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PREFACE

PTTONS for Population Poliev 1T s

alivevear project funded by the

Office ol Population of the US.
Agenes for International Development. The
soal of the projectis to help USAID-assisted
countries formulate and implement policies
that address the need to mobilize and
cllectivelv allocate resources for expanding
Family planning services. The project pro-
vides technical assistance to:

v

improve the analvtic capacity of devel-
oping country institutions to design,
manage, and monitor amily planning

prograims:

> assess legaland regultory policies
affecting the delivery of family
planning services:

> promote clficient use of public sector
resources in family planning programs:
and

> increase private sector participation in
service delivery,

The OPTIONS H Project has developed
special policy approaches to promote ex-
panded sepport for family planning. Tech-
nical experts have prepared working papers
aimed at codilving project experience and
analvtic approaches. The papers are in-
tended to provide uniform guidance to
OPTIONS current and future stalf, furnish
USAID - Woand Mission staffwith analvtic
tools toimprove program and sirategic
planning. and help developing country
policvmakers and analvsts 1o conceprualize
and criticallv analvze policy aspects ol the
population sector,
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The papers are being published as part
ol an ongoing Policy Paper Series [ocusing
on various aspects ol operational poliey in
family planning. Tudesin the Policy Paper
Series include:

(1) Assessing Legal and Regulatory Reform
in Familv Planning

(2) Strategic Phoming for the Fxpansion of
Family Planning

(3) Policy Issues in Expanding Private Sector
Family Plnning

(B Commumicating Population and Fumily
Planning Information to Policvimakers

() Cost Recovervand User Feesin Family
Plinning

For more information about the
OPTIONS T Project, contact:

Director, OPTTONS 11

The Futures Group

1050 17th Street, NW, Saite 1000
Washington. DC 20036

Tel: (202) 7759680

Fax: (202) 7759641
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he support of policymakers is key

to ensuring that population policies

and family planning programs are
successful. Policvimakers divectly respon-
sible for population policies and programs
need appropriate information to: (1) iden-
ity policy needs; (2) design appropriate
policies: (3) ensure that policies and
programs have the necessary resources;
b implement these policies and pro-
grams: and finallv, (5) 1o evaluate the
impact of these policies. Polievimakers
indirecty involved need information so
that they can understand and support
these policies and programs. All policy-
makers can affect the environment in
which population policies and programs
arc implemented. Inthe case of family
plaming service delivery, for example,
policvmakers can ensure that no inappro-
priate legal and regulatory bharriers exist.
They canalso facilitate involvement of the
private sector,

The OPTIONS Project assists institu-
tions in developing countries in communi-
cating population and family plhining
infornzation to policv audiences. These
communication activities are intended
both 1o strengthen political commitment
to popiatlation policies and family planning
programs and to provide poliev audiences
with practical information to design and
carry out populdion policies and family
plavming clforts elfectively,

Sy e )

This manual provides a framework
and step-by-step approach o addressing a
setof policy communication needs. It is
designed to serve as a guideline for indi-
viduals and institutions interested in
communicating population and familv
planning information to poliev andiences
in developing countries.® r'he guidelines
draw Largely upon the experiences of the
Population Reference Burvean in imple-
menting the IMPACT Project, and upon
previous work of the OPTIGNS Project,
IMPACT was a USAID-supported project
created (o provide assistinee to developing
conntry institutions to effectively commus-
nicate population and family planning
information to kev poliey audicnces within
their own conntry or region,

The following section presents a
framework and specific activities to imple-
menta policy communication plan. The
second section discusses how these come-
munication activities can be evaluated,
Fach section contains a summary of the
guidelines presented that is meant 1o be
used as a quick reference for developing
and evaluating communication activities.

“Asaesupplement o the gaidelines described in this document, the reader man also be interested in

alorthcoming publication Irom the Center for Communication Progeams it the Johins Hopkins Universing,
School of Ehgiene and Public Health, entitled Con muenicating aboit Famidy Planuing: State of the Avt. This

volume provides a compendium of Tessons learned abow using conumunication to promote ferdling control,

chililbspacing. reproductive health, and sesual responsibility (see Piotrow et al, fortheoming),
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FRAMEWORK FOR DEVELOPING A
COMMUNICATION PLAN

“ntroducing an important innovation
FJ into a society is a complex process,
‘u One lesson learned [rom decades of

experience working in population and
famihy pLnining programs is that support
of policvinakers is essential. Scecuring that
support is not casy or quick and calls for
Advo-

cates of poputantion change and family

vood communication at every level.

planning—and all people who wish o
introduce asigniticant inovation into
socictv—must pav carclul atention 1o
the following clements of a communica-
tion plan:

establish clear communication objec-
tives. based on careful assessments off
how information can shape the policy
cnvironment for expanding family
planning:

identifv the tuget audience, whose
views and decisions alTect the availabil-
itv and alocation of resources for
Family plimning and the successiul
implementation of policies and pro-
IS

shape messages 10 the needs and incer-
ests ol that audicnce:

- make sure that the source of the message
is someone whom the audicnce trusts
and respects:

2 selectan appropriate channel 1o reach
the intended audience: and

»oopresent messages ina format that is
stited to both the audience and the
channel used o reach the audience
—and pretest the “product.”

From the onset ol activities, it will be
helptul to ereate awritten document tha

states the full communication plan, deserib-
ing the plan objectives, tirget audience,
source of message, channelland format,
The timeline, level of effort, media plan,
and budger information should also be
included. This docament should he
amended throughow the activity as changes
occur, but a copy ol the original document
should be kept for reference.

Fach of the elements ina communica-
tion plan is deseribed in greater detail below.

Oprormves

Objectives should be clear to the
advocate or they certainlv will not be clear
to the audience, Thev should be measur-
able and expressed as the answer to the
lollowing questions: I a campaign is
successtul, what will happenz What are
the desived outcomes? What will people
doz In the case of family planning., an-
swers might be o develop political com-
mitment to family plainning, develop
national plans for expanding faonily plan-
ning services, increase public sector alloca-
tions to family planning. promote legal
and regulatory relorm to facilitate Lunily
planuing service delivery, or increase
private sector resources for family plan-
ning (see Appendix )

rye
PArRGEY At uieNcr

The target andience is identified
based on the objectives to be achieved. Tt
represents the answer to these questions:
Who can do thisz Or helpz Or stop being
an obstacler While the categories of
people who meet this description are not
identical from place to place. in most
countries thevare the individuals and
leadership groups who have the power to
make law, elfect regulations and practices,
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set policies, or influence all of the above,
In terms of bringing about change in the
scope atd quality of family planning, these
powerful orinfluential groups are likelv 1o
include political leaders, government
officials, private and public health svsiem
providers. nunagers of existing family
planning programs, educators, religions
leaders, women's organizations. business
and civie associations, and the press and
broadeast media. In some places, the
range of audiences is wide and mav en-
compass groups that e unlikelv to meet
cach other such as donors in skvserapers
and iradidonal healers invillages. Clearly
cach verv different andience requires g
specific and appropriaee mode of commu-
nication. Audience research is essential
to helpidentify these modes as well as
important pereeptions, atitudes, and
Wnowledge levels,

[will be important o clearly de-
seribe and document who the target
audience isand to record this informa-
tion, perhaps in formal docaments. This
will help o keep the communication plan
focused on them throughont s develop-
ment, as well as during the evaluation of
activities, Onee the vight audience (vis-a-
vis the objectives) s identitied, all other
clements of the commumication plan
flow logically.

Messacr

Most people shape their messages 1o
the needs and interests ol a particular
audience as amatter of common sense.
This means that the message communi-
cated 1o an educator 1o include Funily
planning in familviife education would be
different from the familv planning mes-
suge tansmitted to officials in the Ministry

of Health, Some examples ol appropriate
messages for specilic audiences follow,

. Understanding of family planning
methods and their benefirs and risks
cnhances students” knowledge and
competence. (Familv lile educators)

2. Familv plunning promotes maternal
and child health, (Health leaders)

S Family planning promotes materna|
and child health and women's au-
tonomy. (Women's groups)

Lo High-quality services, including good
counseling and follow-up. increase
acceptance, contintation, and method
compliance. (Familv planning pro-
gram leaders)

o Familv plamning is consistent with
moral values concerning hunan sexu-
alinvs additionallv, it promotes paren-
tal responsibility for the health and
well-being of the familv, (Religious
leaders)

6. Population < familv planning is a good
news story, (The media)

7. Family phining is a good investment.
(Business or health insurance leaders)

8. Reducing birth vaces can reduce the
government’s future burden in healih,
cducation, and cmplovment. (Political
leaders)

Andience research—particularly
qualitative reseacel such as focus group
discussions and in-depth mterviews—heltps
to identilv appropriate messages for various
audiences. Whoever the teet audienee
may heditis important to remember three
other points about messages,
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> ldcallv, there should be onlv one main
point convmunicated, or il that is not
possiblesiwo or three ar the most, Teis
better to leave people with a clear idea
o one tessage than 1o confuse or

overwhebn them with too many,

> Messages should alwavs be pretested
with representatives of the audience 1o
cnstre that the message bemg sent is

the one heing received,

> The message should notonhy persuade
throtgh sound daa and logic—the
“whyv'—hun should adbso mclude the
actionss the audicnce is beine encour-
aged o undertake—the "what nexit.”
Fhe audience needs 1o know elearh
what to dor “include familv planning
i naternal and child health services™
o1 Tse data trom the Demographic
and Health Surves to idently service

needs.”

SOURCE OF MESSAGE

he message somce—an indvidual or
ortganization—imust be trasted by the
partcular andience receiving the message,
For policv andiences, there are iwo hasie
1 l)('\ ()i SOUECesS ()l ”Nl\\"l.‘ﬁ)(‘\ O \')1)'\('\')(""
sons: change agents and apinion leaders.
Both tvpes ol message sources plav impor-
tnt roles in promoting change. Change
agents ustadly do not helong to the trget
audicnce, butare highlv respected by the
target audicnce, such as international
experts or country leaders, Their opin-
ions, when made publico often influence
opinion leaders. Opinion leaders are
prominent. trasted members of the actual
tmget audience and usually live or work
among the trget audience, This suggests
that arespected medical Teader would be a
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more credible sourcee to carry the family
planning message to the health connmu-
nitv than a religions leader—and vice-
versie When the message is delivered at a
conference. the best souree would be a
leader who is not ondy respected. but whao
is also popularand a Tivelv speaker,

Sotetimes an Toutsider,” such as a
vistting dignitary, can be an eliective
spokesperson, although the ideal souree is
ustally perceived by the toget andience as
alocal or national ligure.

CHANNELS

A communication channel is the
means by which a message gets lrom one
mdividual or group to another. Phere are
two primarcy tpes ol chiinelss mass media
and interpersonal. Mass media channels
are those that allow one or a few individno-
als 1o commumnicare to many (lor example.
television, radio. and newspapers) and are
particularlv effecrive inincreasing knowl-
cdge ol anissue ina targeted audience,
Interpersonal channels imvolve a face-to-
lace exchange between o ormore
mdniduals and e olten more elfective in
changing artitudes of a treeted sadience,
Joth channels e complementy and
have the potential o encomage behavioral
change ina targeted popualation,

Of course, the channel nsed to veach
the desived andience muse be equally well-
matched, I the coalis 1o increase the
public’s or policvmakers” anwaneness and

Knowledee of Loy plannin tass media
hal

1.
Isan excellent channel to use, However, il
the goalis to chiamge a high-level policy-
maker’s avitude toward tamih planning,
interpersonal channels nay he mare

clfective. X mass mailing 1o mid-leved
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government officials might be quite appro-
priate, but is less like v to work for people
at the verv top. Inthis case, a personal
vistt [rom highlhvre spected Teader (the
sonrce) o booklet accompanicd by a
hand-delivered persotal note would be
more appropriste. For some audicitees, a
sl cathering such as w stalf necting is
the vight forum, and Tor others o district.,
national conference is a good
A national

regional, o
channel Tor communication,
conference which is tollowed by a loeal
workshop 1o discuss local implementation
is more likelv o lead 1o action than a
mational conterence alone. In addition.
research has shown that two or more
people rom one institiion attending «
conterence sre more likelhv 1o act on the
information ohtained than a single repre-
sentative, Conmmunication rescearch
shows that the best communication phans
combine nuss media channels with inter-
personal chiannels to achiceve a two-

pronged elfcect,

Vonag

The format in which a family plan-
ning message is presented must he appro-
priate to all of the above—the audience.
the source and the channel. The Tormats
available are as varied as one's nnagina-
ton, butidentilving the appropiriate
format for cach audience calls Tor good
communication strategies. For eximple, a
personal memo from one high-ranking
leader 1o another might Ye a better format
for geting immediate attention than an
impersonal hookler. Vi higher the level
ol policvmaker. the Tess time he or she his
to devote attention 1o a particulin issue,
One-page Lt sheets or bricling papers
are "quick fixes™ for this husy andience.,
especiallvil accompanicd by slighth

R TR AR TR LR T

longer, well-documented summaries of
rescarch that can be handed over (o their
stadls. For most audiences, however, a
bricf, attractive and clearly written booklet
IS convenient wav to convev information.

Visual aids nearlv alwins make a
presentiation more memorable than a
"\ picture is worth o thou-

The combination of vivid

specch adone
sand words™).
audio-visuals, o livelv oral presentation and
abriel attractive booklet 1o leave with the
audience is highlv recommended. (See
Appendis B fora detailed discussion of
how to use visual aids, piticularh com-
puter eraphics and slides, 1o make
dviamic presentdion.) Workshops and
conferences lunve overall formats, oo, 11 is
important to remember that i conlerence
comprised of i series ol long specches
tends to evenurlly Tose the interest of
much of its audicnee, Using aomis of
presentations, audio-vistals, siall-group
work, games or simulations. discussion,
and problem-solving exercises will cngage
the andience far more than the tvpical
lecture format—involvenent is the kev,

Other formats are also uselul, A
colorful, unclutered Gand simple) poster
Ciconveya constant message il i is pa
up on the wall, Press releases and Lact
sheets that can be adapted quickly are
helptul formats for media audiences:
ready-to-use photos or graphics make
ihem even beter,

Whatever the forma chiosen 1o
convev the message, icshould he charae-
terized by the fTollowing:

L. Clarity: rechmical linguage. statistical
terms, and mathematical models do

not engage the attention or interest of
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nontechnical audiences, Hechnicad
terms and deseriptions of models imust
be included, they can be put i an
appendixs Complex graphices should
also he avoided: even three-dimensional
bar charteoe harder 1o understind than
the nsual two-dimensional ones.,

Brevity: five 1o ten pagesis best tor a
bhooklerzveny tew people read longer
repotts or monovraphs in their en-

[t the bookleris longer than ten
pages. anexccutive sammary and table

ety
of contents at the beginming and a
short Tist ol recommendations at the
crd e essennal, Since rescarch on
reading habits has foaod that nam
busy people read onlv enlrged quotes
and the captions 1o photographs,
tnchuding these elements for cach
Hin point is useful,

Attractiveness: cood desion need not
he expensive. Keeping the text briel
will altow for more white space on the
page. which is more pleasing to the eve
and casier to read. Simple chares and
especitally photos and captions, are
iportant complements to text for

telling the story,

Accuracy: data must be as accurate as
possible. Fxpertssincluding people
whoare not advocates, shoald review
The benelits of Tamily
planning or of slowing population

the message.

growth should not be exageerated., as
this will invite refutation or at least
challenge and will ultimateh be coun-
terproductive. No one intervention
will solve all problems: people trust a
dispassionate vather than a zcalous
voice, Pretesting manerial with both
experts and representatives of the

EASSRREN R RARLY ¥ WA 22t armvon R S8 ALk U o SEAk Y28 LIS UAT T auunl 3. 5,17 0]

target audience will help to ensure
accuracy and the appropriate tone,

5. Timeliness and timing: information
will be more relevant il it is attached 1o
other issaes that e of concern in the
soctety at the moment—ALDS, the
civironment, infant mortality,

women's stias, Data hrom SITAYR

should be communicated as soon as
possible alter the survey is completed
to be of maximum interest, At the
same time, policy conmunication is an
ongoing process, I kes time: one

booklet, conlerence, o

never enough, And.

must be taken during

v hroadeast is
ol course, care
anatural disaster
or political upheaval. A good plinner
ol comninmication strategies recog-
nizes when a social situation lends
itsell to sociad mobilization or policy
supportaround an issue,

[ is never casy 1o brin
cant socictal change, especiallv in arcas as

g about signili-

potentiallv controversial as population and
Family plimning. In addition to good luck,
it takes time, effective partmerships, care-
ful planning, and a sound communication
strategy, The wav the message is commu-
nicated to policvmakers can have a great
cffect on the overall resalts,

ASTH IRV A BRNG IR TR

Once decisions about the main
components of a communication plan
have been made, that s, communication
objectives defined, target audience desig-
nated and rescarched, message content
ascertaned, messiage source identilied,
channels selected and formats deter-
minced, an implementation plan should be

developed. This plan should include:
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> atimelrame, description of resources
needed, a budgetand a schedule for
addressing all elements of the commu-
nication plan:

> a phur o preiest the messages and the
formats in which thevare to be com-
municated, specitving who will review
the messages, how many peaple will
review the messages, and at what stage
in the development of the messages
reviews will oceur. Pretesting is essen-
tial 1o developing an etlective commu-
nication cffort. Tdeally, messages in
their completed form should he pre-
tested, but often this is not possible,
For eximmple.itis olten too expensive
to pretesta completed hooklet or wall
chart. A reasonable and feasible
alternative is 1o send the text ol 2
booklet ora poster mock-up to mem-
bers ol the trget audicnce for review
and comment priov o finalizing the
message and the format in which it will
he communicated: andd

> aplan o disseminate the messages.
This should include a schedule of 1o
whom the message will be dissemi-
nated. when, by what means, by whom,
how often, and how many copices will
be distributed.,

The elemenits tor developing asue-
cessful conmmunication plan are summa-
rized on the following page,
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DEVELOPING A COMMUNICATION
PLAN: SUMMARY GUIDELINES

I

]

Divitor Covvit N1cvroN
OBJrcrnes

G tdentfy keyv poliey issues, con-
straints. and problems for which
inlormation can serve as part ol the
solution. [What neceds to be done?|

(DY Assess the potential role of selected
mlormation in shaping the policy
cnvironment.

P~y Tkt Aunni N

Sclect a toeet andience whose views

Pt

and decisions affect the implementa-
tion of policies and programs. [Who
can use the information for policy
changes Or helpr: Or stop being an
obstacle?)

Do e CONTENT OF

Miss s

o Tdentby concerns, attinudes, and
Rnowledge levels ol policv audiences
through quantitative and qualitative

rescarch.

(hy Assess the availabiliny of required
datac or the need to rescarch additional
imformation relevant to audicences.

oy Ideny daa analvsis needs inelad-
ing the tvpes ol analviie tools and
models required.

Derrrsise o Messace Sou ket
Select the most appropriate individuals
el or organizations to deliver the

messitee to the toget aadience,

DSt Arerorrivir CHANNELS

The two main tvpes of channels are:
mass media and interpersonal commus-

0.

~1

nication. When tving to influence
many persons at one time, mass media
is a good choice, il within budger.
When orving to influence a small group
or one or two persons, the interper-
sonal channel is a sood choice, One
or both nuw be used i a communica-
O activiny,

Mass mediaz radio, television, newspa-
pers. newsletterss mass mailings.

Interpersonal: workshops, seminars,
canferences, mectings, dialogue, hand-
delivered or personal Tetters.

Serrotr Forsives

Formats should be suited to both the
audience and the channel used:
maemos, personal letters, fact sheets,
booklets, wall chavis (Tip charts,
storvhoards, videos slides, overheads,
software progrinn, press releases,

])()\'l('l\.

Divivor von IveosnNmvrioN

STRAIECY
0 Lstabhish timelrame and resource

needs.,

(hy Establish message pretesting plan,
including: developing a step-byv-step
process, pretesting the message and
lormat with appropriate andiences,
devising aomechanism for incorporat-
ing the resualts into the communication
plan and materials, and documenting

the process,

(¢) Establish distribuiion plan for
nuterials,
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EVALUATING COMMUNICATION

ACTIVITIES

ommunication plavs a vital role in
the achievement ol population and
A Eumily planning objectives. Thus it

is bportant to evahcite commumication
activities, to dentify areas i necd of
correction das the activities are imple-
mented, and Licer to determine whether
the activities hinve heen etectnve.

M conpmunication activities are
difticult 1o evaluate, They do not casily
lend themselhves to the quinsi-experimental
desiens ob operations rescarch or is elear
findings ce.on “Temale health workers had
higher aceeptance rares than male health
workers o Tois similarly difficult 1o docu-
ment that a particular et ol activitieos has
led toa more favorable “dlinsie” for
Fumtly planning. Thisis beeanse it is hard
to isolate the eflect of a report. bookle,
manal, conference, workshop, stalf
presentation, study tour, hrosdeast, o
computerized database from the mam
other factors that indluence an andicence,
Wha shoald conduct the evalination also
neceds to be considered, 1 communic-
Hon activity is controversial, an onrside
evaluation ny bhe advisable and would
counter a perceived evaluation bias,

There are several approaches to
assessing the qualine and impact of com-
munication cltores, These approaches fall
into three categories: performance evalua-
tion, outcome eviduation, and Impict
evaluation,

This Kind of evaluation is also called
process evalicition: ivis conducted 1o see it
communication activities e well done
and proceeding as planned. 1 reviews the
quantity ol work and whether ivis “deliv-
cred™as phinned—in the numbers (e,

four workshops, one poster, one slide
presentation, three booklers, and 100
participantsi, locations (one in the capital
citvi three others in regional centersy, and
the timing (one cach quartery that was
promised. Teois a familiar part of all activ-
v monitoring and external evaluations,

Pevformance evahion also includes
the quality of activities. (The cheeklists in
Appendin Nare tools to evaluate as well as
to plan commumnication activities.) Perfor-
mance evahwion fooks aall the inlornma-
ton “products™ and asks:

Iview o the objectives, was the arget
audience reached by this hookler
(report, conlerence, eted: Were any
nnportant groups left out:

Were the messages appropriate to the
particular andience (hel ditferent
cmphasis for political versis healith
versus religions Teadersy as deternined
by audience rescarch> Were they few
in number, clear and nontechnical,
and action-oricnted:

Were the messages delivered by the
most credible and influential sources
forthe audience (also ascertained
from audience research):

To communicate the message, were the
best channels used to reach the audi-
cnee (egecareport hand-delivered by a
respected local professor o the top
government ollicials: a national confer-
cnce for regional Teaders, institational
delivery ol booklets tor mid-level
health personnel: media for the
middle class publicy?

Was the format (e summary report,
wall chart. slide show, video, hooklet,
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cte.) appropriate for the audience?
Were the products visuallv atractiver
Were thev stmple and uncluttereds
Were thev casy o read and under-
standz And—very important—were
they pretested with representatives of
the target audiencer Was the content
reviewed by other experts for accuraeys

A7

Was the timing rightz Was the message
delivered when there was not over-
whelming competition for the audi-
ence’s attention (e.g. recent carth-
quake or heightened political unresty?
Was the message delivery timed 1o tike
advantage ol opportunities to link it to
other caampaigns or conferences (e,
on women's issues or the environ-
menty: The importance of an issue is
signaded by its duarabifite: was the
message repeated often enough to
build ina multplier etieerz

{3UTCOME FEAALUATION

Itis not enough to know whether
communication activities have been well
plinned. implemented, and timed. Tuis
also important to know whether thev have
bheen etfective, that s il they have brought
about the desived changes that will help
the communication effort achieve s
objecives, This is the role ol outcome
evaluation. Tt depends Hrst ona clear
understanding ol the objectives (e.g., “to
build support for a national pepulation
policv™) and the indicators of suceess in
progressing toward the objectives (e.g.,a
dratt or final nadional population policy
documenty, Sometimes unexpected
positive or negative ouwtcomes result from
communication activities, In these situa-
tons, the relation between the activity and

the outcome should be explored o better
understand how and why it occurred.

Ivieaor BEvai v arios

Once the outcomes of activities are
known (e.e.. the formation of a national
populition policv committee, a wide-
spread positive change inattitudes toward
fmily phonning) . the subsequent impact
ol these ontcomes can be examined in
refation to objectives, Was a national
oopulation policy actuallv implemented?
Did the government incerease its hudget
for family planning?

Ouvrcone ann Iveact
INDICATORS

For communication activities, the
indicators are those changes in knowledge,
atttudes, and behaviors that the communi-
cation clforts were designed to bring
about, The evaluation indicators should
be clearly specified in advance and Tow from
the objectives.,

For example, suppose a population
policy exists on paper in Countrv A, but
few Teaders support it and most Teaders are
unaware of the health- or development-
refated benefits of reducing fertilite. (Or,
there is religious opposition to family
planning: the medical community opposes
distribution of contraceptives by non-
physicians: the private sector is Lirgely
uninvolved in family planning, cte.) The
conmmunication activities will therefore
focus on messages refated to these find-
ings—such as data on birthspacing and
infant mortalite: family planning and
maternal healthsand projected burdens
for the health, education, emplovment, or
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agricultural sectors under vinving fertility
scenarios—and can be measured againsi
them at the end of the project. Some
indicators of a succeesstul communication
chiortin County A might he:

> improvement in leaders” level of
knowledge about health and economic
benefits of fertiling reduction (out-
come):

> positive change in leaders” aninades
about the need o implement the
existing population policy (outcome)
or to expand access to Lunily planning
information and services (outcome):

> leaders” use of the populition informa-
tion mfonmal or informal mectings:
tor memos, articles, or speechessin
interviews: for sl training: for addi-
tonal workshons or seminars (out-

comnme);

> anincrease inthe quantin and qualin
ol positive media coverage of popula-
tion and familv plinning (outcome):

> subsequent |(‘;l(|(‘l\]]i])-\|)l)ll\()l'(‘(l
conferences on population and family
planning. tocusing on the information
disseminated carlier to the leaders
(outcome;

> direct population policy or provram
B =™
changes that can be atributed at Teast
b
partiadlv 1o the dissemination activities
(Impacty: ar

> anincrease inthe budget for Family
pluming (impact),

FAMILY PLANNING INFORMATION

RO, ARSI RN SENRIN

I.\'l*‘()l{‘\l;\'l‘l()\ SOURCES FOR
Deverorine Mieascranne
ENALUATION INDICATORS

There e numerous sources ol
mformation that can be used when tving
toddentilv measarable indicators. 1t is
important o incorporate the evaluation
process from the beginning by identilving
measurable indicarors during the carhy
stages of plimning and Tovmulation. 1 is
also importnt o make cood use ol exist-
ing data sourees, such as national surveys,
Many groups imvolved in population or
Funily planning have collected and com-
pited data and presented i in uselul wavs,
The tollowing sources of information can
be used. cither singlv or in combination.
to develop measurable indicators for pre-
and post-interventiion assessiments.

I. National surveys.  \ vood wan 10
measure the impact of commumnication
activitios is to conduct o lrge, repre-
sentative national survey at the condlu-
ston ol the acuvities and compare the
findings with reliable baseline data
from a comparable sumvey condueted
Just prior o their beginning. However,
icis unlikelv that such a baseline survey
ol leaders” knowledee, attitudes, and
helhuviors relevant to population policy
already exists. Alternative sources of
information are deseribed bhelow.,

2. Small sample surveys. Much baseline
information can be gathered fairly
quicklvand inexpensively by using
questionnaires 1o survey a sl num-
ber ol Teaders 1rom representative
groups—such as political, medical, or
private sector leaders—on their policy-
relevant knowledee, attitudes, and
behaviors, This information can then
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shape communication activites and
Lter be used to measure their impact.

Focus groups and in-depth interviews,
These strategies are used to gain
deeper understanding ol andience
attudes and bhehaviors, In foens
aroups. ustallyv 6 1o 12 people with
similar characteristios are interviewed
simultancoush . witlh aomaoderator
leading the respordents inavelatively
lree discussion about the topie. There
are vigorots steps arescarcher should
take to ensure that the locus gronp
results aore reliables In-deprh inter-
views conducted hetore and after the
communication etfore provide ser
detatled information about the reasons
why respondenis hold specitic attitudes
or linve certain behaviors, These
mterviess are nstadhy conducted byoa
rained researcher and can fast sev-
cral homess N sulficienty large and
representative sample will maximize
the uselulness ol these qualitative

ICASTTeS,

Yanel study. This technique uses an
advisory pancl ol interested representa-
tives of kev leadership groups as a
resotrce throughont the communica-
tion clfort. This group (usuallv 10 10
20 individualy) can provide baseline
infornitton on the indicators of
terest as well as an assessment of the
sttecess of the offort, This occurs over
time, Pancel studies convene formally,
at specitic poines during the comumuni-
cation effort (e.g. atthe imception,
mid-point, and conclusion) . In addi-
tion, the pancel can pretest and review
natterials and sugoest corrections and
new directions.

6.

“Informed contacts.” This method of
gathering information is ditferent from
an in-depth interview in that the
contacts are ustwallvinterviewed on a
regular basis, but more hrieflv, Con-
tacts should be knowledgeable peaple
working on population. reproductive
health, and Eumily planning issues,
such as representatives ol government,
nongovernmental organizations, and
donors (USAID, World Bank, UNFPA,
and others). I addition to lending
their expertise, such people are a
resource that can he nsed to guide and
assess actions throughouat the life of
the activity, Keeping records of these
in-person or telephone interviews

can help document the progress of
the activity,

Media review. If one ol the purposes
ol communication activities is to
increase coverage and quality of popu-
lation and family planning information
in the media, a baseline assessment off
such coverage can be conducted by
reviewing copies of the Last six months’
issues of the major newspaper. The
same can be dors with broadceast
transcripts. Simtlarhv, the number and
kKind ol references to or inclusion off
population topics in public documents
and speeches can be analvzed as
bascline data. These wpes of publica-
tions can be reviewed again at a fater
pointin time to measure changes in

coveiage.

A more rigorous approach for assess-
ing long-term mnpact wountdd be to
conduct o contentanalvsis, A re-
searcher defines a unit of analvsis
(what 1o count) that represents the
COMMUNICHTON MESSage 01 ISse,
Then the unit of analvsis is counted in

13
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a predetermined source (such as a Project of Ghana: Reaching Out to Policy-
newspaper, magazine, television pro- wakers tor a case history of an infoi ma-
gram, billboards) at specilic points in tion dissemination project illustrating
time (c.g., at the communication this kind of success.)

activity lonnch and ending), or over

time. Contentanalysis provides a way Summary guidelines for evaluating
to systematically analvze text by catego-  communication activities are presented on
rizing the relevant communication the following page.

message, in order 1o measure how
often the message or issue is ad-
dressed. Most developing countries do
not have extensive or comprehensive
media to analvze. Itis possible, how-
ever, o adapt content aealvsis o the
cnvironment in which the communica-
ton plan is developed.

7. Administraiive or political data. Na-
tional, regional or local service data
relating to family planning or maternal
child health, clinics, and budget alloca-
tons, if reliably cotiected, can be a
good source of information for devel-
oping indicators, and [Gr trasking
budget and other resource allocations.
Avreview of government policies and
regnbatory documents can also be used
to measure change,

8. Requests for information. An ofien
overlooked indicator of progress is
increased demand for information
following carlicr communication
activitics. If, alter the planned number
of information activities, a significant
number of high-level individuals and
key institutions request more presenta-
tions, workshops, and materials, this
demand is a legitimate indicator of
increased interest—a necessary condi-
tion for positive attitudinal and hehav-
ioral change. The important thing is
to keep careful records of the “excess”
demand. (Scee The Population hapact
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EVALUATING COMMUNICATION
ACTIVITIES: SUMMARY GUIDELINES

1. Review 1HE COMAMUNICATION
PPraxN
(written document that desceribes the
proposced activities, timelines, bud-
get, ety

2. Pias ror Faorn Typr o
Favitviron
(performance, outcome, or impact)

3o IpeNtny Sotrors o)
INFORMAYETON 10 CONSIRUCT
MiEast st INDICVEORS

(national stwrvevs, small sample surveys,

focus groups, pancel studies, informed
contacts, media review, administrative
data, requests for information)

oo Stiecr Avprorgivin aND
MIAsURABIE INDICATORS
Examples of performance indicalors
(outhuls):

> communication objectives estab-
lished;

> appropriate target audience se-
lected and rescarched;

> messages clearly linked to popula-
tion policyissues most relevant for
cach different target audience;

> most appropriate source(s), com-
munication channels, and formats
selected;

> messages pretested by selected
recipients from cach target audi-
ence;

¥ x number and tvpe of communica-
tions/messages produced (e.g., x
posters, x brochures, x wall charts);

> x number of beneficiaries recetved

MEeSSAages: or

mechanisms for evaluation and
follow-up established and imple-
mented (xinterviews completed,
bhounceback questionnaires sent,
cte.).

Lixamples of outcome indicalors:

> demonstrated support for popula-

>

tion policies by kev national and
departmental decisionmakers as
evidenced by

a) positive statements in public
specches;

h) actions which facilitate imple-
mentation of policy objectives
(¢.g., population policy objec-
ll\( s incorporated into national
five-vear plan, cte.):

follow-up interviews with x number
of message recipients indicate

awarceness of population issues, use
of data in planning exercises, ¢te.; o

increase in coverage and accuracy
of population issues in the media.

Examples of impact indicators:

>

k4

priovity programs receive a greater
budget allocation from FY x 1o
FYv;

population policyis officially
adopted and/or implemented; o

change in resource allocation and
or use (e.g., more staft assigned to
Family planning services: clinices or
communitv-hased programs expand
accessibility ol services).

15
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SUMMARY AND CONCLUSIONS

good communication plan requires

carctul thinking to ensure that it

has clear objectives, clearly defined
audicnces, messages appropriate for cach
audieneeand activities that veadilv lend
themselves to implementation and evalua-
tHon, Al ol these elemenis wre closelv
related. I objectives are not clear at the
outset. twill be impaossible to evahate the
cifects of the communication effort, 1 the
core clements of the plan are not clearly
specilicd (e objectives, aadience, mes-
sage, channel and fornuan e will he
impossible to appropriately identify what
npesand how many resources are re-
quired to carry it out. The plan should
have a budget and should specitv who s to
do what and when, An evaluation strategy,
tmcluding wavs to pretest the conmunica-
ton messages, should also be deseribed in
the communication plan. This can also
be used as a guide and reference for
monitoring progress while the plan is
being implemented,

Finallv, the communication plan
should be flexible to respond 1o changing
needs. Poliev audiences, in particular, are
olten subject to change as governments
change. Fhis underscores the need for
constantatiention (o conmuniction
needs so that onee political commitment
for population and family planning poli-
cies and programs is developed, it can be
clliecively maintained.,
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APPENDIX A—POLICY COMMUNICATION CHECKLISTS

OBJE(TTI\'E! DeviELorING PoLrricaL COMMITTMENT FOR A Nart1oNAL PorurarioN Poricy

TARGET AUDIENCES MESSAGES SOURCES CHANNELS FOoRMATS

a Top political leaders
< Legislature Parliament
members

Must be clear and re-
relate to the interests

of the specitic andiences
2 Top ministerial officials| —for example, popu-

2 Top medical personnel | lation policv  FP can

The source of the message | Must be appropriate way
(the spokesperson) should § 1o reach the desired
ideally be a highly re- audience.

spected national (or at
feast from the region).

Should be appropriate
for andience and
channel:

1 memo

IMPORTANT AUDIENCES:

a Oth«r health personnel

- Managers of existing
family planning (FP)
programs

J High level educators

- Business and civie
leaders

 Media leaders

< Women's groups

I)I'()lll()l(‘:

L LLLL

UL L

cost savings

political stabilit
planning for the future
material well-being of
the people

health of mothers

and children

status of women

school completion
parental responsibility

well-known in the particular

fictd or by that audience.
For example. a highly
respected:

[

3

doctor for addressing
health leaders
professional/political
woman to address
women's groups or the
legishature on MCH
benefits of FP

Mass media:
 television
d radio
A print
a electronic

Interpersonal:
A face-to-face
< hand delivery
d workshop
 conference
J seminars

personal letter

fact sheet

briefing paper
booklets (series)
SUMMary reports
posters

all charts

flip chart presemations
storvboard present-
auon

video ' film

shides

overheads

ZLULLLLLL

L L

RYERNENK

< Religious leaders protection of the d professor to write audio cassettes
d Donor organizations environment booklet on population ready-to-print or adapt
- Relevant nongovern- | 1 astronger cconomy and development articles

mental organizations < popular radio/TV 3 software programs/

(NGOs)

personality for broad-
casts

information files
population education
materials

existing materials such
1s DHS summaries. case
history booklets. popu-
lation data sheets, ete.

L

L

Ll
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TARGET AUDIENCES

MESSAGES

SoOURCES

CHANNELS

TooLs & ForMaTs

Top decision makers in:

3 Government

a Ministry of Planning/
Finance

Q National Family Plan-
ning Program

4 Private sector healih/
FP providers

O Legislative Commitiee
on health/FP

U Pharmaceutical corp-
orations

O Health lobbyists

IMPORTANT AUDIENCES

 Mid-level planners/
managers, technical
staff

1 FP mid-level managers/
staff

U Other legislators

d Civic leaders, including
women's groups

Q Media

":I University researchers

Q Donor organizations

O Relevant NGOs

Must be clear and re-
relate o the interests
of the specific audience:

a rapid rise in number
of women ages 15-49,
anticipated rise in
contraceptive preva-
lence; thus projected
large numbers of FP
clients
reliable estimates of
costs to meet future
demand can be made
2 current and projected
public budgets not
adequate for expected
demand
< the use of strategic
planning can help
meet demand by:
—increasing public
spending
—utilizing public
resources more ef-
fectively (reducing
COsts. targeting, iniprov-
ing method and source
mix, quality control, etc.
—recovering costs
through appropriate
user fees
—mobilizing private
sectol resources

il

The source of the message
(the spokesperson) should
ideally be a highly re-
spected national (or at
least from the region),
well-known in the particular
field or by that audience.
For example, a highly
respected:

economist

chief planner
business leacder
population/FP leader
academic

voduoo

Must be appropriate way

to reach the desired
audience.

Mass media:
d television
J radio
Q print
4 electronic

Interpersonal:
 face-to-face
d hand delivery
| workshop

h )

A conference
d seminars

Tools:
d computer models
3 case histories

Presented via:
3 software/PC
Jd storvboard
1 slides

2 overheads
a

manuals

| memos/ personal
letters (1o top leaders)

< briefing papers/re-
search summaries

2 booklets

Q fact sheets

A worksheets//excercises

2 wall charts

3 press releases

d ready-to-adapt news
articles
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OBJECTIVE: INCREASING PUBLIC SECTOR ALLOCATIONS TO FAMILY PLANNING SERVICES

TARGET AUDIENCES

MESSAGES

SOURCES

CHANNELS

TooLs & ForMATS

Top decision makers in:

< Minisuy of Planning’
Finance

d Government (political)

- Ministry of Health

< Minisuy of Labor

< Ministries of Housing
and Transportation

- Ministry of Education

- FP Program

IMPORTANT AUDIENCES

J FP program managers
< Relevant academics,
rescarch institutes
< Civic groups concerned
with above sectors

o Media
4 Donor organizations
d Relevant NGOs

Must be clear and re-
reliate to the interests
of the specific audience
—for example:

dinvestments in FP
save costs in health,
cducation, fabor,
housing. and other
scectors later

dinvestments in FP can
reduce MCII costs
retatively soon

< current FP expendi-
tures can be estimated,
both in total and for
various delivery
strategies and methods

d current FP expendi-
tures can be used
morce cificiently

d realtic user fees
for appropriate clients
can be established

The source of the message
{the spokesperson) should
ideally be a highly re-
spected national (or at
least trom the region),
well-known in the particular
field or by that audience.
For example. a highly
respected:

d senior staff member of
the Ministry of Health
chief planner

FP leader
academic/researcher
cabinet member/
ministers

LLLL

Must be appropriate way to

recach the desived audience.

Mass media:
< elevision
d radio
< print
< clectronic

Interpersonal:
d face-to-face
< hand delivery
< workshop

< conference
d seminars

Tools:

d benefit-cost analvses

d cost-effectiveness
analvses

< FP costing analvses

| contraceptive market
models

- cost recovery analvses

A case histories

Presented via:

d overheads

J manuals (for technical
staff

storvboard

bricfing papers
booklets
software/PC
excculve summaries
slides

wall charts

press releases
ready-to-adapt
articles

YRARERIRRER S
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OBJECTIVE

i
<

: PROMOTING LEGAL AND REGULATORY REFORM TO FACILITATE FAMILY PLANNING SERVICE DELIVERY

TARGET AUDIENCES

MESSAGES

SOURCES

CHANNELS

TooLs & FormaTs

-

g

LiLi

L L

3

|

.
=

Top decision makers in:

Ministry of Planning /
Finance

Government (politicaly
Ministry of Health
Ministry of Trade and
Commerce

National FP Program
Public health
community

Private sector MDs and
nurse/ midwives:
TBAs healers
Pharmacists and other
commercial FP dis-
uibutors and man-
ufacturers

Private hospitals/
clinics

Other retailers
Law-making bodies

IMPORTANT AUDIENCES

-
|
|
-
d

"_l

3
=

Religious leaders
Broadcasters
Newspaper editors
Advertising executives
Women's groups (re:
spousal consent, etc.)
Donor organizations
Relevant NGQOs

Legal associations

Must be clear and re-
relate to the interests
of the specific audience
—for example:

Jall WHO approved FP
methods can be safely
usced in this country

< most methods can be
dispensed by nonphys-
icians with equal safety

d FP clients should be
able to choose from a

wide range of methods

after adequate
counseling

< culturally appropriate
HEC campaigns give
potential clients

1

information needed to

make FP decisions

- private phvsicians and
nurses can increase
access to FP and re-
duce government
burden

- legal. regulatory, and
pricing reforms can
posttivelv adfect the
above issues

The source of the message
(the spokesperson) should

ideally be a highly re-
spected national (or at
least from the region),

well-known in the particular

field or by that audicence,
For example, a highlv
respected:

LL

IR I

physician

government leader
lawver/judge

trade “commerce expert
FP leader
cconomist/financial
analvst

ministerial technical
expert

Must be appropriate way to

reach the desired audience.

Mass media:

4 television

radio
print

4 clectronic

g I

Interpersonal:
< face-to-face
< hand delivery
< workshop

3 conference
3 seminars

Tools:

< checklist for examining
laws and regulations
affecting FP

< compendia of relevant

laws and regulations

contraceptive market

models

contraceptive supply/

demand analyses

case histories of

regulatory reform

|

L

Presented via:

3 overheads

 slides

< manuals (for techni-
cal stafh)

< storvboard

< summary reports

d booklets

o press veleases and
news articles

a existing mazerials
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OBJECTIVE: INCREASING PRIVATE SECTOR RESOURCES FOR FayiLy PLANNING

TARGET AUDIENCES

MESSAGES

SOURCES

CHANNELS

TooLrs & FORMATS

Top decision makers in:
3 Regional social security
organizations
< National social security
institutions (top mana-
gers, medical directors)
Ministry of Health
IHealth insurance
groups
d Health Maintenance
Organizations (FIMOs)
Cooperatives. commu-
nity groups, and NGOs
L. ze¢ national
corporations

L

'
}

Ll

Must be clear and re-
relate to the interests
of the specific audience
—for example:

d FP promotes better
health of mothers
and children

- FP saves costs, parti-
cularly for MCH care

- FP provides a tangible
benefit for clients at
little or no cost

< appropriate gouls.

IMPORTANT AUDIENCES

FP can be developed
and implemented

d Pharmacists’ assoc-
1ation

3 Private health care
providers

d Labor unions

d Women's groups

3 Civie groups

a Media

3 Donor organizations

d Relevant NGOs

L

FP offered in the
workplace improves
productivity

budgets, and plans for

Ideally a highly repected
national or regional
leader. For example:

.

L

Lo

[ I

o

representative of social
security institution from
other country which has
successfully included FP
convinced represent-
ative of this country's
national or regional
social security institate
health/ financing expert
manager or medical
director of private
sector health provider
vepresentative of
HMO/NGO
government health
leader

representative of phar-
macists' association
representative of other
important audiences
labor union leader

Must be appropriate wayv to

rcach the desired audience.

Mass media:
4 television
d radio
3 print
d clectronic

Interpersonal:
d face-to-face
< hand delivery
4 workshop

J conference
ad seminars

Tools:

J benefit-cost analyses

J FP cost analyses

o demand analyses

o rescarch summaries
on benefits of FP for
MCH

d case histories of
successful inclusion
of FP in social sec-
urity, insurance, and
other private providers

Presented via:

d storvboard

d overheads

3 slides/videos

4 briefing papers/fact
sheets

executive sumimaries
booklets

chartbooks

software /PC
mini-curriculum for
health course
ready-to-adapt news
articles/press releases
U existing materials

Looou

'
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APPENDIX B-—-USING VISUAL AIDS
TO MAKE DYNAMIC PRESENTATIONS

By Katring Garway

Tur Furvres Grour

INTRODUC1TON

Policy information is often most
cifectivelyv conveved to high-level leaders
mean oral presentation. Written informa-
tion mav be shelved and never read. An
oral presentation has the advantage ol
immediacy: the audience can direetly
debate the issue or ask for chaification.
Morcover, during an oral presentation the
message can he communicated thorough
both the spoken word and through visual
nuaterial. Visual aids, paoticalarly come
puter sraphics and slides, often transform
agood presendation into a dvnaumic one,
Vistal aids can help an oral presentation
in three wavs,

»  Visual aids help the audience follow
the presentation. An outdine of the
points to be covered. which is pre-
sented again as cach pointis intro-
duced, lets the audience follow the
progress of the presentation,

> Visual aids help the audience under-
stand the message. .\ complicated
relationship is chvified with a flow
chartcarend in datacis illustrated by a
bar graph.

> Visual aids make the presentation

more attractive. The audience nay pay

more attention, and be more likelvto
remember the speaker’s message,

These points are discussed in more
detail below,

1. Help the audience follow the
presentation

The andience will find it much casier
to follow the progress of presenttion il
icis initially provided with and ket
abreast of the outline. Ttis easier for the
awdience to grasp the items to be covered
iHthevare presented visuallv, The speaker
comes back to the list of items to show 1he
audience which point was just completed,
and which tapic will be discussed nest.
The outline will alse identifv the end of
the presentation. and avoid o potentially
awkward moment when the audience and
speakerare both silent. cach expecting the
other o speak.

2. Help the audience understand the
message

Graphs and charts often greatly
cluify complicated ideas. Bar charts, pic
charts, line graphs, and w range of other
graphics can clearly show relationships
that are complicated 1o explain with
words. Flow charts that show how vari-
ables affect cach other elarifv a chain of
events that would be ditlicnh 1o follow
with words. Organigrams allow the audi-
ence to grasp an overall arvangement that
is tvpically difficalt to explain. Use of
graphics helps the speaker 1o be elear
about what is heing said,

Text can also he used 1o explain con-
cepts. A the speaker has shown graphs of
the influence of certain actors (for ex-
ample, what inputs didd or did not nprove
a progran’s perfornance). it is helptul to
present aoword list with columns titled
“improved performance” and “did nog
improve performanee.”™ Asa general rule,
there should be at least three sereens of
words for each sereen ol data or graphics.
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Consisteneyin design of the sereens
enhances understanding. Variables that
are presented repeatediy should use a
consistent set of svinbols. or a consistent
color scheme. For example, it the presen-
tation is about two population preicctions,
the hieh projection line mav alwavs be
drawn as dots.and the low projection line
nman alwavs be draw as dashes, T the
presentation is about nrban and rural
ditferences, use the same color for urban
data throughout the presentation, and use
anather color consistenthv for raval data.
When numbers or Tnbels arve added o the
Hoes or bars ol a graph. continue o use

the same color schemee,

Presemations with slides have aereal
advimtage: the speaker canadd a pictare,
and thus add “athousand words.™ The
hasic point of 4 presentition is conveved
with a pictire. Hahe speaker wanis 1o say
that contraceptive use is low hecse of
madeqguate service delivery, e or she
might show a picture of a clinie with longe
waiting lines. Pictures provide further
anecdotal evidence to support the
speaker’sstatements, Pictures also help
the audience visnalize the context, In
discussing the elfectiveness ol a radio
campaign for oval vebvdration therapy, the
speaker might show o picture of o mother
aiving her sick child o snear-salt solution.
Pietres Tinger in thoughis, and make the
memaory ol the presentation List,

3. Make the presentation more attractive

Polished. colortul graphics greatly
cinhanee o presentation: converselv, sloppy
graphics can undermine a presentation,
Aswith the seviptoicis important tha
evervthing on the sereen be correct,
Miskibeled graphs, slides inserted back-
wards, and spelling crrors distract the

SRR L

audience, and reduce the speaker’s ered-
ibilitv. Al macerials need to be caretuily
proofread.

Consisteney in design of the sereens
makes the presenttion appear more
polished and professional, The presenter
should use onlv one or two npe fonts
throughout, use the same colors tor titles
or kevword charts, choose between having
Wl three-dimenstonal or all two-dimen-
stonal graphs (which are casier 1o read
and understand), use the same hack-
ground color on all screens, use the same
number of decimal points, and repeat the
siime tvpe of sereen movement during
stilar sereen sequences,

Pictures enhance the appeal of the
presentation. Slide presentations have a
particular advantage in this respect. but
computer graphic presentations also
sonmetimes include drawings of people or
places. Svmbaols can be used 1o mark
bullers or points on a chart,

. \ ¥ CENERAL
N SR E EA

Visual aids should reinforee the
speakers the speaker should not be periph-
cralimnotating the sereens, Weak speak-
crs will often show o visoal aid, and stand
back silendy, expecting the audience 1o
understand. To avoid this sittation, the
speaher should practice delivering the
presentation without the visual aids,

Viswatl aids should support the words
of the speaker. Everv sereen should
reiterate what is being said. The andiencee
should nor hear one concept orally, while
adifferent concept is presented visuallv, A
speaker should present onlv one piece of
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imformation ata time. I two paints are
illustrated at the sime time, the andience
mav look atand think about one point,
while the speaker is discussing the other
point. When comparisons are heing
made, and it is necessay o dlhastrate nore
than one point, the presenter should build
the sereen exactvas the sar ipt builds 1the
point. Fo examplesthe speaker Ny want
to show that home visits inarease the
contraceptive tse of rural women, but do
not mcerease the contra cprive tse of
urban women, This necds 1o be illustrned
with fowr s two bhars for the contracep-
tive tse of tial wornen who did or did not
Iave @ home visit, and two s Tor the
contraceptive use ol urban women who
did o did not have a home visit, wounld
bhe wise to first show aosereen with only the
two bars for raral women. followed by
another sereen that contains adl four hars,
Waord sereens should be bailt in the simne
wav. For example, the speaker may want
to outline the loar stthjecis to he covered
during the discussion, “This can be done
by showing wsereen with just the title of
subject one tollowed by another screen
showing the title of subjecis one and wo,
ctes As cach line ol text is shhown. the
speaker should either vead the test ot
oud. or pause silenth tor as long as it
takes 1o read the text tto gange this time
the speaker reads the et stlentlvy,

The presenter should minimize the
amount ol information presented on cach
screen. and use single words instead of
sentences. I graph shows population
growth over the nest ten vears, it might be
Labeled Population wot Siwe of the Popralation

Istinedted in the Year 199 and Projected to the
Year 2000, The bars or the line would be
labeled 7990 and 2000, Because the
speaker will explain the sraph with clear
words, detailed captions may not he
neededs however: the graph should be
casilv understood on s own, I is also
preferable to avoid using a legend il the
hars, lines, or slhices of ;o pic chart can be
labeled divectlv® The audience should
not have to go back and torth hetween the
colors coded in the Tegend and conined
- cach har or slice, o legend must be
nscd, it shonld he presented i the same

arrangement as the araph. For example, i
there are hans of daa tram felo o right,
the Tegend should be presented horizon-
tllvowith the favthest Tett Tabel veferring
to the farthest et bars Whenever possible
afull seale shoald be used (e.g. use the
Label S million instead ot adding i thou-
sands to the tde and using the label
5.000). Numbers should he vounded: i is
rarel necessary to show more than three
significant digiis,

References o the graphs themselves
should be avoided. Rather taan saving
“the short har on the Tett shows the popu-
Lvtion todav, the wall har on the right
shows the populaion in ten vews” the
speaker should savinstead “the papubition
will grow from towr million 1odav, 10 live
million in ren vens™ and point to the bars,

Notevery sentence of o presentiation
will need avisual aid. The presenter can
take advantage of these maoments (o lea e
the sereen blank and nahe eve contact
with the andience, Throughout the pre-

Fhis will e espedially nnportant when the screens [rom a omputer araphics presentation will be

printedand photocopied Tar athe applications. Colors that ae easih distinquishable on g Compiter

sereen iy not be casthv ditterentiated on o blae h-andow hite phatocop.
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sentation the speaker should stand as close
as possible to the sereen (without blocking
the view) o which also maximizes eve con-
tac . Room arrangements that foree the
audhience to have their backs to the
speaker e undesirables A speaker mav
have 1o he ar the back of the room when
the projector needs 1o bhe T from the
screct, and when itis necessary 1o work
with computer cquipment connected to
the projector. I possible. the speaker
shoubd tse aremore control to control the
computer. ot stretch the computer as
from the projector as possible with exten-
ston cords. Tois preferable to he somewhau
tovward the tront of the toont, so that at
least some of the andienoe has eve contact.,

yers o Visoar Ains

Maost araphics are now computer-
gencrated. These graphs can be printed
aned photocopicd onto overhead tansparen-
cies,and used as conventional overheads,
Alternativelvothe graphs can he presenined
with scicen movement ll\ill}_" doamputer
program. or they can be miade into slides,
Iy sincuons where ivis not possible to
aenerate graphic displass va computer,
chectve ise of posters or lowcharts also
cnhance an oral presentation. These alier-
natives are described helow.,

#  Computer Graphies “Flectronice Slide
Shows”

StorvBoard, ShowPariner, Power
Pointand Harvard Graphics are examples
ol computer progrons that make elee-
tronic shide shows: These programs have
basicallv iwo working environmenis, In
one environment the user makes graphs,
organigriams, word chares, simple desians,
and whatever needs 1o he shown as
screen. Inthe other environment the user

lists all the sereens 1o be shown, and
determines how the sereens will be pre-
sented (eaglthe new sereen mav gradually
blend onto the sereen, or the new sereen
may apper to push the old sereen awav).,
The storv can be saved and run [rom one
diskette that does not need to contain the
whole software program. This show is
presented onacolor monitor. or pro-

Jected with special video equipment. The

disadvantage of this Format is that it re-
quires alot ol equipment at cach presenta-
ton. The advantage is that the presenta-
ton can be immediately changed using
the computer.

» Slides

[tis possible to make asslide of any
cotmputer sereen, i a camera has heen
attached to the computer (special Cquip-
ment is required for this), The user
prepares the required sereen, takes
picture, aad submits the film for reeular
processing. I the user does not have this
spectl cquipment itis possible to send
the disketie o a company that does.

Slides have two main advantages,
One advantage is that slide projectors are
lrequently available, so itis not necessary
for the speaker to ransport aclor ol cquip-
ment. Thisalso means that the presenta-
tion can be casilv delivered by others,
Numerons sets of slides can be made and
distributed to increase the chunce that the
presentation will he delivered again., A
coad presentation will be used repeatedly.,
People are obien called upon 1o speak al
conlerences or stalbmectings. 1 they have
agood shide presentation and seript on
hand, thev will he Tikelv o use them. The
second advantage is that photographs can
be mserted into the presentation, which
greath enhances i appeal. The main
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disudvantage of slides is that it takes at
least 240 hours to develop the film, so
modifications cannot be made quickly,

* Handmade Visual Aids

In situations where electronice cquip-
ment used o produce visual aids is un-
avarlable, hindmade aids are good substi-
tutes. Posterbouards and ip chares are
prepared inadvance, using the same
clements of good design deseribed for
computer-gencerited graphics. Thandmade
ads sull have the potential to Improve an
oral presentation in the sime way as
clectronte visual aids, Tack of cquipment
should not disconrage a presenter from
mantadly designing materials 1o aceoms-
Py a presentation.

» Handouts

To help the andience remember the
important points of a presentation, it is a
good idea to provide a handout. A one-
page handout or hrochure that summa-
rizes the main points is useful, This is
appropriate for high-level audiences and
for techmical andiences 1o help them
articulate the main points in Luer conver-
sattons, Additionallv, one can distribute o
written version ol the entire visual presen-
tation by printing cach sereen with the
associted seript written below on the
same page. Teis casiest for the reader il
the sereens e imterspersed with the
script, rather than included at the end of
pages of text.,
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