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Part 1. ProgrammeOverview

i. Nutrition Month Malaysia 2019 - Introduction

ii. Nutrition Month Malaysia 2019 - Programme  

Overview

iii. Nutrition Month Malaysia 2019Sponsors
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ÅFounded in year 2002, Nutrition Month  Malaysia (NMM) is an non-profit annual  

initiative conducted every April with a  different theme to promote greater  awareness on 

healthy eating and active  living among Malaysians.

ÅNMM is spearheaded by a National  Steering Committee (NSC) with  representatives 

from the three professional  founding bodies and the Ministry of Health.

ÅNMM receives funding from several private  sectors to support its activities and it has  been 

running for 17 consecutive years.

ÅNMM 2019 was the 18th celebration of  Nutrition Month.

i. Nutrition Month Malaysia 2019
- Introduction (1)
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i. Nutrition Month Malaysia2019
- Introduction (2)

Å Make Time for óHealthy Eating & 

Active Livingô

Theme Objectives

ÅTo promote healthy eating &  
active living as part of daily  
habits, including all family  
members, especially children

ÅEmpower consumers with  
appropriate messages through a  
variety of format and platform and  
target groups
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NMM 2019 Ancillary

Programme

Core Programme

Launch Day

1. Media Launch in conjunction with  

NMM 2019 Food-Fit-Fun Fair by

DatukSeri Dr Dzulkefly Bin Ahmad.

2. Food-Fit -Fun Fair (17-21 April

2019)

ÅNutritionScreening

ÅNutri-Edu-Quest

ÅParent-Child CookingWorkshop

ÅSupermarket Tour

ÅóIn-mallô Steps Challenge

ÅZumba

ÅColouringActivity

ÅSponsorsBooths

3. EducationalMaterials

ÅMake time for Healthy Eating & 

Active Living (HE-AL) Infographic

Kit Vol 1

Pre-Launch  

Media Initiatives

Å Print Media

ÅEducational  

Press/Magazine  

Articles

ÅPress  

interviews/Write-ups

Å SocialMedia

ÅWebsite/Facebook

Page/Instagram

Å Radio

ÅCommunity health  

messages & Carnival  

promomessage

Post-Launch  

Media Initiatives

Å Print Media

ÅEducational Press  

Articles

ÅPress  

interviews/Write-

ups

Å SocialMedia

ÅWebsite/Facebook  

Page/Instagram

Å Radio

ÅCommunityhealth

messages

ii. NMM 2019 ProgrammeOverview
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iii. NMM 2019Sponsors

Main Sponsor:

Co-Sponsors:
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PART 2. NUTRITION MONTH MALAYSIA2019

OFFICIALLAUNCH
IN CONJUNCTION WITH FOOD-FIT-FUN FAIR

i. Introduction

ii. EventProgramme

iii. Guest & Media inAttendance

iv. MediaCoverage

v. PictorialReport
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i. Introduction
Date

Å18 April 2019 (Thursday)

Venue

ÅLower Ground Centre Court, IOI City Mall, Putrajaya.

Highlights

ÅFood-Fit-Fun Fair launched by DatukSeri Dr Dzulkefly Bin Ahmad, Minister of Health, 
accompaniedby 

ÅDr Tee E. Siong(Chairman of NMM National  Steering Committee & President of 

Nutrition Society of Malaysia)

ÅAssoc. Prof. Dr Nik Shanita Safii (Vice President of Malaysian Dietitianôs Association)

ÅEmeritus Prof Dr Ismail Bin Mohamed Noor(President of Malaysian Association for the

Studyof Obesity).

ÅPuanZalmaAbdul Razak(Director of Nutrition Division, Ministry of Health Malaysia).

ÅLaunch of NMM 2019 Theme: Make Time for óHealthy Eating and Active Livingô 

ÅUnveiling of NMM 2019 Guidebook: Make Time for óHealthy Eating and Active Livingô  

InfographicKit Vol 1.

ÅExhibitionTour
10



ii. EventProgramme
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iii. Guest in Attendance(1)

12

Organization Name 

Minister of HealthMalaysia YB DatukSeri DzulkeflyBin Ahmad

Nutrition Society ofMalaysia (NSM) DrTee E Siong

aŀƭŀȅǎƛŀƴ 5ƛŜǘƛǘƛŀƴǎΩ !ǎǎƻŎƛŀǘƛƻƴ(MDA) AssocProf Dr NikShanitaSafii

MalaysianAssociation for the Study of 
Obesity (MASO)

Emeritus Professor Dr Mohamed Ismail Mohamed 
Noor

Nutrition Division PuanZalmaAbdul Razak

SteeringCommittee Members & 
CouncilMembers of NSM, MDA & MASO 

Å NSM: DrZaitunYassin, DrRoselineYap, DrWong 
JyhEiin& Pn. Rokiah

Å MDA: Assoc  Prof Dr Nik ShanitaSafii& Mr Lee 
ZhengYii

Å MASO: Emeritus Professor Dr Mohamed Ismail 
Mohamed Noor, Prof. Dr. NorimahA. Karim, Dr.
ZawiahHashim, Assoc. Prof.Dr Chin YitSiew, Dr.
Razif& Dr. Hazizi

Å MOH: Ybhg. Dato' Dr.Khalid bin Ibrahim,Puan
Vaneeta, En. Mohd Nadzri & PuanNurulHuda
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iii. Guest in Attendance(2)

Organisation Names 

Ajinomoto NaokoYamamoto, KamarudinRasid& Hiroki Suzuki

MalaysiaMilk NordinaBaharun& Carol Goh

Unilever Khor Ley Peng, Wong ChehKuan, AndreanaMah & 
Wesley & ShirSahjel

F&N EngkuIsyamuddin Tuan Losin

Gardenia HazlinahHarun, LaviniaAnthony,Mok SiewLing, Siti
Farry& SafiahEdina Noorizan

Nestle Wong Mei Ching, NirmalahThurai, Jasvinder& Tang Sin 
Loon

SerbaWangi Chua Keng Jin & WickneswariRatnam

Yakult Lim SiewLing
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Media in Attendance

iii. Guest in Attendance(3)

Organisation Name 

SinChew (Chinese newspaper) Lee ChingYan, Chai WaiChuen(2 pax)

TheSun (English newspaper) Elly, AsnofShamsul(2 pax)

ChinaPress (Chinese newspaper) ChongKanYeong(1 pax)

BNS J.Kaurajan, Muhammad (2pax)

Bernama Huzaini, Chandra (2 pax)

Media Prima Wan ZairulAzri, RahimanRahim (2 pax)

HarianMetro (Malay newspaper) Alias (1 pax)

BeritaHarian(Malay newspaper) Atiqah(1 pax)

NSTP Eizman(1 pax)

RTM Lupin(1 pax)



iv. MediaCoverage(1)

18April 2019, TV3 Malaysia
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19 April 2019, The Sun Daily

iv. MediaCoverage(2)



iv. MediaCoverage(3)

19 April 2019, Sin Chew Daily (Metro)
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19 April 2019, Sin Chew Daily (Main)

16 April 2019, 
Sin Chew Daily



iv. MediaCoverage(4)

19 April 2019, Harian Metro
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iv. MediaCoverage(5)

18 April 2019, Berita Harian Online
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23 April 2019, Sinar Harian

iv. MediaCoverage (6)



iv. Pictorial Report
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a. Launchproceedings

b. Tour of exhibition

c. Refreshment

d. Recognition of NMM 2019 sponsors

e. SC members and guestsô groupphotos
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Launch proceeding (1)
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DatukSeriDr AhmadDzulkeflyBin Ahmad,Dr TeeE
Siong, EmeritusProf Dr Mohd IsmailNoor (President
of MalaysianAssociationfor the Study of Obesity,
MASO),and AssocProf Dr Nik Shanita Safii (Vice
Presidentof MalaysianDietitian'sAssociation,MDA),
Puan Zalma Abdul Razak (Director of Nutrition
Division)unveiledthe NMM theme for 2019- άaŀƪŜ
Timefor HealthyEating& ActiveLiving(HE-![ύέ.

Launch proceeding (2)



Exhibition Tour Route 
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Ajinomoto (Malaysia) Bhd

Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)



Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)
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Malaysia Milk SdnBhd
(Vitagen)



Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)
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Unilever (Malaysia) 
Holdings SdnBhd



Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)

28

F&N Beverages Marketing 
SdnBhd



Tour of Exhibition
(by Minister of Health, Chair, members of NMM SC and guests)

29

Gardenia Bakeries (KL) SdnBhd
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Nestle Products SdnBhd

Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)
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SerbaWangi SdnBhd
(ŜŎƻ.ǊƻǿƴΩǎ)

Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)
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Yakult (Malaysia) Sdn Bhd

Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)



Refreshment
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All guests and media were invited to Tappers Cafe for lunch after the NMM 2019 launch 
ceremony.



Recognition of NMM 2019 Sponsors
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Group Photos
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Group photo with YBMK, members 
of the NMM Steering Committee 
and guests. 

NMM Steering Committee and 
secretariat. 



PART 3. NMM FOOD-FIT-FUN FAIR2019

i. Introduction

A. Highlights of CarnivalActivities

B. Event Promotions & Publicity

C. EventCollaterals

D. Analyses andResponses
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Date

Å17- 21April 2019 (Wednesday ïSunday)

Venue

ÅLower Ground Centre Court, IOI City Mall, Putrajaya

Highlights

ÅNutrition Screening

ÅNutri-Edu-Quest

ÅParent-Child CookingWorkshop

ÅóSmart Food Choicesô Supermarket Tour

ÅóIn-mallô Steps Challenge

ÅZumba

ÅColouringActivity

ÅSponsors StageActivities

ÅSponsorsBooths

i. Introduction
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A. Highlights of Carnival Activities

i. Overview of carnivalactivities

ii. Responses of NMM SC activities

iii. Responses on the distribution of goodiebags,  

Nutri-Edu-Quest + Event feedback forms &  

InfographicKit

iv. Pictorialreport
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i. Overview of Carnival Activities
ACTIVITIES @ NMM SC c

STAGE ACTIVITIES @ SPONSORS

Nutrition Screening
ω Body Mass Index (BMI) check
ω Total body composition analysis (fat,  

muscle, etc)
ω Diet analysis & advice from

Nutritionists/Dietitians

Å Fun activities, mascot dance, cooking  
demonstrations

Nutri-edu Quest
Å Information hunt activity

ColouringActivity

Å Colouringactivity for children

Fitness Activity
Å Zumbasession

NMM collateral distribution
Å HE-AL Vol1 InfographicMagazine

Parent-Child Cooking Workshop
ωInteractive cooking sessions by  chefs and 

nutritionists

39

Get Fit
ΨIn-ƳŀƭƭΩ ǎǘŜǇǎ ŎƘŀƭƭŜƴƎŜ

STAGE ACTIVITIES@ SPONSORS

Smart Food Choices
Supermarket Tour



v. Pictorial Report
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a. NMM Steering Committeeactivities

b. Sponsorsô stageactivities

c. Sponsorsô boothactivities



a. NMM Steering Committeeactivities
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1. Nutrition ScreeningArea

2. Educational Info Panels(Nutri-Edu-Quest)

3. FitnessActivity : Zumba

4. Parent-Child Cooking Workshop(Stage-Floor)

5. 'SmartFood Choiceô- Supermarket Tour

6. Get Fit óIn-mallô StepsChallenge

7. ColouringActivity
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1. Nutrition Screening Area
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2. Educational Info Panels

(Nutri -Edu -Quest)
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3. Zumba Fitness Activity
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4. Parent -Child Cooking Workshop

(Stage -Floor)
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5. ôSmart Food Choiceõ - Supermarket Tour 
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6. Get Fit ôIn-Mallõ Steps Challenge
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5. Colouring Activity



b. Sponsorsô StageActivities
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1. Ajinomoto (Malaysia) Bhd

2. Malaysia Milk SdnBhd(Vitagen)

3. Unilever (Malaysia) Holdings SdnBhd

4. F&N Beverages Marketing SdnBhd

5. Gardenia Bakeries (KL) SdnBhd

6. Nestle Products SdnBhd

7. Yakult (Malaysia) SdnBhd



Stage Activities ςOverview
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{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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Ajinomoto (Malaysia) Bhd



{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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Malaysia Milk SdnBhd(Vitagen)



{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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Unilever (Malaysia) Holdings SdnBhd



{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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F&N Beverages Marketing SdnBhd



{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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Gardenia Bakeries (KL) SdnBhd



{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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Nestle Products SdnBhd



{ǇƻƴǎƻǊǎΩ {ǘŀƎŜ !ŎǘƛǾƛǘƛŜǎ
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Yakult (Malaysia) SdnBhd



c. Sponsorsô BoothActivities
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1. Ajinomoto (Malaysia) Bhd

2. Malaysia Milk Sdn Bhd (Vitagen)

3. Unilever (Malaysia) Holdings Sdn Bhd

4. F&N Beverages Marketing Sdn Bhd

5. Gardenia Bakeries (KL) Sdn Bhd

6. Nestle Products Sdn Bhd

7. Serba Wangi Sdn Bhd (ecoBrownôs)

8. Yakult (Malaysia) Sdn Bhd



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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Ajinomoto (Malaysia) Bhd



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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Malaysia Milk SdnBhd(Vitagen)



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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Unilever (Malaysia) Holdings SdnBhd



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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F&N Beverages Marketing SdnBhd



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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Gardenia Bakeries (KL) SdnBhd



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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Nestle Products SdnBhd



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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SerbaWangi SdnBhd(ŜŎƻ.ǊƻǿƴΩǎ)



{ǇƻƴǎƻǊǎΩ .ƻƻǘƘ !ŎǘƛǾƛǘƛŜǎ
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Yakult (Malaysia) SdnBhd



B. Event Promotion & Publicity
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i. Promotionchannels



i. PromotionChannels

68

No Channel Details Time period

1 Newspapers
Short note for Food-Fit-Fun Fair 2019promotion

through educational press articles publishedby: March ïApril

1. TheStar

2. Sin ChewDaily

2. Radio All astroradio (English,Malay,Chinese,Indian) April

2 E-mail blast, socialmedia

andwebsite

Sharing of carnival E-flyersvia:

March- April

1.Sponsors

ÅAjinomoto(Malaysia) Bhd

ÅMalaysia Milk SdnBhd(Vitagen)

ÅUnilever (Malaysia)Holdings SdnBhd

ÅF&N Beverages Marketing SdnBhd

ÅGardenia Bakeries KL 

ÅNestle Products SdnBhd

ÅSerbaWangi SdnBhd(ecoBrownôs)

ÅYakult (Malaysia) SdnBhd

2. Website: NMM, MASO,SEA-PHN

3. Facebook Page: NMM, MDA

4. Instagram:NMM

3 Shoppingmall Flyer distribution & digitaladvertising 17-21April 2019

4 Onlinemedia Eventlisting 17-21April 2019



1. Educational pressarticles:
- Event Blurb @ EPA (Star - Fit4Life)

14 April 2019 8 April 2019

69



19 March 2019 11 April 2019

4 April 2019

1. Educational press articles:

70

- Event Blurb @ EPA (Sin Chew Daily)



2. Radio 
- English radio
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2. Radio 
- Malay radio
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2. Radio 
- Chinese radio
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2. Radio 
- Indian radio
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3. E-mail blast, social mediaandwebsite

Websites
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3. E-mail blast, social mediaandwebsite
Facebook & Instagram
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4. Online free listing

Eventbrite Peatix Blog
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4. Online free listing

Billeto
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5. ShoppingMall

Digital advertising

79

Flyerdistribution



C. EventCollaterals

80

i. Promotionalcollaterals

ii. Identitycollaterals



i. Promotional Collaterals(1)

Main Event Promo Flyer
óSmart Food Choicesô -

Supermarket Tour 81



i. Promotional Collaterals(2)

Parent-Child Cooking  
Workshop PromoFlyer

Get Fit: In-Mall Steps 
Challenge 82



i. Promotional Collaterals(3)

Zumba Fitness
83



ii. Identity Collaterals(1)

Main stage backdrop (back) & Booth & StageActivities  

Promotions @Secretariat Counter

84

Main stage backdrop (front)



ii. Identity Collaterals(2)

Secretariat Counter
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ii. Identity Collaterals(3)
- Screening Booth

Promo Panels
86
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ii. Identity Collaterals(3)
- Screening Booth

Table

Promo panel



88

ii. Identity Collaterals(3)
- Screening Booth

Display Panels
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ii. Identity Collaterals(3)
- Screening Booth

Display Panels



Panels

ii. Identity Collaterals(4)
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- Educational Display Area



ôIn-Mallõ Steps Challenge

ii. Identity Collaterals(5)
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ii. Identity Collaterals(6)
Booth Header (Main Sponsor)

92

Booth Header (Co-sponsor)
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Analyses and Responses

i. Event feedback form: Data analysis

a) Visitorsô profile

b) Carnival feedback

ii. Nutrition Screening: Data analysis

iii. óSmart Food Choicesô - Supermarket Tour: Data 

analysis

iv. Sponsors feedback



ÅEvent feedback form was printed together with the Nutri-Edu-Quest form (front 
and back) and was distributed to the visitors throughout the five days of the 
carnival.

ÅVisitors who completed both the forms and returned to the secretariat were given 
a free gift as a token of appreciation.

ÅThe Event Feedback forms collected were 1439 copies.

ÅOnly 1356 copies were analysed to get the information on the visitorsô profile 
and their feedback on the carnival

Å83 forms were rejected due to 

Åfilled by the same person twice or more 

Åincomplete information
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i . Event Feedback Forms: Data Analysis
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a. Visitorsô Profile

i. Age distributions

ii. Gender distributions

iii. Ethnicity distributions
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i. Age (years) Distribution of Visitors (N = 1356)

i . Event Feedback Forms: Data Analysis
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2. Gender Distribution of Visitors (N = 1356)

i . Event Feedback Forms: Data Analysis
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3. Ethnicity Distribution of Visitors (N = 1356)

i . Event Feedback Forms: Data Analysis
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b. Carnival Feedback

Questions to visitors/respondents:

1. How did you know about the event?

2. With whom did you come to this Nutrition Fair?

3. Which booth(s) did you visit?

4. How would you rate the overall activities in the booth(s) that you 

visited?

5. For those booths that you did not visit, please state the reason why.

6. Did you participate in any of the stage activities?

7. Overall, how would you rate the NMM 2019 Food-Fit-Fun Fair? 

8. Please give your comments/suggestions for anything you would like to 

see and learn in future Nutrition Month Malaysia Fair/ Carnivals.
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1. How did you know about the event? (You may tick more than 1) (N = 1356)

* The total percentage may be more than 100% as visitors could select more than one answer.

i . Event Feedback Forms: Data Analysis
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2. With whom did you come to this Nutrition Fair? (N = 1356)

i . Event Feedback Forms: Data Analysis
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3. Which booth(s) did you visit? (You may tick more than 1) (N = 1356)

* The total percentage may be more than 100% as visitors could select more than one answer.

i . Event Feedback Forms: Data Analysis
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visited? (N = 1356)

i . Event Feedback Forms: Data Analysis
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i . Event Feedback Forms: Data Analysis
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6. Did you participate in any stage activities? (N = 1356)

i . Event Feedback Forms: Data Analysis
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7. How did you find the activity? (N = 1356)

i . Event Feedback Forms: Data Analysis
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8. How would you rate the NMM 2019 Food-Fit -Fun Fair? (N = 1356)

i . Event Feedback Forms: Data Analysis
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9. Please give your comments/suggestions for anything you would like to 

see and learn in future Nutrition Month Malaysia Fair/ Carnivals.

Comments/suggestions for future Nutrition Month Malaysia Fair/ 

Carnivals.

1. Make it atbigger space. Addmore freegift, booths, food samples and
games/ fun activities.

2. Good, interesting, effective and informative. Learnmore about nutrition, 
healthy meal preparation and health awareness.

3. Held a nutrition talk, research finding & feedback on health issue related to 
Malaysian people.

4. Continue NMM carnivalannually/every month.Organiseit in other
shopping malls/schools/university. 

5. Increase promotion and advertisement aboutthe events in social media.

i . Event Feedback Forms: Data Analysis



ii. Nutrition Screening: Data Analysis (1)

ÅFree nutrition screening was conducted by nutritionists/dietitiansfor three and a 
half days.

ÅHealth & Nutrition Screening (HNS) forms were distributed to the visitors during 
registration.

ÅThe body composition analysis was conducted using InBodymachine.

ÅThe results from InBodyôsresults sheets were then transferred to HNS form 
by the Nutritionists/ Dietitians.

ÅCarbon copy of the HNS forms were collected from the visitors.

ÅThe total HNS forms distributed was 1101 copies. And the total number of forms 
collected was 906 copies.

ÅOnly 853 copies were analysed to get the information on the visitorsô screening

Å53 copies were rejected due to the age criteria (below 19 years old) and 
incomplete HNS forms.
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ii. Nutrition Screening: Data Analysis (2)
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ii. Nutrition Screening: Data Analysis (3)
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ii. Nutrition Screening: Data Analysis (4)
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ii. Nutrition Screening: Data Analysis (5)
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ii. Nutrition Screening: Data Analysis (6)
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ii. Nutrition Screening: Data Analysis (7)
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ii. Nutrition Screening: Data Analysis (8)
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ii. Nutrition Screening: Data Analysis (9)
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ii. Nutrition Screening: Data Analysis (10)
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iii. Smart Food Choices Supermarket Tour:

Data Analysis (1)
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ÅSmart food choices Supermarket Tour was conducted by nutritionists/dietitians
for three days (Friday-Sunday) at Tesco IOI City Mall, Putrajaya.

ÅPre-activity survey forms were distributed to the participants to fill in during 
registration.

ÅAfter the tour, the participants are required to fill in the post-activity survey.

ÅThe total pre-activity survey of Smart Food Choices forms distributed was 55 
copies. And the total number of forms collected was 54 copies.

ÅOnly 43 copies were analysed to get the information on the visitorsô knowledge 
for both pre- and post-activity survey

Å12 copies were rejected due to the incomplete and missing data.
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iii. Smart Food Choices Supermarket Tour:

Data Analysis (2)
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iii. Smart Food Choices Supermarket Tour:

Data Analysis (3)
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iii. Smart Food Choices Supermarket Tour:

Data Analysis (4)
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iii. Smart Food Choices Supermarket Tour:

Data Analysis (5)

Kindly refer to the next slide for the questions. 



Pre- & Post-Activity Survey Questions

Q1. All packaged foods have nutrition information on their labels.

Q2. The Nutrition Information Panel (NIP) shows the amount of calories and major nutrients 
contained in the products.

Q3: We can find out about the serving size and servings per package by looking at the 
ingredient list.

Q4: ñThis drink is high in fibreò. This is a nutrient function claim. (false)

Q5: ñProtein help build & repair body tissuesò. This is a nutrient content claim.(false)

Q6: Products with Energy Icon are deemed ñhealthierò within that category. (false)

Q7: The ingredients in the ingredient list are listed in order of weight, from the most to the 
least.

Q8. We should choose products with Healthier Choice Logo (HCL) as these products are 
healthy foods that we should all consume.

Q9: When comparing different brands of similar type of food, refer to the energy and nutrient 
contents per 100 g or 100 ml of the product.

Q10: Nutritional value should be the main priority when choosing food products, instead of 
price, taste, brand or other factors.
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iii. Smart Food Choices Supermarket Tour:

Data Analysis ( 6)



iii. Smart Food Choices Supermarket Tour:

Summary

125

After participating in the supermarket tour,

ÅFrom the pre- & post-survey results, there were slight improvement in 
knowledge. 

ÅMost of the participants provided positive feedback during/after the tour. 
Most commented that they learnt new information related to food 
labelling.



ÅIn-Mall Steps Challenge was conducted for five days (Wednesday-Sunday) at 
IOI City Mall, Putrajaya.

ÅVisitors were encouraged to register and download the pedometer app or use 
their smart watch to count the steps.

ÅThere are two categories of In-Mall steps challenge which are 500 & 3000 steps.

ÅThe total participants registered for 500 steps was 645 people. Only 540 
participants (83%) achieved the steps and redeemed the free gifts.

ÅThe total participants registered for 3000 steps was 420 people. Only 299 
participants (71%) achieved steps and redeemed the free gifts.
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iv. In -Mall Steps Challenge: Data Analysis (1)



iv. In -Mall Steps Challenge:
Data Analysis (1)
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iv. In -Mall Steps Challenge (500 steps) :
Data Analysis (2)
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iv. In -Mall Steps Challenge (3000 steps) :
Data Analysis (3)
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iv. In -Mall Steps Challenge :

Summary

130

ÅMost visitors who participated in the challenge already have pedometer 
apps in their smart phone and know how to use pedometer app.

ÅSome participants provided positive feedback after the challenge, as they 
commented that it is easy to achieve the steps and be active. 
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iv. Sponsors feedback



vǳŜǎǘƛƻƴ мόƛύΦ Iƻǿ Řƻ ȅƻǳ ŦƛƴŘ ǘƘŜ ǇǳōƭƛŎΩǎresponse
towards the overallevent?

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / Most visitors  will go to the side with many 
sponsors booth first. The booth area was 
blocked by arch slanting pillar as compared 
to other side.

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8. F&N marketing Beverages 
SdnBhd

Did not receiveresponse.

* Scale: 1 = poor , 5 =excellent
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Question 1(ii). Iƻǿ ǿŀǎ ȅƻǳǊ ǇǳōƭƛŎΩǎ ǊŜǎǇƻƴǎŜ ǘƻǿŀǊŘǎ ȅƻǳǊ ōƻƻǘƘ 
activities?

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / Public response is good and  we also clear ed the 
Řƻǳōǘ ƻŦ a{D ŦǊƻƳ ǇǳōƭƛŎΦ hǊƎŀƴƛȊŜǊΩǎ ǎǇŜŀƪŜǊ ƛǎ 
really close with booth so it disturbs booth visitors 
to do activities. We also wish the organizer improve 
and make clearer on the overall communication 
message by each sponsor to avoid conflict message 
as we were encountered MSG conflict message 
ǿƘŜƴ ¦ƴƛƭŜǾŜǊ ǇǊƻƳƻǘŜŘ ŎƘƛŎƪŜƴ ŎǳōŜ ǿƛǘƘ Ψƴƻ 
ŀŘŘŜŘ a{DΩΦ 

2 Unilever (Holdings)SdnBhd /

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  Sdn
Bhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7. SerbaWangi SdnBhd /

8 F&N marketing Beverages Sdn
Bhd

Did not receiveresponse.
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Question 1(iii). Howǿŀǎ ǘƘŜ ǇǳōƭƛŎΩǎ ǊŜǎǇƻƴǎŜ 
towards your stage activities?

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / - The audience usually do not stay until the 
end of our stage activity.
- The beginning part of our stage activity and 
quiz session is more welcomed by audience.
- The dancing performance from other 
sponsors more welcomed by visitors and 
bring crowd to the event.

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd / Saturday morningslot did not have many 
people at the mall.

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd No stage activitythis year

8. F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following activities 
conducted by the NMM SC in the Food-Fit-Fun_Fair
A. Interaction session with nutritionists/dietetiansat NMM educational display 
panels (Nutri-Edu-Quest)

* Scale: 1 = poor , 5 =excellent

N
o

Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / To many information and text on the board.

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  Sdn
Bhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
B. Parent-Child Cooking Workshop (Saturday 20 April)

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd Did not receiveresponse.

2 Unilever (Holdings)Sdn
Bhd

No involvement.

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun_Fair
/Φ YƛŘΩǎ /ƻǊƴŜǊ

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / /ƻƭƻǊƛƴƎ ǎŜǎǎƛƻƴ ƛǎ ƎƻƻŘ ǘƻ ƻŎŎǳǇȅ ƪƛŘΩǎ ǘƛƳŜΦ 
LƴŦƻ ōƻŀǊŘ ǎǳǊǊƻǳƴŘƛƴƎ ƪƛŘΩǎ ŎƻǊƴŜǊ ƛǎ ǘƻƻ 
ƛƴǘŜƴǎƛǾŜκƭŜǎǎ ŀǘǘǊŀŎǘƛǾŜ ŦƻǊ ƪƛŘǎΩ 
understanding.

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
D. Free Nutrition Screening Area and counselling (diet and body 
composition analysis)

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / Closing time earlier than schedule as stated 
and such as to start from first day.

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
9Φ DŜǘ Cƛǘ ΨLƴ-aŀƭƭΩ {ǘŜǇǎ /ƘŀƭƭŜƴƎŜ

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / The counter of registration is not obviously 
ŀƴŘ ǿƛǘƘƻǳǘ ŎƭŜŀǊ ƛƴŘƛŎŀǘƛƻƴ ǘƘŜǊŜ ǿŀǎ ΨDŜǘ 
Cƛǘ ŎƘŀƭƭŜƴƎŜ ǊŜƎƛǎǘŜǊ ŎƻǳƴǘŜǊΩΦ

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
F. Smart Food Choices guided supermarket tour.

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd / Informative.

2 Unilever (Holdings)Sdn
Bhd

No involvement.

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
G. ZumbaFitness Activity

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd /

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
H. Free goodies bag giveaway at the secretariat counter.

* Scale: 1 = poor , 5 =excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia)Bhd /

2 Unilever (Holdings)Sdn
Bhd

/

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd /

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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No Sponsors Sampling  
(pax)

Above  
expectations

Below  
expectations

As  
expected

Comments

1 Ajinomoto (Malaysia)
Bhd

Weekday 500 /

Weekend 1500 /

2 Unilever (Holdings)
SdnBhd

Weekday 169 /

Weekend 200 /
3 Nestle Products Sdn

Bhd

Weekday 1413 /

Weekend 2207 /

4 Gardenia Bakeries (KL)  
SdnBhd

Weekday 500-800 /

Weekend 2000 /

5 Malaysia Milk SdnBhd Weekday 3000 bottles of
vitagenclearedWeekend

6 Yakult (M) SdnBhd Weekday 500 /

Weekend 1000 /

7 SerbaWangi SdnBhd Weekday 200 /

Weekend 300 /

8 F&N marketing 
Beverages SdnBhd

Weekday Did not receiveresponse.

Weekend

Question 2. Based on the sampling conducted, on  average 
how many people visited your booth? Was it  above or below 
your expectations?
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No Sponsors Yes No Comments

1 Ajinomoto (Malaysia)
Bhd

/

2 Unilever (Holdings)Sdn
Bhd

/ Crowdis less during weekdays. Sales at the booth is 
below expectation. Preferable venue: Mid Valley mega 
mall, one utama; suggestion: to have mini roadshow at 
office block, mall.

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd /

7 SerbaWangi SdnBhd /

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.

144

Question 3. Do you think that IOI City Mall was asuitable
venue for conducting the NMM Fair/Carnival?



No Sponsors Shoppin
g  Mall  

(Concour
se)

Community
Hall

Exhibition
Centre

Outdoor (e.g.
Putrajaya,  

KLCC)

Others

1 Ajinomoto (Malaysia)
Bhd

/

2 Unilever (Holdings)
SdnBhd

/

3 Nestle Products Sdn
Bhd

/

4 Gardenia Bakeries (KL)  
SdnBhd

/

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd / /

7 SerbaWangi SdnBhd /

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.
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Question 4. What type of venue would you consider  suitable for 
future NMM fair/carnival, takingconsideration the aspects such as 
accessibility to the public and space sufficiencyfor allexhibitors?



No Sponsors KlangValley Outstation  
(major
cities)

Outstation  
(sub-urban
areas)

1 Ajinomoto (Malaysia)Bhd / /

2 Unilever (Holdings)SdnBhd /

3 Nestle Products SdnBhd / /

4 Gardenia Bakeries (KL)  SdnBhd /

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd / /

7 SerbaWangi SdnBhd / /

8 F&N marketing Beverages Sdn
Bhd

Did not receiveresponse.
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Question 5. Which of the below is yourpreferred
location for future NMM fair/carnivals?



No Sponsors Yes No If No, please provide yourreasons

1 Ajinomoto (Malaysia)Bhd /

2 Unilever (Holdings)SdnBhd /

3 Nestle Products SdnBhd /

4 Gardenia Bakeries (KL)  Sdn
Bhd

/

5 Malaysia Milk SdnBhd --

6 Yakult (M) SdnBhd / People came to our booth only asking for free Yakult 
/ free gift.

7 SerbaWangi SdnBhd /

8 F&N marketing Beverages 
SdnBhd

Did not receiveresponse.
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Question 6. Do you think that the activities in theFood-Fit-Fun  
Fair are effective in reaching and educating the community  
about healthy eating and activeliving?



No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

-

2 Unilever (Holdings)Sdn
Bhd

NA

3 Nestle Products Sdn
Bhd

-

4 Gardenia Bakeries (KL)  
SdnBhd

No suggestion.

5 Malaysia Milk SdnBhd -

6 Yakult (M) SdnBhd Interactive activities such as drawing contest. Child and family -
based activities (such as children games and also put technology ς
based activity (such as AR & VR based activities and games). 

7 SerbaWangi SdnBhd We suggest having more interaction activity and also can try some 
activities that family can get  involve in.

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.
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Question7. What other activitieson stageand at the booth
would you like to suggestto be includedin the future NMM
Fair?



Question 8. What aspect of the Food-Fit-Fun Fair that  you 
would like NMM to improve or enhance? Please state.
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N
o
Sponsors Comments

1Ajinomoto (Malaysia)
Bhd

- Tomake sure there is no conflict between sponsors for message 
communication and activities.

- To have touch screen digital wall to create the interest of the crowds to 
read more information of dietitians at NMM educational display panel 
(Nutri-Edu-Quest)

- To give more preparation time on booth design.

2Unilever (Holdings)Sdn
Bhd

aŀƴŀƎŜ ǎǇƻƴǎƻǊΩǎ ŜȄǇŜŎǘŀǘƛƻƴǎΣ ŦƻǊ ŜȄŀƳǇƭŜbooth activities. There was a request from 
Ajinomoto to change our product applications and key messages. This should be managed 
at the beginning.

3Nestle Products SdnBhd Supermarkettour is a good idea. However, the activity sheets could be simplified. 
tŜǊƘŀǇǎ ǘƻ ƛƴŎǊŜŀǎŜ ǎŜǎǎƛƻƴ ŦƻǊ ƴŜȄǘ ȅŜŀǊΩǎ baaΦ

4Gardenia Bakeries (KL)  
SdnBhd

- To have morebranding association with NMM.

- To allow Gardenia to display the bunting

- Gardenia booth header size too small. The general public is not able to notice Gardenia 
logo as it is so small, placed in a lower position and glared when the spotlight projected 
on it.

- NMM to provide  colourproof for printing of booth panel, table design & advertisement 
in NMM publication.

5Malaysia Milk SdnBhd -

Yakult (M) SdnBhd -

SerbaWangi SdnBhd The crowd of the shopping mall quite many. It is good if can look for the shopping mall which 
have similar crowd for future event.

6F&N marketing 
Beverages SdnBhd

Did not receiveresponse.



Question 9. What is your overall feedback regarding the publicity and promotion approaches 
(e.g. in-mall digital signages, flyer promotion via social media,article in newspapers) taken by 
the NMM Secretariat this year?What other promotional activities would you suggest?
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No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

- The promotion flyers need to distribute to all sponsor at least 1-2 month 
before, 2 weeks are too short period for us to distribute.
- The sponsor company logo used for booth signage is too small; it could be 
enlarged as big as NMM logo easier for visitor to recognize.  
- Increase publicity to attract visitors for the event, i.e. radio ads

2 Unilever (Holdings)Sdn
Bhd

5ƛŘƴΩǘ ŎƻƳŜ ŀŎǊƻǎǎ ŀƴȅ ƻŦ ǘƘŜ ƳŀǘŜǊƛŀƭΦ CƻǊ ŜȄŀƳǇƭŜ ƴƻ ǎƛƎƴŀƎŜ ŦǊƻƳ ǘƘŜ 
carpark, no social media promotion about NMM.

3 Nestle Products SdnBhd Flyer promotion via socialmedia needsto be boosted in order to attract
more viewership. In-malldigitalsignagenot visibleandprominentenough

4 Gardenia Bakeries (KL)  
SdnBhd

Online digital banners

5 Malaysia Milk SdnBhd -

6 Yakult (M) SdnBhd Do more promotional activities face to face with customer.

7 SerbaWangi SdnBhd ²Ŝ ŦƻǳƴŘ ǘƘŀǘ baa CŀŎŜōƻƻƪ ƛǎƴΩǘ ǾŜǊȅ ŀŎǘƛǾŜΦ aŀȅ ōŜ Ŏŀƴ ǘǊȅ ǇǳōƭƛǎƘ ƳƻǊŜ 
posting to keep it always active because it is one of the good method to 
promote the event.

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.



Question 10. Besides the Food-Fit-Fun Fair, what are  other 
additional activities that you would like to suggest  to the 
NMM steering committee/secretariat in  conjunction with 
NMM programme?
No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

NMM Fun Run, NMM 30days challenge (reduce sugar and salt intake), 1 
day Community Hall Roadshow for selected Sponsor, NMM Family Day 
(healthy eating education by ready to eat meal at park area).

2 Unilever (Holdings)Sdn
Bhd

Billboard near the shopping mall, awareness through media like radio, 
print, TV, sponsored social media ads. Booklet can be distributed at the 
LRT station etc.

3 Nestle Products SdnBhd The current activities are good; just need to find ways to expand reach.

4 Gardenia Bakeries (KL)  
SdnBhd

No suggestion

5 Malaysia Milk SdnBhd -

6 Yakult (M) SdnBhd Make more homegrownŀŎǘƛǾƛǘƛŜǎ ǎƻ ƛǘΩǎ ŎƭƻǎŜǊ ǘƻ ǘƘŜ ŎƻƴǎǳƳŜǊΦ

7 SerbaWangi SdnBhd -

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.
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Question 11. What is your overall feedback on NMM Main 
tǳōƭƛŎŀǘƛƻƴ ΨI9-AL Vol 1: Make Time for Healthy Eating & Active 
[ƛǾƛƴƎΩΚ ²Ƙŀǘ ŀǊŜ ǘƘŜ ǇƻǎƛǘƛǾŜ ŀǎǇŜŎǘǎ ƻŦ ǘƘŜ ǇǳōƭƛŎŀǘƛƻƴ ŀƴŘ ǿƘŀǘ 
areas would you suggest to be improved? 
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No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

Positive aspect: Informative about the food nutrition, food product label 
reading guideline, tips of balance meal intake and etc.
Suggestion: NMM apps about the healthy eating and active living including 
calorie count,etc.

2 Unilever (Holdings)Sdn
Bhd

Very informative and would be a waste if it is only distributed during the
roadshow.

3 Nestle Products Sdn
Bhd

Content is good.

4 Gardenia Bakeries (KL)  
SdnBhd

To have lesser text copies for the publication. The impression on the latest 
publication is required heavy reading & the outlook of the book seems to be 
too serious on health topics. 

5 Malaysia Milk SdnBhd It is able to educate the public to havea balance lifestyle.

6 Yakult (M) SdnBhd -

7 SerbaWangi SdnBhd Quite good

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.



Question 12. Which part of the Food-Fit-Fun Fairwas
most beneficial to your company?
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No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

This is a neutral platform for us to promote our message such as clear 
doubt from public about MSG safety or the process of MSG making and 
eat more vegetables.

2 Unilever (Holdings)
SdnBhd

NA

3 Nestle Products Sdn
Bhd

Product sampling and detailing at booth.

4 Gardenia Bakeries (KL)  
SdnBhd

Nutritional Info Posters & Nutri-Edu-Quest

5 Malaysia Milk Sdn
Bhd

All

6 Yakult (M) SdnBhd Activity at our booth (customer will gain some information & awareness 
about probiotic drink).

7 SerbaWangi SdnBhd -

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.



Question 13. Are there any other comments youwould
like to make about the NMMprogramme?
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No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

To enhance the main sponsor arrangement during official launching day with 
pre-label all the seats instead of free seating on the ground of stage and 
luncheon place. 

2 Unilever (Holdings)
SdnBhd

NA

3 Nestle Products Sdn
Bhd

-

4 Gardenia Bakeries 
(KL)  SdnBhd

No comment

5 Malaysia Milk Sdn
Bhd

-

6 Yakult (M) SdnBhd -

7 SerbaWangi SdnBhd N/A

8 F&N marketing 
Beverages SdnBhd

Did not receiveresponse.



PART 4. NMM 2019 EDUCATIONAL 

MATERIALS
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i. HE-ALMagazine Volume 1

Å Main booklet

ii. InfographicPostings (social media)

a) NMM message
b) {ǇƻƴǎƻǊǎΩ ƳŜǎǎŀƎŜ
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Å Target readers: Young adults and young parents
Å Quantity printed: 2000 copies by NMM & 4800 copies by 

MOH
Å Highlights of the book:

The key messages in leaflet are:
Å Key message 1: Balance, Moderation, Variety ςLǘΩǎ 

simple
Å Key message 2: Battle of the Bulge: My Success Story
Å YŜȅ ƳŜǎǎŀƎŜ оΥ IŜŀƭǘƘƛŜǊ ǿƘŜƴ LǘΩǎ ²ƘƻƭŜ
Å Key message 4: A Variety of Protein Foods is a Healthier 

Option
Å Key message 5: Delightful Colours, Healthier Choices
Å Key message 6: Tasty but Deadly
Å Key message 7: Use Nutrition Information for Smarter 

Food Choices!
Å Key message 8: Early Detection Saves Life

i . HEAL magazine Volume 1

- Make Time for Healthy Eating & Active Living (1) 
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i . HEAL magazine Volume 1

- Make Time for Healthy Eating & Active Living (1) 
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ii. Infographic Postings 

a) NMM messages

Key message 1

Key message 2


