group will discuss the benefits of book donation at subway stations as well as the 

potential barriers to show their motivations of book donation. Within a community in which 

people share common features, it is important to recognize the existence of multiple interests 

and differences when conducting particular campaign or activity (Agrawal and Gibson, 1999). 

People could have different reasons to participate in the events (Day, 201332), which should 

be all considered to attract as many people as possible. It is fine if people donate book not 

because they think this action benefits those who want to read but lack access and resources, 

but for simple reasons such as that they do not need the books anymore. However, the goal is 

still to enhance awareness and promote reading via series of activities. Since the FLTRP 

hopes to engage general public in the book donation events, the focus group could provide a 

general idea if more book drop-off spots need to be established for the convenience of the 

public, and thus increase the chances for them to donate books. Subway passengers could 

share what they do when they wait for the train or during the ride to discuss the content and 

format of the subway advertising. The focus group could help with the message delivery by 

sharing their reading habits and why they do or do not read often. E-books are more 

convenient for passengers to read than traditional paper book on the train if they have a 

smartphone or e-reader. However, they are still new to Chinese consumers. Prior to e-book 

promotion, it is necessary to know people’s general idea about this new reading media and 

potential barriers to read e-books, such as no devices, inadequate book resources or just 

different reading habits.  

In addition, we could also have another focus group, whose members mainly include internet 

users who love reading or follow the FLTRP on Sina Weibo. This focus group discussion 

does not limit to in-person meeting, and it could just be the on-line forum or skype meeting. 

The discussion will help the FLTRP identify which topics could be included in the on-line 

interaction and what kind of influential factors could attract them to participate in an off-line 

event.  

                                                 
31 This is based on instructor’s suggestion in choosing focus group members in the Environmental 

Communications course on March 4, 2013. 
32 This is based on instructor’s suggestion in choosing focus group members in the Environmental 

Communications course on March 4, 2013. 
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8.2.1.2 Expert Review 

Besides the focus group from target audiences, the FLTRP will also invite experts to provide 

suggestions. For instance, we will consult officials from non-profit organizations who have 

experience in similar book donation projects about suggestions on event operation, as well as 

outdoor advertising experts who are skilled in advertisement design and message 

communication to provide suggestions on subway advertising design and display. 

8.2.2 Quantitative baseline research 

Quantitative baseline survey will be used for monitoring and evaluation, and examining the 

degree of people’s behavioral changes. The quantitative baseline survey will include three 

aspects: knowledge, attitudes, and practices (Day, 2002). In addition, since three channels 

(subway advertising, on-line interaction and off-line events) will be used to promote book 

donation and e-books, the quantitative baseline survey will also be conducted via online and 

off-line questionnaires. Demographic information will be collected in the quantitative 

baseline survey to examine the characteristic of respondents and for the evaluation of 

respondents’ representativeness.  

The knowledge part of questionnaire aims at providing a general idea of people’s reading 

habits and their knowledge about reading. Sample question could be:  

 Do you know there is a national policy for reading promotion in China?  

 Do you know any reading promotion programs in China? 

 How many books do you think a citizen in Beijing read every month? 

 What benefits/shortcomings do you think the e-books have? 

 What are the reasons do you think that may prevent you from reading frequently? 

In attitudes part, people’s views towards book donation and e-book reading will be examined. 

Although the advertisements are not displayed yet, evaluation of advertising design could still 

be conducted by comparing people’s attitudes towards different advertisements in the same 

category (PSA or commercial). For instance, passengers are assumed to provide more 

positive feedbacks on a particular PSA rather than other PSAs if the PSA stands out in 

message delivery. Recall rate of advertisements before and after our project can also be a 

criterion, and the recall rate is assumed to be higher if a PSA is outstanding among other 

PSAs. Sample question could be:  

 Do you think reading can benefit your daily life/career/networking? 

 Would you like to bring your books and donate them at the drop-off spots in subway 

stations? 

 Are you willing to read e-books instead of traditional books? If yes, what are the 

benefits? If not, what are the barriers?  

 What factor will influence your decision on choice of reading channel (e-books or 

traditional books)? 

In the practices part, people will be asked whether they have ever conducted these behaviors 

themselves. Sample questions could be: 

 How many books do you read every month? 

 What kind of books do you read very often? 

 Did you ever donate or exchange books?  

 Did you read e-books?  
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 Did you ever read (including paper books and e-books) when you wait for subway or 

during a ride?  

 Which kind of advertisement you will notice most frequently? 

Besides the questionnaires, quantitative observation in subway stations and trains could also 

help define the baseline. Investigation of people’s reaction to the advertisements around them 

and what they usually do at the station or in the train will be conducted before and after the 

campaign. Specifically, we will calculate the percentage of people who notice and look at the 

advertisements at different locations, such as the transfer channel, station entrance and 

platform. Average time people spend on particularly advertisements will also be calculated to 

examine the level of attention people have paid. 

8.3 Monitor and evaluation 

Monitoring will be done in the process of the campaign implementation, especially for the 

book donation events. How to collect books from different drop-off spots or in what ways the 

number of collected books is counted can determine the amount of work. Frequent checks of 

the on-line interaction are also required in order to encourage discussion and answering 

people’s questions in time. Most evaluation will be done after the project, except 

observations of people’s reaction of subway advertisements. Evaluation methods are listed 

below: 

8.3.1 Survey evaluation 

This survey evaluation is associated with the baseline survey and by comparing both, the 

change of people’s knowledge, attitudes and behaviors could be identified. For instance, it 

could mean that the subway advertising does create impact if more people are more willing to 

read or feel reading is important. Another indicator could be the recall rate of the 

advertisements. 

8.3.2 Number of collected books, e-book downloads and participants  

This evaluation method is simple but effective, directly showing the results of the book 

donation events and e-book promotion. After getting the data, comparison between the 

FLTRP campaign and similar projects will help examine the impact as well as the 

effectiveness of different campaign methods. Besides calculating the number of books 

collected, the number of participants of the large events will also be counted. 

8.3.3 Observation of people’s reaction to subway advertisements and interviews  

By observing how long people look at the advertisements and interview people about their 

thoughts on the advertisements, the advertisement effect could be examined by comparison of 

reading promotion advertisements with previous advertisements. A successful public service 

advertisement could attract people’s attention and people could even stop and take photo of it, 

which was the case of a popular advertisement around Line 4 a few months ago.  

8.3.4 Coverage of media 

Another indirect method to evaluate the campaign will be examining the coverage of media. 

How many times the newspaper report the book donation events and how many comments 

are on the internet about the campaign could help understand whether the campaign reach a 

large group of audience. This evaluation method also includes examining the number of posts 

related to the campaign by searching for the specific topic we introduce, as well as scattered 

comments on the internet. 

  



29 

 

9 Reference  

Adult and youth literacy. UNESCO Institute for Statistics. UIS Fact Sheet, September 2012a, 

No. 20. http://www.uis.unesco.org/literacy/Documents/fs20-literacy-day-2012-en-

v3.pdf. Accessed November 10, 2012. 

Adult and youth literacy, 1990-2015: Analysis of data for 41 selected countries. UNESCO 

Institute for Statistics. 2012b. 

Agrawal, Arun and Gibson, Clark C. “Enchantment and Disenchantment: The Role of 

Community in Natural Resource Conservation”. 1999. World Development Vol. 27, 

No. 4. pp. 629-649. 

Annfera, Rae. “Celebrities deliver GED Pep Talks.” Co. CREATE. 

http://www.fastcocreate.com/1680739/celebrities-deliver-ged-pep-talks. Accessed 

March 8, 2013. 

Atkin, C. K. and Freimuth, V. S. “Formative evaluation research in campaign design.” In R. 

E. Rice & C. K. Atkin (Eds.). Public communication campaigns. 2001, 3rd ed. pp. 

125-145. 

Book Puerto. Ministry of Culture, Mexico. 

http://www.cultura.df.gob.mx/index.php/component/content/article/68-fomento/138-

deboletometro. Accessed October 16, 2012. 

Brian A. Day. Heating Up Society to Take Environmental Action: A Guide to Effective 

Environmental Education and Communication. USAID, Academy for Educational 

Development. 2002.  

Cain, Alice Johnson. “Is the GED valuable to those who pass it?” World Education, focus on 

policy. April, 2003. Volume1, issue 1. 

http://www.ncsall.net/fileadmin/resources/fop/v1_1.pdf. Accessed April 1, 2013. 

Case study: Promotion of reading in subway of the Mexico-City. ELTIS. 

Case study: Promotion of reading in subway of the Mexico-City. ELTIS. 

CIA. The World Factbook. https://www.cia.gov/library/publications/the-world-

factbook/fields/print_2103.html. 

Cope, Gail, Ziegler, Mary and Brian, Donna JG. “Economic benefits of the GED.” Center for 

Literacy Studies, The University of Tennessee. August, 2001. 

Day, Brian A. and Monroe, Martha C, Editors. “Environmental Education and 

Communication for a Sustainable World: Handbook for International Practitioners.” 

GreenCOM. USAID, Academy for Educational Development. 2000.  

Direct Marketing Facts and Figures in the Nonprofit Industry. Direct Marketing Association. 

January, 2008. 

Evans, Richard H. “Planning public service messages: An application of the Fishbein model 

and path analysis.” Journal of Advertising. 1978, Vol. 7, No. 1. pp. 28-34. 



30 

 

Evans, Richard H. “Planning public service messages: An application of the Fishbein model 

and path analysis.” Journal of Advertising. 1978, Vol. 7, No. 1. pp. 28-34. 

Friedman, Hershey, and Linda Friedman. “Endorser Effectiveness by Product Type.” Journal 

of Advertising Research 19, 5 (1979): 63-71   

Gao, Suna. “Line 4's Art Museum: a new era for artistic subway?” China.com.cn. November 

06, 2009. http://www.china.com.cn/culture/txt/2009-11/06/content_18839020.htm. 

Accessed February 23, 2013. 

Gardiner, Eileen and Musto, Ronald G. “The Electronic Book.” The Oxford Companion to 

the Book. Oxford: Oxford University Press, 2010. p.164. 

GED Achievement. Ad Council. http://www.adcouncil.org/Impact/Case-Studies-Best-

Practices/GED-Achievement. Accessed March 4, 2013. 

GED Test Service. “History of the GED test.” 

http://www.gedtestingservice.com/educators/history. Accessed April 1, 2013. 

GED Testing Service. “Economic and Noneconomic Outcomes for GED Credential 

Recipients.” 2008. 

GOOD. “Can Kafka Subway Billboards Boost Literacy in Mexico?” September 7, 2011. 

http://www.good.is/posts/can-kafka-subway-billboards-boost-literacy-in-mexico. 

Accessed October 12, 2012. 

GOOD. “Can Kafka Subway Billboards Boost Literacy in Mexico?”. September 7, 2011. 

http://www.good.is/posts/can-kafka-subway-billboards-boost-literacy-in-mexico. 

Accessed October 12, 2012. 

Hoffelder, Nate. “Mexico City Launches New eBook Portal Project at Metro Stations”. The 

Digital Reader. October 12, 2012. http://www.the-digital-

reader.com/2012/10/12/mexico-city-launches-new-ebook-portal-project-at-metro-

stations/#.UHzmTsFlRHJ. Accessed October 12, 2012.  

Hoffelder, Nate. “Mexico City Launches New eBook Portal Project at Metro Stations.” The 

Digital Reader. October 12, 2012. http://www.the-digital-

reader.com/2012/10/12/mexico-city-launches-new-ebook-portal-project-at-metro-

stations/#.UHzmTsFlRHJ. Accessed October 12, 2012.   

Huebler, Friedrich. “Trends in adult literacy, 1990-2008.” International Education Statistics. 

September 08, 2010. http://huebler.blogspot.com/2010/09/lit.html. Accessed 

November 15, 2012.   

Katzev, R.D. “The impact of commitment in promoting consumer energy conservation.” in E. 

Monnier, G. Gaskell, P. Ester, B. Joerges, B. Lapillonne, C. Midden, and L. Puiseux 

(Eds.) Consumer behavior and energy policy: An international perspective. 1986. 

New York: Praeger. 

Lee, Morgan. “Subway books give Mexico a novel way to fight crime”. The Seattle Times. 

January 24, 2004. 

http://seattletimes.com/html/nationworld/2001842891_mexbooks24.html. Accessed 

October 11, 2012. 



31 

 

Lee, Morgan. “Subway books give Mexico a novel way to fight crime.” The Seattle Times. 

January 24, 2004. 

http://seattletimes.com/html/nationworld/2001842891_mexbooks24.html. Accessed 

October 11, 2012. 

Lewis W. Steven. “The Media of New Public Spaces in Global Cities: subway advertising in 

Beijing, Hong Kong, Shanghai and Taipei.” Continuum: Journal of Media & Cultural 

Studies Vol. 17, No. 3. 2003. pp.261-272 

Li, Yan. “Effectiveness Analysis of Subway Advertisements.” June 8, 2006. Xiamen 

University. Accessed February 24, 2013.  

Li, Zhenming. “Advertising Center Participating in China's 1st Public Service Advertising 

Trend Forum.” CCTV.com. June 14, 2012. 

http://english.cntv.cn/special/AD/20120614/106494.shtml. Accessed March 15, 2013. 

Lifestyles' bites. CNC World, Added on October 14,2012. 

Lifestyles' bites. CNC World, Added on October 14,2012. 

http://www.cncworld.tv/news/v_show/28457_Lifestyles__bites.shtml. Accessed 

March 4, 2013. 

Lin, Qi and Wang, Anxia. “Metro Advertising's Culture Heritage, Analysis of the Utilization 

of the Public Service Advertising in Metro Advertising.” Art and Design. 2009 (6). pp. 

71-73  

Lin, Shengdong, Sun, Xiaoyun and Du, Lingxiao. “Case Comparisons of Public Service 

Advertising between China and West.” IEEE. 2011. 

Literature Teaching and Research. “National Reading Survey: lower education, higher digital 

reading rate.” 2012 (6). 

Los Libropuertos Digitales en el Metro son puestos en marcha. Gandhi. September 13, 2012. 

http://www.mascultura.com.mx/libropuerto_digital, Accessed October 12, 2012. 

Los Libropuertos Digitales en el Metro son puestos en marcha. Gandhi. September 13, 2012. 

http://www.mascultura.com.mx/libropuerto_digital. Accessed October 12, 2012.  

Mandell, Maurice I. Advertising, Englewood Cliffs. N.J.: Prentice-Hall Inc., 1974. pp. 688 

Mexico - literacy rate .Index Mundi. http://www.indexmundi.com/facts/mexico/literacy-rate. 

Accessed  October 15, 2012. 

Mexico - literacy rate .Index Mundi. http://www.indexmundi.com/facts/mexico/literacy-rate. 

Accessed  October 15, 2012. 

Minimum Area for Outdoor Public Service Advertising. China Daily. December 15, 2011. 

http://www.chinadaily.com.cn/hqcj/xfly/2011-12-15/content_4685777.html. Accessed 

March 15, 2013. 

Ministry of Culture, Mexico. 

http://www.cultura.df.gob.mx/index.php/component/content/article/68-fomento/138-

deboletometro. Accessed October 16, 2012. 



32 

 

NEA, Reading on the Rise. http://www.nea.gov/research/readingonrise.pdf. 

News Kunming. “Teenagers in Yunnan province have a reading rate lower than national 

average.” November, 28, 2010. http://news.kunming.cn/yn-news/content/2010-

11/28/content_2351861.htm. Accessed November 17, 2012. 

Our Mobile Planet. Google, Ipsos MediaCT, Mobile Marketing Association and the 

Interactive Advertising Bureau. 2012. 

http://www.thinkwithgoogle.com/mobileplanet/en/. 

Party & Government Forum. “Why Chinese people do not like to read?” 2012 (12). p.28 

Qi, Liwen. “Effectiveness Investigation of Beijing Subway Advertisements.” People.com.cn. 

June 7, 2007. http://media.people.com.cn/GB/40628/5836140.html. Accessed 

February 28, 2013. 

Qu, Mingying and Liu, Zhiyong. “Ten key results of National Reading Survey: teenagers 

have a higher reading rate than adults.” Sina Educaiton.com. June 2, 2011. 

http://edu.sina.com.cn/zxx/2011-06-02/1742298355.shtml. Accessed April 1, 2013. 

Richard, Katherine Schulz. “Busiest Subways: The World's Busiest Subway Systems in 

major Cities.” About.com. July 26, 2011. 

http://geography.about.com/od/urbaneconomicgeography/a/Busiest-Subways.htm. 

Accessed November 22, 2012 

Schlecht, Christina. “Celebrities' Impact on Branding.” Center on Global Brand Leadership, 

Columbia Business School. January 15, 2003.  

“ShenAi Library” Benefits total 7 schools. Shenzhen City Newspaper. September 17, 2012. 

http://dtzbd.sznews.com/html/2012-09/17/content_2207931.htm. Accessed March 2, 

2013. 

“ShenAi Library” Book Donation Project has begun. Shenzhen Special Zone Newspaper. 

July 10, 2012. http://sztqb.sznews.com/html/2012-07/10/content_2117568.htm. 

Accessed March 2, 2013a 

“ShenAi Library” will increase more than 100 collecting points next week. Shenzhen City 

Newspaper. July 27, 2012. http://dtzbd.sznews.com/html/2012-

07/27/content_2139106.htm. Accessed March 2, 2013b 

Stafford, Marla Royne, Stafford, Thomas F. and Day, Ellen. “A Contingency Approach: The 

Effects of Spokesperson Type and Service Type on Service Advertising Perceptions.” 

Journal of Advertising. 2002. Vol. 31, No. 2.  pp. 17-35. 

Station Domination. CBS Outdoor.com. 

https://www.cbsoutdoor.com/media/transit/railsubway/stationdomination. Accessed 

February 25, 2013 

Stephen David Smith. “Tokyo Metro Book Share.” Tokyo Story. September 4, 2012. 

http://stephendavidsmith.net/tokyostory/tokyo-metro-book-share/. Accessed October 

12, 2012. 

Stern, P.C. and E. Aronson, Eds. Energy Use: The Human Dimension. 1984. New York: 

Freeman. 



33 

 

Till, Brian D. and Busler, Michael. “Matching Products with Endorsers: Attractiveness versus 

Expertise.” Journal of Consumer Marketing. 1998, 15 (6). pp. 576-586. 

Timedg. “Near 40% of adults do no read; 30% of teenagers do not read after school.” August 

16, 2012. http://news.timedg.com/2012-08/16/content_11627820.htm. Accessed 

November 17, 2012. 

Title of Case Study: GED Application. David Ogilvy Awards. Presented by the Advertising 

Research Foundation. http://thearf-org-aux-

assets.s3.amazonaws.com/ogilvy/12/PDF/GED.pdf. Accessed March 7, 2013. 

Tyler, John H, Murnane, Richard J. and Willett, John B. “Estimating the Labor Market 

Signaling Value of the GED.” http://www.ncsall.net/index.html@id=667.html . 

Executive Summary. Accessed April 1, 2013. 

Tyler, John H. “So You Want a GED? Test? Estimating the Impact of the GED? test on the 

Earnings of Dropouts Who Seek the Credential.” May, 2001. 

http://www.ncsall.net/fileadmin/resources/research/brief_tyler2.pdf. Accessed April 1, 

2013. 

US Census Bureau. 2010 

Wang, Chia-Hui. “Factors predicting the effectiveness of endorsement public service 

announcement.” Second Annual General Business Conference Proceedings. April 9-

10, 2010. pp. 391-396. 

Wang, Cuiping and Liu, Tong. “Comparative Study of Reading Promotion between China 

and America.” Information and Documentation Services. 2012 (05). Available online: 

http://www.cssn.cn/news/660267.htm.  Accessed March 28, 2013.  

Wang, Wenqing. “Effectiveness Analysis of Mobile TV advertisement in Nanjing Subway.” 

Social Sciences in Nanjing. 2008 (5). pp. 152-159 

Watson, T. Nonprofits Spend Billions to Reach Consumers. December 13, 2006. 

http://www.huffingtonpost.com/tom-watson/consumer-philanthropy-

non_b_36261.html. Accessed March 11, 2013. 

What is Branding? Brick Marketing. http://www.brickmarketing.com/define-branding.htm. 

Accessed March 14, 2013. 

Win by focusing on details: PSA using celebrities as endorsers can attract attention from the 

public. Admaimai.com. April 21, 2010. 

http://www.admaimai.com/news/ad201004212-ad33839.html. Accessed March 17, 

2013. 

Xi, Xie. “Comparative Study on Visual Conveying Design in the Subway of London and 

Nanjing.” Hundred Schools in Art. Vol.105, 2008 (6). pp.140-150 

Youth.cn. “Investigation of reading habit for students from primary school and middle 

school.” April 23, 2008. 

http://daode.youth.cn/newscenter/200804/t20080423_690039.htm. Accessed 

November 17, 2012. 



34 

 

Zhao, Liyao and Hong, Yuexian. “Investigation of Advertising Content and Effectiveness in 

Beijing Subway.” Journal of Hunan University of Science and Engineering. Vol. 35 

No.6. June 2010. pp. 218-222 

Zheng, Lin. “A Research on the National Reading Survey.” Journal of Huaihua University. 

Mar, 2010. Vol. 29, No. 3. p156. 

 

  



35 

 

10 Appendix 

Appendix A: Reading promotion programs and campaigns 

Country Major supporters Program/campaign Year  Program description 

Canada 

NRC NRC 2008-2012 
Three Reading Summits to create national strategy for 

reading promotion. 

NRC, Partners and local 

communities, Government 

What did you read 

today? 
2012-2015 A three-year public awareness campaign. 

US 

NEA 

Shakespeare in 

American 

Communities 

2003- 
The largest tour of Shakespeare in American history, 

combining theatrical touring with classroom materials. 

NEA, the Poetry Foundation Poetry Out Loud 2006- 
Encourage young people to learn about great poetry 

through memorization and recitation. 

NEA, Institute of Museum and 

Library Services, Arts 

Midwest 

The Big Read 2006- 

The largest government-sponsored literary program in 

recent history, to promote reading among all Americans 

and encourage reading for pleasure and enlightenment. 

Australia 

NYOR, Dymocks 

Booksellers, The Walt Disney 

Company, Dymocks 

Children’s Charities 

The Reading Hour 

 

 

2012 

Families and children are encouraged to join in the 

magic of storytelling by sharing a book together for 10 

minutes a day, an hour a week. 

NYOR 
Are We There Yet? 

Touring exhibitions 
2012 

Touring exhibition shows developmental stages in the 

making of the book. 
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NYOR, State Library of 

Victoria, Good Reading 

Magazine, Madman 

Entertainment 

Read This! 2012 

Creative Reading Prize 
2012 

An opportunity for those aged between 12 and 18 years 

to share their love of books and reading with their peers 

in a creative way, which aimed at convincing friends to 

read their favorite book. 

NYOR 
National Simultaneous 

Storytime 
2012 

Nick Bland’s the Very Cranky Bear was read at the 

same time at over 1,800 locations across Australia. 

Japan 

CCPO, NDL, Academia, 

ILCL, Non-profit 

organizations 

National Year of 

Reading 
2010 Lectures; Exhibitions; Forums; Symposiums 

UK 

Department for Education Campaign 2008 
Use media campaigns to show that reading brings new 

opportunities to life and can be enjoyable. 

Department for Education 
Reading for Life 

campaign 
2008 Develop communication skills for children. 

South 

Korea 

Minstry of Culture, Sports and 

Tourism 

publishing and library sectors 

NYR 2012 

Book fairs; Book drives at cultural landmarks; Slogans 

calling for the development of reading habits; Book 

Dream concerts. 

Book counseling programs to provide emotional support 

for youths who addict to games and the internet. 

Book train programs for the elderly, the disabled and 

youths who have limited access to reading resources. 

Thailand Thai government  2009-2018 

Develop and improve public libraries, school and 

university libraries and libraries at colleges and other 

learning institutions. 
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Singapore Singapore government 
READ! Singapore 

2011 program 
2011 

Created an image that the library is not only a place for 

academic advancement and access to knowledge, but 

also a cultural center and a safe and reliable haven. 

Laos  
Room to Read Laos 

Program 
 

Foster awareness among its citizens of the importance of 

reading. This program includes School Room, Reading 

Room, and Language Publishing Programs. 

Vietnam Vietnamese government   

Initiative in establishing more public libraries in rural 

areas for farmers. Empowering farmers with books has 

in fact become the Vietnamese government’s policy. 

Philippine 
Philippine government, Non-

profit foundations 
Every Child a Reader  

Embrace people with different professions such as 

writers, librarians, booksellers, illustrators, story tellers, 

reading advocates and mass-media representatives to 

inculcate a love of literature to children and to promote 

reading among children. 

 
Source:  

National Reading Campaign. http://nationalreadingcampaign.ca/about/ 

Williams, Leigh Anne. “Canadian National Reading Campaign Prepares for Fall Launch.” July 9, 2012. http://www.publishersweekly.com/pw/by-topic/industry-

news/publisher-news/article/52192-canadian-national-reading-campaign-prepares-for-fall-launch.html. Accessed September 19, 2012. 

Shakespeare in American Communities. http://www.shakespeareinamericancommunities.org/about. Accessed September 20, 2012 

Poetry Out Loud. http://www.poetryoutloud.org/about. Accessed September 20, 2012 

The Big Read. http://www.neabigread.org/about.php. Accessed September 20, 2012. 

Love 2 Read. http://www.love2read.org.au/about-us.cfm 

CDNLAO Newsletter. “The National Year of Reading in 2010 and related reading promotion activities of the National Diet Library.” March, 2011. No. 70. 

http://www.ndl.go.jp/en/cdnlao/newsletter/070/702.html. Accessed September 20, 2012.  

National Literacy Trust. http://www.literacytrust.org.uk/resources/practical_resources_info/751_national_year_of_reading_1998_1999_and_2008 

Korea’s National Year of Reading. Korea.net.  2012. http://www.korea.net/NewsFocus/Policies/view?articleId=100698. 

Sugiharto, Setiono. “Reading habit a challenge for ASEAN.” September 10, 2011. http://www.thejakartapost.com/news/2011/09/10/reading-habit-a-challenge-asean.html. 

Accessed September 20, 2012.  

http://nationalreadingcampaign.ca/about/
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Appendix B: National Reading Policies and Promotions across the World 

Canada 

In Canada, individual provinces and communities have made efforts to promote reading 

among children and general population. However, schools and libraries, the main focus for 

the public initiatives, are both “under provincial and municipal jurisdictions”, leaving it 

difficult to implement a coordinated national strategy to promote reading (Talking with 

Tundra, 2009).    

National reading campaign  

The National Reading Campaign (NRC) (figure 1) had its beginnings in 2008 thanks to the 

Reading Coalition, a wide range group of stakeholders and engaged citizens (National 

Reading Campaign). It aims at creating a national strategy to promote reading among all 

Canadians after discussion in three Reading Summits, requiring the incorporation and 

promotion of reading to be “a central feature of 21st century Canadian citizenship” (National 

Reading Campaign).  

Figure 1: National reading campaign logo 

  

Source: Canada Council for the Arts. 

http://www.canadacouncil.ca/news/releases/2013/sp130029180745506900.htm 

In 2012 the NRC was incorporated as a non-profit organization, whose most funding will 

come from private sources rather than government, said Patsy Aldana, publisher of 

Groundwood Books who co-founded the campaign and with Annick Press director Rick 

Wilks (Williams, 2012). 

The NRC held its first forum in 2008 and proposed the whole campaign be developed over 

three Reading Summits, whose key guiding principle is the link between readership and 

democratic access to knowledge and engaged citizenship. In 2009, the first TD33 National 

Reading Summit was held in Toronto as the first step to the National Reading Plan by sharing 

research and experience in developing reading promotion programs.  It examined reading 

from an international perspective with speakers from all over the world, such as Brazil, 

Netherlands, Mexico, USA and UK (National Reading Campaign). The second TD National 

Reading Summit was held in Montreal in 2011, with a further discussion of the specific 

concerns about national strategy, including prerequisite, means of reaching out people and 

best practices. The third and the final TD National Reading Summit took place in May 2012 

in Vancouver, where the draft plan was reviewed to develop the National Reading Plan and 

some results of a public awareness campaign were revealed.  

In February 2012, results of the second annual National Book Count, sponsored by the NRC, 

were released, showing that more than 3.4 million books are bought and loaned in typical 

January week in Canada, which works out to more than five books sold or circulated every 

                                                 
33 The Toronto-Dominion Bank and its subsidiaries are collectively known as TD Bank Group (TD). 

http://www.td.com/about-tdbfg/corporate-information/corporate-profile/profile.jsp 

http://www.canadacouncil.ca/news/releases/2013/sp130029180745506900.htm
http://www.td.com/about-tdbfg/corporate-information/corporate-profile/profile.jsp
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second in Canada. In addition, 10% of English book sales are now in digital format (National 

Reading Campaign News).  

In 2012 fall, the launch of a national reading campaign was witnessed by the whole Canadian 

society, with a special focus on children, aboriginal people and new immigrants, in the 

newspapers, magazines, on television and in bus shelters. Aldana added that public libraries 

should play a crucial role in a reading society. The campaign also received support from 

publishing community, such as the Association of Canadian Publishers (ACP) and the 

Canadian Publisher’s Council (CPC) (Williams, 2012). 

The NRC on social media 

The NRC has its own bilingual website with a general introduction of the Campaign, the list 

of sponsors, and frequent updates of blogs, news and information of the Summit. It also has a 

Facebook page, which receive about 600 “likes”, to post related articles and events, as well as 

a twitter with about 2,100 followers34.  

The National Reading Plan for Canada 

A three-year public awareness campaign themed “What did you read today?” was undertaken, 

which will “raise the profile of reading’s importance and move governments at all levels 

toward taking policy steps needed to make Canada a nation of readers” with specific target 

groups of families, schools, Aboriginal Canadians, new Canadians, Canadians who 

experience barriers to reading and life-long readers (National Reading Plan for Canada). The 

Campaign received support from three major organizers (National Reading Plan for Canada), 

including the National Reading Campaign board and secretariat, partners and local 

communities, and the government (see Appendix C for their responsibilities in the campaign).  

 

The United States of America 

According to the National Endowment for the Arts (NEA) 2008 Survey of Public 

Participation in the Arts, the nation’s largest federal survey of arts and cultural participation 

of U.S. adults, the literary reading rates have increased since 2002, which, however, were still 

below the 1982 level (NEA, 2009). The NEA played a crucial role in raising public 

awareness of reading by introducing national programs and creating large national 

partnerships to foster new readers.  

Shakespeare in American Communities 

The NEA started the “Shakespeare in American Communities” (figure 2) project in 2003 to 

conduct the largest tour of Shakespeare in American history, combining theatrical touring 

with classroom materials. Since its beginning, ninety-four theater companies have taken part 

in the project through nationwide 7,000 performances and 17,000 educational activities at 

more than 5,500 schools in 2,800 communities (Shakespeare in American Communities), 

reaching more than 21 million students35. 

                                                 
34 These numbers are collected on April 10, 2013.  
35 This number was estimate in 2008, extending beyond the period of the May NEA 2008 Survey of Public 

Participation in the Arts. National Endowment for the Arts. Reading on the Rise : A New Chapter in American 

Literacy. 2009. http://www.arts.gov/research/readingonRise.pdf. Accessed September 20, 2012  

http://www.arts.gov/research/readingonRise.pdf
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Figure 2: Logo of Shakespeare in American Communities  

 
Source: Shakespeare in American Communities. http://www.shakespeareinamericancommunities.org/about. 

Poetry Out Loud  

With the Poetry Foundation, the NEA launched this nationwide contest “Poetry Out Loud 

(POL)” (figure 3) to encourage young people to “learn about great poetry through 

memorization and recitation”, enabling them to “master public speaking skills, build self-

confidence, and learn about the literary heritage” (Poetry Out Loud). After the success of the 

first contest, which was launched in 2006 with tens of thousands of high school students 

participating, POL has witnessed an increasing number of participants of approximately 

400,000 high school students competing in 2011-2012 (Poetry Out Loud). 

Figure 3: Logo of Poetry Out Loud  

  
Source: 40North. http://www.40north.org/programs/poetry-out-loud 

The Big Read  

The NEA, in partnership with the Institute of Museum and Library Services and Arts 

Midwest, introduced “The Big Read” (figure 4) in 2006, the largest government-sponsored 

literary program in recent history, to promote reading among all Americans and encourage 

reading for pleasure and enlightenment (The Big Read). The program has provided citizens 

with the opportunity to read and discuss a single book in their communities within one month. 

Events include kick-off activities, panel discussions, film screenings and so on, with 

comprehensive resources for discussion. Millions of participants nationwide in nearly 500 

communities have been involved in the program through 21,000 partner organizations36.  

 

 

 

 

 

                                                 
36 This number is estimate in 2008, extending beyond the period of the May NEA 2008 Survey of Public 

Participation in the Arts. National Endowment for the Arts. Reading on the Rise : A New Chapter in American 

Literacy. 2009. http://www.arts.gov/research/readingonRise.pdf. Accessed September 20, 2012. 

http://www.shakespeareinamericancommunities.org/about
http://www.40north.org/programs/poetry-out-loud
http://www.arts.gov/research/readingonRise.pdf
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Figure 4: Logo of the Big Read 

 
Source: http://bigreadsppl.tumblr.com/post/36627135816/we-are-one-of-78-we-are-one-of-78-non-profit. 

Australia  

Nearly half of the population in Australia cannot read fluently to meet the most basic 

demands of everyday life and work (Love 2 Read). To lift literacy rates and make Australia a 

nation of readers, the National Year of Reading (NYOR) 2012 (figure 5) was organized by 

Australian libraries and library associations with inspirational programs and events across the 

country. The NYOR 2012 aims at facilitating “children learning to read and keen readers 

finding new sources of inspiration, supporting “reading initiatives while respecting the oral 

tradition of storytelling”, as well as “helping people discover and rediscover the magic of 

books” (Love 2 Read). Three specific goals are identified:  

 For all Australians to understand the benefits of reading as a life skill and a catalyst 

for well-being; 

 To promote a reading culture in every home; and 

 To establish an aspirational goal for families, of parents and caregivers sharing books 

with their children every day. 

Figure 3: Logo of the National Year of Reading in Australia 

 
Source: Love 2 Read. http://www.love2read.org.au/index.cfm. 

The official launch of NYOR 2012 was in February, with nationwide celebrations held 

throughout the week. The launch received enormous support from the media, VIPs, 

celebrities and all three levels of government, with the Prime Minister, Australian 

Government Arts Minister and School Education Minister, Premiers, state and territory Arts 

and Education Ministers, federal and state/territory MPs, Lord Mayors, Mayors and 

Councilors. Throughout the year of 2012, this campaign acted as a collaborative project 

joining public libraries, government, community groups, media and commercial partners, and 

the public (Love 2 Read). Some of specific events are listed below: 

The Reading Hour  

http://bigreadsppl.tumblr.com/post/36627135816/we-are-one-of-78-we-are-one-of-78-non-profit
http://www.love2read.org.au/index.cfm
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In partnership with Dymocks Booksellers, The Walt Disney Company and Dymocks 

Children’s Charities, The Reading Hour event included diverse reading-inspired activities 

and promotions, beginning in the first half of 2012 and leading up to the major event day on 

25 August. Families and children were encouraged to “join in the magic of storytelling by 

sharing a book together for 10 minutes a day, an hour a week” (NYOR Newsletter, 2012a). 

On 25 August, at least 150 Reading Hour events took place around Australia, with major 

events, such as meet-ups and symposiums, happening in Sydney and Melbourne where about 

2000 people attended and celebrities from different fields interacted with readers and shared 

their experience related to the Reading Hour. The Reading Hour Pyjama Party in Mandurah, 

including a children’s art class, the local arts festival and people dressed for bed, achieved 

incredible success and was considered to be made an annual event. Libraries in other cities 

held several activities, such as workshops, games, quizzes and puzzles, and obtained warm 

responses to the Reading Hour event. 

Other efforts and activities from partners included (NYOR Newsletter, 2012a):  

 Disney Junior storytelling parties and fun Reading Hour competitions in Dymocks 

book stores around the country. 

 A video piece created by Disney Junior exclusively to support The Reading Hour, 

which will be played both on-air and online throughout the year. 

 Greatest Reading Super Hero: A promotion created by Disney and the Scholastic 

Group that invited children to find their “reading super-hero” to win fantastic prized 

for themselves, their schools and their school libraries. This promotion, run through 

Scholastic’s school book fairs and book clubs, can reach nearly 95% of primary 

school children.  

 A special “60 minutes for MS” event organized by MS Readathon on 24 August. 

 “Read together” groups organized by Kumon in public libraries for students and 

families from multicultural backgrounds. 

Are We There Yet? Touring exhibitions 

The touring exhibition, based on Alison Lester's picture book Are We There Yet?, showed 

original artwork and working drawings, as well as preliminary and developmental stages in 

the making of the book - from Alison's children's actual travel diaries, through text, 

illustration and design drafts, to the final published book (NYOR Newsletter, 2012b). The 

exhibition started in Darwin in February, and then continued its journey to Canberra, 

Queensland, and NSW. 

Read This! 2012 Creative Reading Prize 

The project, collaborated among the National Year of Reading, State Library of Victoria, 

Good Reading Magazine and Madman Entertainment, was “a celebration of books for young 

adults and an opportunity for those aged between 12 and 18 years to share their love of books 

and reading with their peers in a creative way” (NYOR News, 2012). During the competition, 

more than 320 responses from young adults around the country were collected, which aimed 

at convincing friends to read their favorite book, and the winners were announced in June. 

National Simultaneous Storytime 

The National Simultaneous Storytime on Wednesday 23 May is one of the major events 

during the nationwide Library and Information Week from 20-26 May. Nick Bland’s the 
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Very Cranky Bear was read at the same time at over 1,800 locations across Australia. In 

addition, a special performance of the book by Nick Bland and the Taminmin College’s 

Klasact student theatre ensemble was shown and web streamed live at the Taminmin Library 

in the Northern Territory (NYOR News, 2012).  

The NYOR2012 on social media 

The NYOR2012 has its own website with a general introduction of the Campaign, the list of 

sponsors and partners, and frequent updates of blogs, news and information of the events and 

programs. It also has a Facebook page, which receives almost 5,000 “likes”, to post related 

articles and events, as well as a twitter with about 3,500 followers37.  

Japan 

In 2005, the Act on Promotion of Character-and Type-culture was issued by the congress to 

promote grapheme-based reading, reflecting the appreciation of writing system which is 

regarded as the inheritance and distillation of knowledge and wisdom in human history. The 

year 2010 was designated as the National Year of Reading by the National Diet Library 

(NDL)38 in 2008 to celebrate the fifth anniversary of the Act (figure 6). The National Year of 

Reading aimed to promote reading among adults through diverse activities, including 

symposiums, lecture meetings and reading camps for children, with support from 

organizations such as the Characters Culture Promotion Organization and many libraries 

around Japan (CDNLAO Newsletter, 2011) (Appendix D). The year 2010 was also referred 

to as the "first year of e-books" in Japan, reflecting the diffusion of portable e-book readers 

(CDNLAO Newsletter, 2011).  

Figure 6: The 2010 National Year of Reading 

  
Source: National Diet Library. http://www.ndl.go.jp/en/news/fy2009/1188479_1396.html. 

To popularize the National Year of Reading as well as deepen the public understanding of 

reading and the role of libraries, the NDL held various events and exhibitions (see Appendix 

D, E) throughout the whole year for all citizens, in which the public are provided with 

opportunities to feel the joy of reading in different forms. The events were held in the Tokyo 

Main Library, the Kansai-kan and the International Library of Children’s Literature (ILCL)39.  

On September 1st, 2012, the “Support Plan for the Promotion of Children’s Reading 

Activities 2010” was also designated by the ILCL, which would cover five years from 

FY2010 to FY2014. The Plan aims at “providing more adequate support for the staff serving 

                                                 
37 These numbers are collected on April 11, 2013.  
38 The National Diet Library, established in 1948, is the only national library in Japan It has acquired all 

materials published in Japan mainly through the legal deposit system. Now it holds about 36 million items. 

http://www.ndl.go.jp/en/news/fy2009/1188479_1396.html 
39 International Library of Children's Literature was founded on January 1st. 2000, as a branch of the National 

Diet Library. Since then it has engaged in various kinds of projects to support local libraries. 

http://www.ifla.org/files/libraries-for-children-and-ya/publications/Sakabe%20and%20Yoda.pdf. Accessed 

September 20, 2012. 

http://www.ndl.go.jp/en/news/fy2009/1188479_1396.html
http://www.ifla.org/files/libraries-for-children-and-ya/publications/Sakabe%20and%20Yoda.pdf
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children in public libraries, school libraries and home libraries”. Activities based on the Plan 

would be carried out by the ILCL, in cooperation with other related organizations and 

institutions (International Library of Children’s Literature).  

The United Kingdom 

The National Literacy Trust, on behalf of the Department for Education and Employment, 

launched the first National Year of Reading (NYR) in 1998 to promote reading among the 

whole society as well as support the introduction of the National Literacy Strategy in schools. 

Ten years later, the second NYR 2008 was delivered by the National Literacy Trust and The 

Reading Agency, on behalf of the Department for Education (former Department for 

Children, Schools and Families), through media campaigns to show that reading brings new 

opportunities to life and can be enjoyable. The momentum generated by the NYR 2008 was 

maintained by the Reading for life campaign, which focus on developing communication 

skills for children (National Literacy Trust). 

Korea  

A survey in 2012 by the Minstry of Culture, Sports and Tourism (MCST) on the amount of 

regular reading among Koreans showed 76% people reported reading a daily practice in 2004, 

while the percentage declined to 66.8% in 2011 (Korea.net, 2012). The year of 2012 was 

designated as Korea’s National Year of Reading by the MSCT, in collaboration with experts 

and officials from the publishing and library sectors, to encourage regular reading.  

Various events and programs have been implemented across the country, including book fairs 

and book drives at cultural landmarks and slogans calling for the development of reading 

habits, such as “20 minutes a day, 12 books a year” and “now is the time to read” (Korea.net, 

2012). For instance, Book Dream concerts were held in major cities throughout Korea, which 

included a music performance and readings by local poet Park Hae-su. Other programs 

included book counseling programs to provide emotional support for youths who addict to 

games and the internet, as well as book train programs for the elderly, the disabled and youths 

who have limited access to reading resources. September was designated as the month of 

reading, during which diverse events took place. 

The National Year of Reading 2012 was also supported by local governments who organized 

“reading marathons, discussion and debate competitions, festivals for local book clubs, and 

networking events for reading-promotion organizations” (Korea.net, 2012).  
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Talking with Tundra. “TD National Reading Summit.” November 10, 2009. 
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http://www.publishersweekly.com/pw/by-topic/industry-news/publisher-news/article/52192-canadian-national-reading-campaign-prepares-for-fall-launch.html
http://distlib.blogs.com/National%20Book%20Count%20Feb%2016.pdf
http://www.arts.gov/research/readingonRise.pdf
http://www.shakespeareinamericancommunities.org/about
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Appendix C: Supporting organizations and their responsibilities40 

National Reading Campaign board and secretariat, whose responsibilities include: 

1) Champion reading and policies to promote reading at all levels of government. 

2) Research Canadian reading patterns, trends, demographics, impact of digital media 

and any other aspect that will support and inform the development of policy. 

3) Develop policy proposals with respect to reading, best practices and standards in 

collaboration with leaders in the field. 

4) Promote the National Reading Plan. Connect and inform Canadians about reading and 

reading promotion through technology, social media and other means. 

5) Be a resource for and support the work being done by other groups provincially, 

regionally and municipally through research, forums for sharing ideas, and a national 

data bank/clearing house of existing programs/activities and ideas. 

6) Work with existing associations, organizations and all levels of government. 

7) Work with educators across Canada in recognition that schools are essential to 

ensuring that all Canadian children have equal access to becoming competent, joyful 

readers. 

8) Work to ensure that people who, because of disability, ethnicity, country of origin, 

economic status or location, do not have access to full possibilities of becoming 

readers receive the support they need to become active readers. 

9) Undertake projects from time to time that further the implementation of the National 

Reading Plan. 

 

Partners and local communities, whose responsibilities are to: 

1) Promote the program. 

2) Reach out to and broaden the engagement of others in their community. 

3) Bring NRC materials into current programming. 

4) Use their communication mechanisms like newsletters, blogs, talks and provide 

value-added activities like:  

a. Obtaining local endorsements  b. Connecting with local celebrities 

5) Provide access to what people are doing locally, regionally and nationally. 

6) Use the campaign to support public libraries, schools and other institutions in making 

reading promotion one of their core activities. 

 

The government, who play a key role in establishing policy at all levels to promote the 

development of readers in all sectors and should be encouraged to: 

1) Support existing publishing-support programs. 

2) Eliminate GST/HST on reading materials at all levels of the production and 

distribution chain. 

3) Support translation into official languages and other languages where appropriate. 

4) Enhance funding to public libraries. 

5) Ensure that teacher education at all levels includes training in reading promotion. 

6) Re-invest in school libraries and training teacher-librarians. 

                                                 
40 All the information from Appendix C is from the National Reading Plan for Canada. 
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7) Support writers at all jurisdictional levels. 

8) Support Canadian data bases. 

9) Support e-book formats and their use in Canadian libraries. 

10) Invest in programs that support reading and commit to incorporate reading into all 

government-funded activities in order to strengthen civil society and civic 

participation. 

11) Commit to special measures for any Canadians who, for reasons of disability, 

ethnicity, country of origin, economic status or location, do not have access to full 

possibilities of becoming readers. 

12) Assess all programs for their impact on reading. 
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Appendix D: List of events during the National Year of Reading 2010 of Japan 

List of events celebrating the National Year of Reading in 2010 

Month Title of event Venue 

Feb.-Sep. Exhibition "Children's Books Going Overseas from Japan" ILCL 

Mar. Lecture "When 'Hiroshima no Pika' [The Flash of Hiroshima] went overseas 

from Japan: experiences in the translation and publishing of Japanese picture 

books" 

ILCL 

Apr. National Year of Reading Forum "Handing on Japanese language and culture 

to the future: Why is the library necessary?" 

Tokyo 

Lecture"Translation is a triangle of collaboration ? the author and the 

translator of 'Moribito: Guardian of the Spirit' talk at length" 

ILCL 

May "Enjoy Japanese language through a traditional performing art: Rakugo for 

Children" 

ILCL 

June "Macbeth" - Lecture and Reading: Event Celebrating the National Year of 

Reading 

Tokyo and 

Kansai-kan 

June-July Small exhibition "Old bestsellers—what have the Japanese read and how?" Kansai-kan 

July Lecture "Libraries and Reading in Germany and Europe" Tokyo 

Lecture "Future of the Digital Library" Kansai-kan 

Aug.–Sep. Exhibition "Barrier-free picture books from around the world – IBBY 

Outstanding Books for Young People with Disabilities 2009" 

ILCL 

Sep. Lecture "History and future of books and reading" Tokyo 

The National Diet Library Database Forum 2010 Kansai-kan 

Sep.–Feb, 

2011 

Exhibition "The Golden Age of the Picture Book: 1920s & 1930s—History's 

Message to Children" 

ILCL 

Oct. The National Diet Library Database Forum 2010 Tokyo 

Lecture "Picture Books of the 1920s: Their Message to Children" ILCL 

Symposium "What is reading?" Tokyo 

"Enjoy Japanese Folktales: reading event for children and parents" ILCL 

Nov. Symposium "The Golden Age of the Picture Book: America and the Soviet 

Union in the 1920s and 1930s" 

ILCL 

Dec. Symposium "Enhancing the culture of reading and books in the digital age—

copyright as a means to foster creativity and access" 

Tokyo 

 
Source: CDNLAO Newsletter. http://www.ndl.go.jp/en/cdnlao/newsletter/070/702.html. 

  

http://www.ndl.go.jp/en/cdnlao/newsletter/070/702.html
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Appendix E: Summary of some of the specific events during the National Year of 

Reading 2012 of Japan41 

Lectures 

When “Hiroshima no Pika” (The Flash of Hiroshima) went overseas from Japan: 

experiences in the translation and publishing of Japanese picture books. A lecture given 

be Ms. Akiko Kurita who told anecdotes about the translation and publishing of "Hiroshima 

no Pika," and about the significance and difficulties of introducing Japanese picture books 

abroad. 

Translation is a triangle of collaboration? The author and the translator of “Moribito: 

Guardian of the Spirit” talk at length. A conversational lecture given by Ms. Naoko 

Uehashi, the author of “Seirei no moribito (English title: Moribito: Guardian of the Spirit)” 

and its American version translator Ms. Cathy Hirano about cultural differences between 

Japan and America and other experiences gained through translation work. 

“Macbeth” - Lecture and Reading. A lecture given by Prof. Akio Kobayashi, a faculty of 

Humanities, Sophia University, after the theatrical group EN read Shakespeare's Macbeth 

translated into Japanese. “Macbeth” was read rather than being acted to help the audience 

become more conscious of the dynamism of the words of Shakespeare. Materials related to 

Shakespeare's work from the NDL collection, such as the Japanese translations of 

Shakespeare's works from the Meiji period and a Chinese translation of “Macbeth”, were also 

on display outside the auditorium. 

Libraries and Reading in Germany and Europe. A lecture given by Ms. Barbara Lison, 

former president of Bibliothek und Information Deutschland (BID) about the initiatives of 

libraries in Germany and Europe for encouraging reading, and a discussion with Dr. Makoto 

Nagao, Librarian of the NDL.  

Future of the Digital Library. A lecture given by Dr. Makoto Nagao, Librarian of the NDL, 

about how libraries deal with e-books and digital information, and a panel discussion with 

some experts were held to consider the future and possibility of the digital library. 

History and future of books and reading. A lecture given by Prof. Roger Chartier of the 

Collège de France, and a discussion with Prof. Norihiko Fukui, President of the Gakushuin 

University, and Dr. Makoto Nagao, Librarian of the NDL. 

Rakugo  

Enjoy Japanese language through a traditional performing art: Rakugo for Children. A 

traditional comic story-telling show performed by Kokontei Kikunojo, a Rakugo storyteller, 

for children of elementary school age and up, and their parents. 

Exhibitions 

Old bestsellers - what have the Japanese read and how? A small exhibition from the 

collection of the Kansai-kan, bestsellers from the Meiji era to the present and materials 

related to Japanese reading habits. 

                                                 
41 All the information in this appendix is collected from different issues of the National Diet Library Newsletter. 

http://www.ndl.go.jp/en/publication/ndl_newsletter/backno2010.html.  

http://www.ndl.go.jp/en/publication/ndl_newsletter/backno2010.html


50 

 

Barrier-free picture books from around the world: IBBY Outstanding Books for Young 

People with Disabilities 2009. An exhibition of 50 works from 21 countries and selected by 

the IBBY Documentation Centre of Books for Disabled Young. Readers could pick up and 

enjoy picture books with Braille and sign language, three dimensional cloth books with 

transformable dolls, and various other kinds of books. 

Children's Books Going Overseas from Japan. An exhibition of children's literature 

collections from all over the world. This exhibition, held by the ILCL, showed the 

international spread of Japanese children's books by displaying about 300 materials including 

translations into more than 30 languages. Pictures play an important role in children's 

literature. In the displayed materials, some illustrations in the original had been replaced to 

suit the way of life in the country where the book was translated. The visitors were able to 

enjoy visually the cultural differences between countries. 

Forums 

National Year of Reading Forum - Handing on Japanese language and culture to the 

future: Why is the library necessary? A forum co-organized by the NDL and the 

Characters Culture Promotion Organization, which discuss the possibility of the library as a 

base of reading activity and the culture of characters, and that of children's reading as a tool 

of handing down language and culture were discussed.  

The National Diet Library Database Forum 2010. A forum where useful online databases 

of the NDL were introduced. 

Symposiums 

Enhancing the culture of reading and books in the digital age - copyright as a means to 

foster creativity and access. A two-day conference held in December in association with the 

National Diet Library, the International Federation of Library Associations and Institutions 

(IFLA), the International Federation of Reproduction Rights Organisations (IFRRO), the 

World Intellectual Property Organization (WIPO), Japan Reprographic Rights Center (JRRC), 

Japan Academic Association for Copyright Clearance (JAACC), and Japan Book Publishers 

Association (JBPA) as a grand final event commemorating the National Year of Reading in 

Japan. 
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Appendix F: Price of advertisement spaces at Renmin Univertisy station, Haidian Huangzhuang station and Zhongguancun station 

station 
Station 

Grade 

Network and rate card (RMB/4 weeks) 

Shelter-sized 

diorama (12 x) 

Shelter-sized 

diorama (4 x) 
Platform 

Platform domination 

(pillar and flags) 

Station 

domination 

Transfer 

channel 

Escalator 

squares 

Renmin 

University of 

China 

A ++ 73,000/piece 20,000/piece 
1,200,00

0/station 
450,000    

Haidian 

Huangzhuang 
A ++ 73,000/piece 20,000/piece 

1,200,00

0/station 
450,000 850,000 

1,100,000 for 

two channels 
420,000 

Zhongguancu

n 
S 85,000/piece 23,000/piece 

1,300,00

0/station 
 1,100,000 

550,000/chann

el 

330,000/

exit 

Source: Description and prices of advertisement spaces along Line 4 in 2012. http://www.docin.com/p-468775690.html  

http://www.docin.com/p-468775690.html
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Appendix G: Challenges of promoting e-books in China 

An electronic book (e-book) is a book-length publication in digital form, consisting of text, 

images, or both, and produced on, published through, and readable on computers or other 

electronic devices (Gardiner and Musto, 2010). E-books can be read on many devices, 

including e-book readers such as Kindle, tablets with e-reader applications, computers and 

smart mobile phones.  

E-books have witnessed a fast growth in China in past few years. Many famous on-line shops 

such as e.Dangdang.com, 360buy.com and 9yue.com, began to sell e-books since the end of 

2011. However, e-books are not fully accepted by consumers and the market is still in its 

infancy due to the high cost of facilities and lack of awareness. For instance, the revenue for 

e-books sold on Dangdang.com in 2012 was over 3 million RMB (about 500 thousands 

USD42) while the processing cost of e-books was almost 5 million (about 800 thousands 

USD). According to Xi Wang, vice president of dangdang.com, without the guarantee of 

profits, it is questionable for the company to operate e-book sale on a large scale because the 

company will bear considerable risks and high processing cost of 300 to 400 million RMB 

(about 50 to 65 million USD) for 2 to 2.5 million e-books, (book.ifeng.com, 2013).  

High copyright royalty is one of the reasons why the cost of e-book is unlikely to decline. 

Both officials from Fanshu.com and Xi Chen, CEO of the Shanghai Century Publishing 

Group say that many copyright owners, including both the publishing houses and writers 

themselves, do not show positive attitude towards selling their books’ copyrights and often 

ask for an excessive price for the royalties for two reasons: 1) the copyrighters worry about 

the piracy of the works, which will influence the sales of e-books, and thus 2) worry about 

the uncertainty of profits and hope to receive expected revenue by increasing the price of 

royalties that are sold to e-book retailers. Official from Fanshu.com indicates that in China, 

the copyright royalty of one e-book is about 10 thousands RMB (about 1610 USD), which 

results in a royalty of as high as 3 million RMB (500 thousands USD) if the company sell 300 

e-books. In addition, the e-book version of a latest popular fiction needs at least six months to 

a few years to come to market (China economy.com, 2011). Therefore, the royalties would be 

extremely high if an e-book seller wants to keep pace with the paper book market.  

Processing cost to develop and prevent piracy is another reason which results in e-books’ 

high cost. Fanshu.com needs to input large amount of resources to process the content and 

form of e-books, which usually takes an average of more than three days for each e-book, 

similar to the composition workload for a paper book (China conomy.com, 2011). How to 

prevent piracy is also a technical challenge for e-book developers in China because e-books 

are more likely to be copied in a large scale compared to paper books. An editor from a press 

company in Beijing indicates that the poor copyright protection in China even keeps Kindle43 

away from Chinese e-book market (News.cn, 2012). 

The third reason for the high cost of e-book reading is the “expensive” e-readers. A survey on 

smartphone readers by the Analysys International showed that more than 80% of the readers 

hope the price of e-readers is below 500 RMB (about 80 USD). The hardware cost of an e-

reader is about 100 USD, which is an open secret in the e-reader industry (Sina.com.cn, 2010; 

Cnfol.com, 2012).However, the price of most mainstream e-readers in China is about 2000 

RMB (about 320 USD), which is relatively high compared to the price of Kindle sold in the 

US, which is from $69 to $179. The average monthly wage of New York State in 2012 is 

                                                 
42 The amount of money in USD in this appendix is according to the exchange rate on March 26, 2013. 
43 Kindle is a popular e-book product developed by Amazon.com. 
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about 4300 USD (Bureau of Business & Economic Research, 2012) while the average 

monthly wage of Beijing is about 4600 RMB (Beijing Municipal Bureau of Statistics, 2012), 

which means that a citizen in New York State only needs to pay about 2% of their monthly 

income to buy an e-reader, yet a citizen in Beijing has to pay about 40% of their monthly 

income to buy an e-reader. Therefore, the high cost of e-readers impedes the popularization 

of e-readers. 

Smartphones have become popular for e-book reading since they generate much less cost 

than e-readers. Readers do not need extra facilities to read e-books, which is especially 

convenient in the subway when they only need one hand to hold their smartphones. In 

addition, many companies have developed e-book readers on phones, such as the Viva, 

PandaReader and Anyview (Baidu Baike.com). 

Source:  

News.cn. “E-book market struggled to grow in China.” February 15, 2012. 

http://news.xinhuanet.com/newmedia/2012-02/15/c_122705561_2.htm. Accessed March 26, 2013. 

Sina.com.cn. “Average cost of e-reader hardware is about 100 USD, with a gross profit rate of 40% for 

producers.” August 21, 2010. http://tech.sina.com.cn/it/2010-08-21/04334571292.shtml. Accessed March 26, 

2013. 

Bureau of Business & Economic Research. “Per Capita Personal Income by State.” October 12, 2012. 

http://bber.unm.edu/econ/us-pci.htm. Accessed March 27, 2013. 

Beijing Municipal Bureau of Statistics. “Notice of average personal income in Beijing in 2011.” 

http://www.bjstats.gov.cn/tjzn/mcjs/201204/t20120409_224159.htm. Accessed March 27, 2013. 

Cnfol.com. “CEO of Gorld: the cost of e-readers is not as high as described by Bambook.” August 27, 2010. 

http://news.cnfol.com/100827/101,1587,8309114,00.shtml. Accessed March 27, 2013.  

“What are the challenges to operate e-book sale?” Book.ifeng.com. March 14, 2013. 

http://book.ifeng.com/gundong/detail_2013_03/14/23096060_0.shtml. Accessed March 16, 2013.  

“Unaffordable cost for the e-book market.” China economy.com. March 24, 2011. 

http://www.ce.cn/cysc/newmain/yc/jsxw/201103/24/t20110324_20955685.shtml. Accessed March 17, 2013. 

Baidu Baike. “Cellphone e-books.” http://baike.baidu.com/view/90196.htm. Accessed April 11, 2013.  

 

 

  

http://news.xinhuanet.com/newmedia/2012-02/15/c_122705561_2.htm
http://tech.sina.com.cn/it/2010-08-21/04334571292.shtml
http://bber.unm.edu/econ/us-pci.htm
http://www.bjstats.gov.cn/tjzn/mcjs/201204/t20120409_224159.htm
http://news.cnfol.com/100827/101,1587,8309114,00.shtml
http://book.ifeng.com/gundong/detail_2013_03/14/23096060_0.shtml
http://www.ce.cn/cysc/newmain/yc/jsxw/201103/24/t20110324_20955685.shtml
http://baike.baidu.com/view/90196.htm


54 

 

Appendix H: Calculation of sample size 

In the research, the FLTRP hopes to examine whether the campaign has an impact on 

people’s perspectives and behaviors about reading. Suppose that the population, which is the 

everyday traffic in each station, is 100,000. If the response is normally distributed, a sample 

size of 383 is required to have a 95% confidence level with a 5% margin of error to credibly 

detect the campaign effect (figure 1). This means that if 50% of people are more willing to 

read instead of watching TV, then 95% of the time, I can find that between 45% and 55% of 

people will choose this answer in the survey if I survey a sample size of more than 383 

people. The sample size changes little from 370 to 384 when calculated with a population of 

10,000 and 300,000 (figure 2). 

Figure 1: Sample size calculator with a traffic of 100,000 

 

Figure 2: Sample size calculator with a traffic of 10,000 and 300,000 
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In the evaluation survey, a smaller sample size may be required if the response distribution is 

skewed. When examining the campaign effect, two hypotheses are needed: 

 Null hypothesis (H0): There is no difference of people’s perspectives and behaviors 

before and after the campaign. 

 Alternative hypothesis (H1): There is difference of people’s perspectives and 

behaviors before and after the campaign. 

If 70% of people are more willing to read instead of watching TV, a sample size of only 322 

is required in the evaluation survey (figure 3). This means that if I detect the difference of 

perspective for a population of 100,000, I am 95% sure that this difference is not due to 

random chance. 

Figure 3: Sample size with the response distribution of 70% 

 

Source: http://www.raosoft.com/samplesize.html 
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