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Aims May Measurement Month (MMM) is a global campaign to enhance hypertension awareness by intensive blood pres-
sure measuring campaign during a month period of May. May Measurement Month 2020 was not officially executed
globally, especially in light of COVID-19 pandemic. But in Korea, the MMM committee decided to carry on with
self-initiated project to succeed MMM started in 2019 in Korea. And we adopted new online strategies for those
with age of 18 or older under the MMM

Methods Korea 2020 theme in Korean of ‘Look for the Young Hypertension’. A promotional video, a subtitled translated

and results global promotional video, and four educational contents were uploaded on Youtube®. Seven online posters or
card news were uploaded on main blog. And 71 articles by 60 websites from 10 medical media company were
published. The MMM keyword exposure in Naver® portal Search Advertisements was 2500 searches per day.
There were 3519 visits to the MMM blog, and 114 people participated in snapshot challenges. Four social network
service channels were activated, and there was an increase in Facebook and Instagram followers of 6.5- and 5.8-
fold, respectively. GoodDoc® application programming interface messages were sent 97876 times (2589
responses). For a user created contents contest, 28 competitors, mostly young, participated.

Conclusion Even during the COVID-19 pandemic, the MMM campaign was able to survive using a ‘new normal’ online format.
The shift to on-line activity during the pandemic will contribute to a breakthrough MMM campaign in the future
that can be combined with off-line protocols even after the pandemic.

Keywords Awareness ¢ Hypertension e Blood pressure measurement ¢ COVID-19 e Public health e On-line
campaign
Introduction . deaths and 218 million Disability adjusted life years globally.™
. Diastolic blood pressure is more important in the younger adult or
Rates of raised blood pressure have been increasing and high systolic  :  children than the elderly. There has been a recent increase in hyper-
blood pressure is the leading risk factor accounting for 10.4 million : tension in Asian countries owing to Westernization, modernization,
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urbanization, and a poor control rate, which has become a major
public health challenge.® Awareness of hypertension varies widely,
even in developed countries from 40% to 80%.* In Asian countries,
the awareness rate ranges more widely from 20% to 60%.” Needless
to say, increasing awareness is the first step to improve overall hyper-
tension management. To achieve this goal, the May Measurement
Month (MMM) global campaign was launched in 2017.6

May Measurement Month in Korea (MMM Korea) was launched in
2019 under the support of global MMM headquarters. MMM Korea
established five fundamental strategies: (i) support by the Korean
Society of Hypertension (KSH) to establish the theme of the cam-
paign each year, (ii) Endorsement by government agencies such as
the Korea Disease Control and Prevention Agency (KDCA) and
Korean National Health Insurance Service (NHIS), (iii) Nationwide
collaboration with community health centres, (iv) collaboration with
large city governments, and (v) adaptation to local culture. In South
Korea, May is the month for the family. Therefore, the concept of
MMM Korea is ‘to measure BP in May for the health of you and your
family’.

MMM Korea in 2020 was planned under the theme of ‘Look for
the Young Hypertension’. In South Korea, awareness of hypertension
was 65% in 2016. In particular, awareness among those in their 30s
and 40s was 19.8% and 44.8%, respectively, and was much lower than
the older population.”

In 2020, MMM Korea suddenly faced the COVID-19 pandemic,
which precluded any type of face to face or off-line gathering since
February and a serious outbreak made the guidelines more strict.
Therefore, the committee revised the entire format of MMM Korea
2020 into a ‘new normal’ online campaign because the younger target
population according to the theme would be more likely to respond
to a new type of online campaign.

Herein, we report the protocol and the results of the MMM Korea
2020 campaign using this new format instead of cancelation under
COVID-19 pandemic.

Methods
Planning for MMM Korea 2020

The MMM steering committee was established as a separate group in the
KSH comprising the council member of the ISH as the chairman, the sec-
retary general of the KSH, the director of the scientific committee of the
KSH, the director of the advertisement committee of the KSH, and the
director of International Liaison. A budget was supplied by the KSH and
three industrial sponsors. Governmental collaboration was acquired
from the section for non-communicable diseases in the KDCA and NHIS.
Local governmental collaboration with Daegu Metropolitan City had
been planned but it was on hold because of COVID-19. The theme of
MMM Korea 2020 was ‘Look for the Young Hypertension’ before
COVID-19, and it was maintained because this theme was suitable for
the campaign in the new normal online format. A scientific collaboration
with the Korean Circulation Society was also prepared.

The purpose of the on-line contents was to provide reference infor-
mation about the importance of getting blood pressure measurement
and the control of high blood pressure because misinformation videos
about hypertension were spreading online. The rationale for the experi-
ences, such as the snapshot challenge and participation programmes such
as user created content (UCC), was based on experiential learning and

project-based learning, respectively.®’ A social network service (SNS)
platform was chosen to provide the contents in a format that is more
friendly to mobile phones and to younger generations. A professional ad-
vertisement company was employed for the administration of an on-line
specific campaign.

Protocol for the MMM Korea 2020 online

format

MMM in Korea (MMM Korea) was launched in 2019 under the support of
global MMM headquarters according to the protocol applied global
MMM."® But in 2020, original MMM protocol could not be performed be-
cause of COVID-19 pandemic. First of all, because all personal contact in
public was banned, in MMM Korea 2020, standard offline activities, such
as collection of BP levels and questionnaire for participants could not be
allowed. Only on-line activities were adopted. Table 1 shows the cam-
paign programme for MMM Korea 2020. YouTube contents for promo-
tion and education was uploaded by collaborating institutes, the KSH
promotional ambassador (a radio entertainer), and the steering commit-
tee members. Internet contents, such as portal search advertisements,
on-line posters or card news, a dedicated blog site for MMM Korea, and
press releases for on-line medical media were created. A portal search
was linked to a press release and other online contents. In the SNS cam-
paign, snap shot challenges for self BP measurement, influencer experi-
ence group activities, and a running SNS channel for MMM Korea 2020
were carried out with incentives, such as gifticons. ‘Gifticon’ is a new con-
vergence service item developed by the Korean company, by giving or
receiving it, to enable one to send a real present to others using instant
messenger or mobile data service. For the snapshot challenge was defined
as taking a snapshot of the self-blood pressure measurement for oneself
and uploading it on three MMM Korea 2020 SN, i.e. Facebook® (https://
urlkr/4VkPqg), Instagram® (https://www.instagram.com/p/
CCFLdgWh4Bv/?utm_source=ig_web_copy_link), or the MMM Korea
2020 blog in Naver®, the most representative portal site in Korea
(https://blog.naver.com/mmm_2020). Required hashtag was, at least, any
one among ‘#KSH (in Korean), #MayisthemonthtomeasureBP (in
Korean), #younghypertension (in Korean), #BPmeasurement (in

Table | Overview of the May Measurement Month

programme in 2020 in Korea

Category Subcategory

YouTube contents
Promotional
Educational

Internet promotion
Portal SA

On-line poster or card news
Blog for MMM Korea
Press releases

SNS campaign
Snapshot challenge
Influencer experience groups
Opening SNS channel

APl messaging

Use created contents competition

API, application programming interface; MMM, May Measurement Month; SA,
search advertisement; SNS, social network service.
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Korean), #Hypertension (in Korean), #MMM, #K_MMM20 #maymeas-
ure, and #checkyourpressure’. APl (application programming interface)
messages for MMM via the currently established medical service applica-
tions for patients, GoodDoc®, was delivered two times with a week inter-
val. GoodDoc® is one of the most popular healthcare mobile application
in Korea. And APl was composed of promotion to participate in on-line
activity directly by clicking, which activates the main blog of MMM Korea
2020 (https://blog.naver.com/mmm_2020) with redirection to the snap-
shot challenge with first APl message and to the UCC page. For the par-
ticipating programme, a UCC competition was started. The theme of the
30-60 s length video contents was supposed to be created and uploaded
according to one of the following topics: ‘What is MMM?’, ‘Importance of
BP control’, ‘importance of BP measurement’, ‘Awareness in the young’,
and ‘Risk of hypertension’. The KDCA Director Award, the KNHIC
Chairman Award, the KSH president Award, the KSC president Award,
and three MMM director Awards were conferred. All of the programmes
spanned over 8 weeks during May and June (Figure 1).

Results

Youtube video contents

A promotional video for MMM Korea 2020 was made by a collabor-
ation among the director of MMM Korea 2020, the director of
KDCA, a radio entertainer, and the president of KSH (https://www.
youtube.com/watch?v=S0IzEFffVdw), and one subtitle translated
promotional video (https//www.youtube.com/watch?v=81RWk
XXWKHE&t=3s) produced by Servier for a supporting campaign
called BISS, which means ‘Because | Say So’ was uploaded. Four
dialogue-based educational contents [(i) let's measure BP in May, the
month of the family (https://www.youtube.com/watch?v=nlAtlofu
VIA&t=11s), (i) look for young hypertension (https://www.youtube.
com/watch?v=FBfnfzs1leY&t=2s), (iii) how to measure blood pres-
sure (https://www.youtube.com/watch?v=S5rMhf-wde4&t=1s), and
(iv) how to treat hypertension (https://www.youtube.com/watch?v=
ZxXbClqYTYo&t=74s)] were also uploaded.

Internet campaign
Seven online posters or card news, the links for the above-
mentioned video contents were uploaded on the MMM blog(https://

APl message
.
Press releases, Search link to the portal

Sanpshot challenge

UCC competition

SNS channel: Blog, Facebook, Instagram
Experience group: Blog, Instagram influence

Youtube, Promotion and educational video upload
Online poster upload
.

May June

Figure | The ‘new normal’ online programmes for May
Measurement Month Korea 2020 spanning over a 2-month period
according to the preparedness of each programme. API, application
programme interface; SNS, social network service; UCC, user cre-
ated contents.

blog.naver.com/mmm_2020), and 71 articles on 60 websites by 10
domestic medical media organizations were published. MMM key-
word exposure in the Naver portal search advertisement was about
2500 per day on average and visits to the blog totalled 3519
(Figure 2).

Social network service activities

People with age of 18 or older (n=114) including SNS influencers
participated in the snapshot challenges and 20 gifticons for coffee or
snacks per weeks for 6 weeks were delivered through a lottery. As
shown in Figure 3, the participant numbers increased but plateaued
or converged to the number of gifticons offered. Four SNS channels
were activated and maintained: Naver blog (https://blog.naver.com/
mmm_2020), Facebook (https://urlkr/4VkPqg), Youtube (https:/
www.youtube.com/channel/lUCBW9gts|4afAG3bK _Je3tuw/videos),
and Instagram (https://www.instagram.com/p/CCFLdgWh4Bv/?utm_
source=ig_web_copy_link). The Increase in Facebook and Instagram
followers was 6.5- and 5.8-fold, respectively (Figure 4).

Messaging using the application
programming interface

At times when the open rate was highest, i.e. at 8:30 am on Friday,
APl messages were sent two times (12th and 19th June). A total of
97 876 APl messages were delivered through Kakaotalk® alarm, and
there were 2589 responses during the campaign. As shown in Table
2, the click through rate was the highest in 41-50 aged group but it
was still not so low in the younger aged groups.

User created content competition

A total of 28 competitors participated. As shown in Table 3, a major-
ity of the competitors were between the ages of 20 and 40 years.
Most common themes among those created contents were aware-
ness in the young as shown in Table 3.
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Figure 2 The trend of the view count of the contents for May
Measurement Month Korea 2020 in the main portal website in
Korea.
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Figure 3 The trend of the number of participants in the snapshot
challenge for self-measurement of blood pressure during the May
Measurement Month Korea 2020 campaign.
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Figure 4 Increase in followers before and after the May
Measurement Month Korea 2020 campaign.

Discussion

The COVID-19 pandemic was an unexpected challenge to the MMM
field campaign. This crisis is said to be protracted for at least 2 years.
Adopting a ‘crisis into opportunity’ strategy, MMM Korea 2020 tried
a comprehensive on-line campaign for the first time. Because it took
extra time to establish the programme and protocols, it was
extended to the end of June. The results were successful in the online
format and will be continued in addition to the conventional cam-
paign, which will be resumed when COVID-19 subsides. As shown in
our report, MMM 2020 Korea seems to be effective, in particular, for
younger generations who are accustomed to SNS or mobile applica-
tions. Interestingly, younger generations also responded to APl mes-
saging using healthcare applications in three quarters of the older
generation (Table 2). Because the application is basically developed
for patients who visit a hospital, the response of the younger gener-
ation has two implications. First, relatively more younger patients
could install and use the application than older ones. Second, younger

Table2 Application programming interface messag-
ing for the May Measurement Month campaign in 2020
in Korea

Age of the participants

Message sent 13350 11498 36519 36509 97876
Message opened 7003 7403 27232 28726 70364
Open rate 52.46% 64.39% 74.57% 78.68%

Click for the event 226 239 994 1227 2686
CTR (click/sent) 1.69% 2.08% 2.58% 3.36%

CTR (click/open) 323% 323% 347% 4.27%

CTR, click through rate

Table 3 Distribution of the age of the competitor and
the topic included in the user created contents

Numbers

Age

<20

21-30 13

31-40 5

41-50

51-60 2
Subjects in the UCC?

What is MMM ? 1

Importance of BP control 5

Importance of BP measurement 8

Awareness in the young 13

Risk of hypertension. 1"

Others 2

?Possibly multiple in a UCC.

family members might have installed the application to help older
family members or patients.

Evolution and succession of MMM Korea
2019

Because the programme and protocols used in MMM Korea
2020 were not exclusive but complimentary to the previous MMM
Korea programme, it could be continued. For next year's MMM
Korea, preparedness for the on-line programme and protocol
seems to be an important factor to carry out concentrated and inten-
sive activities during the campaign period. Second, to take maximum
advantages of SNS, more aggressive or intensive approaches, such as
large scale outsourcing concentrated during the campaign could be
considered.

But there were significant difference or limitations in the online
campaign specifically in terms of the originality of global MMM cam-
paign. As shown in Table 3 and some online education media, MMM
Korea 2020 was not totally dedicated to the importance of BP
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measurement because other aspect of hypertension managements
was included. It could be a compromise for successful trial of the first
online campaign and it has to be improved to focus on the import-
ance of BP measurement.

Interest in young hypertension

In a recent meta-analysis, hypertension prevalence was reported to
have increased in younger populations along with risk associated with
high blood pressure.’’ In South Korea, awareness in those aged
3049 years was 35.8%. A clinic visit followed by awareness is an im-
portant factor for better hypertension management.'* This means
that educational approaches meticulously designed by motivational
strategies may be useful. In this respect, MMM Korea 2020, as shown
by the theme of ‘Look for young hypertension’ has implications con-
cerning the usefulness of an on-line format MMM for younger popula-
tions. Whether the current on-line or SNS environment is helpful or
harmful in terms of the quality of information about hypertension
and other chronic conditions needs attention because of the possibil-
ity of misinformation regarding high blood pressure by many on-line
contents driven by economical or commercial interests. In this re-
spect, activities to improve the overall quality of information about
hypertension should be continuously maintained through collabor-
ation among scientific societies, doctor’s associations, and govern-
mental institutes.

To improve the effectiveness of online campaigns or ones in
virtual space, educational solutions, such as augmented or virtual real-
ity and interactive education using artificial intelligence could be
explored.

But there are many challenges for MMM Korea 2020. Firstly, even
though social media activity rose, it is difficult to measure the impact
of those on-line campaign on individual with hypertension and the
awareness rate in population level. If more active and systematic on-
line campaign could have an influence on the awareness needs further
research. Secondly, apart from the effectiveness of the on-line cam-
paign, overall cost will determine the feasibility of rolling out such an
on-line campaign to the hundreds of countries involved in MMM
hitherto.

There might be an additional cost burden, specifically, to initiate or
install the on-line programme (40 000 USD for MMM Korea 2020).
For instance, overall budget for MMM Korea 2020 was comparable
to that of MMM Korea 2019 used to initiate and establish the off-line
campaign protocols. But now on-line programme has been estab-
lished, it could be speculated that it will complement or boost future
MMM in Korea with acceptable additional cost even when ‘field’ cam-
paign can take place.

In conclusion, the MMM Korea 2020 campaign was successfully
continued even during the COVID-19 pandemic by developing ef-
fective online programmes. MMM should not have to be cancelled
but could even be improved for the future by developing greater on-
line reach. Even after the COVID-19 pandemic, the online campaign

should continue to be an effective option for future Korean MMM
campaigns that complements conventional field campaigns. But the
generalizability among countries needs further studies.
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