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MISSISSIPPI OFFICE OF HIGHWAY SAFETY (MOHS)  
CLICK IT OR TICKET MEMORIAL DAY, 2013

MEDIA CAMPAIGN SUMMARY

REPORT:  Mississippi Office of Highway Safety (MOHS) Click It or Ticket Campaign, Memorial Day, 2013          
 

ENFORCEMENT PERIOD:  May 20-June 2, 2013

PAID AND EARNED MEDIA CAMPAIGN PERIOD:  May 15-28, 2013 (two-week paid media flight)

MARKETS:  Statewide coverage with additional targeting of 24 counties focusing on teen seat belt 
use (DeSoto, Tate, Tippah, Lee, Itawamba, Pontotoc, Carroll, Oktibbeha, Yazoo, Neshoba, Newton, 
Lauderdale, Clarke, Hinds, Rankin, Simpson, Jones, Lincoln, Marion, Greene, George, Jackson, Harrison 
and Hancock), and 16 survey counties (Hancock, Harrison, Jackson, Perry, Pike, Hinds, Rankin, 
Madison, Leflore, Holmes, Panola, DeSoto, Pontotoc, Chickasaw, Lee and Prentiss). 

PRIMARY TARGET AUDIENCE:  The primary target audience was males age 18-34, and the 
secondary target audience was youths age 16-20.
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MEDIA:  The Click It or Ticket Campaign for Memorial Day, 2013, included television (network and cable), 
radio and online media. Even with the limited amount of time available for media campaign planning as well 
as limited availability of inventory for purchase, utilizing Arbitron and Neilen resources by our media planning 
department, goals for each medium selected were based on achieving 70% reach of the state.

Working with MOHS in conjunction with feedback from the National Highway Transportation Safety 
Administration (NHTSA), a media plan was developed for approval and placement. Additionally, we were 
able to successfully negotiate a significant number of bonus spots on television and radio. A summary of 
bonus spots is included later in this summary. 

Specifically, the media plan included network television in the following markets with the following goals 
per market:

MEDIA MARKET (DMA)	  	 GROSS RATING POINTS (GRPS)	 NUMBER OF SPOTS
Biloxi-Gulfport					     281					     65
Columbus/Tupelo/West Point			   305					     48
Greenwood/Greenville				    201					     50
Hattiesburg/Laurel					     315					     60
Jackson						      290					     60
Meridian						      366					     56

The media plan for cable television included the following markets with the following goals per market:

MEDIA MARKET (DMA)		  GROSS RATING POINTS (GRPS)	 NUMBER OF SPOTS
Biloxi/Gulfport					     92					     124
Columbus/Tupelo/West Point			   134					     70
Hattiesburg/Laurel					     169					     248
Jackson						      18					     6
Meridian						      23					     10

The media plan for radio included the following markets with the following goals per market:

MEDIA MARKET (DMA)		  NUMBER OF SPOTS
Statewide Radio*				    4,788
Biloxi/Gulfport				    690
Columbus/Tupelo/West Point		  570
Greenville/Greenwood			   180
Hattiesburg/Laurel				    292
Jackson					     430
Meridian					     144
Memphis (DeSoto County)			   30 

* Statewide Radio included News Mississippi with 66 affiliates across the state, and SuperTalk Mississippi 
which includes 10 FM news talk affiliates across the state. Those 66 stations included in News Mississippi 
are not news talk formats—they are hometown radio stations (in a variety of formats) that are part of the 
News Mississippi network meaning that News Mississippi provides brief news updates at the top and 
bottom of each hour on each station.
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The media plan for online media included the following components:

•	 Search ReTargeting
•	 Facebook Exchange 
•	 Demographic Targeting

These online media strategies targeted 18-34 year-old males in the 16 targeted counties as well as 
targeting 16-20 year-old males and females in the 24 targeted counties. Results of the online campaign 
included the following:

Overall the click through rate was .08% for the Click It or Ticket campaign, which performed very well 
considering national averages for other Click It or Ticket campaigns were .03%.  All online ads shown to 
the target audiences were placed above the fold (no scrolling to see ad) with the campaign receiving 3.8 
million impressions and close to 2,500 total visits.
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MEDIA ACTIVITY THIS PERIOD IN SUPPORT OF MEMORIAL 
DAY, 2013, CLICK IT OR TICKET CAMPAIGN

 

PAID MEDIA

Approximate funds spent on paid media this reporting period:

TOTAL	 TV ADS	 RADIO ADS		 PRINT ADS		  BILLBOARDS	 OTHER
$230,067	 $128,137	 $71,930		  $N/A	  		  $N/A	  		  Internet = 		
													             $30,000

Approximate numbers of paid advertisements broadcast this reporting period:

TV spots:  823	 Radio spots: 7,124        Print ads: N/A        Billboards: N/A     

Movie Screenings: N/A                    Internet:  3,718,124 impressions/2466 visits      		 Other:   N/A

EARNED MEDIA
 
Press conferences held this month:   	  2 (in May—Jackson and Indianola)
TV news stories aired this month:		  38      	Earned Media Value $103,350
Radio news stories aired this month:	 4      	 Earned Media Value $N/A
Print news stories run this month:      	 40     	 Earned Media Value $31,325.15
Other (specify):
 
Bonus TV ads:  255   Value: $40,000

Bonus Radio ads:  2,125   Value: $35,000

Bonus Outdoor boards:   N/A
 
Other:  N/A

Name of person submitting this report: Quinton Dickerson
Phone: 601-856-1544		  e-mail: Quinton@Frontier.ms 
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POST BUY MEDIA REPORT:
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OVERVIEW OF CREATIVE STRATEGY AND  
MESSAGES FOR MEDIA:

The TV and radio ads utilized for the 2013 Memorial Day Click It or Ticket campaign were produced by a 
different ad agency and were used from a previous campaign. 

The message in the 30-second TV commercial focused on the fact that Mississippi’s seat belt law is no 
joke. The spot targeted all ethnicities of young male drivers who often feel they are invincible and believe 
that all rules apply except to them. The commercial focused on the fact that throughout the holiday pe-
riod, local law enforcement from city police to sheriff’s deputies and state highway patrol officers will be 
on the road to be sure you and the people in your car are wearing seat belts. When the drivers who are 
not obeying the law get a ticket for not wearing their seat belts, they are surprised, which reinforces the 
message that the law is no joke. As the commercial closes, the viewer is asked to go to Facebook for 
more information.

For the radio spots, which also targeted male drivers, two creative approaches were produced.  Both 
spots are targeted to young male drivers, and each leads the listener to Facebook for more information 
and an opportunity to win prizes. 

One commercial opens to paint a visual that the hero in the scenario is involved in a possible alien close 
encounter. In the end, we find out the flashing lights that appear from nowhere are a policeman stopping 
the driver and issuing him a ticket for not wearing a seat belt. The message also informs the listener that 
the law applies to everyone, everywhere.
The second creative approach for radio features an African American male rapper delivering a hip mes-
sage to listeners, telling them to make the right decision by having your seat belt buckled as well as your 
passengers’. The rap goes on to say that seat belts save lives and that the law is a good thing.

In addition to television and radio commercials, which ran statewide for the campaign period, Frontier 
Strategies developed and produced web banner ads in four sizes that were run in a well-planned online 
marketing and re-targeting campaign throughout the state. The following are samples of the three online 
ads utilized during the campaign: 
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EARNED MEDIA:

As part of the overall Click It or Ticket campaign, there were several press conferences held and other 
outreach that generated earned media and news coverage to raise awareness of the need for seat belt 
use in Mississippi.

A press conference was held in Jackson at the Mississippi Agricultural & Forestry Museum on May 17, 
and in Indianola at the B.B. King Museum and Delta Interpretive Center on May 21. The event in Jackson 
on May 17 included a truck rollover demonstration of how a passenger would be injured in the event of a 
rollover accident. 

The following pages are media advisories, press releases and photos from the press conferences:
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PHOTOS FROM THE MAY 17, 2013, CLICK IT OR TICKET 
CAMPAIGN KICKOFF PRESS CONFERENCE IN JACKSON
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PHOTOS FROM MAY 21, 2013, CLICK IT OR TICKET  
CAMPAIGN PRESS CONFERENCE IN INDIANOLA
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INTERVIEWS/MEDIA MONITORING/NEWS  
STORY SAMPLES: 

INTERVIEWS:

In addition to the press conferences outlined previously, a victim advocate, Ryan Estep, did a series of in-
terviews with radio stations including an interview on May 21 on WGNL-FM 104.3, a 50.000 watt station 
in Greenwood, and an extensive live interview on May 20 on the Paul Gallo Show on SuperTalk FM with 
statewide coverage. Below is a photo of Ryan Estep’s interview on the Paul Gallo Show:
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MEDIA MONITORING:

As part of post-campaign analysis, we provided media monitoring with the following report of news clip-
ping from articles generated by the earned media efforts of the Click It or Ticket campaign. 

The following tables outline media monitoring for the month of May, 2013, including the publication date, 
name, city, circulation and dollar value in ad equivalency. 
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BROADCAST NEWS STORIES FEATURING CLICK IT OR TICKET CAMPAIGN,  
MEMORIAL DAY, 2013
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NEWS STORY SAMPLES:

The following pages include the stories/news clips from May, 2013, from the Click It or Ticket Memorial 
Day campaign:
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