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Step 4: Create Draft Materials
The following tips may be useful in developing quality print materials.15,16

A. Design/Layout
Present One Message per Illustration. Each illustration should communicate a 
single, distinct message. (See Figure 15.)

Limit the Number of Concepts/
Pages per Material. If there are 
too many messages, readers may 
become restless or bored or may fi nd 
the information hard to remember. Try 
testing different formats with members 
of the target population to determine 
what is most appropriate for them. The 
number of pages in a document can also 
affect the cost of printing. (See Step 6: 
Produce Materials for more information 
on this.)

Make the Material Interactive When-
ever Possible. If appropriate, include 
simple question-and-answer sections 
that allow readers to “use” the infor-
mation in the material. If the material 
is to be given to these readers to keep, 
leave a space for the reader’s name 
and include review or question-and-an-
swer sections that encourage readers 
to actually write in the material.

Leave Plenty of White Space. This makes the material easier to read, follow, and 
understand.

Arrange Messages in a Sequence That Is Most Logical to the Audience. If the 
material includes several steps or multiple messages, ensure that they are presented 

Figure 15. Present One Message per 
Illustration

A health worker describes condom use 
to clients.

(Courtesy of the Gambia Family Planning 
Association)
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in a logical order. If necessary, pretest them separately and ask members of the 
target audience to recommend the best sequence for the messages.

Use Illustrations to Supplement Text. Placing illustrations throughout the text 
makes the material more appealing and can help the reader to absorb the information 

Figure 16. Arrange Messages in a Sequence That Is 
Most Logical to the Audience 

Instructions for Using a Condom Properly

Throw away into a container or latrine.

Slide condom off without spilling liquid 
(semen) inside.

After ejaculation (coming), hold rim of 
condom and pull penis out before penis 
gets soft.

Always put condom on before entering 
partner.

Continue squeezing tip while unrolling 
condom until it covers all of penis.

If not circumcised, pull foreskin back.
Squeeze tip of condom and put it on end 
of penis.

Carefully open package so condom does not 
tear. Do not unroll condom before putting it on.

1

2

3

4

5

6

7

Men who reviewed condom 
instruction found it easier 
to follow the sequence 
when the package insert 
unfolded to show vertical 
rather than horizontal 
drawings. Numbering each 
step in the process also 
helped.
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presented. Pictures can often display concepts and communicate visually in ways that 
words alone cannot. A powerful picture with a simple, but provocative caption is an 
effective way to display more than factual information (to create empathy, acceptance, 
or support for something you are seeking to promote). Thought or speech bubbles 
can take ideas from words to images that communicate understanding of underlying 
issues, or give the idea that a person facing a risk is not alone. For many materials, 
illustrations are critical for conveying the message.

B. Illustrations
Use Appropriate Colors. Use colors that have been pretested with the intended 
audience. Colors have different connotations in different cultures. 

Use Familiar Images. People understand and are attracted to pictures that seem 
familiar to them. Expressions, activities, clothing, buildings, and other objects in 
illustrations should refl ect the cultural context of the audience.

Use Realistic Illustrations. People and objects portrayed as they occur in day-to-
day life are easier to recognize than anatomical drawings, enlargements, parts of 
things or people, schematic diagrams, maps, or other drawings that do not resemble 
things that people normally see. 

Use Simple Illustrations. Avoid extraneous detail that can distract the reader from 
the central message. For instance, it is easier to see a women’s health clinic set 
against a plain background than against a crowded city street.

Illustrate Objects in Scale and in Context Whenever Possible. Although large 
pictures and text are easier to see, excessive enlargement of detail may diminish 
one’s understanding of the message. 

Use Appropriate Symbols. All symbols should be carefully pretested with the target 
audience (see Step 5, Pretest and Revise Draft Materials). Crosses, arrows, check 
marks, inserts, and balloons that represent conversations and thoughts usually are 
not understood by people who have not been taught what they mean. (See Figure 
17.) Likewise, symbols to represent time are culture specifi c: in some countries, 
calendar pages may be used to represent months, whereas moons and stars may 
be more appropriate in other countries.
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Figure 17. Use Appropriate Symbols 

Figure 17a Figure 17b

Figure 17a shows a doctor telling a pregnant woman not to take medications unless they are 
prescribed by her doctor. The use of this familiar gesture for “no” or “don’t” was understood by 
women in the Philippines, whereas the abstract symbol of a red “X” over an earlier version of two 
pill bottles and several loose tablets was either misinterpreted or entirely overlooked.

While the picture in Figure 17a was widely understood, respondents preferred Figure 17b, a more 
positive variation showing the doctor handing the woman a bottle of pills: “Only take medicines 
prescribed by your doctor.”

(Courtesy of Kabalikat ng Pilipino, Manila, Philippines)

Here the photograph shown in Figure 17b 
has been re-drawn using watercolors. Project 
staff found that the hand-drawn colored 
version was better accepted and more easily 
understood than the colored photo. Also, 
in the drawing, the artist could show more 
clearly that the woman was pregnant, which 
was important in a booklet on ways to ensure 
a healthy baby.

Figure 18. Use Appropriate Illustrative Styles
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Use Appropriate Illustrative Styles. There are different kinds of illustrative styles: 
line drawings, shaded drawings, photographs, cartoons, etc. Photos without 
background detail are more clearly understood by some audiences than are 
drawings. When drawings are more appropriate, some audiences prefer shaded 
line drawings rather than simple line drawings. Test shading carefully to make sure 
that it is acceptable and obvious enough that it is not mistaken for poor-quality 
printing. Similarly, cartoon fi gures or highly stylized drawings may or may not be well 
understood, depending on the audience’s familiarity with cartoon characterizations 
and abstract representation. Identical messages, using the same symbols, should 
be tested in several graphic styles to determine which style is most acceptable to 
and best understood by the audience. (See Figure 18.)

Use a Positive Approach. Negative messages may be alienating or discouraging 
rather than motivating.

C. Text
Choose a Type Style and Size That Are Easy to Read. Choose a type style that 
is clear and easy to read. Choose a type size that is large enough for the audience 
to read (if possible, use a 14-point font for text, 18-point for subtitles and 24-point 
for titles). Italic and sans serif type styles are more diffi cult to read.

Use Uppercase and Lowercase Letters and Regular Type. Text printed in all 
upper case (or capital) letters is more diffi cult to read. For emphasis, use underlining 
or a distinctively bold typeface.

Test the Reading Level. PATH has found that proper pretesting with the target 
audience will usually indicate whether the language level of a material is appropriate 
for that audience. (See Step 5, Pretest and Revise Draft Materials.)

Review Repeatedly. Restate important information and include review sections 
whenever possible. This will help the reader to understand and remember the 
messages presented.
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D. Adaptation
Materials developed for a specifi c program, region, and/or country can often be 
adapted for use elsewhere. It may be easier and more cost-effective to change 
something that already exists than to create an entirely new material. Adaptation 
requires more rigorous pretesting than developing new materials to ensure that they 
are acceptable and appropriate for the needs of different target populations. (See 
Step 5, Pretest and Revise Draft Materials.)

Reasons for Adapting Materials

Proven Messages Work Well. If a pictorial message has been successful elsewhere, 
it may work well in another area with a similar program. A major advantage of adapting 
materials is having the opportunity to test proven ideas in a different setting.

Technical Information Requires Few Changes. The technical information in 
adapted material is often the same. For example, the message “Hugging and 
showing affection for a person with HIV/AIDS will not give you the virus” will be 
the same for people in Ukraine and people in Georgia. However, the approach to 
delivering the message—such as ways of depicting dress and hair styles—may 
change.

Locally Relevant Materials Are Effective. Research has shown that materials 
are more acceptable and effective when they are written in the local language and 
when the pictorial messages include relevant objects that are easily recognizable 
in the local situation.

Adaptation Saves Time and Money. A project can save both time and money 
by carefully adapting materials that are clear and correct to local conditions. For 
example, a very successful pamphlet that was used in London to sensitize youth on 
the use of condoms was found useful for the Georgian context although given the 
differences in the gender norms of the population. (A high percentage of Georgian 
women remain virgins until marriage.) Some messages in this pamphlet that gave 
examples of female teenagers carrying condoms with them to persuade their male 
partners to use them were changed into messages that persuade men to carry and 
wear condoms themselves.
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E. Radio Materials
Writing scripts for brief 30-second radio spots is a realistic task for those with little 
radio production experience. However, writing full half-hour programs, interview 
programs, dramas, and interactive programs requires professional expertise. If you 
want to do anything more ambitious than spots, hire someone already working in 
the medium. This person should have enough expertise to translate the content 
of your creative brief and your messages into radio format so that it achieves your 
objectives.

If you are writing your own script, use the information in your materials development 
worksheet to create the fi rst draft of the radio script. The script should include 
suggestions for sound effects and music.

When writing a radio script, remember:

•  The script is divided into two columns. The left column indicates to the director 
or the producer who speaks, at what moment, and in what sequence. It also 
gives instructions to the person in charge of the production.

•  The right column tells the production staff the sound effect you want to be 
heard, or the infl ection, modulation, or feeling you want the actor to convey. It 
also includes the pauses and sounds the actor should use.

•  The instructions for the production staff are in capital letters. When they call for 
a sound effect, they are underlined.

F. Video Materials
Producing a video—even a brief one—is a complicated task. For best results, hire 
a fi rm or individual with experience in video development, including scriptwriting, 
concept development, and storyboard production. Be sure to select someone who 
is open to the pretest and revision process and to the viewpoint that the audience is 
always right. The scriptwriter should have enough expertise to translate the content of 
your messages into video format so that it achieves your objectives. The scriptwriter 
should also include suggestions for setting the video scenes, music, sound effects, 
and graphics. 
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You should be ready to hire an outside resource after you have:

•  Defi ned what kind of video you are going to develop.
•  Determined who your audience is.
•  Written your creative brief.
•  Gathered information from your audience on what they already know and need 

to know about the topic.
•  Organized your data and key messages in a materials development work-

sheet.

Concept Development. The video production consultant you have hired will use 
your creative brief (see Step 1, Plan Your Project) to defi ne the visual images and 
script content for the fi nal video. Using your brief, they should develop a concept as 
the fi rst step in video production. This includes drawings, illustrations, or photographs 
that offer ideas for visuals—along with ideas for text.

Concept development is critical. It shows you immediately how well the consultant 
has understood essential information, from research results to your communication 
strategy. Also, at this point, you can correct any misunderstandings before investing 
money in the steps described below.

If the concept development meets your requirements, then the consultant proceeds 
to the next step, the storyboard. The storyboard will show the essential audio and 
visual elements of the video.

Storyboard and Script. The creative brief, materials development worksheet, and 
concept development are used to produce a storyboard. The storyboard displays 
the text of the key scenes, along with the key images for the video as it will appear 
on the screen. You should have enough drawings to match the primary lines for 
each scene spoken by the actors or the voiceover, as well as enough squares to 
give a full idea of the sequence of the visual images.

G. Computer-Based Materials
Computer-based media (CM) include any information products used on a computer. 
They may be simply electronic versions of pamphlets, radio spots, or videos you 
have already created, or they may include products designed to leverage special 
functions available only on a computer, such as interactive decision making. CM 
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may exist on a computer hard drive, on fl oppy disks, on CD-ROMs, or on the 
Internet—also known as the World Wide Web, or the Web.

1. Consider the Advantages and Disadvantages of Computer-Based 
Materials.

The computer offers wide opportunities, but also presents many challenges for 
materials development. Think carefully before deciding to develop materials for 
the computer. Because this medium is new to many people, this section focuses 
fi rst on the advantages and disadvantages of CM, then takes a look at the types 
of CM you can produce, and concludes with an overview of the steps involved in 
developing CM products.

a. Advantages of Computer-Based Materials. Computer-based products have 
many advantages over other media in their ease of use and distribution.

•  Computers allow you to present many different kinds of media—text, pictures, 
audio, and video—all on a single machine.

•  Computers allow users to search for key words and subject areas quickly and 
in a way not possible in other media.

•  Interactive products can provide logical functions not possible in any other me-
dia.

•  Electronic fi les are easy to transfer from one computer to another. Many books, 
pamphlets, and even radio or video spots can fi t on a single CD-ROM. Small 
fi les can be distributed through email or from a Web site, saving on postage 
and other distribution costs.

•  Users print what they need, when they need it. That saves you money, too.
•  Documents on the computer can be organized so that users may easily select 

the level of information they need.
•  Much of the software needed to view CM fi les is free, although you must pay 

for the software required to create those fi les.

Special Advantages of the Web. The Web is a virtual library of information available 
to any user who has access to the Internet. If you develop electronic material, you 
can put it on the web to further increase its availability around the world.

•  Once your computer fi les are on the Web, they can be accessed from any 
Internet computer.
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•  Users don’t have to wait for you to mail them a document; they can usually 
download it right away.

•  Materials on the Web are easy to update. Users can always get the latest ver-
sions, at little extra cost to you.

•  The Web can offer immediate communication between you and users, through 
email, and between users and other users, through interactive Web forums.

b) Disadvantages of Computer-based Materials. Although CM can be fun to 
create and distribute, the medium still has a few disadvantages that might 
make you less likely to consider it for your project. As computers continue to 
improve and their use becomes more widespread, however, these barriers may 
disappear and make computer-based media a more attractive option.

•  Computers are much less common than VCRs, TVs, radios, and cassette play-
ers. They are more expensive and more diffi cult to maintain. Desktop computers 
are not as portable as those other devices. And laptop computer screens can 
be diffi cult to view, especially for groups.

•  Many users do not have access to the Web or may fi nd it too expensive or slow 
to use regularly.

•  Computers have not been standardized in the same ways as VCRs and cas-
sette players. Users can have many different computer setups, and electronic 
products may appear differently on different machines. New software may not 
perform well on older computers.

•  Less experienced users may need your help in installing or using the software 
they need to view your materials electronically.

•  Printouts usually are not the same quality as materials from a printing press. 
Many users will not be able to print in color.

•  Testing computer materials is more diffi cult than testing other media because 
it is harder to “see” everything in the product.

•  For multimedia and interactive media, you fi rst need to create the separate 
print, audio, and video products you plan to use before you create the electronic 
materials. Computer media do not offer any shortcuts.

•  Creating multimedia materials requires expertise in image, audio, and video 
processing on the computer. Creating interactive materials and web sites of-
ten requires computer programming skills. You may need to hire consultants 
for this.
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2. Decide What Type of Material to Produce. 

Following is an overview of the three most common types of computer-based 
products: distribution, multimedia, and interactive. While you may fi nd different 
names for these materials, the general principles of each still apply. All of these 
products can include existing or new electronic fi les. You will need to convert existing 
print, audio, and video products into computer fi les before adding them to a computer-
based product—or hire a consultant who is already an expert in that process.

a) Distribution Products. This is the simplest form of computer media. It can 
be as simple as a collection of fi les on a fl oppy disk. Or you may wish to add 
a simple interface—what the user sees on the screen—to help users identify 
and access the fi les on the disk.

•  Easy to Use. A CD-ROM can make it easy for users to search for HIV/AIDS-
related materials and print or share electronic copies, as needed. Users can 
also view and use photos without requiring that their program pay for expensive 
photo printing. This is important because most users might never need the 
photos. And, even users who do not have Web access can use the hundreds 
of documents available on web sites that can be included on a CD-ROM.

•  Easy to Create. A single person can produce a CD-ROM in a few days. Con-
sidering the huge amount of information it can contain, duplication is inexpen-
sive. Some CD-ROMs cost about one dollar per copy, plus another dollar for 
the cardboard sleeve. Imagine what it would cost to print those thousands of 
pages of text and photos instead! And CD-ROMs are much sturdier than fl oppy 
disks, an important consideration when mailing them internationally.

b. Multimedia Products. Multimedia products are similar to distribution products 
in that they contain different types of fi les, such as text, pictures, audio, and 
video. However, multimedia products include carefully designed interfaces that 
guide the user through the product and make the experience more satisfying. 
Of course, this means more work for the developer!

c. Interactive Products. Interactive products are the most complex and 
sophisticated of the three types. However, unlike the other types of computer-
based media, interactive products make use of the unique power of the computer: 
the ability to process logical functions. Because they usually require someone 
who can write computer programs, they can be expensive to create.
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What Interactive Really Means. The term “interactive” is often used inappropriately 
among product developers. Some developers call their software interactive just 
because it has buttons you can click to go from one screen to another—a process 
known as navigation—or links to play audio or video clips. But these simple actions 
can be found in distribution and multimedia products as well. At PATH, we defi ne an 
interactive product as “one that solicits meaningful user input, such as answers to 
questions about who the user is or what he or she wants; the interactive software 
then uses logical algorithms, programmed by the developer, to respond to this input 
in a meaningful way.”

Why Interactive Products Are More Diffi cult to Produce. Creation of the 
logical algorithms needed for interactive computer media is challenging, requiring 
knowledge of health issues, such as the factors that increase risk of exposure to 
HIV, as well as the ability to create computer programs or scripts. Furthermore, the 
software needed for development of sophisticated, interactive CM is often expensive 
and diffi cult to learn.

3. Develop Computer-Based Materials. 

If you have gotten this far, perhaps you are still intrigued by the idea of creating CM. 
Following is an overview of the steps involved in developing a simple computer-
based product, with or without the help of an outside consultant.

a. Consider Audience Requirements. Before you decide to create computer-
based materials, you must think about the audience who will use your CM.

Hardware and software questions:

•  Does the typical user have access to a computer?
•  What kind of computer (processor speed)?
•  How much storage is available on the hard drive?
•  Does it have a CD-ROM drive?
•  What kinds of software can it support?
•  Does it have multimedia capabilities?
•  Does it have reliable and inexpensive Web access?
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User-skill questions:

Is the user:

•  Able to read and understand what appears on a computer screen?
•  Familiar with computer software?
•  Comfortable using a mouse?
•  Able to locate fi les on a fl oppy disk or CD-ROM, if necessary?
•  Comfortable using the Internet, if necessary?

b. Develop a Product That Suits Your Needs. This is a good time to ask yourself, 
once again, “Do we really need to create a computer-based product, or can we 
do the job in other less-complicated ways?” If you do not need a computer-based 
product, stop now. But if you feel that your communication objective requires 
distribution of large quantities of information, multimedia, branching logic, or 
logical algorithms, then proceed.

•   Make a List of Available Materials. Start by listing the materials that you already 
have in their original form or as digital fi les—such as text from brochures, art-
work, and audio and video clips. Also, list the materials that must be created from 
scratch.

•  Design an Interface for the User. Think carefully about how to design the 
interface, as that will infl uence the experience of the user and the effective-
ness of the product. Keep your interface as simple as possible. It is especially 
important not to go “icon crazy”—in general, the fewer icons you use, the better.

- Platform. Whatever your feelings about Microsoft Windows™, you probably 
have to develop your product for that platform, since most business and personal 
computers worldwide use it. Only about 5 percent of computers worldwide use the 
Apple operating system, and another 10 percent use UNIX, LINUX, or Sun oper-
ating systems. You’ll fi nd that many graphic designers and publishing companies 
use Apple equipment and that many universities use UNIX or LINUX systems, 
but they might not be your intended audience. The good news is that the Web 
and Adobe Acrobat work on both the Windows and Apple operating systems.

- Touch Screens can be a good choice for some settings, but they require 
special hardware and can be diffi cult to maintain. Touch screen interfaces 
must be designed with big buttons because fi ngers are much larger than 
a mouse pointer. This changes the look of your interface considerably.
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- Fonts. Be careful using fonts that do not come with Windows. If you de-
sign your product with a font that the user doesn’t own, their computer will 
substitute some other font. This can dramatically alter the appearance of 
your product and can create other problems. This is also true of fonts for 
languages other than English. Fortunately, Adobe Acrobat is designed to 
help solve this problem; that is one reason so many people use it today.

- Get Outside Help, if You Need It. Creating computer code, or logical algo-
rithms like those used in PATH’s Risk Advisor, is diffi cult and requires long and 
careful thought—and probably the help of a consultant. You may also need help 
learning how to transfer completed fi les onto a CD-ROM. It’s not as simple as 
saving information on a fl oppy and requires special equipment that you may 
not have available on your computer.

c. Develop a User’s Guide. Unless you’re creating a Web-based product, 
you’ll usually need to write a user’s guide. This document tells users about 
the product—remember, they cannot leaf through your computer fi les before 
installation—and provides instructions for installing the product, hints for 
solving any problems, and contact information for help. The user’s guide does 
not have to be an expensive publication; most users will look at it only once. 
Concentrate on content, not on fl ashy style.

•  Print Instructions Directly on the CD-ROM Label and Sleeve. It also is a 
good idea to print installation instructions directly on the fl oppy disk or CD-ROM 
label, and on the outside packaging, if possible, since the disk might become 
separated from the user’s guide.

•  Create a “Read Me” File. If you want to distribute the user’s guide as a word-
processed document or “read me” fi le, save it in “Rich Text Format” (.rtf) instead 
of the standard format for your word processor. All modern word processors 
can interpret .rtf fi les. Be sure to test the document after converting to .rtf, since 
some formatting options, like hyperlinks or fancy tables, may be lost.

•  Include Installation Files for Software. If your product requires the free Acro-
bat Reader, PowerPoint Viewer, or a Web browser, such as Microsoft Internet 
Explorer or Netscape Communicator, provide the installation fi les directly on 
the fl oppy disk or CD-ROM. But fi rst check to make sure that you can legally 
do so.

•  Be Available for Troubleshooting. You can be sure that some users will have 
trouble installing or using your computer-based material. It may be a problem 
with their computer, it may be something they do not understand, or it may be a 
mistake you made. But you have to be ready to help them—otherwise all your 
development efforts will go to waste. One of the best ways to do this is to cre-
ate a good troubleshooting section for the user’s guide and to provide contact 
information where people can go for help.
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•  Test Computer-Based Materials. The content of computer-based material 
should be tested separately, in printed format, or radio and video format, if ap-
propriate, before being tested as part of a computer-based product. After testing 
the CM yourself and with colleagues in-house to make sure there are no technical 
problems, test the full computer-based product with members of the intended 
audience. Sometimes, it’s best to simply observe the respondent working with 
the computer. You can quickly detect any problem areas by watching where 
they have diffi culty navigating or accessing material. Be sure that they look at 
everything in the product.
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Step 5: Pretest and Revise Draft Materials
What Is Pretesting? Once the fi rst drafts of the messages and a series of visuals are 
prepared, interviews are conducted with representatives of the target population to 
test the messages and visuals and to validate that messages are correctly understood 
and well received. This is called “pretesting” or “fi eld-testing.” During pretesting, an 
interviewer shows the materials to members of the target population and asks open-
ended questions to learn if the message is well understood and acceptable. The 
goal of pretesting is to ensure that BCC materials convey the intended messages 
in a way that the audience endorses. 17,18,19

When to Pretest? Pretesting takes place before the materials are fi nalized so 
that they can be revised based on the audience’s reactions and suggestions. Most 
materials must be pretested and revised several times. Each new or revised version 
is tested again until the material is well understood by—and acceptable to—the 
target population.

Why Pretest? Pretesting is crucial because illustrations and text can easily be 
misinterpreted. Pretesting helps project staff know whether the draft materials are 
understandable to the audience for whom they are being prepared. If people cannot 
understand the materials, or do not like them, the message is lost. It is also easier 
to change materials before they are fi nalized than to fi nd out the materials are 
inappropriate after a large investment of time and expense.

The three drafts shown in Figure 19 were designed to promote the message that 
couples must abstain from sexual relations for the entire time they are in treatment 
for an STI. The message further explained that persons can “catch” STIs by having 
sexual relations with someone who is infected. When young people in Burkina Faso 
and Togo were shown the fi rst version (Draft A)—the image of a couple sleeping 
away from one another on different sides of the bed— many weren’t sure about the 
meaning of the message. Some suggested writing the word “non” (no) in red over 
the bed (Draft B), but comprehension of this important message remained poor.
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Project staff then explained the message they wanted to convey and asked 
respondents for additional suggestions to improve the pictorial message. Pretest 
respondents suggested a completely different approach. When this third version 
(Draft C) was redrawn and pretested, most pretest participants understood that the 
woman defi nitely intended to stay away from her partner.

Figure 19. Three Drafts of an STI Message
(from a brochure on What to Do When You Have an STI)

Draft A: The audience did not understand who the persons were with 
their backs to one another. In many cultures, siblings and/or children 
often share their beds with relatives.

Draft C: In the fi nal version, the man is pursuing his partner, 
but she is clearly keeping him at an “arm’s distance.” When the 
illustration was tested among both older and younger men and 
women in Burkina Faso and Togo, respondents said it was obvious 
that the woman was not interested in any sexual intimacies. Both 
comprehension and acceptability improved and this illustration was 
used in the printed brochure, now being used in other West African 
AIDS prevention programs. 

Draft B: Same picture as above, but with a red “non” (no) written 
over the bed frame, implying “no sex” during the STI treatment. Many 
respondents still did not like the picture of a couple in bed turning 
their backs on each other. Some said one person in the bed must be 
ill; others thought the man and woman were angry with each other. 

(Courtesy of Sante Familiale et Prevention du SIDA [SFPS], a regional project of West Africa, in 
collaboration with JHU/CCP)
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A. Variables to Be Measured

Five variables are measured during pretesting:11

1. Comprehension

Comprehension measures not only the clarity of the material content, but also the 
way that content is presented. A complicated or unknown word may cause the 
audience’s failure to understand the message. Or, perhaps the message is clear and 
the language appropriate, but the use of a too-small typeface makes it diffi cult for 
the audience to read the message. Additionally, the transmission of too many ideas 
may confuse audience members and cause them to overlook the action the material 
asks them to undertake. Materials should also accomplish strategic objectives. If 
the strategy calls for the materials to evoke tenderness toward a family member 
with AIDS, pretesting should make certain that the audience perceives this in the 
message.

2. Attractiveness.

If a material is not attractive, many individuals exposed to it will not pay much 
attention to it. A poster may go unnoticed if it has been printed in a dull color or if the 
illustration is of poor quality or is irrelevant. Print materials achieve attractiveness 
through appropriate visuals, such as colored or black-and-white illustrations and 
photographs.

3. Acceptance. 

The messages and the way they are communicated must be acceptable to those 
to whom they are directed. If the communication materials contain something that 
offends, is not believable, or generates disagreement among the target audience, 
the message will be rejected.

4. Involvement. 

The target populations should be able to identify with the materials and recognize 
that the message is directed toward them. To ensure that the target audience for 
the new material becomes involved, it is necessary to make appropriate use of the 
symbols, graphics, and language used by a particular population group. Illustrations 
and characters should faithfully refl ect that specifi c population segment, together with 
its environment and characteristics, through clothing, hair styles, furniture, building 
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style, etc. (although there are always some who will ask to see people different from 
themselves, so they don’t feel singled out).

5. Inducement to Action. 

The materials should indicate clearly what the target population is being asked to 
do. No matter how good a communication material is from a technical standpoint, it 
will be worthless if it fails to transmit a message that can be acted upon or carried 
out. Even those materials that create awareness should induce listeners or viewers 
at least to seek more information on a subject, as this can move them to take steps 
leading to the required action or behavior change.

B. Individual Pretests

Whenever possible, pretests of materials should be conducted with only one target 
audience member at a time. This will ensure that a respondent’s answers are not 
infl uenced by other people. As with FGD participants, pretest respondents must be 
representative of the audience(s) the project wants to reach. The same respondents 
should not participate in more than one round of pretesting and should not be 
the same individuals who participated in the earlier FGDs. This is to ensure that 
respondents have no prior knowledge of the intended messages being tested.

Pretest sites and times must be selected with the audience in mind. It is often more 
convenient to pretest materials where participants work, reside, or pass time—such as 
marketplaces, clinic waiting rooms, or tea stalls—rather than at the pretester’s offi ce. 
Such pretests can be either planned (scheduled) or unplanned (intercept interviews). 
The main difference between an intercept interview and a planned interview is how 
it begins.

Follow these guidelines when using the intercept interview technique:

Tips on Beginning Intercept Interviews

•  Begin the intercept interview by stopping people who look like they are represen-
tative of the group for whom the materials are intended. Explain that the program 
is testing some materials and that you would like to ask their opinion.

•   Next, fi nd out if the person is in the intended group by asking him or her the ques-
tions on the participant Pretest Background Sheet (see Appendix B).
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•   Conduct the interview in a private place. A private atmosphere can be created by 
providing a room with a curtain or interviewing the person away from crowded 
areas.

From this point on, the intercept interview and the planned interview continue in the 
same way (see pages that follow).

Like FGDs, pretests require a two-person team: an interviewer and a note-taker. 
Usually, a team can conduct individual pretests with six to ten respondents a day, 
depending on the length of the material being pretested.

First Rounds of Pretesting. The fi rst drafts of materials for initial pretests should be 
the least complicated in terms of technical elements such illustrations, graphics, and 
color. Initially, it is best to use line drawings of the illustrations with the accompanying 
simple text. The text and picture for each message should be tested separately 
in order to obtain specifi c pretesting results for each. One method is to print the 
text beneath the picture so that, while testing the picture alone, the text can be folded 
out of sight or covered with a blank sheet of paper held in place with paper clips. The 
page may then be unfolded or the paper removed so that the picture and text can be 
pretested together.

Figure 20 presents a situation where project staff might pretest more than one 
illustration of the same message. When the World Health Organization published 
a monograph on preparing fl yers demonstrating proper condom use, they included 
alternative illustrations showing where to dispose of a used condom. They suggested 
that program staff might alternate the following pictures (or substitute others, as 
needed) to pretest the most appropriate condom disposal illustration to use in fl yers 
for a particular country.

Tips on Conducting Individual Interviews

Follow these steps for both intercept interviews and planned interviews:

Once the pretester has selected a pretesting site and identifi ed a respondent, the 
pretester should introduce himself or herself and the note-taker. He or she should 
explain that the purpose of the pretesting is to solicit comments from respondents to 
help improve print materials that will be used to benefi t people like the interviewee. The 
pretester should emphasize that the material is being tested, not the respondent.
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Tell the participant that his or her name will not be used and that the conversation is 
confi dential. Tell him or her how much time the interview will take. Discourage onlookers, 
since they may be distracting to the respondent. During pretesting, the interviewer 
must:

•  Ask questions that are “open-ended” rather than “closed-ended” and “probing” 
rather than “leading.” (See Figure 21.)

•   Be supportive of the respondent’s answers: use phrases such as “very good” and 
“you are doing a fi ne job,” even when the respondent misinterprets the message 
the picture is meant to convey. If the respondent gets the idea that he or she is 
doing something wrong, he or she will stop talking and the pretest will be invalid.

Figure 20. Pretesting Alternative Illustrations

Alternate 2

This illustration will form the seventh message in a series 
on proper condom use.

Alternate 1
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•  Allow the respondent to talk freely without interruption, disagreement, or ridicule. 
After getting—and recording—the respondent’s interpretation and comments 
on all the messages being pretested, thank him or her for participating. Pro-
vide refreshments for participants, if possible, as a way to thank them for their 
participation in the process.

Number of Respondents. During early rounds of pretesting, improvements needed 
in the drawings should become evident quickly. Therefore, it is usually not necessary 
to interview more than 10 respondents before analyzing the results. In subsequent 
pretests, at least 20 respondents per round should be interviewed before revisions 
are made.

Number of Copies. When doing individual interviews for pretesting leafl ets, 
brochures, or other print material intended for individual consumption, you can use 
the same copy for each person. For group interviews, make a photocopy for each 
participant. When pretesting posters, fl ip charts, counseling cards, or any print 
material that is usually viewed in a group setting, one copy is enough.

As the material content improves during subsequent rounds of pretesting, drafts 
should begin to closely resemble the fi nal product in terms of color, size, layout, 
etc. When testing any materials that will be used in a group setting, make sure the 
illustrations can be seen clearly.

Figure 21. Question Types

1. Closed-Ended Questions
Closed-ended questions require a brief and 
exact reply.

Example: “How many men do you see 
in this picture?” (This assumes that the 
respondent has already mentioned a man in 
the illustration.)

3. Probing Questions
Probing questions respond to replies or 
request further information.

Example: “You said one man looks sad. Tell 
me, why you think this man looks sad? What 
is there about him that suggests sadness?”

2. Open-Ended Questions
Open-ended questions require longer 
answers and demand more thought than do 
closed-ended questions.

Example: “What is happening in this 
picture?”

4. Leading Questions
Leading questions lead respondents to 
answer the question in a particular way.

Example: “Are you bothered by this picture 
of a health worker showing men how to use 
a condom?”
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In later rounds of pretests, it is often appropriate—and less time consuming—to 
use groups, again composed of representatives of the target population(s). This 
is especially true when project staff are having trouble fi nding visuals that are fully 
understood by an audience. Assembling a group of 8 to 12 persons, explaining to 
them the messages to be depicted, and then asking for their suggestions, is often 
a cost-effective way to generate many ideas in a short period of time. When doing 
this, consider having the artist present to sketch out suggestions and get immediate 
feedback. Of course, it is still important to pretest these new illustrations with other 
members of the intended audience, but this exercise may generate immediate ideas 
that are both comprehensible and acceptable.

During the fi nal pretest, use a mock representation of the material (fi nal size, 
layout, type size, and colors) exactly as envisioned by project staff. Following this 
fi nal round, minor changes may be necessary, but comprehension and acceptability 
should be high enough to proceed with printing.

C. Use of Pretesting Forms

PATH and FHI use several forms and outlines to help organize and gather data during 
pretesting: the Pretest Background Sheet, the Pretest Data Collection Sheet, the 
Pretest Summary of Results Sheet, Sample Questions for Group Pretests, and the 
Group Pretest Answer Sheet. Samples of each are provided in Appendix B. These 
forms can be adapted to suit each project. Figures 22, 23, and 24 demonstrate 
the uses of some of these pretesting forms. Each form documents one round of 
pretesting; the same general procedures are used for all rounds of individual pretests 
until an “acceptable” version of the message is created.

It is important to use forms because:

•  Pretesting generates many details about how to improve the materials, and if 
they are not carefully organized and documented, such details are easily lost.

•  Keeping track of pretest participant characteristics ensures that only individuals 
who meet the screening criteria are included in pretesting.

•  Forms help systematize the pretesting process, making it easy to summarize 
what project staff learned and how they applied it.
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1. Pretest Background Sheet

The sample completed Pretest Background Sheet (Figure 22) shows how this form 
is used to record information about pretest respondents. One Pretest Background 
Sheet should be prepared for each round of pretesting. Project staff must decide 
in advance which criteria to use in selecting pretesting respondents and what 
information is important to record. These selection criteria are listed in the spaces 
at the top of each column and should be fi lled in prior to pretesting.

Personal information that some individuals may feel sensitive about revealing (age, 
level of schooling, vocation, ability to read) should be solicited tactfully. For example, 
after approaching a potential respondent in an “intercept” interview and explaining 
the need to pretest a particular material among people of a certain age group, the 
interviewer may then inquire about the potential respondent’s year of birth. If the 
person does not qualify, the interviewer should politely thank the person and continue 
to search for respondents who represent the target population.

Each individual should be assigned the same respondent number for the Pretest 
Background Sheet and the Pretest Data Collection Sheet (Figure 23).

2. Pretest Data Collection Sheet

The Pretest Data Collection Sheet is used to record feedback from respondents 
about the material that is being pretested. One Pretest Data Collection Sheet should 
be completed for each message (page) during each round of pretesting. Information 
above the bold line should be fi lled out by project staff prior to pretesting. The letters 
“A,” “B,” “C,” etc., in the “Describe Picture” box correspond to major elements of 
the illustration. This shorthand system allows the interviewer to record responses 
quickly by listing the appropriate letters.

Everything below the bold line on the Pretest Data Collection Sheet is completed 
during and after pretesting:

•  First, each respondent is assigned a number, the same used on the Pretest 
Background Sheet. This number is recorded in the left column.

•  Before showing the picture to the respondent, the interviewer folds any text out 
of sight or covers it. Then he or she asks questions about the picture.

•  Next, the interviewer unfolds the page and asks about the text.
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•  In the box labeled “What do the words mean to you?” the “R” should be circled 
if the respondent read the accompanying text; the “H” should be circled if the 
respondent heard the text read aloud by the interviewer.

•  The respondent’s feeling about the message and suggestions for improvements 
should be listed in the next two boxes.

Figure 22. Sample Completed Pretest Background Sheet

Use these 
columns 
for 
additional 
information 
as needed.

Test 
the text 
using the 
language 
that will be 
used in the 
material.

The 
respondent 
number will 
correspond 
with the one 
used on the 
Pretest Data 
Collection 
Sheet.
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This is the 
4th of 10 
messages 
(pages) in 
the booklet.

This is the 
fi rst time 
this picture 
has been 
pretested.

This is the 
response of 
one respon-
dent to one 
message (#4, 
see above).

If the 
respondent 
does not 
understand 
a part of the 
picture, the 
respondent’s 
interpretation 
should be 
noted.

Background information on 
whether the test was read or 
heard will help project staff to 
decide if changes are needed.

If the text 
is not 
understood, 
it should be 
changed.

One leading 
rule is that if 
respondents 
make any 
appropriate 
suggestions 
for changes 
to the il-
lustration, 
the picture 
is “Not OK” 
and should 
be changed.

The numbers 
in this column 
correspond to 
the respondent 
numbers on 
the Pretest 
Background 
Sheet.

If the 
respondent 
recognizes part 
of the picture, 
a check mark 
can save the 
recorder time.

Figure 23. Sample Completed Pretest Data Collection Sheet (for message 
illustrated in Figure 25)
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Figure 24. Sample Completed Pretest Summary of Results Sheet (for message 
illustrated in Figure 25)

P = Picture

T = Text

This will help you to judge 
which messages need the 
most work.

Incorporate these suggested 
changes into Pretest Round 2.

Fill in the 
coder’s 
name here.



75Step 5: Pretest and Revise Draft Materials

After the team completes a round of pretesting, the coder should carefully read all 
the responses, determine whether the picture and text are “OK” or “Not OK,” and 
mark the appropriate box. This assessment should be based on:

•  Comprehension (indicated by the “What do you see?” and “What do the words 
mean to you?” boxes).

•  Acceptability (indicated by the “How do you feel about the picture and/or words?” 
and “What would you change?” boxes).

A response to a picture is considered “OK” if the respondent correctly describes all 
major elements in the illustration, is comfortable with the picture, and suggests no 
changes. Similarly, a response to the text is “OK” if the respondent correctly states 
the meaning of the text and is satisfi ed with the way the message is stated and that 
it reinforces the illustration. Otherwise, a response should be coded as “Not OK.”

Project staff must determine when a message is “OK” or “Not OK” in terms of the 
overall level of comprehension and acceptability. Staff should consider and decide in 
advance how many “OKs” signify a successful message. PATH and FHI recommend 
that at least 70 percent of respondents should be able to correctly interpret the visuals 
alone, and at least 90 percent should be able to interpret the visuals with the text, 
fi nd them acceptable, and understand any action the messages recommend.

An alternative to collecting pretest data is a simple Pretest Question Guide. Some 
fi nd it easier not having to prepare a special chart with small boxes to be fi lled in. 
However, using a Pretest Question Guide is somewhat bulkier, as the interviewer 
and the note-taker must use a separate sheet of paper for each message pretested 
by each respondent. A Pretest Question Guide would contain questions such as:

•  (Note: Show only illustration.) What do you see in this picture? What is it tell-
ing you? Are you supposed to do anything? If so, what? Leave room to write 
the respondent’s responses, or use the Group Pretest Answer Sheet (see 
Appendix B, Form 6).

•  (Note: Uncover text and either read it or have participant read it.) What does 
the text mean, in your own words? (Again, always leave empty space to en-
ter reply.)

•  What information—or message—is this page trying to convey?

•  Does it ask/tell you to do something? If yes, what?
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•  Does the picture on the page match the words? Why? Or why not?

•  Are there any words in the text that you do not understand? Which ones?

•  Is there anything on the page that you do not like? What? Why? How might we 
improve it?

3. Pretest Summary of Results Sheet

The Pretest Summary of Results Sheet indicates any changes needed to the text 
and/or visuals to increase the messages’ comprehension and acceptability. As soon 
as a round of pretests ends and the coding is completed, the coder must transfer 
the results to the Pretest Summary of Results Sheet (Figure 24). Usually, only one 
or two Summary of Results Sheets are needed to record data from all the messages 
pretested during one round.

Two separate lines should be used to record the results of the pictures (“P”) and 
text (“T”) for each message. For example, if several pages of a material are being 
pretested, label the fi rst line “1P” and record the comments for improving the picture 
of message number 1 on that line. The next available line should be labeled “1T” 
and contain the results for the text of message number 1. Subsequent messages 
should be recorded as “2P,” “2T,” “3P,” “3T,” and so forth.

The coder should calculate the percentages of “OK” and “Not OK” pictures and 

Figure 25. Sample Illustration, Pretest Round One

“Used clothing is AIDS-free.” Respondents 
understood that men were examining clothing, but 
thought they were looking for garments that had not 
been mended.
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text based on the total number of pretests. He or she should also summarize the 
suggested changes recorded on the Pretest Data Collection Sheet in the right-hand 
column of this summary form. Figure 24 shows the results of pretesting the picture 
and text of Figure 25. 

Alternative Pretest Summary Form. When using the Pretest Question Guide, it 
is necessary to collate responses collected from the individual pretests. Create a 
master compilation form, with one question per page, leaving large spaces to record 
what was said. Again, there are shortcuts project staff can initiate. For example, if 
respondent 4 gives the same reply to question 1 as respondent 2, then staff compiling 
the summary can just put a tick (✓ or + or some other symbol) next to the comments 
of respondent 2. Similarly, if respondent 6 saw everything she was supposed to see 
in illustration 3, the interviewer or note-taker could just write “visuals OK” (or some 
similar abbreviation that the two-person team has agreed upon before beginning 
to summarize the results).

In subsequent rounds of pretests, an effi cient way to note recommended changes is 
to use an Identifi cation of Changes and Modifi cations Sheet (see Appendix B, Form 
7).

Review by Gatekeepers. Once the individual messages have reached the desired 
level of understanding through pretesting and revision, the entire material should 
be reviewed by the organizations collaborating on the project, other institutions 
interested in using the material, and anyone else with authority to approve the 
material. These gatekeepers often control the distribution channels for reaching the 
target population. If they do not like the material or do not believe it to be credible 
or scientifi cally accurate, it may never reach the target population. It is therefore 
important to have gatekeepers review the materials before they are fi nalized. It 
is good policy also to show them the pretest summary forms to help them better 
understand the perceptions of those for whom the materials are intended and 
perhaps prevent them from blocking distribution of the materials later on. Keep in 
mind that these gatekeeper reviews are not a substitute for pretesting the materials 
with target population representatives, or for obtaining technical clearances from 
medical experts.12
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D. Group Pretests

Group pretests are sometimes used as an alternative to individual interviews. Group 
pretesting is particularly effective for materials containing primarily textual messages 
and materials such as fi lm scripts, audiocassettes, or videos.

Group pretests can also help project staff determine if existing materials developed by 
other groups meet project objectives. It may be possible to borrow and pretest ideas 
from materials developed for other regions and adapt them, but staff must be sure 
to include messages that meet the needs of the new audience, as indicated by local 
audience research.

Figure 26. Sample Questions for Group Pretests

Questions specifi c to each page:
1.  What information is this page trying to convey?

2.  What does the text mean in your own words?

3.  If there is a picture, what does it show? Is it telling you to do anything? If yes, what?

4.  Do the words match the picture on the page? Why or why not?

5.  What do you like/dislike about this page?

6.  Are there any words in the text you do not understand? Which ones? (If so, explain the 
meaning and ask respondents to suggest other words that can be used to convey that 
meaning.)

7.  Are there any words that you think others might have trouble reading or understanding? 
(Again, ask for alternatives.)

8.  Are there sentences or ideas that are not clear? (If so, have respondents show you what 
they are. After explaining the intended message, ask the group to discuss better ways to 
convey the idea.)

General questions about material in its entirety:
9.  Is there anything you like/dislike about this booklet—use of colors, kinds of people 

represented, choice of foods used, etc.?

10. Does the material ask the reader to do anything? What? Are the messages effective? Why 
or why not?

11. We want the materials to be as easily understood by others. How can we improve the 
pictures?

12. What other suggestions do you have for improving this material—pictures, words, or 
both?
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As with FGDs, a pretest group should include 8 to12 people who represent the target 
population. The pretester should explain that the group’s suggestions will be used 
to improve the materials. The pretester then asks each group member to take a 
turn reading a section of the material aloud. The pretest team listens for words that 
the readers have diffi culty reading or understanding. After one respondent reads a 
section (one paragraph, for example), the pretester asks the whole group to discuss 
the section and make suggestions for improving it. The pretester may ask some 
general review questions to make sure that all main points and concepts presented 
in the material are understood. Likewise, pictorial messages may be tested by 
asking members of the group what they see, having them read the accompanying 
text, and discussing whether the message and illustration address the same topic 
and reinforce one another.

Figure 26 lists some sample questions for pretesting existing textual materials. An 
expanded version is found in Appendix B, Form 5, and Appendix B, Form 6 illustrates 
one possible Group Pretest Answer Sheet. These questions are similar to those used in 
individual pretests when selecting the alternate method that uses the Pretest Question 
Guide.

If the project requires preparing materials for other audiences, such as peer educators, 
counselors, health workers, and/or policy makers, it may be necessary to test longer, 
primarily textual materials. Make copies of the new material for all participants and, 
if possible, deliver it to them prior to the pretesting time. If these audiences are 
not allowed time in advance to read and absorb the content, any pretests will be 
superfi cial and will not provide meaningful feedback for project staff.

Note: Appendix C includes a second set of “Job Aids” on pretesting. Like the FGD 
Job Aids, they are designed to help program staff prepare for pretests and recall 
key actions to follow when pretesting print materials. After becoming thoroughly 
familiar with this chapter, fi eld staff may want to copy the relevant Job Aids to use 
as reminders when pretesting with representatives of the target population.
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S
tep 6: P

roduce M
aterials

MAIN TOPICS
❑  What the printer needs to know to provide 

reliable cost estimates
❑  Importance of working closely with the printer
❑  Other printing considerations—for example, 

paper quality, type of binding, number of 
colors, and size of initial print job

❑  In-house alternatives to printing
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Step 6: Produce Materials
Creating print materials requires considerable effort by those responsible for 
developing and testing them and those who actually print them. A crucial phase in 
materials development begins when the items to be printed go to the printer. Mishaps 
during this phase can jeopardize the results of project activities. Spend time working 
closely with all people involved in printing the materials to ensure they understand 
what the fi nal product should look like, what resources are available to pay for it, 
and when the job needs to be completed.

A. Printing Considerations
Printing costs vary tremendously by country, subject, type of material (booklet, 
poster, fl ip chart, etc.) and format (size, colors, style). When preparing to print, 
always consider the following:

•  Request cost estimates, references, and samples of work from at least three 
printers. The printers will need to know:

– The size of the material.

– The number of pages.

– The type of paper to be used for the pages and for the cover.

– The number of colors to be used in printing the material.

– Whether the material includes any photographs.

– The number of copies to be printed.

– Printing and distribution deadline.

•  Consider the quality of each printer’s previous work, the printer’s responsive-
ness to deadlines, and the recommendations of other clients.

•  In some countries, the more copies you print, the lower the “unit price” (price 
for each copy). 

•  When printing a booklet, fi nd out from printers whether certain numbers of 
pages are more cost-effective to print. Sometimes booklets with a total number 
of pages that is a multiple of four avoid wasted paper and higher costs. Pages 
printed on both sides are usually cheaper.

•  Ask for advice about page sizes, and choose the most cost-effective size based 
on the paper sheet the printer uses regularly.
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•  Type of paper is another consideration when budgeting for printing. There are 
many types of paper (e.g., bond, cover, colored, book). Paper is also measured 
by weight; the heavier it is, the thicker it is. Bond is the cheapest paper in the 
United States for small print jobs (e.g., fl yers and leafl ets). Twenty-pound bond 
paper is usually the best bond weight for the price. For books, 60-pound “book” 
paper is economical. Colored paper is more expensive. For the cover of a book-
let or pamphlet, consider using heavy book paper (70-pound) instead of cover 
paper; it is usually less expensive and saves on bindery costs.

•  One of the biggest factors in printing cost is the type of binding and whether the 
cover is “scored.” Scoring is the process used in folding the heavier-weight cover 
paper so it will lay fl at when the document is closed. Binding choices include 
saddle stitch, spiral, velo, tape, and others. Ask the printer what bindings their 
equipment can produce, and request samples. There can be large differences 
in cost between bindings, so get comparative quotes.

•  In pamphlets, paper folds should always be along the “grain” of the sheet to 
ensure ease of opening and to help the pamphlet lie fl at when opened. In the 
printer’s “price book” for paper, one of the dimensions of the size of the paper 
is underlined. This indicates the grain direction of the sheet and affects how the 
sheet folds.

•  If the printer is producing negatives for a print job, request a “blue line” before 
printing. This is an exact duplicate of what the document will look like once it 
is printed, but is produced on yellow paper with blue ink. It will show the text, 
graphics, screens, color separations, etc. The blue line allows you to check 
for errors prior to the printing process. Typically, there is no charge for a blue 
line, but there are charges for corrections, unless the errors were the printer’s 
mistakes.

•  Carefully consider how many colors you can afford to use. Multiple colors will 
increase printing costs. Always count black as one color.

•  If possible, use black letters on white paper for text, rather than white letters on 
dark paper, as this is easier to read.

•  If the materials will be copied or photocopied by other organizations, choose a 
format that is easy to copy (e.g., leafl ets rather than stapled booklets). Keep in 
mind that dark colors do not photocopy well.

•  It is most cost effective to make drawings the same size as they will appear 
in the pamphlet; otherwise the printer must make reductions requiring either 
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separate camera shots or photostats (“stats”). Stats are cheaper than separate 
camera shots, and are made by a commercial graphic artist.

•  Try not to print a photo across a fold. It is not visually effective and it is diffi cult 
to do successfully. More work is required to make sure the two sides match, 
which adds expense.

•  Expect additional cost if the material includes a colored illustration that will 
extend to the sides of the page or into the fold of a pamphlet (“bleed”). White 
type against colored or half-toned background also costs more and photocopies 
poorly.

•  Consider printing small quantities of the material initially, so that changes can be 
made if necessary. However, in some countries this decision must be weighed 
against the lower unit cost of printing a larger quantity, as mentioned earlier.

•  Project managers should retrieve negatives from the printer as soon as print jobs 
are completed. Store them in a cool, dark, safe place so they can be reused if 
the materials are reprinted at a later date.

•  Camera-ready artwork should be accessible to staff artists so that necessary 
changes can easily be made before the materials are reprinted.

•  Computers make it possible to produce professional-looking materials in-house. 
If the document will be created on project computers and provided to the printer 
on a disk, arrange a meeting to discuss software options before preparing the 
document. The printer’s and the project offi ce’s computers must use compatible 
software that will allow the printer’s staff not only to see the document on the 
computer screen, but also to output the document for printing.

•  If the document will be prepared on a computer disk for the printer, the project 
manager should speak with the typesetter before preparing the document, tak-
ing into account the press specifi cations. The size of the press determines the 
parameters (such as margins) for each page.

B. Alternatives to Printing
Not all pictorial BCC materials require a large-scale printing. Depending on the 
nature, objectives, and budget of a particular project, a lower-cost alternative may 
be equally effective. For example, a project that decides to post pictorial messages in 
village/community gathering places may decide that staff and community members 
can purchase sturdy, heavy paper and draw (or trace) and color/paint the fi nal 
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pretested draft version of the posters they wish to distribute. Or, in some countries 
there is a tradition of painting cotton on silk cloth. Both fabrics can be used to prepare 
attractive and durable posters or banners.

Similarly, if the project plans to provide fl ip charts, fl ash cards, or trigger cards—
pictures used to “trigger” a discussion—for peer educators and/or health providers, 
but plans to work initially with only a small number of such educators and/or providers, 
staff and volunteers could make these items by hand. Project staff may begin with 
hand-drawn visuals, and as the project expands, they can update the posters, fl ip 
charts, etc. (based on evaluation feedback; see Step 8: Evaluate Materials, and then 
contact printers later in the project’s evolution. If the project has good photographic 
capabilities, staff may decide to take photos to use in fl ash and/or trigger cards and 
duplicate sets for each counselor and peer or community educator. This decision 
should not be made before staff have carefully pretested such photographs and are 
certain that the meanings of any behavior change messages are clearly understood, 
and that the visual presentation (photos in lieu of hand-drawn illustrations) is 
acceptable.

A six-panel leafl et with pictorial messages augmented with simple text can be 
photocopied on standard-sized white or colored paper; folded by hand; and used 
by counselors, peer educators, and others to explain key messages to their project 
audiences. Keep in mind that such materials are often less eye-catching and less 
likely to be valued enough to be retained and shared with others. Also, if something 
is copied on colored paper, the viewer will see yellow, blue, or pink people and other 
objects used to convey the messages. But photocopying is another option that needs 
to be considered, especially in places where access to photocopying equipment is 
widespread, thereby reducing per-copy costs, or where the need for large quantities 
of handouts is not yet evident.

Some cultures have centuries-old traditions of using indigenous media such as 
puppetry, marionettes, and storytelling. Again, depending upon the setting, project 
scope, and available resources, these media can be used successfully to transmit 
public health messages. In such cases, even though the messages will be transmitted 
orally, both the messages and the scripts need to be designed and pretested in the 
same way as described in Steps 3: Develop Messages and 5: Pretest and Revise 
Draft Materials.
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Step 7: Distribute Materials and 
Train on Their Use
Once materials are developed, tested, and printed, train health workers, counselors, 
social workers,  or other community development staff in how best to use these new 
teaching aids. Figure 27 lists some tips for using print materials effectively.

Figure 27. Tips for Using Print Materials Effectively

Posters
• Display posters in high-visibility places, such as clinics, hospitals, community 

centers, marketplaces, banks, kiosks, and gas stations. Put them in places protected 
from rain and wind. Ask permission fi rst so that the poster is not torn down and 
thrown out. Make sure that posters are securely mounted so that they cannot be 
easily removed/stolen.

• Use posters to stimulate group discussion.

Flip Charts and Flash Cards
• Always stand facing the audience when using a fl ip chart.
• Hold or position the fl ip chart so that everyone in the group can see the illustration, or 

move around the room with the fl ip chart if the whole group cannot see it at one time. 
Point to the picture when explaining it.

• Involve the group. Ask them questions about the illustrations.
• Use text (if any) as a guide; do not depend on it. Memorize the main points and 

explain them in your own words as you show the picture.

Booklets and Brochures
• Explain each page of the material to the client or the person being counseled. This 

allows her or him both to observe the pictures and listen to the messages.
• Point to the picture, not to the text. This will help the client to remember what the 

illustrations represent.
• Observe your audience to see if they look puzzled or worried. If so, encourage 

them to ask questions and discuss any concerns. Discussion helps establish a 
good relationship and builds trust between presenter and clients. Clients who have 
confi dence in their health workers will often transfer that confi dence to the method or 
health practice selected.

• Give materials to clients and suggest that they share them with others, even if they 
decide not to use the medicine, health practice, or procedure described.
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The training process need not be elaborate or lengthy, but staff at all programmatic 
levels should know why and how the materials have been prepared and why using 
them will make their job easier, more pleasant, more effi cient, and more effective. 
Unless people understand the advantages of the materials, the materials will not 
be used properly, or perhaps, will not be used at all.

Set up systems for distributing the materials so that they are used effectively. (See 
Appendix B, Form 8, Monthly Record Form for Distribution of Educational Materials.) A 
common problem with attractive materials is that they may be used to decorate offi ces 
of colleagues instead of being given to members of the target population. Sometimes 
materials are deemed so important that they are carefully locked in a closet and never 
used.

Emphasize that the objective of materials development is distribution and correct 
use with the intended audience. Set up a supervisory system that monitors extent 
and correctness of use. Suggestions for monitoring use of materials can be found 
in Step 8: Evaluate Materials.
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MAIN TOPICS
❑  The importance of evaluating print materials
❑  Methods—including interviews, group 

discussions, and observation—for evaluating  
the effectiveness of new materials
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Step 8: Evaluate Materials
Evaluating materials:

•  Shows how the materials are actually being used by community workers and 
clients.

•  Shows whether the materials were effectively distributed.
•  Provides more information about whether the materials are accepted and clearly 

understood by the target population.
•  May prove to managers that the money allocated to BCC activities was spent 

carefully and is a good investment.
•  Allows the materials developers to adapt to the changing needs of population 

groups with whom the program works.

Some programs prefer to hire an external evaluator; others may have an evaluation 
person on the staff of their organization. 

One or more of the following methods may be used to evaluate the effectiveness 
of materials:

•  Interview persons who were introduced to the material by a fi eldworker, clinician, 
or peer educator. Did they understand the material? Do they still have it? When 
do they use it? Have they shown or given it to friends? How did the material 
affect their decision whether to use the product or practice the behavior? Can 
they recall the information contained in the material?

•  Hold group discussions to obtain feedback on materials from clients as well as 
service providers.

•  Observe project staff and peer educators to evaluate how materials are being 
used and whether the materials are helping them to educate their peers.

•  Attend a clinic posing as a “mystery client” to learn how materials are really 
being used by health personnel.

•  Conduct intercept interviews with clients or potential clients outside the clinic 
setting to learn what messages they heard and whether they saw the support 
material.

•  Provide something in the material that requires the reader to take an action that 
can be measured, such as providing a coupon to access STI services free of 
charge or other health products offered by the project.
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•  Observe community members practicing a new behavior that is promoted in 
the materials, such as FSWs carrying condoms with them.

•  Interview gatekeepers or household and community members that infl uence 
members of the target audience to asses their opinion of the messages and 
materials.

When using these techniques, solicit suggestions for improving the choice and 
representation of the messages. After completing this stage of evaluation, project 
staff will better understand how well the materials are understood, accepted, used, 
and distributed and whether the materials’ effectiveness justifi es the cost.




