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Part 1. Programme Overview

i. Nutrition Month Malaysia 2019 - Introduction

ii. Nutrition Month Malaysia 2019 - Programme  

Overview

iii. Nutrition Month Malaysia 2019 Sponsors
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• Founded 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.

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

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

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

running for 17 consecutive years.

• NMM 2019 was the 18th celebration of  Nutrition Month.

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

• Make Time for ‘Healthy Eating & 

Active Living’

Theme Objectives

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

• Empower 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

Datuk Seri Dr Dzulkefly Bin Ahmad.

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

2019)

•Nutrition Screening

•Nutri-Edu-Quest

•Parent-Child CookingWorkshop

•Supermarket Tour

• ‘In-mall’ Steps Challenge

•Zumba

•Colouring Activity

•Sponsors Booths

3. Educational Materials

• Make time for Healthy Eating & 

Active Living (HE-AL) Infographic

Kit Vol 1

Pre-Launch  

Media Initiatives

• Print Media

• Educational  

Press/Magazine  

Articles

• Press  

interviews/Write-ups

• Social Media

• Website/Facebook

Page/ Instagram

• Radio

• Community health  

messages & Carnival  

promo message

Post-Launch  

Media Initiatives

• Print Media

• Educational Press  

Articles

• Press  

interviews/Write-

ups

• Social Media

• Website/Facebook  

Page/ Instagram

• Radio

• Community health

messages

ii. NMM 2019 Programme Overview
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iii. NMM 2019 Sponsors

Main Sponsor:

Co-Sponsors:
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PART 2. NUTRITION MONTH MALAYSIA 2019

OFFICIAL LAUNCH
IN CONJUNCTION WITH FOOD-FIT-FUN FAIR

i. Introduction

ii. Event Programme

iii. Guest & Media inAttendance

iv. Media Coverage

v. Pictorial Report
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i. Introduction
Date

• 18 April 2019 (Thursday)

Venue

• Lower Ground Centre Court, IOI City Mall, Putrajaya.

Highlights

• Food-Fit-Fun Fair launched by Datuk Seri Dr Dzulkefly Bin Ahmad, Minister of Health, 
accompanied by 

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

Nutrition Society of Malaysia)

• Assoc. Prof. Dr Nik Shanita Safii (Vice President of Malaysian Dietitian’s Association)

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

Study of Obesity).

• Puan Zalma Abdul Razak (Director of Nutrition Division, Ministry of Health Malaysia).

• Launch of NMM 2019 Theme: Make Time for ‘Healthy Eating and Active Living’ 

• Unveiling of NMM 2019 Guidebook: Make Time for ‘Healthy Eating and Active Living’  

Infographic Kit Vol 1.

• Exhibition Tour
10



ii. Event Programme
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iii. Guest in Attendance (1)
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Organization Name 

Minister of Health Malaysia YB Datuk Seri Dzulkefly Bin Ahmad

Nutrition Society of Malaysia (NSM) Dr Tee E Siong

Malaysian Dietitians’ Association (MDA) Assoc Prof Dr Nik Shanita Safii

Malaysian Association for the Study of 
Obesity (MASO)

Emeritus Professor Dr Mohamed Ismail Mohamed 
Noor

Nutrition Division Puan Zalma Abdul Razak

Steering Committee Members & 
Council Members of NSM, MDA & MASO 

• NSM: Dr Zaitun Yassin, Dr Roseline Yap, Dr Wong 
Jyh Eiin & Pn. Rokiah

• MDA: Assoc  Prof Dr Nik Shanita Safii & Mr Lee 
Zheng Yii

• MASO: Emeritus Professor Dr Mohamed Ismail 
Mohamed Noor, Prof. Dr. Norimah A. Karim, Dr.
Zawiah Hashim, Assoc. Prof. Dr Chin Yit Siew, Dr.
Razif & Dr. Hazizi

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

Organisation Names 

Ajinomoto Naoko Yamamoto, Kamarudin Rasid & Hiroki Suzuki

Malaysia Milk Nordina Baharun & Carol Goh

Unilever Khor Ley Peng, Wong Cheh Kuan, Andreana Mah & 
Wesley & Shir Sahjel

F&N Engku Isyamuddin Tuan Losin

Gardenia Hazlinah Harun, Lavinia Anthony, Mok Siew Ling, Siti
Farry & Safiah Edina Noorizan

Nestle Wong Mei Ching, Nirmalah Thurai, Jasvinder & Tang Sin 
Loon

Serba Wangi Chua Keng Jin & Wickneswari Ratnam

Yakult Lim Siew Ling
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Media in Attendance

iii. Guest in Attendance (3)

Organisation Name 

Sin Chew (Chinese newspaper) Lee Ching Yan, Chai Wai Chuen (2 pax)

The Sun (English newspaper) Elly, Asnof Shamsul (2 pax)

China Press (Chinese newspaper) Chong Kan Yeong (1 pax)

BNS J.Kaurajan, Muhammad (2pax)

Bernama Huzaini, Chandra (2 pax)

Media Prima Wan Zairul Azri, Rahiman Rahim (2 pax)

Harian Metro (Malay newspaper) Alias (1 pax)

Berita Harian (Malay newspaper) Atiqah (1 pax)

NSTP Eizman (1 pax)

RTM Lupin (1 pax)



iv. Media Coverage (1)

18April 2019, TV3 Malaysia

15



16

19 April 2019, The Sun Daily

iv. Media Coverage (2)



iv. Media Coverage (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. Media Coverage (4)

19 April 2019, Harian Metro
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iv. Media Coverage (5)

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

iv. Media Coverage (6)



iv. Pictorial Report
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a. Launch proceedings

b. Tour of exhibition

c. Refreshment

d. Recognition of NMM 2019 sponsors

e. SC members and guests’ group photos
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Launch proceeding (1)
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Datuk Seri Dr Ahmad Dzulkefly Bin Ahmad, Dr Tee E
Siong, Emeritus Prof Dr Mohd Ismail Noor (President
of Malaysian Association for the Study of Obesity,
MASO), and Assoc Prof Dr Nik Shanita Safii (Vice
President of Malaysian Dietitian's Association, MDA),
Puan Zalma Abdul Razak (Director of Nutrition
Division) unveiled the NMM theme for 2019 - “Make
Time for Healthy Eating & Active Living (HE-AL)”.

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 Sdn Bhd
(Vitagen)



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



Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)
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F&N Beverages Marketing 
Sdn Bhd



Tour of Exhibition
(by Minister of Health, Chair, members of NMM SC and guests)
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Gardenia Bakeries (KL) Sdn Bhd
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Nestle Products Sdn Bhd

Tour of Exhibition 
(by Minister of Health, Chair, members of NMM SC and guests)
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Serba Wangi Sdn Bhd
(ecoBrown’s)

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 FAIR 2019

i. Introduction

A. Highlights of Carnival Activities

B. Event Promotions & Publicity

C. Event Collaterals

D. Analyses and Responses

36



Date

• 17 - 21 April 2019 (Wednesday – Sunday)

Venue

• Lower Ground Centre Court, IOI City Mall, Putrajaya

Highlights

• Nutrition Screening

• Nutri-Edu-Quest

• Parent-Child Cooking Workshop

• ‘Smart Food Choices’ Supermarket Tour

• ‘In-mall’ Steps Challenge

• Zumba

• Colouring Activity

• Sponsors Stage Activities

• Sponsors Booths

i. Introduction

33



A. Highlights of CarnivalActivities

i. Overview of carnival activities

ii. Responses of NMM SC activities

iii. Responses on the distribution of goodie bags,  

Nutri-Edu-Quest + Event feedback forms &  

Infographic Kit

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

STAGE ACTIVITIES @ SPONSORS

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

muscle, etc)
• Diet analysis & advice from

Nutritionists/Dietitians

• Fun activities, mascot dance, cooking  
demonstrations

Nutri-edu Quest
• Information hunt activity

Colouring Activity

• Colouring activity for children

Fitness Activity
• Zumba session

NMM collateral distribution
• HE-AL Vol 1 Infographic Magazine

Parent-Child Cooking Workshop
• Interactive cooking sessions by  chefs and 

nutritionists

39

Get Fit
‘In-mall’ steps challenge

STAGE ACTIVITIES@ SPONSORS

Smart Food Choices
Supermarket Tour



v. Pictorial Report
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a. NMM Steering Committee activities

b. Sponsors’ stage activities

c. Sponsors’ booth activities



a. NMM Steering Committee activities
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1. Nutrition Screening Area

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

3. Fitness Activity : Zumba

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

5. 'Smart Food Choice’- Supermarket Tour

6. Get Fit ‘In-mall’ Steps Challenge

7. Colouring Activity
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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. ‘Smart Food Choice’ - Supermarket Tour 
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6. Get Fit ‘In-Mall’ Steps Challenge
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5. Colouring Activity



b. Sponsors’ StageActivities
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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. Yakult (Malaysia) Sdn Bhd



Stage Activities – Overview
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Sponsors’ Stage Activities
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Ajinomoto (Malaysia) Bhd



Sponsors’ Stage Activities
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Malaysia Milk Sdn Bhd (Vitagen)



Sponsors’ Stage Activities
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Unilever (Malaysia) Holdings Sdn Bhd



Sponsors’ Stage Activities
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F&N Beverages Marketing Sdn Bhd



Sponsors’ Stage Activities
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Gardenia Bakeries (KL) Sdn Bhd



Sponsors’ Stage Activities
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Nestle Products Sdn Bhd



Sponsors’ Stage Activities
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Yakult (Malaysia) Sdn Bhd



c. Sponsors’ 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 (ecoBrown’s)

8. Yakult (Malaysia) Sdn Bhd



Sponsors’ Booth Activities
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Ajinomoto (Malaysia) Bhd



Sponsors’ Booth Activities
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Malaysia Milk Sdn Bhd (Vitagen)



Sponsors’ Booth Activities
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Unilever (Malaysia) Holdings Sdn Bhd



Sponsors’ Booth Activities
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F&N Beverages Marketing Sdn Bhd



Sponsors’ Booth Activities
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Gardenia Bakeries (KL) Sdn Bhd



Sponsors’ Booth Activities
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Nestle Products Sdn Bhd



Sponsors’ Booth Activities

65

Serba Wangi Sdn Bhd (ecoBrown’s)



Sponsors’ Booth Activities
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Yakult (Malaysia) Sdn Bhd



B. Event Promotion & Publicity
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i. Promotion channels



i. Promotion Channels
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No Channel Details Time period

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

through educational press articles published by: March –April

1. The Star

2. Sin Chew Daily

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

2 E-mail blast, social media

and website

Sharing of carnival E-flyersvia:

March - April

1. Sponsors

• Ajinomoto (Malaysia) Bhd

• Malaysia Milk Sdn Bhd (Vitagen)

• Unilever (Malaysia)Holdings Sdn Bhd

• F&N Beverages Marketing Sdn Bhd

• Gardenia Bakeries KL 

• Nestle Products Sdn Bhd

• Serba Wangi Sdn Bhd (ecoBrown’s)

• Yakult (Malaysia) Sdn Bhd

2. Website: NMM, MASO, SEA-PHN

3. Facebook Page: NMM, MDA

4. Instagram: NMM

3 Shopping mall Flyer distribution & digital advertising 17-21 April 2019

4 Online media Event listing 17-21 April 2019



1. Educational press articles:
- 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:
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- 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 media and website

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

Eventbrite Peatix Blog
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4. Online free listing

Billeto
78



5. Shopping Mall

Digital advertising
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Flyer distribution



C. Event Collaterals

80

i. Promotional collaterals

ii. Identity collaterals



i. Promotional Collaterals (1)

Main Event Promo Flyer
‘Smart Food Choices’ -

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
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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
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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



‘In-Mall’ Steps Challenge

ii. Identity Collaterals (5)
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ii. Identity Collaterals (6)
Booth Header (Main Sponsor)
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Booth Header (Co-sponsor)
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Analyses and Responses

i. Event feedback form: Data analysis

a) Visitors’ profile

b) Carnival feedback

ii. Nutrition Screening: Data analysis

iii. ‘Smart Food Choices’ - Supermarket Tour: Data 

analysis

iv. Sponsors feedback



• Event 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.

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

• The Event Feedback forms collected were 1439 copies.

• Only 1356 copies were analysed to get the information on the visitors’ profile 
and their feedback on the carnival

• 83 forms were rejected due to 

• filled by the same person twice or more 

• incomplete information
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i. Event Feedback Forms: Data Analysis
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a. Visitors’ Profile

i. Age distributions

ii. Gender distributions

iii. Ethnicity distributions
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i. Event Feedback Forms: Data Analysis
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i. Event Feedback Forms: Data Analysis



98

58.8

35.4

3.5 2.3

0

10

20

30

40

50

60

70

Malay Chinese Indian Others

P
er

ce
n

ta
g

e 
o

f 
v

is
it

o
rs

 (
%

)

Ethnicity

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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i. Event Feedback Forms: Data Analysis
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i. Event Feedback Forms: Data Analysis
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i. Event Feedback Forms: Data Analysis
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i. Event Feedback Forms: Data Analysis
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i. Event Feedback Forms: Data Analysis
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i. Event Feedback Forms: Data Analysis
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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 at bigger space. Add more free gift, booths, food samples and
games/ fun activities.

2. Good, interesting, effective and informative. Learn more 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 carnival annually/every month. Organise it in other
shopping malls/schools/university. 

5. Increase promotion and advertisement about the events in social media.

i. Event Feedback Forms: Data Analysis



ii. Nutrition Screening: Data Analysis (1)

• Free nutrition screening was conducted by nutritionists/dietitians for three and a 
half days.

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

• The body composition analysis was conducted using InBody machine.

• The results from InBody’s results sheets were then transferred to HNS form 
by the Nutritionists/ Dietitians.

• Carbon copy of the HNS forms were collected from the visitors.

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

• Only 853 copies were analysed to get the information on the visitors’ screening

• 53 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)

113

4.6

95.4

0

10

20

30

40

50

60

70

80

90

100

Yes No

P
er

ce
n

ta
g

e 
o

f 
p

a
rt

ic
ip

a
n

ts
 (

%
)

Prevalence of Smoking (N=853)



ii. Nutrition Screening: Data Analysis (6)

114

12

43
45

0

10

20

30

40

50

Active Moderately active Sedentary

P
er

ce
n

ta
g

e 
o

f 
p

a
rt

ic
ip

a
n

ts
 (

%
)

Activity Level of Participants (N=853)



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

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

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

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

• Only 43 copies were analysed to get the information on the visitors’ knowledge 
for both pre- and post-activity survey

• 12 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: “This drink is high in fibre”. This is a nutrient function claim. (false)

Q5: “Protein help build & repair body tissues”. This is a nutrient content claim.(false)

Q6: Products with Energy Icon are deemed “healthier” 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
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After participating in the supermarket tour,

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

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



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

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

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

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

• The 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

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

• Some 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



Question 1(i). How do you find the public’s response
towards the overall event?

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 Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8. F&N marketing Beverages 
Sdn Bhd

Did not receive response.

* Scale: 1 = poor , 5 = excellent
132



Question 1(ii). How was your public’s response towards your booth 
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 
doubt of MSG from public. Organizer’s speaker is 
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 
when Unilever promoted chicken cube with ‘no 
added MSG’. 

2 Unilever (Holdings) Sdn Bhd /

3 Nestle Products Sdn Bhd /

4 Gardenia Bakeries (KL)  Sdn
Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7. Serba Wangi Sdn Bhd /

8 F&N marketing Beverages Sdn
Bhd

Did not receive response.
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Question 1(iii). How was the public’s response 
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 Sdn Bhd / Saturday morning slot did not have many 
people at the mall.

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd No stage activity this year

8. F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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/dietetians at 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 Sdn Bhd /

4 Gardenia Bakeries (KL)  Sdn
Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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 receive response.

2 Unilever (Holdings) Sdn
Bhd

No involvement.

3 Nestle Products Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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
C. Kid’s Corner

* Scale: 1 = poor , 5 = excellent

No Sponsors SCALE Comments

1 2 3 4 5

1 Ajinomoto (Malaysia) Bhd / Coloring session is good to occupy kid’s time. 
Info board surrounding kid’s corner is too 
intensive/less attractive for kids’ 
understanding.

2 Unilever (Holdings) Sdn
Bhd

/

3 Nestle Products Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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 Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.

138



Question 1(iv). What is your overall feedback for the following 
activities conducted by the NMM SC in the Food-Fit-Fun Fair
E. Get Fit ‘In-Mall’ Steps Challenge

* 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 
and without clear indication there was ‘Get 
Fit challenge register counter’.

2 Unilever (Holdings) Sdn
Bhd

/

3 Nestle Products Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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 Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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. Zumba Fitness 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 Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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 Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd /

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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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)
Sdn Bhd

Weekday 169 /

Weekend 200 /
3 Nestle Products Sdn

Bhd

Weekday 1413 /

Weekend 2207 /

4 Gardenia Bakeries (KL)  
Sdn Bhd

Weekday 500-800 /

Weekend 2000 /

5 Malaysia Milk Sdn Bhd Weekday 3000 bottles of
vitagen clearedWeekend

6 Yakult (M) Sdn Bhd Weekday 500 /

Weekend 1000 /

7 Serba Wangi Sdn Bhd Weekday 200 /

Weekend 300 /

8 F&N marketing 
Beverages Sdn Bhd

Weekday Did not receive response.

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

/ Crowd is 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 Sdn Bhd /

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd /

7 Serba Wangi Sdn Bhd /

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.
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Question 3. Do you think that IOI City Mall was a suitable
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)
Sdn Bhd

/

3 Nestle Products Sdn
Bhd

/

4 Gardenia Bakeries (KL)  
Sdn Bhd

/

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd / /

7 Serba Wangi Sdn Bhd /

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.
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Question 4. What type of venue would you consider  suitable for 
future NMM fair/carnival, taking consideration the aspects such as 
accessibility to the public and space sufficiency for all exhibitors?



No Sponsors Klang Valley Outstation  
(major
cities)

Outstation  
(sub-urban
areas)

1 Ajinomoto (Malaysia) Bhd / /

2 Unilever (Holdings) Sdn Bhd /

3 Nestle Products Sdn Bhd / /

4 Gardenia Bakeries (KL)  Sdn Bhd /

5 Malaysia Milk Sdn Bhd --

6 Yakult (M) Sdn Bhd / /

7 Serba Wangi Sdn Bhd / /

8 F&N marketing Beverages Sdn
Bhd

Did not receive response.
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Question 5. Which of the below is your preferred
location for future NMM fair/carnivals?



No Sponsors Yes No If No, please provide your reasons

1 Ajinomoto (Malaysia) Bhd /

2 Unilever (Holdings) Sdn Bhd /

3 Nestle Products Sdn Bhd /

4 Gardenia Bakeries (KL)  Sdn
Bhd

/

5 Malaysia Milk Sdn Bhd --

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

7 Serba Wangi Sdn Bhd /

8 F&N marketing Beverages 
Sdn Bhd

Did not receive response.
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Question 6. Do you think that the activities in the Food-Fit-Fun  
Fair are effective in reaching and educating the community  
about healthy eating and active living?



No Sponsors Comments

1 Ajinomoto (Malaysia)
Bhd

-

2 Unilever (Holdings) Sdn
Bhd

NA

3 Nestle Products Sdn
Bhd

-

4 Gardenia Bakeries (KL)  
Sdn Bhd

No suggestion.

5 Malaysia Milk Sdn Bhd -

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

7 Serba Wangi Sdn Bhd We suggest having more interaction activity and also can try some 
activities that family can get  involve in.

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.
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Question 7. What other activities on stage and at the booth
would you like to suggest to be included in 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

- To make 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

Manage sponsor’s expectations, for example booth activities. There was a request from 
Ajinomoto to change our product applications and key messages. This should be managed 
at the beginning.

3Nestle Products Sdn Bhd Supermarket tour is a good idea. However, the activity sheets could be simplified. 
Perhaps to increase session for next year’s NMM.

4Gardenia Bakeries (KL)  
Sdn Bhd

- To have more branding 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  colour proof for printing of booth panel, table design & advertisement 
in NMM publication.

5Malaysia Milk Sdn Bhd -

Yakult (M) Sdn Bhd -

Serba Wangi Sdn Bhd 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 Sdn Bhd

Did not receive response.



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

Didn’t come across any of the material. For example no signage from the 
carpark, no social media promotion about NMM.

3 Nestle Products Sdn Bhd Flyer promotion via social media needs to be boosted in order to attract
more viewership. In-mall digital signage not visible and prominent enough

4 Gardenia Bakeries (KL)  
Sdn Bhd

Online digital banners

5 Malaysia Milk Sdn Bhd -

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

7 Serba Wangi Sdn Bhd We found that NMM Facebook isn’t very active. May be can try publish more 
posting to keep it always active because it is one of the good method to 
promote the event.

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.



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 Sdn Bhd The current activities are good; just need to find ways to expand reach.

4 Gardenia Bakeries (KL)  
Sdn Bhd

No suggestion

5 Malaysia Milk Sdn Bhd -

6 Yakult (M) Sdn Bhd Make more homegrown activities so it’s closer to the consumer.

7 Serba Wangi Sdn Bhd -

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.
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Question 11. What is your overall feedback on NMM Main 
Publication ‘HE-AL Vol 1: Make Time for Healthy Eating & Active 
Living’? What are the positive aspects of the publication and what 
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)  
Sdn Bhd

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 Sdn Bhd It is able to educate the public to have a balance lifestyle.

6 Yakult (M) Sdn Bhd -

7 Serba Wangi Sdn Bhd Quite good

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.



Question 12. Which part of the Food-Fit-Fun Fair was
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)
Sdn Bhd

NA

3 Nestle Products Sdn
Bhd

Product sampling and detailing at booth.

4 Gardenia Bakeries (KL)  
Sdn Bhd

Nutritional Info Posters & Nutri-Edu-Quest

5 Malaysia Milk Sdn
Bhd

All

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

7 Serba Wangi Sdn Bhd -

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.



Question 13. Are there any other comments you would
like to make about the NMM programme?
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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)
Sdn Bhd

NA

3 Nestle Products Sdn
Bhd

-

4 Gardenia Bakeries 
(KL)  Sdn Bhd

No comment

5 Malaysia Milk Sdn
Bhd

-

6 Yakult (M) Sdn Bhd -

7 Serba Wangi Sdn Bhd N/A

8 F&N marketing 
Beverages Sdn Bhd

Did not receive response.



PART 4. NMM 2019 EDUCATIONAL 

MATERIALS
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i. HE-AL Magazine Volume 1

• Main booklet

ii. Infographic Postings (social media)

a) NMM message
b) Sponsors’ message
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• Target readers: Young adults and young parents
• Quantity printed: 2000 copies by NMM & 4800 copies by 

MOH
• Highlights of the book:

The key messages in leaflet are:
• Key message 1: Balance, Moderation, Variety – It’s 

simple
• Key message 2: Battle of the Bulge: My Success Story
• Key message 3: Healthier when It’s Whole
• Key message 4: A Variety of Protein Foods is a Healthier 

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

Food Choices!
• 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
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Key message 3

Key message 4

ii. Infographic Postings 

a) NMM messages
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Key message 5

Key message 6

ii. Infographic Postings 

a) NMM messages
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Key message 8

Key message 7

ii. Infographic Postings 

a) NMM messages
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ii. Infographic Postings

b) Sponsors’ messages

Ajinomoto

Posting 1

Posting 2

Posting 3
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Vitagen

Posting 1

Posting 2

Posting 3

ii. Infographic Postings

b) Sponsors’ messages
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Unilever

Posting 1

Posting 2

Posting 3

ii. Infographic Postings

b) Sponsors’ messages
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F&N

Gardenia

ii. Infographic Postings

b) Sponsors’ messages
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Nestle

Serba Wangi

ii. Infographic Postings

b) Sponsors’ messages
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Yakult

ii. Infographic Postings

b) Sponsors’ messages



PART 5. NMM 2019 MEDIA 

INITIATIVES
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i. Educational Press Articles (EPA)

ii. NMM Website (nutritionmonthmalaysia.org.my)

iii. NMM Official Facebook Page
(Facebook.com/nutritionmonthmalaysiaNMM)

iv. NMM Official Instagram Account 
(@nutritionmonth_malaysia)
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i. EPA (1)
- Article Topics & Publishing Details

No EPA (Topics) Media & Publication Dates
(Newspaper)

The Star Sin Chew Daily

1 Make Time for Healthy Eating 
and Active Living

17 March 2019 19 March 2019

2 Safe and effective way to lose 
weight

24 March 2019 25 March 2019

3 Nutrition Information on food 
labels: guide to healthier food 
choice

31 March 2019 4 April 2019

4 Small dietary changes can impact 
your family’s health

7 April 2019 11 April 2019

5 Eat more vegetables- start from 
young!

14 April 2019 15 April 2019

6 Take charge of your health; start 
with your gut

21 April 2019 22 April 2019
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i. EPA (2)
- Article Clippings (Star Fit4Life)
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i. EPA (3)
- Article Clippings (Sin Chew Daily)
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ii. NMM Website 
(nutritionmonthmalaysia.org.my) 

Revamped of 
NMM website
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iii. NMM Official Facebook Page
(Facebook.com/nutritionmonthmalaysiaNMM) 

• Update on the NMM 
2019 logo & theme

• Sharing of Food-Fit-Fun
Fair flyers & activities
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iv. NMM Official Instagram Account
(@nutritionmonth_malaysia) 

Sharing of
• Food-Fit-Fun Fair flyers 

& activities through 
photo/video posting



PART 6. Topline on Activities
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Responses for NMM SC Activities (1)
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Activities Total participations

Official launch ceremony (Thursday) –
Media attendance

Media companies (Sin Chew, The Sun, China 
Press, BNS, Bernama, Media Prima, Harian
Metro, Berita Harian, NSTP & RTM)

Nutrition screening 
area (Thursday –
Sunday)

Target: 1000 pax

a) Diet checklist Distributed

1101

b) Screening 
form (adults)

Distributed Received

%

(i) Thursday 151 77 51.0

(ii) Friday 349 293 84.0

(iii) Saturday 303 268 88.4

(iv) Sunday 298 264 90.0

Total 1101 902 82.3

Zumba fitness (Saturday)
Target: 50 pax

40 participants

Parent-child cooking workshop (Saturday)
Target: 10 pairs

10 pairs (parent-child)
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Responses for NMM SC Activities (2)

Activities Total participations

Get fit ‘in mall’ 
steps challenge 
(Wednesday -
Sunday)

500 steps
Target: 600 pax

500 steps

Registered 
for the 

challenge

Completed the challenge

%

(i) Wednesday 145 128 88.3

(ii) Thursday 128 106 82.8

(iii) Friday 126 101 80.2

(iv) Saturday 134 109 81.3

(v) Sunday 112 96 85.7

Total 645 540 83.7



Responses for NMM SC Activities (3)

Activities Total participations

Get fit ‘in mall’ 
steps challenge 
(Wednesday -
Sunday)

3000 steps
Target: 400 pax

3000 steps

Registered 
for the 

challenge

Completed the challenge

%

(i) Wednesday 78 51 65.4

(ii) Thursday 64 61 95.3

(iii) Friday 87 67 77.0

(iv) Saturday 104 79 76.0

(v) Sunday 87 61 70.1

Total 420 299 76.8

178
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Days Goodies bag Nutri-Edu-Quest + Feedback form HEAL 
magazineDistributed Received

Count %

Wednesday 393 300 229 76.3 250

Thursday 606 219 203 92.7 215

Friday 1000 333 300 90.1 367

Saturday 1000 245 206 84.1 474

Sunday 1001 400 334 83.5 494

TOTAL 4,000 1,497 1,272 85.0 1,800

Distribution of Goodies bag; 

Q&A - Stamping by Nutritionists/Dietitians + 

Feedback Form and HEAL magazine

Targets
Goodies bag: 4000
Nutri-Edu-Quest: 1000
HE-AL Magazine: 1800



PART 7. 

Community Engagement Activities
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i. Primary School Roadshows

ii. Workplace Roadshows
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No Date Schools Time Participating 
Sponsor

No of 
Students
Reached

Session 1 Session 2

1 8 Jul 2019 SK Setia Alam 10.30 – 11.30am 11.45 – 12.45pm Ajinomoto 320 pax

2 9 Jul 2019 SK Seksyen 27 (1) 9 – 10am 10.30 – 11.30am Ajinomoto 294 pax

3 9 Jul 2019 SK Subang Bestari 3.30 – 4.30pm 4.40 – 5.40pm Ajinomoto 250 pax

4 20 Aug
2019

SK SS 19 9 – 10 am 10.30 – 11.30am Vitagen 210 pax

5 20 Aug
2019

SK Seksyen 18 2 – 3 pm 3.30 – 4.30 pm Vitagen 231 pax

6 22 Aug 
2019

SK USJ 20 10 – 11 am 11.15 am – 12.15pm Vitagen 315 pax

7 28 Aug 
2019

SK Seksyen 20 2.45 – 3.55pm 4.10 – 4.50pm Gardenia + 
F&N

317 pax

Programme Details: 
• The activity were conducted in 2 sessions, with 3 – 4 classes per session.  
• Roadshow dates & schools:

Community Engagement Activity

i. Primary School Roadshows
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No. Activity Duration 
(minutes)

Remark

1 Introduction 2

2 Pre-activity survey 5

3 Interactive activity

- Food Pyramid Singing Relay Games 

10

4 Lesson by nutritionist

Healthy eating – Food Pyramid & Healthy Plate 

10

5 Q&A session 5

6 Sponsor’s activity

Games/ mascot appearance/ talk/ sampling/ 

distribution of goodies bags (TBC)

20 • 20 minutes for 
main sponsor

• 10 minutes for 
each co-sponsors

7 Post-activity survey 5

8 NMM goodie bags distribution,   group photo 3

Total Duration: 60 (1 hour)

Programme (1 session)

Community Engagement Activity

i. Primary School Roadshows
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Food Pyramid Singing Relay Games 
(‘Makan Apa’ song)

Community Engagement Activity

i. Primary School Roadshows

Activities by NMM

Lesson by Nutritionist
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Community Engagement Activity

i. Primary School Roadshows

Activities by NMM

Goodie bags distribution Group photo
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Community Engagement Activity

i. Primary School Roadshows

Activities by sponsor (Ajinomoto)

Schools & no. of participants: 
 SK Setia Alam - 320 students
 SK Seksyen 27 - 294 students
 SK Subang Bestari - 250 students

Total no of students : 864
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Schools & no. of participants: 
 SK SS 9 - 210 students
 SK Seksyen 18 - 231 students
 SK USJ 20 - 314 students

Total no of students : 755

Community Engagement Activity

i. Primary School Roadshows

Activities by sponsor (Vitagen)
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School & no. of participants: 
 SK Seksyen 20 - 317 students

Note: Shared with F&N

Community Engagement Activity

i. Primary School Roadshows

Activities by sponsor (Gardenia)
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Community Engagement Activity

i. Primary School Roadshows

Activities by sponsor (F&N)

School & no. of participants: 
 SK Seksyen 20 - 317 students

Note: Shared with Gardenia
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Trend in post- and pre-questionnaire scores

Participating Students (N=140)

RESULTS:

 20 students in each school 
completed pre- and post-
questionnaires.

 6 questions comprising of 
healthy eating and active 
living topics.

 82.5% increased in score, 
16.7% decreased in score, 
and 18.4% maintained their 
score.

 This showed improvement in 
the knowledge of the 
students. 

Community Engagement Activity

i. Primary School Roadshows
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Community Engagement Activity

ii. Workplace Roadshows

No Date Workplace Time Participating 
Sponsor

1 5 Sept 2019 Steelcase Manufacturing 
(Malaysia) Sdn Bhd

10.30 am - 2.30 pm Serba Wangi & Yakult

2 13 Sept 2019 IHS Markit Sdn Bhd 9.30 am - 12.30 pm Unilever

3 28 Feb 2020 Sensata Technologies 
(Malaysia Sdn Bhd)

9.00 am – 4.00 pm -

Roadshow dates & workplace:
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Duration ACTIVITIES (Half-day Event)

3 hours Health Screening (Body Composition Analysis)
- Body Mass Index (BMI)
- Body Fat % Assessment

Staffs can walk-in anytime for health screening. 

45 mins - 1 hour Talk and Activity Session 

20 mins talk + 10 mins Q&A
Topic:  How to make time for healthy eating & active living
Speaker: Nutritionist from NMM

15 minutes
Activity by sponsor(s)

10 mins NMM publication, goodie bags distribution, group photo

Community Engagement Activity

ii. Workplace Roadshows

Programme
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Community Engagement Activity

ii. Workplace Roadshows

A. Steelcase Manufacturing (Malaysia) Sdn Bhd

• 5th September 2019Date

• 10.30 am - 2.30 pmTime

• 80 staffsParticipants

Nutrition Screening (Body composition analysis)

Nutrition talk by Dr Zawiah Group photo
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Community Engagement Activity

ii. Workplace Roadshows
A. Steelcase Manufacturing (Malaysia) Sdn Bhd

Wholegrain goodness talk by nutritionist

Juice making demonstrationBooth

Booth

Serba Wangi 
(EcoBrown)

Yakult

Sponsors’ activities
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Community Engagement Activity

ii. Workplace Roadshows

B. IHS Markit Sdn Bhd 

• 13th September 2019Date

• 9.30 am - 12.30 pmTime

• 70 staffsParticipants

Nutrition Screening 
(Body composition 
analysis)

Nutrition advice

Nutrition talk by Mr Leiu Kok Hong Group photo
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Community Engagement Activity

ii. Workplace Roadshows

B. IHS Markit Sdn Bhd 

Booth Count calories game

Sponsor’s Activities

Unilever
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Community Engagement Activity

ii. Workplace Roadshows

C. Sensata Technologies (M) Sdn Bhd

• 28th February 2020Date

• 9.00 am - 4.00 pmTime

• 75 staffsParticipants

Nutrition Screening (Body composition analysis)

Nutrition talk by Dr Roseline Yap Group photo



THANK YOU
For more information, please contact:

Dr Tee E Siong

Chairman, Nutrition Month Malaysia Steering Committee

email: president@nutriweb.org.my

Ms Muhaini Hussin / Ms Jean Yip

Nutrition Month Malaysia Secretariat

Tel: (03) 5632 3301/ 5637 3526 

Email: muhaini@versa-group.com /jeanyip@versa-group.com
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