
Developed by ECO-Asia 

Under WaterLinks 

With generous support from USAID 

October 2011 

Helping Service Professionals  

Improve Water, Sanitation and 

Hygiene Programs  

 

  SUMMARY 
10-Step Promotion Program Toolkit 

The Practical Choice for 

Water, Sanitation and 

Hygiene Promotion 



 

 

Disclaimer: 

The United States Agency for International Development (USAID) funded the publication of this 

report.  AECOM International Development provided technical assistance under USAID contract 

486-C-00-05-00010-00. The views expressed in this publication do not necessarily reflect the views 

of USAID or the United States Government. 



 

 
 

10-Step Promotion Program (Revised October 2011)                                                                                                                                

SUMMARY of the 10-Step Toolkit 

 

Table of Contents 

ABSTRACT ............................................................................................................................................ 1 

OVERVIEW ............................................................................................................................................ 2 

10-STEP PROMOTION PROCESS ........................................................................................................ 3 

STEP 1:  DEFINE problem, audiences and ideal behaviors .................................................................... 4 

STEP 2:  GATHER information .............................................................................................................. 6 

STEP 3:  FOCUS on feasible behavior for one audience and problem ................................................ 10 

STEP 4:  STRATEGIZE long-term change goal, objectives, and impact ............................................... 12 

STEP 5:  PLAN short-term promotion ................................................................................................ 14 

STEP 6:  CREATE promotional materials and activities....................................................................... 18 

STEP 7:  PRETEST and finalize materials and activities for production ............................................... 20 

STEP 8:  IMPLEMENT the promotion campaign .................................................................................. 22 

STEP 9:  MONITOR promotion process and outcomes ..................................................................... 24 

STEP 10:  EVALUATE promotion outcomes and improve .................................................................. 26 

THE WAY FORWARD ....................................................................................................................... 28 

 



 

 

 

10-Step Promotion Program (Revised October 2011)                                                                                                                                

SUMMARY of the 10-Step Toolkit - Page 1 

 

ABSTRACT 

 

This is a summary of the full 10-Step Promotion Program Toolkit (www.10step-toolkit.org).  The 

Summary provides an overview of the 10-step promotion process from problem definition to 

evaluation.  It demonstrates the value of the 10-step promotion process as well as provides samples 

of the deliverables developed as part of this process.  This promotion process offers guidance on 

how to develop and implement a focused, audience-driven, behavior-change directed, research-

based, indicator-grounded, and successful promotion campaign.  The full 10-Step Promotion Program 

is a comprehensive, effective, practical process that can be institutionalized and used to scale up 

promotion efforts. 

 

The Toolkit and this Summary were developed with the generous support of the United States 

Agency for International Development. 

 

 

Key Words: 

Behavior change communication, campaign, information, education, feasible practice, primary 

audience, promotion, social marketing. 

 

 

http://www.10step-toolkit.org/
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OVERVIEW 

 

What 

 

ECO-Asia, under WaterLinks, has developed a comprehensive Toolkit for the design and 

implementation of water, sanitation and hygiene promotion programs. The 10-Step Promotion 

Program Toolkit takes a step-by-step approach to design, pretest, implement and evaluate a 

promotion campaign. Resources in the Toolkit combine international best practices ð from a 

variety of fields, including behavior change communication, health, environment, marketing and 

mobilization ð with proven, basic behavior change principles.  It offers guidance on how to be 

focused, audience-driven, behavior-change directed, research-based and creative in putting 

together a campaign.  The full version of the Toolkit and a Facilitatorõs Guide can be found at 

www.10step-toolkit.org. 

 

Why 

 

The purpose of promotion is to bring about and sustain 

change by ensuring that all needed interventions are available 

at the right time in the right place for the right people.  

Research shows that for every dollar you put into promotion, 

you will see back three times in profit.   

 

How 

 

The Toolkit contains instructions on following a 10-step promotion process.  Each step in the 

Toolkit builds on the previous step through the use of activities and decision making tools. Each 

tool helps you make the proper decisions to move forward ð decisions needed to develop an 

effective, successful promotion program. Each decision helps you complete Promotion Products 

ð products needed to guide and document your promotion design, development, 

implementation and evaluation. 

 

By Whom/With Whom 

 

The process is intended for use by water, sanitation, and hygiene service professionals to use 

within their communities and service areas with appropriately identified and segmented 

audiences.  The Toolkit helps you form an effective Promotion Team to carry out the work. 

 

How Long 

 

The 10-step promotion process takes eight to twelve months, but can be completed in as little 

as six months, if the level of effort is intensive.  The total organizational level of effort required 

is 80-110 days. 

http://www.waterlinks.org/
http://www.10step-toolkit.org/
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10-STEP PROMOTION PROCESS 

 

Advantages of using this 10-step promotion process include: (1) enables users to focus on the 

essential; (2) keeps users centered on behavior; (3) helps users develop an appropriate and complete 

promotion package; (4) assists users in talking with, listening to, and reviewing results with the 

primary audience; and (5) guides users through good decision making. 
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STEP 1:  DEFINE problem, audiences and ideal behaviors 

 

Step 1 enables companies to plan the promotion effort, define a priority problem, identify potential 

audiences, and determine ideal behaviors.  At the end of this Step, the Plan of Action and the 

Research Background will have been completed. 
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One program or promotion effort cannot be all things to all people at all times.  It is VITAL to plan 

and focus the effort.  If you can initially define your problem within the context of your promotion 

focus, identify your potential audiences, and determine ideal behaviors; you can direct your 

promotion efforts, bringing out the best in your audience to achieve the maximum impact. 

 

Planning 

The steps of an effective promotion program can be carried out over an eight- to twelve-month 

period.  To have the desired impact, promotion presence must be established during this period. To 

acheive this, the promotion and tasks must be carefully planned.  Planning the process helps 

òPROMOTE what needs to be PROMOTED with what is available and PROMOTE IT WELL!ó 

 

Establishing Research Background 

Experience shows that organizational priorities play a significant role in whether, when and how 

resources are spent.  It is; therefore, important to determine what the present organizational 

priorities are and use this as the starting point to focus the promotion effort.   

 

A clear, well-defined problem statement is 

critical as it is the starting point for the rest 

of the promotion campaign.  In the beginning, 

a problem has been observed or reported, 

but little is known about the causes, how 

often it happens, or when it happens.  It is 

essential to examine the specific problem 

elements based on what is actually known, in 

an effort to guide the research and take the 

necessary steps to complete the campaign. 

 

 

 

Once there is an understanding of the 

problem, it is necessary to identify general 

audiences and possible ideal behaviors.  An 

ideal behavior is the BEST practice to 

eliminate an identified problem.  It is not 

necessarily the most achievable or doable, 

but in a perfect world, it would be the best.   
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STEP 2:  GATHER information 

 

Step 2 assists companies in gathering the information needed on the potential target audiences for 

the promotion.  At the end of this Step, the Research Design and the Summary of Key Findings will 

have been completed. 
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Now that the problem has been clarified, the potential target audiences of this problem identified, 

and the possible ideal behaviors defined; it is necessary to further investigate the behaviors of these 

audiences.  You must determine what you know and what you still need to know, and then gather 

this information. 

 

Designing and Conducting the Research 

It is essential to have a clear idea of what is 

already known and what is not yet known 

about the problem, the potential audiences, 

and their present practices as they relate to 

the ideal behaviors.  Ability, influence and 

motivation factors as well as intervention 

area elements must be examined.  Ability, 

influence and motivation factors are 

consumer/client-centered.  Intervention area 

elements are provider/promoter-centered.  

Understanding these factors and elements 

relevant to the potential promotion allows 

the promotion team to have a well-rounded 

perspective on the issues. 

 

There are two types of information gathering 

ð quantitative and qualitative.  A combination 

of methods must be used to effectively fill 

information gaps.  Research is needed no 

matter the size of the effort.  It is essential to 

understand the audiences and their behaviors 

to design an effective promotion effort.  

Moreover, well-designed research establishes 

a proper baseline against which to monitor 

and evaluate the promotion.  

 

It is important to determine and detail specifics on the research audiences to support decision 

making and to ensure that information is gathered from the appropriate audiences. 

 

Summarizing Key Findings 

Summarizing data is an ongoing process.  Furthermore, summarizing on an ongoing basis makes the 

process more manageable and less time-consuming.   As data is collected, it can be sorted and 

organized by the established factors and elements.  As the same ideas and issues begin to repeat 

themselves, the list of "key findings" emerges.   Trends, patterns, and tendencies in quantitative and 

qualitative responses emerge when research is clearly summarized.   A summarized set of key 

findings also makes behavior analysis simple and straightforward.
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SAMPLE KEY FINDINGS SUMMARY 

Priority Focus:  Providing drinking water on a fee basis 

Date:  April-June 2011 

Research Audience:  Female Household Members in the Moratuwa municipality of the Lunawa catchment area in Colombo City, Sri Lanka 

Type of Research:    X Quantitative  (568 surveys)  X Qualitative (4 focus group discussions) 

Current Practices Ability Influence Motivation Communication 

¶ 79% of 

households use 

common water 

stand posts. 

¶ 18% of 

households share 

water with 

neighbors. 

¶ 85% of 

households 

obtain water 

within 25 meter 

radius. 

¶ 98% stated that 

they pay for 

water 

¶ 34% store water 

inside the house 

and 25% store 

water outside the 

¶ The majority had a high 

level of awareness on 

the importance of safe 

drinking water - bad 

water can cause sickness 

(28%), stomach ache 

(14%) and diarrhea 

(29%). 

¶ 87% of households said 

they are able to pay 

Rs1000-5000 for 

connection. 

¶ 68% of households pay 

Rs100-500 in monthly 

bills. 

¶ Most stated they cannot 

take or store sufficient 

quantity for their daily 

use. 

¶ Many are willing to 

¶ 57% know that water lines are 

available close to the settlement. 

¶ 78% have no idea on who is paying 

for stand post water. 

¶ Most believe that having individual 

water connection positively 

influence their own social status 

and increase dignity 

¶ The majority of squatters think 

water connections are a way of 

ensuring ownership of the land. 

¶ 99% want an individual connection 

¶ Top 6 cited benefits of connecting 

include: (1) quality guaranteed, (2) 

sufficient quantity, (3) time saved, 

(4) no need to store, (5) all day 

availability, (6) privacy 

¶ Many potential female customers 

felt that the absence of water 

makes their children suffer in health 

¶ 99% willing to pay for water 

¶ Most people believe the quality 

of Water Board piped water is 

good.  

¶ 58% willing to pay on an 

installment basis  

¶ 40% willing to pay one-time 

down payment and balance in 

installments 

¶ Many people think that good 

quality water reduces diseases. 

¶ Top 2 cited disadvantages of 

connection include:  (1) 

expense-additional monthly bill, 

(2) installation-makes a mess 

¶ 45% say that both husband and 

wife make decisions on 

individual water connections 

¶ The majority of present female 

customers cited 3 main 

¶ 35% cite TV as the 

most popular channel 

of information 

¶ 23% cite meetings and 

20% cite word of 

mouth from neighbors 

as second preferred 

communication 

channels 

¶ Film is the most widely 

viewed program on TV. 

¶ The top 2 cited 

societies within their 

communities include: 

(1) Community 

Development Council 

and (2) welfare 

societies 

¶ 30% feel these local 

societies could provide 
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SAMPLE KEY FINDINGS SUMMARY 

Priority Focus:  Providing drinking water on a fee basis 

Date:  April-June 2011 

Research Audience:  Female Household Members in the Moratuwa municipality of the Lunawa catchment area in Colombo City, Sri Lanka 

Type of Research:    X Quantitative  (568 surveys)  X Qualitative (4 focus group discussions) 

Current Practices Ability Influence Motivation Communication 

house. 

¶ 46% store water 

in open 

containers and 

31% store in 

unprotected 

domestic barrels 

¶ 32% of 

households purify 

water before 

drinking with 93% 

citing boiling as 

the method used. 

¶ More than half of 

the women 

stated that they 

spent at least 30-

60 minutes per 

day fetching 

water. 

participate as a 

community in a water 

program. 

¶ The majority have no 

savings. 

¶ 42% say they could 

borrow from relatives 

for installation 

¶ The Water Board stated 

that it has adequate 

capacity to provide 

water for these 

households. 

¶ The Water Board stated 

that it provides 

individual connections to 

any type of housing 

structure-permanent, 

semi-permanent, and 

temporary. 

and in school, wastes their time, 

and is a òshameó 

¶ Most potential female customers 

stated that they need help filling 

applications, collecting the needed 

monies, and getting proper 

permission for a connection. 

¶ The majority of potential female 

customers cited 5 main problems of 

not having an individual connection: 

(1) increased diseases, (2) lack of 

privacy for washing, (3) difficulties 

at night and on rainy days, (4) 

problems with neighbors, and (5) 

use less water than they actually 

need daily 

encouragements for connecting: 

(1) personal touch from assigned 

water staff, (2) help from 

program and community-based 

organizations on procedures and 

when questions arose, (3) 

payment on an installment basis 

¶ Most potential customers cited 

5 main discouragements for 

connecting: (1) connection cost, 

(2) monthly water bill, (3) belief 

in long procedures to get 

connected, (4) lack of 

understanding about the 

process, e.g. form filling is 

difficult, (5) no perceived 

external support or 

encouragement 

free labor 

¶ 24% feel these local 

societies could provide 

loans for installment 
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STEP 3:  FOCUS on feasible behavior for one audience and problem 

 

Step 3 helps companies focus the effort to enable successful change.  At the end of this Step, the 

Behavior Analysis will have been completed. 
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No promotion program can be all things to all people at all times.  It is essential to focus to have the desired impact.  Layered behavior analysis provides 

this focus.  Each completed layer strengthens the foundation on which your promotion program is built. 

 

Analyzing Behaviors  

Layers involved in analyzing behaviors include: (1) segmenting the primary audience, (2) placing the primary audience on the behavior stage scale; (3) 

identifying current practices, motivators, and barriers; and (4) delineating a feasible practice. 

SAMPLE BEHAVIOR ANALYSIS 

Program Title:  Water Promotion in Lunawa Catchment of Greater Colombo Sri Lanka (July 2011) 

Refined Problem Statement:  National Water Board intends to provide water on a fee basis to low-income areas.  The majority, 737 households, in low-income settlements 

of Lunawa catchment have no individual connections, 86.5% stated that they have no savings, and most report that they cannot store or take sufficient quantities of water 

for their daily use.   These households do not have individual connections because the reduced connection cost of Rs 2000 is still too high and a monthly bill on the average 

of Rs200 per month exceeds their monthly budget.  Lack of individual household connections wastes the productive time of mothers in these communities, increases 

diseases, and creates 35% non-revenue water for the Board. 

Segmented Primary Audience:  Mothers, married, 5+ family, potential customers, at least one child under 5, informal housing, urban, Grade 6-11 education, Age 20-36 

Secondary Audience:  Water Board staff, Health officers, Local government, School teachers, Children, Fathers, Politicians, Village leaders, Community-Based Organizations 

Tertiary Audience: Department of Railways, Divisional Secretariat, Media, CCD, RDA, Water Board, Department of Health 

Place on Behavior Stage Scale:  INTENTION ð intends to try 

Promotional Approaches to Use: (1) Training, (2) Behavior change communication, (3) Mobilization 

Ideal Behavior Current Practices Motivators Barriers Feasible Practice 

Consume water 

directly from 

the household 

tap 

Á Majority use stand posts 

Á Most storing water under 

unhygienic conditions  

Á Most waste productive 

time collecting water 

Á Many cannot store 

sufficient quantities of 

water 

1. 99% want to connect ð willingness 

2. Decrease diseases (2) 

3. Have sufficient quantity (1)  

4. Increase dignity and social status (3)  

5. Feel that water quality is good (belief) 

6. Reduce neighbor tensions 

7. Can give more attention to family 

8. High levels of knowledge on safe drinking water 

1. No savings- connection cost (1) 

2. Low income level ð monthly bill (2) 

3. Low education level (3) 

4. Belief in long procedures to connect 

5. Belief that no external support or 

encouragement exists 

6. Low social status 

CONNECT 

a. Save 

b. Connect 

c. Earn more (to 

pay regularly) 
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STEP 4:  STRATEGIZE long-term change goal, objectives, and impact 

 

Step 4 assists companies in developing an overarching strategy to see where the promotion effort 

fits.  At the end of this Step, the Broad Change Strategy and Strategy Budget will have been 

completed. 
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Promotion is not conducted in a vacuum. You must examine the various parts of the whole environment within which your promotion effort will take place 

- from determining what will impact your success and, thus, be required, to identifying who might help you reach your goal and objectives. 

 

Developing a Long-Term Strategy 

The Broad Change Strategy requires delineating a long-term goal, objectives, impact indicators, broad activities by intervention area and possible partners. 

SAMPLE BROAD CHANGE STRATEGY 

PROGRAM TITLE Medan [Indonesia] Sewerage Connections (May 2011) 

GOAL Medan intend to expand sewerage connections for community members in Zones 1-12 by 7,850 connections 

IMPACT INDICATORS  1. Decrease diarrheal diseases in Zones 1-12 by 1% or from 32% to31%  

2. Increase clean environment (reduced waste water seepage) by 5% 

OBJECTIVES 1) By end of 2011, provide 3000 free household sewerage connections for housewives in Zones 1-8 

2) By end of 2012, provide 2400 free household sewerage connections for housewives in Zones 1-8 

3) By end of 2013, provide 2450 free household sewerage connections for audiences to be determined in Zones to be determined 

TIMEFRAME 3 years (2011-2013) 

PRIMARY AUDIENCE 
Housewives, aged 35-50, in zones 1-8, high school graduated, income of more than 3,000,000 rupiah per month, 2-4 family size, urban, married, connected 

already to PDAM water, own house, have a septic tank  

FEASIBLE PRACTICE CONNECT 

INFRASTRUCTURE, PRODUCTS, AND SERVICE 

IMPROVEMENTS 
PROMOTION  SUPPORTIVE ENVIRONMENT 

Ensure all needed sanitation infrastructure and services 

improvements are in place WHEN promotion begins 

Develop training, mobilization, and social marketing media and 

activities covering agreed upon Promotion Plan specifics 

Ensure arrangements are in place by developing a strong 

partnership with government, communities and donors  

1. Install pipe lines 

2. Upgrade sewerage treatment plant 

3. Build 1-2 new pumping stations 

4. Buy 1 robotic camera 

5. Investigate technology to òdigó and make connection  

6. If investigation successful, purchase 2-3 òdiggingó units 

7. Craft and air/distribute promotional materials ð radio spot, 

leaflet, souvenirs 

8. Hold group meetings in the communities 

9. Present dramas in the communities 

10. Conduct field visits to treatment plant 

11. Train new installers, PDAM staff, community leaders 

12. Seek donor assistance to investigate digging technology 

and support purchase of units 

13. Seek policy to enforce sewerage connections 

14. Train new installers to meet demand 

Providers to Involve (to include Secondary and Tertiary Audiences): 

Water utility, government, suppliers, contractors 

 

Water utility, environmental leaders and chiefs, government 

officers, universities, non-governmental organizations, media 

Water utility, government, donors, community 

organizations 
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STEP 5:  PLAN short-term promotion 

 

Step 5 provides the details companies need to develop materials and activities.  At the end of this 

Step, the full Promotion Plan, including the Creative Brief, and the Promotion Budget will have been 

completed. 
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A plan must be prepared, including all essential information related to the development of your 

promotion program and its activities so that your audience and their behavioral needs and realities 

can be accurately reflected and addressed. 

 

Developing a Creative Brief for the Promotion Plan 

Based on the Behavior Analysis, a Creative Brief provides all necessary details to develop the 

promotion materials and activities, no matter the approach or approaches selected ð though it is the 

only piece required for an Information and Education or Behavior Change Communication approach.  

SAMPLE CREATIVE BRIEF 

Program Title:  Water Connections in Indonesia 

Date: February 2011 

Program Timeframe: January 2011 to December 2016 

1. Refined Problem Statement 

Around 44% of the community members in Griya Indah, A Stapada, Permata Jingga, Plandaan, and 

Kabupaten state that they are not interested in a piped water connection because (1) land water supply is 

sufficient, (2) piped water quality is poor, and (3) connection fee is too expensive, even after a discount 

from Rp 650,000 to Rp 250,000. 

2. Primary Audience 

Urban, head of household mothers, aged 20-32, with a family size of at least 3, with primary  education 

living in formal housing areas with access to piped water lines, and are potential customers 

3. Secondary and Tertiary Audiences 

Village administrators, Environmental Agency, Health Agency, Public Works Agency  

4. Feasible Practice 

Use clean water for all your household needs  

5. Motivators 

1. Awareness that piped water is safer than land water sources (2) 

2. Knowledge that piped water is tested regularly 

3. Knowledge that poor water quality is harmful to health (1) 

4. Fact that water flows even if electricity is off ð continuous water flow 

5. Belief that water in house is easier to obtain (3) 

6. Awareness that more water is available if from water lines in house than going to land source 

7. Reduced connection fee (based on actual affordability) 

6. Barriers 

1. Belief that land water source is safe enough 

2. Insufficient knowledge on piped water tariff structure and payment options 

3. Inability to afford Rp 250,000 ð too expensive for household budget 

7. Promotion Approaches 

(1) Mobilization, (2) Social Marketing, and (3) Behavior Change Communication 

8. Key Promise and Message 

[PROMISE] From piped water, healthy water springs; [MESSAGE] use your clean water for all your 

household needs.   

9. Promotion-Specific Objective(s) - Audience is AWARE. 

Within the next six months: 

Knowledge: 

1. 75% of primary audience cite that water from a  land source is (1) unhealthy and (2) should not be 

used for drinking 

2. 85% of primary audience state that water from piped water source is (1) safe for drinking, (2) is 
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SAMPLE CREATIVE BRIEF 

Program Title:  Water Connections in Indonesia 

Date: February 2011 

Program Timeframe: January 2011 to December 2016 

regularly tested, and (3) works when no electricity 

Encouragement: 

3. 85% of primary audience state that they believe a piped water source is (1) safer, (2) healthier, and (3) 

easier to obtain than land water sources. 

4. 75% state that they feel that piped water source is affordable.  

Intention: 

5. 85% of primary audience state their intention to connect to piped water lines  

Action: 

6. 65% of primary audience discontinue use of land water sources by end of Year 1 

7. 65% of primary audience use piped water piped water source exclusively by end of Year 1 

10. Tone 

Emotional, rational 

11. Media Channels 

(1) Radio spots, (2) drama, (3) give aways, (4) group discussion 

12. Creative Considerations 

Must be in local language, photos preferred 

13. Mandatories 

Logos on EVERY piece, key promise and message on EVERY piece 

 

Ensuring Remaining Promotion Plan Pieces 

Depending on the approaches chosen as most appropriate, the promotion effort might also need a 

specific piece for: (1) Marketing Tactics, (2) Advocacy Techniques (3) Training Directions, or (4) 

Mobilization Schemes to use with the Creative Brief when developing materials and activities. 

SAMPLE MARKETING TACTICS 

Program Title:  Water Connections in Vietnam 

Date:  April 2011 

Program Timeframe:  December 2011 to December 2013 

A.  Product 

and/or Service 

B.  Providers 

 

C.  Persuasion 

 

D.  Prices 

 

E.  Packaging 

 

F.  Place 

 

Household 

water 

connections 

Piped water 

service 

providers 

Health 

Safety 

50,000 to 100,000  

for connection 

fee 

Ease of Use 

Affordability 

In the home 

 

SAMPLE ADVOCACY TECHNIQUES 

WHO needs to 

hear?  

i) 

WHAT do they need to 

hear? 

ii) 

FROM WHOM do they 

need to hear it? 

iii) 

HOW can the point best be 

made? 

Local government 

officials 

The importance of 

allowing communities to 

test their own drinking 

water 

International and local 

experts 

Conference that discusses and 

distributes a  press kit 

Field visits to observe water 

testing by community members 
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SAMPLE TRAINING DIRECTIONSð PRIMARY AUDIENCE 

Primary 

Audience 

I.  Topics/Skills II.  Purpose of 

Training 

III.  Materials Needed 

(1) Topic (2) Skills 

 M
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e
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 f
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0-3

6
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I. How to save Rs 

10 daily 

(SAVE) 

Daily/monthly saving 

Budgeting 

Manage daily 

expenses 

Training Instructions 

Training Resource 

person 

II. How to find 

connection 

cost 

(CONNECT) 

Budgeting 

Go to local bank 

Ensure enough 

water for your 

family 

Training Instructions 

Bank regulations 

Training Resource 

person 

III. How to generate 

alternative income 

(EARN) 

Skills assessment 

Home-based business 

Linking to open 

markets 

Increase income 

level 

 

Training Instructions 

Training Resource 

person 

2 Marketplace locations 

IV. How to reduce 

your water bill 

(PAY REGULARLY) 

Using water wisely Reduce water 

wastage 

 

Training Instructions 

Training Resource 

person 

IV.  Timeframe (24 months) 

¶ Training workshops will be staggered over 2-year timeframe 

¶ 4 types of training workshop - I.-IV. above 

¶ Each type of training will be repeated 8 times (every quarter) 

¶ Each training workshop will consist of 3, 2-hour sessions 

¶ Each workshop will train 25 participants 

¶ Training workshop responsibilities for Type I.-IV. will be contracted out to an agency that does this 

type of work already.   

¶ Their existing training materials will be enhanced to cover òEnough water for your family ð 

Connect!ó topics and needs 

 

SAMPLE MOBILIZATION SCHEMES 

Audiences 

a.  

Activities 

b. 

Purpose of 

Mobilization Activities 

c. 

Roles 

d. 

Needs 

e. 

Phase ð Taking place 

in Year 1 only 

Mothers 

(primary 

audience) 

Hold group 

discussions 

(with 

Drama) 

Encourage mothers to 

participate, be excited, 

mediate, create strong 

coordination 

Participants Drama  

Discussion 

guide and 

answer sheet  

After launch, 

monthly  ð 12 times, 

1 per month 

Village-level: 

Teachers, 

Fathers,  

Village 

leaders  

Hold group 

discussions 

Garner community 

support 

Share appropriate 

knowledge, skills, and 

technical know-how 

Facilitators 

Mediators 

Advisors 

 

Discussion 

guide and 

answer sheet 

Logistics 

Facilities 

Refreshments 

Evening or 

weekends 

after launch ð 16 

total ð 4 teachers, 8 

fathers, 4 leaders 

(once per week (4 

months) 

These activities will reinforce the Key Promise and Message, inform local and village audiences and officials of 

activities and ways to support the mothers, and motivate and energize the mothers.  As well these activities 

will make best use of the media channels developed for this Promotion ð drama and group discussions. 
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STEP 6:  CREATE promotional materials and activities 

 

Step 6 assists companies in developing the materials and activities needed to promote the feasible 

practice to the primary target audience.  At the end of this Step, the draft set of all materials and 

activities will have been completed. 
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Now that specifics have been detailed in the full Promotion Plan, these specifics can be applied to the 

creation of materials and activities.  Each action takes your promotion òone step closeró to providing 

the primary audience with what it needs to adopt the promoted feasible practice.  Developing 

materials and activities that accurately reflect these needs, as detailed in the Promotion Plan, ensures 

that the audience can and will understand, can and will try and adopt the practice. 

 

Inspiring Creativity and Inventiveness 

Creativity shows one's uniqueness.  It is the 

ability to see things in a new and unusual light, 

to see problems that no one else may even 

realize exist, and then come up with 

something new, unusual, and effective. 

 

Good promotion requires good 

communication.   It is important to remember 

that the  perspectives and world views of the 

primary audience differ from that of the 

company.  It is essential to stay focused on 

what is important to the primary audiences in a manner that speaks to them. 

 

Developing Storyboards 

A storyboard is a written description of text, 

ideas and visual imagery.  It describes what 

might be said in pictures and words and what 

the order of it might need to be.  A 

storyboard is important because it helps 

organize the ideas/scenes/pages.  Pieces can be 

moved around and ordered appropriately.   

They can be used to create any type of 

material or activity. 

 

 

Preparing Text/Script 

Written content is the translation of the storyboard into phrases and 

vocabulary appropriate for the audience - building on what the audience 

already knows (motivators) and answering what they need to know (barriers).   

For actual, written content, òless is more!ó  

 

Putting Together Drafts for Pretests 

Only drafts are put together for pretests.  Print, non-print, interpersonal, or 

traditional material or activities will not yet be finalized.  All are prepared in 

simple draft format to save time and resources.  They need to òlookó as close 

to the final as possible, but do not need to be perfect. 
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STEP 7:  PRETEST and finalize materials and activities for production 

 

Step 7 shows companies how to ensure that the primary audience accepts and understands the 

feasible practice promoted in the materials and activities.  At the end of this Step, finalized, ready-

for-distribution materials and activities and the Media Plan will have been completed. 
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Because people see, hear, and interpret messages according to their various backgrounds, education 

levels, and knowledge levels; you cannot assume that your messages will be perceived the way they 

are intended.  To ensure that materials and activities developed are understood, appropriate, and 

acceptable, you must pretest them with members of the primary audience for your promotion 

effort. 

 

Preparing for and Conducting Pretests 

Pretesting ensures that the materials and activities will have the desired impact ð the primary 

audience will adopt the feasible practice that is promoted.  Pretesting generally requires three 

rounds, revising materials after each round to improve them.  It is essential to carefully plan the 

pretests so that materials and activities are only tested with the audience for whom they are 

intended and in the manner that they will be used when distributed, aired, and/or performed. 

 

Finalizing Materials and Activities 

Analysis of pretest results allows the 

promotion team to make changes based on 

feedback from the primary audience.  It lets 

the team perfect, improve, and enhance the 

materials to maximize the impact of the 

promotion campaign.  Once 80% of the 

primary audience understands; finds 

acceptable, attractive and appropriate; and is 

motivated to try the practice promoted, the 

materials and activities are ready to be 

finalized and produced.  

 

Developing a Media Plan 

The Media Plan itemizes the specific details of the media to take place.  Its components comprise:  

(1) final budget, which accounts for any changes in production, distribution, and/or airing; (2) 

production, which covers more specifics under each media channel and production numbers; (3) 

timing, which details when each media channel will be aired or used; and (4) logistics, which informs 

on where materials will be stored, how they will be distributed and other information to effectively 

utilize the media channels for the promotion. 
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STEP 8:  IMPLEMENT the promotion campaign 

 

Step 8 guides companies through implementation planning and implementation.  At the end of this 

Step, the Implementation Plan will have been completed. 
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Experience with promotion programs worldwide shows that the program launch is both an exciting 

and a difficult time.  No program gets off the ground without some challenges.  As your program 

begins, challenges come up that can be both amusing and frustrating.  In one country, there was no 

paper in the whole country for flip charts that were essential to implement the training program.  In 

another nation, a gas cap rusted shut in the rainy season on the only available vehicle.  In one nation, 

a coup d'état preempted the designated video spots!  Efficient planning can minimize your 

frustrations and maximize the successfulness of your promotion launch. 

 

Preparing for Implementation 

Implementation takes into consideration three main issues: (1) logistics, (2) media, and (3) supplies.  

This means assuring that the timing has been discussed and agreed upon; that one person has been 

assigned responsibility for each issue area; and that òactivities happen at the right time, with the right 

people, in the right places.ó 

 

An implementation plan details the broader implementation activities, such as program logistics, 

launching, training, and monitoring and supervision.  It directs who, when and how to execute 

activities and increases the effectiveness of materials distribution/airing and activities conduct.  It 

allows the promotion team to oversee the roll out and conduct of all promotion program activities 

through to the final evaluation.  

 

Launching the Effort 

It is important to òannounceó the start of the 

promotion effort before activities and materials 

go out into the field. This gives the promotion 

team the opportunity to talk about the work 

with the community and get activities off to a 

good start.  Then when implementation begins, 

the community is prepared and supportive. 

 

 

 

 

Implementing 

JUST DO IT!!! 

 

 












